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The business of franchising has been referred to as one of the 
greatest ever developed. It is a key arrow in the quiver of retail, 
with the maximum success guarantee. It is an operating model 
which never goes out of fashion, one of the most fruitful motivating 
business opportunities that can lead to the foundation of successful 
retail empire. When done correctly, franchising allows the retailer 
to achieve the expansion of the business and brand through able 
franchisee partners in a more systematic way. However, like every 
business model, franchising also requires capital, investment and 
proper planning and marketing strategy.  

IMAGES Retail’s November edition brings its readers the pros 
and cons of franchising in retail. It also explains how franchising 
model in retail continues to shine despite economic slowdown 
in last one year. The issue talks about the investment required, 
guidelines and other aspects related to build a successful 
franchising empire. Experts and retailers from the industry outline 
the challenges they have faced trying to establish a franchise 
business and the parameters of choosing the right franchiser and 
franchisee. 

Aside from this, we also bring a special feature on the fashion 
accessories market in India. The fashion accessory market has 
grown manifold over the past few years and is swarming with 
a vast range and variety of products. The jewellery, leather and 
footwear sector has also been fl ourishing like never before. The 
introduction of new players, on both Indian and international 
platforms have brought a continuous and sustained shift in 
consumer demand pattern. Shoppers today are not scared to spend 
money on costly lifestyle products. The November edition will 
bring the readers an in-depth analysis of each of this segment. 

As always, I hope you fi nd the issue informative and benefi cial. 
Do log on to our website, www.indiaretailing.com to read great 
features and analyses on the stage of the global retail industry with 
an emphasis on India. 
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P A G E  2 6
FRANCHISING MODEL OF RETAIL 
CONTINUES TO SHINE DESPITE 

ECONOMIC SLOWDOWN

C O V E R  S T O R Y

Despite the economic slowdown and the gross 
domestic product (GDP) at its slowest stage in the 
last six years, the franchising model continues to 
witness growth in both urban and rural regions. 
The franchise industry is growing at a rate of 30-
35 percent per annum and the sales turnover of 

the sector was recently valued at over US$7 billion
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SENCO GOLD & DIAMONDS: THE 
EMBODIMENT OF A FLOURISHING 

FRANCHISING MODEL WITH 51 STORES 
PAN INDIA

Suvankar Sen, Executive Director, Senco Gold & 
Diamonds talks about the successful franchising 

journey of his brand
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Diwali is still the biggest revenue generator for retailers 
in India, but its impact on overall annual sales has been 
waning over the years. Despite this gloomy statistic, offl  ine 
retailers and e-commerce platforms are doing all they can 
to make the most of this season…
By IMAGES Retail Bureau

DIWALI BRINGS CHEER TO 
INDIAN RETAIL AS CONSUMERS 
GO ON A BUYING SPREE

SNAPDEAL RECORDS 52 
PERCENT RISE IN DIWALI 
SALES VOLUMES

Driven by a rise in orders 
from non-metro towns across 
India, e-commerce platform 
Snapdeal’s fi rst Diwali sales 

volumes of this year saw a growth of 52 
percent over last year. Nine out of every 
10 orders received on the platform were 
from non-metro towns in the country.  
Snapdeal’s fi rst Diwali sale ran for eight 
days — from September 29 to October 6. 

While the increase in volumes from smaller 
cities was a pan-India trend, cities like 
Nagpur, Surat, Vijayawada, Chandigarh, 
Panaji, Jamshedpur, Shimla and Guwahati 
emerged as the new e-commerce hotspots 
of India, with orders surging at least four-
fold over the previous year. Over 120 cities 
and towns across the country registered at 
least 2x volumes compared to last Diwali 

sales. These include cities like Satara, 
Anand, Bharuch & Pali (West India), 
Malerkotla, Roorkee, Jhansi & Hardwar 
(North India), Hazaribagh, Raniganj & 
Paradip (East India), Tezpur, Itanagar & 
Majuli (North-East India) and Khammam, 
Hassan, Miryalaguda and Bhimavaram 
(South India). 

“All the sellers on Snapdeal are 
independent, third-party sellers and hence 
the growing volumes on our marketplace 
translate directly into greater opportunities 
for India’s small and medium businesses,” 
Kunal Bahl, CEO & Co-Founder, Snapdeal, 
said in a statement.

The most popular items in the sale 
were everyday apparel, with both men 
and women shoppers preferring track 
pants, t-shirts and shorts over formal 
wear.  In fashion accessories, casual shoes, 
fl ip fl ops, belts and artifi cial jewellery 
were the top selling items. Personal care 
products continued their recent trend of 
rising sales with shaving and grooming 
products for men and epilators for women 
amongst the most bought products. The 
home category best sellers included multi-
function kitchen gadgets, kitchen storage, 
towels and home linen.  Bedsheets from 
Jaipur were the single largest selling items 
that received orders from over 180 cities 
across India. 

TELEFUNKEN, MI, 
BOAT TARGETS INDIAN 
CONSUMER THIS FESTIVE 
SEASON

Having partnered with top 
e-commerce portals such 
as Flipkart and Amazon for 
delivering after-sales services 

on a pan-India level, 247around has 
recently revealed a 900 percent month-
on-month business growth within fi rst of 
the ongoing festive sale season.

Nitin Malhotra, CEO and Co-Founder, 
247around, said, “In fi rst edition of the 
online mega festive sale, 247around has 
registered stellar growth. While we have 
received maximum traction from metro 
cities like New Delhi, Bangalore, Pune and 
Hyderabad while Tier-II towns like Jaipur, 
Lucknow and Ahmedabad are not far 
behind.”

“Telefunken has entered the Indian 
TV Markets successfully. We believe 
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in one philosophy to keep ‘After sales 
service’ as the key priority, to enable 
stronger customer satisfaction & 
customer retention too”, says Arjun Bajaj 
Director, Videotex International – Offi  cal 
Telefunken Brand Licensee. 

“New-age brands like Boat, Lifelong, 
Sharp, Telefunken, Shinco, NOBEL, and 
Willet have stolen the show this festive 
season. Television remains the top-
selling product in the after-sales category, 
followed by refrigerators and washing 
machines. We expect that, by the end of 
this festive sale season, we will achieve 
similar numbers to what we achieved did 
the fi rst edition the online festive sale. 
Service being key to increase sales, we 
have made sure that brands go live within 
2 hrs for pan India service.” he added.

SHOPCLUES ANNOUNCES 
‘MAHA DIWALI FLEA 
MELA’ WITH DISCOUNTS 
UPTO 85 PC

ShopClues has announced 
the beginning of its mega 
festive sale with the ‘Maha 
Diwali Flea Mela’ which will 

be on till October 20, 2019, with massive 
discounts on apparel, jewellery, electronic 
gadgets, home appliances and grooming 
appliances.

off ) and quirky gifts like thematic stickers 
and diyas that every home could do with.

Additionally, customers can also watch 
out for the Bumper Budget Combos which 
have enticing assortments of products at 
prices starting ` 99.ShopClues will also be 
holding exciting fl ash sales every day. The 
platform has also tied up with Mobikwik 
and Airtel Payments Bank to create several 
interesting off ers such as the Double Your 
Savings Off er, a 15 percent cash back off er, 
and a fl at ̀ 100 Cashback via Mobikwik for 
every 10th customer.The brand expects 
that 85 percent of its sales will come from 
its strong-hold in Tier III and IV markets.

‘CONSUMER DURABLES, 
FMCG &RETAIL SECTORS 
PUSH TALENT DEMAND 
FOR FESTIVE HIRING’
With the beginning of the festive season, 

consumer-driven sectors 
such as consumer durables/ 
FMCG (5 percent) and retail 
(12 percent) reported growth 

in talent demand in September 2019, says 
TimesJobs RecruiteX.

In Y-o-Y analysis, both the industries 

posted double-digit growth in talent 
demand. In Sep’18 vs Sep’19 comparison, 
consumer durables/ FMCG and retail 
posted 28 percent and 29 percent growth, 
respectively. The report revealed that Tier-
II cities such as Lucknow and Chandigarh 
recorded the highest growth in talent 
demand in September 2019 edition. A 
similar trend was observed on September 
2018. Commenting on the report, Sanjay 
Goyal, Business Head, TimesJobs & 
TechGig said, “Retail and Consumer 
durables/FMCG has pushed the talent 
demand owing to festive hiring and 
registered double-digit growth in Y-o-Y 
analysis, too. We can hope to see revival 

in hiring in high-volume sectors in the 
coming months.”

TimesJobs RecruiteX is a monthly 
recruitment index that records the 
demand and supply of talent at India Inc.

BATA TO ADD 500 MORE 
STORES IN NEXT 5 YEARS 
ON FRANCHISE MODEL
Footwear major Bata India on Thursday 
said it will strengthen its presence in the 
domestic market by adding 500 stores in 
next fi ve years, focusing mainly on smaller 
markets. The company has identifi ed 

Tier II, III & IV cities where it 
has plans to broaden its sales 
network through the franchise 
model, Bata India said in a 

statement. Bata has already identifi ed 180 
such markets in smaller cities pan-India, 
where the company is seeking franchise 
partners to expand its presence beyond 
metro cities. 

“The company is betting big on 

The Maha Diwali Flea Mela has been 
designed to address large home needs, 
as well as items of personal interest for 
the budget-conscious customer. The 
ShopClues Maha Diwali Flea Mela also 
has focused sections that address smaller 
items like Decorative Lights (80 percent 

franchising and already has over 150 
franchise stores across the country. Bata 
plans to open 500 stores in the next 5 
years,” the statement added. According 
to the latest annual report, Bata India has 
pan-India retail presence with 1,415 stores 
across cities with 3.07 million sq ft of retail 
space. Over the last two years, Bata has 
increased presence in smaller towns and 
reinvigorated its portfolio to off er more 
contemporary, fashion and casual styles 
for the younger generation.

“India is one of the most important 
market for Bata globally and we aim 
to make Bata accessible to the fashion 
forward customers in tier II-IV smaller 
cities via the franchise stores. We have 
seen strong demand for the new products, 
which is driven by multiple campaigns 
featuring celebrities from Bollywood 
and cricket world,” said Sandeep Kataria, 
CEO, Bata India. Bata India had revenue 
of `2,928.44 crore in FY 2018-19 and had 
recorded a net profi t of ̀ 329.66 crore in the 
mentioned period. 
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Internationally, the retail industry is adopting new 
technologies to grow sales, increase brand awareness 
and customer loyalty, and improve customer services. 
IMAGES Retail brings a roundup of what’s making 
news in the global retail arena over the last month…
By IMAGES Retail Bureau

GLOBAL RETAILERS FOCUS ON 
INNOVATION & CONSUMER 
EXPERIENCE TO BOOST PROFITS

WALMART LAUNCHES 
INHOME DELIVERY 
SERVICE IN KANSAS CITY, 
PITTSBURGH AND VERO 
BEACH

Walmart recently announced 
InHome Delivery, the latest 
innovation aimed towards 
giving time back to families 

by delivering fresh groceries and everyday 
essentials directly into their kitchen or 
garage fridges. Now, for the fi rst time ever, 
the brand has launched this new service 
for over 1 million customers in Pittsburgh, 
Kansas City (Missouri and Kansas) and 
Vero Beach. 

The service can be used in three simple 
steps: 

 Customers across Kansas City, 
Pittsburgh and Vero Beach can head to 
InHome.Walmart.com and see if their 
address is eligible.

 Next, they choose either the kitchen 
or garage fridge as their delivery spot. 
It’s US$ 49.95 for the corresponding 
smart device, and free professional 
installation is included!

 Once the lock is installed, they’ll receive 
unlimited deliveries for the introductory 
price of just US$ 19.95 per month (US$ 
30 min per basket). And the fi rst month 
is on the brand.

At the time of delivery, associates will use 
smart entry technology and a proprietary, 
wearable camera to access the customer’s 
home – allowing customers to control 
access into their homes and giving them 
the ability to watch the deliveries remotely.

NIKE ANNOUNCES SIRI-
CONTROLLABLE ‘ADAPT 
HUARACHE’ SELF-LACING 
SHOES

Nike has announced the 
latest iteration of its Adapt 
Huaraches, with the standout 
feature being a self-lacing 

motor that can be controlled using Siri, 
Apple’s digital voice assistant.

The shoes are a redesign of the original 
Nike Huarache and use the same FitAdapt 
technology as the Nike Adapt BB released 
earlier this year. Nike’s FitAdapt lacing 

system is run from a midfoot motor and 
is controlled by the Nike Adapt app. Using 
the app, wearers of Nike Adapt Huarache 
can set up a number of preset fi ts for their 
foot type and activity. 

According to the press release, the new 
Adapt Huarache sneakers also work with 
the Apple Watch and Siri, allowing you to 
simply ask Siri to lace or unlace the shoes. 
The new sneakers from the Nike stable 
feature the same neoprene supportive 
exoskeleton that did duty on the original 
1991 Air Huaraches, lending continuity 
to the brand, while accommodating 
technological advances. The latest edition 
of the iconic sneakers will include two LED 
lights that are capable of changing colours 
if users tinker with the settings on the app.  

The two modes are dependent on foot 
type. The preset modes are ‘Chill’ and 
‘Move,’ causing the sole and body of the 
shoe to adapt to everyday situations such 
as working out in the gym, reclining in a 
chair at offi  ce, or standing in a metro coach 
during one’s daily commute. 
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JAPANESE COSMETIC 
BRAND RMK TURNS TO 
TMALL GLOBAL TO TAP 
LUCRATIVE APAC MARKET

Japanese cosmetics brand 
RMK has launched a new 
fl agship store on Chinese 
e-commerce giant Tmall 

Global. The move is part of RMK’s larger 
focus to tap the lucrative Asia-Pacifi c 
(APAC) beauty market and create a stable 
platform for beauty brands in China, says 
GlobalData, a leading data and analytics 
company.

Shagun Sachdeva, Consumer Insights 
Analyst at GlobalData, says: “RMK is 
already available in Japan, Taiwan, Hong 
Kong and South Korea. The calculative 
move to tie up with Tmall Global has been 
made to indulge in Omnichannel retailing 
with an aim to increase its presence in high 
value Chinese market and get access to a 
wider customer base.”

According to GlobalData, the ‘Cosmetics 
and Toiletries’ market in China is growing 
at a steady pace and is almost double that 
of in Japan in 2018. The company’s 2018 Q4 
consumer survey reveals that 63 percent of 
Chinese consumers prefer online channels 
to buy beauty and grooming products.

Sachdeva concludes: “The strategic 
decision to expand seems to be driven by 
rising popularity and growing demand of 
Japanese beauty products among APAC 
consumers owing to perceived safety, 
better quality and multi-functionality. 
The brand has grabbed the opportunity 
of looking at the high intensity of J-beauty 
products being imported in China or 
bought by Chinese visitors in Japan. With 
the launch on Tmall Global, the company 
aims to target such customer base fi rst and 
then include more products in its range 
soon.”

GO GLOBAL RETAIL TO 
ACQUIRE MODCLOTH, 
A LEADING ONLINE 
SPECIALTY RETAILER 
OF UNIQUE WOMEN’S 
FASHION

Go Global Retail announced 
plans to acquire the assets of 
ModCloth, a digitally native 
retailer of unique women’s 

fashion and accessories. Founded in 
2002, ModCloth off ers exclusive indie and 
vintage-inspired women’s clothing, shoes, 
handbags and accessories for 18-35 year-
old women.

Under Go Global, ModCloth will 
continue to operate out of its current 
operational setup. Go Global Retail will 
invest in ModCloth’s digital capabilities 
including artifi cial intelligence and 
predictive analytics. As a freestanding, 
independent fashion brand, ModCloth 
will continue focusing on its core 
customers; championing values of female 
empowerment and inclusivity; and 
further serving their passionate buying 
community by celebrating their stories 
and off ering a full range of sizes.

“We believe that together with current 
management, ModCloth has the ability to 
become a stronger player in the premium 
fashion market, nationally as well as 
internationally,” stated Go Global’s Jeff  
Streader.

“Our team of experienced retail and 
brand practitioners will supplement 
existing management in areas of digital 
strategy, supply chain and operations,” 
added Christian Feuer of Go Global.

“We believe that ModCloth’s strong 
brand equity positions it for growth in 
the future,” said Ashley Hubka, Senior 
Vice President of Corporate Strategy, 
Development and Partnerships at 
Walmart. “We feel good about the progress 

at ModCloth and believe that Go Global’s 
team and scale out strategy presents an 
attractive opportunity for the employees 
and customers of this beloved brand.”

Walmart acquired the assets and 
operations of ModCloth in March 2017 for 
an undisclosed amount. The Go Global 
deal is expected to close later this year.

AEO LAUNCHES MOOD, 
A NEW WELLNESS AND 
PERSONAL CARE BRAND

American Eagle Outfi tters 
announced the launch of 
MOOD, a wellness and personal 
care product line off ered 

exclusively at American Eagle stores and 
online. The genderless collection features 
a broad range of personal care products, 
bath essentials and aromatherapy with 
six unique scents for the mind and body. 
MOOD’s inaugural collection will include 
one hundred percent hemp-derived CBD 
products for bath and body.

“Inspired by our customers and their 
interest in this exciting new category, we 
see this as a perfect extension of the AE 
brand. MOOD is designed to help everyone, 
especially young people, live a better 
quality of life. The fi rst collection is just the 
beginning of a more expansive product line 
and what we see as a meaningful long-term 
growth opportunity,” said Chad Kessler, 
President, American Eagle Global Brand. 

A collection of 45 genderless personal 
care products, the line includes body 
lotion, hand cream, face oil, aromatherapy 
oil, pillow mist, muscle balm and lip salve. 
Bath essentials such as bath bomb, sugar 
scrub and foaming face wash nourish the 
skin. The product formulas were created 
exclusively for AEO Inc. by Green Growth 
Brands.  
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The growing need among young urban customers to express their 
uniqueness has set the stage for the entrance of many international as well 
as homegrown companies into the evolving world of fashion accessories…

By Charu Lamba

“Men’s Accessories Segment 
Poised for High Growth in India”

Accessories are no longer a need-
based purchase. Nowadays, 
customers accessorise to make a 
fashion statement. The growing 
need among young urban 

customers to express their uniqueness has set 
the stage for the entrance of many international 
as well as home-grown Indian companies into 
the evolving world of fashion accessories. Along 
with this, many existing brands are expanding 
their range of accessories to meet the mounting 
demands of customers.

The various ongoing developments in the 
fashion retail industry refl ect the optimism of 
the market and indicate immense potential for 
growth and innovation. Due to the impact of global 
fashion trends and blurring lines between well-
defi ned styles for men and women, accessories 
are no longer just limited to women. Indian men 
too have embraced world fashion and have begun 
to wear more colourful clothes and prints in 
diff erent styles and have started demonstrating 
higher fashion-consciousness and awareness.

To match the increasing demand from 
consumers, Raymond, the men’s wear brand, is 
expanding its accessory segment.

Elaborating on the drivers propelling the 

demand of men’s accessory segment in India, 
Srikanth Ram, Business Head – Innerwear 
and Accessories, Raymond shares, “Accessories 
is now a leading lifestyle product as the 
fashion quotient of men is on a rise. There is an 
availability of a wide range of accessories for 
men to choose from. They are now exposed to 
various international trends and also to social 
media along with this, media personalities are 
great infl uencers propelling the demand for men’s 
accessories.”

“The men’s accessories segment is poised 
for a high growth in India. Accessories will be 
an important element in men’s wardrobe as it 
accentuates style quotient in their dressing. The 
advent of stylists, catalogues help in decision-
making of coordinating the clothing with 
accessories today,” he adds.

Accessories is a natural extension to the 
apparel brands of Raymond. The company saw 
the immense potential in the accessory segment 
and decided to set up a separate vertical in 2016.

Endless Options 
Currently, Raymond off ers silk neckties (from 
regular to ultra slim, to 10 cm broad), pocket 

“THERE IS AN 
AVAILABILITY OF 
A WIDE RANGE OF 
ACCESSORIES FOR 
MEN TO CHOOSE 
FROM. THEY ARE 
NOW EXPOSED 
TO VARIOUS 
INTERNATIONAL 
TRENDS AND 
ALSO TO SOCIAL 
MEDIA. ALONG 
WITH THIS, MEDIA 
PERSONALITIES 
ARE GREAT 
INFLUENCERS 
PROPELLING 
THE DEMAND 
FOR MEN’S 
ACCESSORIES”
– SRIKANTH RAM
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squares, tie pins, cravats, bowties, belts, 
wallets, bags like laptop bags, messenger 
bags, cross-body slings, duff el bags and 
suit covers to name a few.

“We are also a pioneer in creating 
customised 3D printed accessories. The 
same is available at exclusive Raymond 
stores where customers can experience 
and create their own unique, tie-pins, 
brooches etc through a 3D printing 
machine,” states Ram.

“We have also launched exclusive 
leather hand painted footwear collection 
at Raymond. Innovations like lightweight 
Rayknit collection, an alternative to 
leather, and made-to-order bespoke 
footwear range is exclusive to Raymond 
Footwear. ColorPlus does a sophisticated 
cushioning system in the footwear for 
high comfort of consumers users while 
Park Avenue is getting popular for its sleek 
design language,” he adds.

The brand, which has recently launched 
sustainable range of wallets and bags 
made in recycled, water resistant paper, 
which is 100 percent biodegradable, sees 
the maximum traction of products like 
belts and giftsets.

Future Plans
Raymond accessories are currently 

INNOVATIONS 
Accessory Innovation Benefi ts

Auto-fi t Belt The buckle stretches giving 
extra ease

-  made for better fi tting
-  fl exibility during day 

activities
-  reversible leather
-  stretchable buckle for 

extra comfort

Low Rise Belt Ideal to complement the curved 
waist of a low-rise trouser

-  made for better fi tting
-  high quality leather
-  easy to use
-  long lasting
-  extra comfort

Stretchable Leather 
Braided Belt

Developed with original leaf and 
petals

-  better fi tting and 
comfort

-  fl exibility during the day 
activities

-  automatically expands 
when posture changes

Reversible Braided 
Belt

ColorPlus men’s blue and brown 
reversible braided stretchable 
belt, with a silver buckle and 
genuine leather trims

Detachable Coin 
Pocket Wallet

Park Avenue men’s detachable 
coin pocket wallet helps in 
reducing the bulkiness of the 
wallet. It can be used as slim 
credit card wallet by detaching 
the coin compartment.

Detachable Card 
Case Wallet 

Park Avenue men’s detachable 
card case wallet which helps in 
reducing the bulkiness of the 
wallet. It can be used as 2 slim 
credit card wallet by detaching 
wallet from centre.

Origami Wallet Single leather wallet

Feather Soft Leather 
Wallet

Feather soft leather adds extra 
comfort

Anti-Theft Wallet This wallet can be connected to 
phone and its location can be 
tracked in mobile app.

-  no more searching
-  easy to use
-  anti-theft functionality
-  customer satisfaction
-  Natural grain leather

ATM/ Credit Card 
Protection Wallet

Helps against miscreants 
scanning ATM/ credit card 
numbers while travelling 
abroad. It protects against 
payment and identity fraud 
from unwanted hacking of credit 
cards/ ATM cards

available in 1,000 Raymond stores across 
600 cities. The brand is seeing a good 
value in the segment and is evaluating 
options to expand it further. 

“To meet the consumer demands, we 
will soon be launching our own lines of 
eyewear and watches,” he concludes.  
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India is one of the world’s largest and fastest emerging markets, and 
its vast population size and cultural diversity have made it a prime 
environment in which franchising can thrive. Despite the economic 
slowdown and the gross domestic product (GDP) at its slowest stage 
in the last six years, the franchising model continues to witness 
growth in both urban and rural regions. The franchise industry is 
growing at a rate of 30-35 percent per annum and the sales turnover 
of the sector was recently valued at over US$7 billion…

By Sandeep Kumar

Franchising Model of 
Retail Continues to 
Shine Despite Economic 
Slowdown

You’ve opened a 
store and have 
established a 
clientele. You’re 
making profi ts, 

investing in the correct 
technology and attracting more 
consumers – growing much 
more than anticipated in the fi rst 
month. Now you must expand, 
but is sole proprietorship always 
the way forward? 

Sole proprietorships have a 
number of risks involved – a 
business owner must come up 
with a location, strategy, hire 
workers and market his wares 
a several times over, as many 
times as he plans on opening 
a new store. Each store then 
has to face the risks of failure, 
demanding the complete 
attention of the owner. This 
divided attention between stores 
is not for everyone. 

For those who want to open 
more stores but are at a loss of 
how to do it, there are several 
ways to own and operate a 
successful business – the most 
popular of them being the 
franchise model.

According to Shopify.in, in its 
most basic terms, franchising 
is a model for expanding a 
business and distributing goods 
and services through a licensing 
relationship. A franchisee (the 
location owner) pays an initial 
fee and ongoing royalties to 
a franchisor (the brand or 
corporate) in order to use an 
existing company’s trademark, 
logo, and system of business, 
as well as the right to sell its 
products and have constant 
support from the franchisor.

India is one of the world’s 
largest and fastest emerging 
markets, and its vast population 
size and cultural diversity have 
made it a prime environment 
in which franchising can thrive. 
Despite the economic slowdown 
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and the gross domestic product (GDP) at 
its slowest stage in the last six years, the 
franchising model continues to witness 
growth in both urban and rural regions. 
The franchise industry is growing at a rate 
of 30-35 percent per annum and the sales 
turnover of the sector was recently valued 
at over US$7 billion. 

The popularity and achievement of 
retail stores and brands like Big Bazaar, 
More, Reliance is one of the key reasons 
why Indian retailers are looking towards 
this model of retailing as one of the most 
successful and favorable models today. 
Brands like Raymond’s, Nike, Titan, 
Archie’s, Kurl-On, The Mobile Store, 
Peter England etc. are today successfully 
running on the franchising formulae. 

Another reason why franchising is 
thriving in India is the huge growth in 
interest in entrepreneurship. Franchises 
provide the perfect solution for budding 
entrepreneurs who wish to invest in the 
security of an established brand, whilst 
enjoying the freedom off ered by franchise 
models. As a result, entrepreneurs, local 
and small businessmen today are not 
hesitating to start a franchise business, 
be it in form of departmental store, online 
retail store or any small retail franchise 
opportunity. 

Major Franchise Prone Retail 
Categories 

 Departmental stores
 Footwear brands
 Furniture stores
 Accessories (watches, belts and purse)
 Bookstores 
 Candy Stores mainly chocolate 
franchises

 Baby products franchises

 Coff ee franchise
 Cosmetics stores franchises
 Gift, Hobby, Cards, Candle, Souvenir 
Shops

 Food marts and grocery stores 
 Home Appliances, Interiors & 
Furnishing

 Jewelry Franchise
 Pharmacies Franchises
 Real Estate Services, Portals, Online& 
Marketing

 Sports Shops
 Stationery Stores
 Toy Shops

What Research Says 
As per Franchise Asia, the Food & 
Beverage sector dominates India’s 
franchise sector. Franchise Asia reports, 
one-third of new food outlets in India aree 
stablished through franchise systems. 
Quick Service Restaurants and fast food 
outlets are the most popular, pointing to a 
shift in the pace of consumer lifestyles. By 
2022 it is estimated that the F&B industry 
will have doubled its work force, providing 
plentiful employment within India. Retail, 
beauty, healthcare and education are 
also attractive markets for franchising. 
USA is a key player in India’s franchise 
boom as their brands are identifying the 
Indian market as a huge opportunity for 
expansion. Indians demand products and 
services of good quality, which is delivered 
by US franchises at ease. 

Several foreign companies with strong 
brands have established a presence 
in India through franchising. In the 
hospitality and foodservice industries, 
this has been the preferred method for 
starting operations in India. The key to 
the success of international brands within 
India is an accommodation of the market. 
India’s culture is richly diverse, and this is 
refl ected in the population. The needs and 
tastes of India’s consumers are unique, 

and international brands who have 
adapted their franchise model specifi cally 
to suit the particularities of the Indian 
market have experienced notable success. 
The most successful franchise sectors in 
India are F&B, the hotel industry, the retail 
industry, beauty & fi tness, health care, 
medical services, and education.

Why Franchising is Important
Franchising protects a company by 
spreading some of the risk of opening new 
locations to the franchisees who operate 

those locations. Franchisees go along with 
it because of the profi t potential, as they 
stand to share in the profi ts. However, 
franchising is not a sure shot formula for 
success and requires proper strategies to 
take it to next level. If not taken care of 
properly, it can go wrong in many diff erent 
ways. To make it a sound investment, one 
must understand the scenario to be an 
ideal franchise. The right franchisee gives 
the brand market insights and a deeper 
understanding of what will and won’t 
work in that particular region. 

Most individuals seek three basic 
fundamentals when choosing a franchised 
business. The fundamentals are fl exibility, 
money and status. These three elements 
are important for a variety of reasons and 
seem to be common denominators when 
people seek a new business as a career path. 
Flexibility has always been most exciting 
perspective for the entrepreneurs who 
exchange the stability of a “real job” for the 
freedom that comes with being their own 
boss. Money, or income, is always a factor, 
as business if run successfully generates 
huge amount of money in comparison 
to the monthly salaried prospect of any 
individual.   Status is an all-encompassing 
category that includes not only titles and 
position, but more important, the feeling 
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of purpose one has and being a part of 
something signifi cant.

Owning a franchise can provide you 
with all three of these elements if you 
operate the business successfully and 
manage your time and resources properly.

What Experts Say 
“India is the second highest market for 
the Franchising Industry globally. Indians 
have a great entrepreneurial streak, and 
this is not only the business community 
but also for the fi rst timers doing business. 
The new generations of entrepreneurs are 
not only looking at Indian franchises but 
also multiple international brands that 
they can get to India. Buoyed by India’s 
economic growth, franchising is not only 
helping create employment opportunities, 
as well as improving reach of brands across 
geographies. Several foreign companies 
with strong brands have established a 
presence in India through franchising. 
The potential markets which are going to 
see growth is travel and tourism, business/
fi nancial services and apparel,” explains 
Vinay Chatlani, Director, Soch.

“The failure of a franchisee in India is 
much less as it is started after deliberating 
on the regional tastes that the brand is 
going to cater. The growth of franchisee in 
India has been phenomenal as there are 
more than 1.5 lakh franchisees operating 
in the country and the model is witnessing 
a growth of 30 percent annually. In other 
European markets or western markets, 

THE NEW GENERATIONS OF ENTREPRENEURS ARE NOT ONLY 
LOOKING AT INDIAN FRANCHISES BUT ALSO MULTIPLE 
INTERNATIONAL BRANDS THAT THEY CAN GET TO INDIA. 
BUOYED BY INDIA’S ECONOMIC GROWTH, FRANCHISING IS 
NOT ONLY HELPING CREATE EMPLOYMENT OPPORTUNITIES, 
AS WELL AS IMPROVING REACH OF BRANDS ACROSS 
GEOGRAPHIES. SEVERAL FOREIGN COMPANIES WITH STRONG 
BRANDS HAVE ESTABLISHED A PRESENCE IN INDIA THROUGH 
FRANCHISING.  
– VINAY CHATLANI, DIRECTOR, SOCH

ONE OF THE MAJOR BENEFITS OF RUNNING A FRANCHISE 
MODEL IS THAT FRANCHISEES BRING AN EXTENSIVE 
KNOWLEDGE OF THEIR LOCAL MARKETS THAT CAN HELP A 
BRAND TO UNDERSTAND THE AUDIENCE BEHAVIOUR FASTER. 
SECOND, THE FRANCHISEES HAVE A BETTER CONTROL IN 
TERMS OF HANDLING THE LOCAL OPERATIONS.
– NIDHI YADAV, FOUNDER & CREATIVE HEAD AKS CLOTHINGS

COUNTRY’S FRANCHISING SECTOR HAS BEEN WITNESSING A 
STABLE GROWTH SINCE 2008 AND IS NOW MORE THAN $50 
BILLION. THE SYSTEM FITS WELL IN INDIA AS THE COUNTRY 
IS DIVERSE AND WITH THIS COMES THE NEED TO CATER 
TO DIFFERENT TASTES. WITH INCREASING DISPOSABLE 
INCOME EVEN IN SMALLER CITIES, THE CONSUMPTION OF 
PRODUCTS/SERVICES HAS ALSO INCREASED, AND THIS GIVES 
AN OPPORTUNITY FOR COMPANIES TO TAILOR-MADE THEIR 
PRODUCTS KEEPING IN MIND THE REGIONAL TASTES.
– PUNEET JAIN, DIRECTOR, ODHNI

THE GROWTH OF FRANCHISEE IN INDIA HAS BEEN 
PHENOMENAL AS THERE ARE MORE THAN 1.5 LAKH 
FRANCHISEES OPERATING IN THE COUNTRY AND THE MODEL IS 
WITNESSING A GROWTH OF 30 PERCENT ANNUALLY. IN OTHER 
EUROPEAN MARKETS OR WESTERN MARKETS, THE FRANCHISEE 
MODEL HAS MORE TO DO WITH TAKING YOUR TASTE TO EVERY 
PART OF THE COUNTRY AS AGAINST INDIA WHERE LIVING UP 
TO THE REGIONAL TASTES IS A MUST.
– RAJESH JAIN, MANAGING DIRECTOR AND CEO, LACOSTE INDIA
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the franchisee model has more to do 
with taking your taste to every part of 
the country as against India where living 
up to the regional tastes is a must. For 
example, many pizza franchisees altered 
their products according to the local tastes 
and thus made the franchisee a successful 
model in diff erent part of the country,” 
says Rajesh Jain, Managing Director 
and CEO, Lacoste India. 

Nidhi Yadav, Founder & Creative 
Head AKS Clothings explains, “In today’s 
fast changing retail eco-system, one has 
to be present at the right place to tap the 
target audience. One of the major benefi ts 
of running a franchise model is that 
franchisees bring an extensive knowledge 
of their local markets that can help a brand 
to understand the audience behaviour 
faster. Second, the franchisees have a 
better control in terms of handling the 
local operations. Therefore, with the help 
of a franchisee, a brand can experience 
ease of operations n day-to-day life while 
operating in diff erent regions. Third, a 
brand can speed up its expansion through 
franchisee business model.”

“Country’s franchising sector has been 
witnessing a stable growth since 2008 
and is now more than $50 billion. The 
system fi ts well in India as the country is 
diverse and with this comes the need to 
cater to diff erent tastes. With increasing 
disposable income even in smaller cities, 
the consumption of products/services 
has also increased, and this gives an 
opportunity for companies to tailor-
made their products keeping in mind the 
regional tastes. And to do that they get into 
this model which helps them spread their 
wings by creating new market niches,” 
states Puneet Jain, Director, ODHNI. 

Apeksha Patel, Founder, E2O 
Fashion adds, “In an ever-changing 
and increasingly demanding global 
marketplace, franchising has showed 
great resilience and sustained continued 
growth despite the economic and political 
challenges presented over the past 
decades. Franchising has historically 
proven to be a rather effi  cient way of 
expanding the market penetration and 
consumer basis of retail brands, both 
locally and internationally. This is so 
because it allows the brand owner, the 
franchisor, to expand its business faster 
and with less fi nancial and human 
resource investments, while at the same 

time ensuring the maintenance of the 
quality and operational standards of the 
brand, especially when compared to other 
structures such as trademark licensing, 
agency and setting up a local legal entity 
or joint venture with a local partner.”

T Sudhakar Pai, CMD, Kurlon 
Enterprise Limited stated, “Franchising 
is an opportunity to create job at grass root 
level and we fi rmly believes in the idea of 
franchising.” 

The Franchising Model 
The following points are necessary to 
be looked into before understanding the 
concept and model of franchising. 

 Knowing the expenditure involved in 
setting up the store and maintaining it 
for a long period. 

 Research is crucial element and should 
be done very carefully before fi nalising 
a retail partner. 

 Integrity and past experience (track 
record) also plays an important role.

 Relationship building along with the 
business.

 Brand pedigree.

Elements of Franchising 
The major elements of franchising are: 

 Corporate Communication:  
Franchisees are nothing without 
the brand. They benefi t from the 
corporate brand and product, and 
therefore they are also indebted to 
the corporate compliance guidelines. 
They have to work with the corporate 
offi  ce both strategically and fi nancially. 
An ideal franchise has to have good 
communications with the corporate 
offi  ce. This means the corporate offi  ce 
must provide relevant, thorough 
information in a timely manner and 

must be attentive to a franchisee’s 
needs and concerns. Without good 
communication, franchisees are stuck 
with the corporate offi  ce’s policies but 
don’t have any support to carry out 
their obligations.

 Eff ective Guidelines: Compliance 
guidelines are very important in 
making good and successful franchisee. 
The franchise model totally depends on 
consistency. Taking business to a new 
unknown location is not an easy task. 
One needs to be ahead of expectation 
and consumer habits. One also needs 
to have the right menu for the right 
consumer. Many people are creatures of 
habit, so when it comes time for them 
to decide where to eat or where to shop, 
they’re likely to go with what they know. 
Compliance guidelines are the magic 
that make this happen. They force 
franchisees to maintain an environment 
conducive to a consistent experience 
for the customer. Companies with more 
variety between their franchises aren’t 
guaranteed to fail by any means, but 
they’re not as safe of a bet. 

 Financials & Market Opportunity: 
For a franchise to succeed to its full 
potential it needs the support of an 
effi  cient, ethical company that isn’t 
wasting money or violating the law. 
Study a company’s fi nancials closely 
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before buying in. Many companies 
won’t share all of their fi nancial 
documents with a franchisee, but 
review what they’re willing to off er 
and make a note of anything obvious 
that they refuse to provide. Many 
companies continue to sell franchises 
even when they’re in bad shape, using 
franchise fees to help keep themselves 
above water artifi cially. Similarly, even 
if a company itself is doing just fi ne, 
a franchise can still fail if there isn’t 
enough space in the local market.

 A Popular Brand: The best franchises 
have a popular, familiar corporate brand 
with which to affi  liate. This requires 
a company that takes its reputation 
seriously by running tasteful ads, 
being a good corporate citizen, treating 
its workers and franchisees well, 
participating in community service and 
engaging with the community through 
social media and on a local level. A 
popular brand translates to a good 
profi t potential, and that’s an essential 
part of any ideal franchise.

The Right Combination
Franchises provide a way for an 
entrepreneur to open a business with an 
established brand and a fi xed way of doing 
business. Some decisions are made for 
the franchisees, but many entrepreneurs 
fi nd the mix of structure and their 
ownership fl exibility to be ideal. Choosing 
the right franchise is about matching 
your personality, skills, experience and 
motivation to a particular franchise. It’s 
about getting a good fi t between the 
franchisee and the business. There are 
certain points which are very important 
for both parties to agree on and be on 
the same page on. It is a two way-street; 
the franchiser needs to be as enthusiastic 
about the brand as the franchisee is.  The 
key pointers are:  

 Being able to work independently
 Being well organised and proud of one’s 
personal presentation

 Being able to organize and motivate 
others to get things done

 Working eff ectively as part of a group
 Being attracted to continuous 
improvement

 Being trustworthy in giving accurate 
information

 Having a realistic understanding of the 
franchise relationship and background 
in retail business

 Drive and passion along with great 
organizational skills

What Entrepreneurs Should Look For 
Budget/Capital: Capital is the most 
essential factor. One should search and 
invest in company as per its capacity and 
match. Franchise opportunities come in 
many sizes and costs, ranging from the low 
thousands to the hundreds of thousands 
to get your franchise up and running. An 
under capitalised franchise is not only 
risking failure but may not even be able 
to open its doors. Many franchisors have 
strict minimums on the entrepreneur’s 
starting capital before they’re willing to 
sign the franchise contract.

Research After-Sales Support: A good 
franchisor will support the franchisee 
both in starting their business and 
maintaining the growth of the business in 
the long run. However, many franchisors 
are in the business of making money 
off  their franchisees, selling fl y-by-night 
opportunities for as much as the market 
will bear, and not caring if their franchisees 
fail. The franchisee should avoid these 
situations. Determine Your Management 
Style: Most entrepreneurs start their own 
businesses for the personal freedom, and 
they think it will provide them the ultimate 
authority. In truth, entrepreneurship 
is much more complicated than this, 
and that kind of freedom doesn’t come 
automatically or easily.

How to Run a Franchise 
A franchise is a business structure 
that allows an investor to buy into an 
established business and obtain the right 
of use of that company’s business model, 
including signage, product and operation 
standards. Running it successfully requires 
lots of planning and market research. One 
needs to select a profi table and accessible 
franchise and get many other things in 
place to achieve certain goals. 

 Select a Proven Franchise: It is not 
wise to run after any brand for the sake 
of getting a franchising. Franchising 
is a tricky module and most brands 
struggle to get right franchisee and 
vice versa. People are ready to pay 
and invest capital in the business but 
don’t actually know how to run it.  
Most franchisers struggle or falter in 
making their model available to entice 
new franchisees. Request information 
such as a prospectus and carefully 
review it to determine how profi table 
and sustainable the business is. The 
franchise prospectus should contain 
the franchise’s history, costs to invest 
and run a location and expected 
returns on your investment.

 Obtain Purchasing Financing: In 
most cases, fi nancing can often be 
obtained directly through the franchiser 
(known as in-house fi nancing), but 
some brands do not off er this and 
wants the franchisee to invest in the 
partnership. Ultimately, franchisee 
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has to look upon banks or lending 
institutions off ering lower interest rates 
which require lot of paperwork and 
formalities. So, the franchisee should 
be ready with a business plan and 
other legal formalities related to it.

 Skilled Team:  A core team is a group 
of individual employees that have a 
proven background in a particular 
industry or product and are trusted 
to run the operation in the absence of 
the owner. Core team members not 
only bring experience to the operation, 
they should be able to train and mentor 
new employees as well as be able to 
think creatively. A common practice 
in the restaurant industry to fi nd core 
team members is to visit local like 
businesses in the area and ascertain 
which employees are the most valuable 
to the operation, and then extended an 
off er of employment.

 Vision: Establishing realistic, 
reachable goals for the franchise is 
a must for staying interested in the 
business and being able to assess and 
reassess its profi tability and growth 
potential. One should not be excited for 
the overnight success and take quick 
decisions on basis of that.   Every step 
should be executed with a proper plan. 

How Franchising Works in India
India off ers mainly four types of entry 
points for franchises, which includes:

 Direct franchising
 Master franchising
 Regional franchising
 Local incorporation

Direct Franchising is where a company 
creates a direct network of franchises. 
This works well for local companies with 
pre-existing experience in India. However, 
it can prove to be challenging to foreign 
companies entering India for the fi rst time. 
In this case, the owner company directly 
provides sales and support services to the 
franchisees. A common example of direct 
franchise is the franchise opportunities 
off ered by Monsoon Salon & Spa in 
metro cities like Delhi, Mumbai, Pune, 
Chandigarh, Kolkata and more.

Master Franchising is where a company 
awards exclusive rights to develop a 
foreign brand to a local entity, often 
accompanied with a large investment 
made by the franchisor. The owner 
recruits a specifi c person or a company 
to provide services to franchisees in a 
specifi ed territory which can typically be a 
major market or even one or more states. 
The master franchisee is then in charge 
of developing the company’s brand either 
through cultivating a sub-franchised 
network or opening outlets owned by 
the master franchisee (though the two 
are not mutually exclusive). A master 
franchise can own a number of individual 
franchisees in a certain area, however, 
the same is not applicable for a direct 
franchise. Generally, master franchise 
model is adopted by fast food restaurants, 
real estate agencies, and convenience food 
stores.

Regional Franchising operates in the 
same way as master franchising but covers 
only a specifi c regional area as opposed to 
the entire country. Given India’s diversity 

along with the complexity of state-specifi c 
laws, many franchisors choose a regional 
franchising approach. 

Local Incorporation is when a foreign 
franchisor forms a subsidiary company 
and awards it franchising rights in India. 
The American fast food chain Subway, 
for example, has established a subsidiary 
in India, which handles their franchising 
network.

Happy Franchise Owners Make 
Money
If the franchisee can collaborate or align 
themselves with a franchise that really 
clicks, it will result in higher productivity 
and more profi t for both the parties. 
This is a simple philosophy that’s often 
overlooked. Some franchise organisations 
have suff ered because they lost sight of 
this reality during the fast growth stages.

Sometimes companies are so successful 
and grow so fast that they seemingly 
forget about the little things that made 
them successful in the fi rst place. In this 
case, their initial success can lead to their 
ultimate failure. A franchise that forgets 
that their franchise-owner community 
is in fact their ‘customer’ base doesn’t 
succeed. If the franchisor understands 
that its franchisees are the heart and soul 
of its success and to keep them happy 
will ultimately generate more revenue. To 
achieve the common goal of success and 
profi t is the prime agenda and this makes 
things work. 

“As franchisers we expect ‘Complete 
Transparency’ and a ‘Two-way continuous 
channel of communication’ with the 
franchisees. This is extremely crucial for 
the initial 3 years of the association. We 
at Soch truly believe that our Franchisees 
are an extension of the company and not 
an external partner in anyway. We spend 
enormous amount of time, money and 
energy to help them absorb the brand 
DNA and help them in every step to 
carve out their own success journey. Soch 
recognizes that starting a franchise goes 
beyond the initial training that you’ll off er 
to the managers/owners of your franchise. 
The Management team of Soch meets the 
Franchisees personally prior to signing 
and is constantly available to off er the 
support they need before coming into 
their own,” states Chatlani.
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“Ensuring that the Franchisee partner 
by investing in the Brand not only retains 
his/her identity as an individual owner but 
also belongs to a bigger team held together 
by a common goal. Brand also ensures that 
other company or franchisee operated 
units are not in direct competition and 
there is no cannibalization of sales,” he 
further explains.

“For ODHNI, we believe in move 
together and grow together. We do not 
want to succeed individually. Our team 
and all our associates are very important 

to us. We are the franchisers and as a 
franchiser we expect the franchisee to 
be dedicated to living up to the brand 
positioning that we want and the brand 
image that we are constantly working on. 
The synergy of two minds can work well 
when there is a common motto or goal,” 
says Yatin Jain, Director, ODHNI.

“First thing as a franchiser, we expect 
them to align their goals with our goals. 
Then they should have a sound plan to 
popularise the brand which will convert 
into good sales. We make it a point to hold 
regular meetings with our franchisees 
and keep them upgraded about the 
latest developments taking place at our 
end. This helps us informed about each 
other, the challenges that we are facing 
and the solutions that are best for both 
of us. For us, it is a relationship of mutual 
admiration,” says Yadav.

Advantages & Challenges of Owning a 
Franchise
For an entrepreneur, buying a well-known 
franchise might seem as a one- shot 
success formulae, getting an opportunity 
to run a well set business. It off ers instant 
brand recognition, a trusted product 

and inclusion in nation-wide advertising 
campaigns. While owning a franchise 
has its perks, there is a lot more to it than 
sitting back and raking in the cash. Certain 
points highlight the pros and cons of 
franchise ownership: 

 Brand Recognition: The biggest 
benefi t of owning a franchise is brand 
recognition. Most if not all franchises 
are well-known companies with 
established customer bases. Owning a 
franchise instead of starting up a new 
business saves you the time and eff ort 
of building a reputation and attracting 
customers.

 Corporate Support: Franchisees 
receive support from corporate 
headquarters in a number of areas 
including marketing, training and even 
fi nancing. Corporate headquarters of 
large franchises are ready with advice 
and expertise for making your business 
the best it can be. 

 Costing and Payments: Startup 
investments required of franchisees 
can be higher than the amount you’d 
need to start an independent business, 
although it varies depending on the 
company. While one may have the 
luxury of acting as a boss, he still has 
to pay a percentage of the sales to 
the corporation. Additionally, some 
companies require franchisees to 
pay marketing fees for nationwide 
advertising.

 Corporate Policy Enforcement: 
Despite being an independent 
business, the franchisee needs to follow 
the complete company guidelines. This 
includes using company uniforms, 

packaging and marketing materials. 
Franchisee cannot introduce regional 
discounts or off ers and has to move as 
per brand’s nationwide promotional 
strategies to take his business forward. 

 Corporate Problems: Despite the fact 
that franchise owners have a customer 
base, brand recognition and upper 
management support, there is still 
risk involved. Any problems the larger 
company encounters, whether in terms 
of reputation, fi nances or something 

else, becomes franchisee problems as 
well.  One must consider the company’s 
track record before signing the contract. 

Franchising & Legislation
As per Dezan Shira & Associates, unlike 
western countries, India does not have 
comprehensive legislation related to 
franchising. There are no direct, potentially 
restrictive regulations on franchisors. 
However, this lack of direct regulation 
creates tremendous confusion as a 
patchwork of national and regional laws 
arbitrarily governs franchisor-franchisee 
relationships.

The following laws impact franchisor-
franchisee relations in India:

 The Indian Contract Act, 1982;
 The Trademarks Act, 1999;
 The Designs Act, 2000;
 The Patents Act, 1970;
 The Copyright Act, 1957;
 The Competition Act, 2002;
 The Foreign Exchange
 Management Act, 1999
 Income Tax Act, 1961
 The Consumer Protection Act, 1986
 The Arbitration and Conciliation Act, 
1996  
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Suvankar Sen, Executive 
Director, Senco Gold & 
Diamonds talks about the 
successful franchise journey 
of his brand…

By IMAGES Retail Bureau

Senco Gold & Diamonds 
The Embodiment of a Flourishing Franchising Model with 
51 Stores Pan India

fi nancing jewellery business operations 
in spite of off ering appropriate collaterals. 
There is a major reluctance shown by fund 
managers to fi nance the jewellery sector. 
This in turn pre-dominantly aff ects future 
business prospects and development. 
Moreover, with varied socio-economic 
and cultural diff erences of every region, 
the business model has to be customised 
as per the local need. 

Tell us about the key milestones 
of the brand journey as far as 
franchising is concerned?
The opening of the 50th store in 2019 was 
the biggest milestone. Currently out of 
our 51 franchise showrooms, 48 are FOFO 
(franchise owned, franchise operated) and 
3 are FOCO (franchise owned, company 
operated). Also, there has been a healthy 
year on year growth of average 25 percent.

What makes your brand a favorite 
with franchisee? 
Senco brand has been successful and 
popular due to its integrity, honesty, 
quality, design, craftsmanship, 
relationship and customer delight and 
service. We provide training and support 
to the franchisees, and also monitor 

their operating standards. We provide 
them the latest technological support 
for inventory management and point of 
sale tools. Furthermore, every franchisee 
is a strong member of our brand and we 
maintain a clear and transparent business 
relationship. We also implement annual 
marketing plans of the brand by keeping 
the benefi ts of franchisee in mind. Regular 
open forums and franchisee meets are 
undertaken for business needs and its 
enhancement with appropriate rewards 
and award programs.

What, as a franchisor, do you expect 
from the franchisees?
Every franchisee has some basic essential 
expectations. All franchisors need to take 
care of its timely stock fulfi lment, which 
is very much essential in maximising 
available sale opportunities. Apart from 
this, they also want a regular update of 
all the company policies and operating 
practices and they want the brand to keep 
them in loop with all information. Periodic 
sales and merchandising training is 
another major essential for the franchisee 
store staff . Marketing support as per a set 
calendar plan helps them in optimising 
their business.  

Tell us about your franchising 
journey. 
The franchisee segment of Senco Gold 
& Diamonds segment has been growing 
steadily over the years. We have increased 
the number of franchisee stores to 51 
in 2019.  In addition to this, our COCO 
stores have also been given a conscious 
and dynamic boost and as a result we can 
now boast of a pan India presence with 
54 stores. This year, our focus has been 
on re-aligning the franchise business by 
deep diving and improvising the core 
performing areas to enable it to become a 
better and successful business model. 

What are the nuances that are 
typical to franchising operations in 
India?
A franchisee business is equally dependent 
on external funding from banking and 
other fi nancial sectors. Presently, this 
source of funding is not conducive for 

SUVANKAR SEN
Executive Director, Senco Gold & Diamonds
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Focusing on hospitality and attention to detail, this fi rst of its kind outlet 
ensures that the customer experiences the best styles within the store…

By Charu Lamba

PROMOD Launches First 
E-Origin Store in India

“OUR CUSTOMERS 
OFTEN TELL US 
THAT WE SIMPLY 
FEEL GOOD 
WHEN WE WALK 
INTO A PROMOD 
STORE. AND IT 
IS THAT FEELING 
OF COMFORT 
MIXED WITH 
THE EXPERIENCE 
OF GIVING OUR 
SHOPPERS A 
MODERN RETAIL 
EXPERIENCE THAT 
WE ARE AIMING TO 
ACHIEVE WITH THE 
E-ORIGIN STORES 
WORLDWIDE”
– ROBERTO SPADARO

“CONSUMERS 
TODAY ARE ALSO 
WELL TRAVELLED 
AND ARE FAR 
MORE AWARE 
OF DESIGNS 
AND BRAND 
PHILOSOPHIES. 
SO, IT’S EASIER 
TODAY TO SHARE 
THE BRAND 
PROMISE AND 
BUILD LOYALTY 
WITH THEM AND 
IN TURN BE A PART 
OF THEIR GROWTH 
JOURNEY”
– TUSHAR VED

French fashion brand, PROMOD 
opened its fi rst e-origin concept 
store in Mumbai’s Palladium Mall. 
Apart from France, India is the fi rst 
country to experience this store 

format of the brand. The fi rst PROMOD e-origin 
store was launched in Paris in March 2019. The 
new store at Palladium Mall, Mumbai is going 
to be one of the 15 e-origin stores that have 
been launched worldwide by the brand and 
place themselves fi rmly at the changing face of 
modern retail. 

“Our customers often tell us that we simply 
feel good when we walk into a PROMOD store. 
And it is that feeling of comfort mixed with the 
experience of giving our shoppers a modern 
retail experience that we are aiming to achieve 
with the e-origin stores worldwide,” says 
Roberto Spadaro, Visual Merchandiser, 
PROMOD International.

What’s New?
Focusing on hospitality and attention to detail, 
this fi rst of its kind outlet ensures that the 
customer experiences the best styles within the 
store. Digital tablets connected to large display 
screens, a wide and open entrance and free space 
to navigate the collection are the key features of 
its new store. 

Interiors with an uber modern feel, open 
façades, modular fi xtures and boutique inspired 
display table units defi ne the new e-origin 
concept store. With the use of classic French 
inspired props and artful dashes of greenery, 
this 1,700 sq. ft. store aims to give shoppers an 
enchanting and joyful shopping experience.

“The visual merchandising has become 
more contemporary with the e-origin stores. 
With the enlargement of store façade and with 
no shop window, the visual merchandising at 
the store entrance has become more dynamic 
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ACCESSORY: AN 
IMPORTANT CATEGORY 
FOR THE BRAND 
Accessorieshave been a signifi cant 
part of the Promodsignature style 
and essential for creating ‘cool 
and chic’ looks. The contribution 
of accessories has been important 
since shoppers today prefer 
styling a complete look in one 
go. Today’s consumers are time 
bound, so having easy and quick 
access to each and everything 
at one place plays an important 
role. Thus, the brand is working 
and focussing on providing more 
versatile and numerous options to 
customers in accessories.

and magnetic to invite more footfalls. We 
have created more focal points/ fashion 
galleries at store entrance with new props. 
The event wall in older concepts used to 
be at the end of the store has now been 
shifted at the entrance and it makes the 
look very attractive. The accessibility of 
the merchandise is more swift, decluttered 
and easy to locate with the new modular 
fi xtures. With the accessory walls 
integration in between the merchandise 
walls, customers can choose their 
matching accessories simultaneously 
while shopping for the outfi ts,” says 
Spadaro.

“Apart from this, the look of the store is 
very contemporary, the fi xtures used in 
the store are easily fl exible and provide 
modular functionality. The entire store can 
be refreshed while rearranging or moving 
the fi xtures around,” he adds.

Journey of the Brand in India
PROMOD was launched in India in May 
2006 with its fi rst store in Mumbai. Today, 
the brand is present in 12 cities spread 
across 9 states. Realizing the potential of 
the Indian market as one of the biggest 
growing markets in the world, the brand 
is committed to expanding, investing and 
strengthening its position in the country. 
It is also present online in India with 
www.promod.com and operates on online 
marketplaces like Myntra and Jabong. 
Apart from this, it is soon planning to start 
its Omnichannel journey in India wherein 
customer can choose online and pickup in 
store or vice versa with options of home 
delivery as well.

“PROMOD is present in India for 
over a decade now and it is one of the 
earlier entrants in the Indian market as 
compared to other fast fashion brands 
which has given us a slight edge. Indian 
retail has also greatly evolved over the 
years especially the fast fashion market, 
since consumers today are far more aware 
of their preferences. Increased disposable 
incomes, more percentage of working 
women, accessibility to more brands, 
increased awareness of global trends and 
digital exposure has made consumers 
more image conscious as well. The rise 
of e-commerce industry and social 
media has also helped the segment grow 
tremendously and will continue to the 
be the key factors in driving this sector. 

Consumers today are also well travelled 
and are far more aware of designs and 
brand philosophies. So, it’s easier today 
to share the brand promise and build 
loyalty with them and in turn be a part of 
their growth journey,” says Tushar Ved, 
President, Major Brands India.

“Since we are one of the fi rst people to 
enter this market we have believed in the 
long-term strategy wherein we fi rst plan 
to cater to metro customers, followed 
by A-cities and over the years. due to an 
increase in the purchasing power and 
awareness among Tier II and Tier III, 
we are moving towards catering to their 
requirements as well. We have never 
believed in growing exponentially in 
limited time, but we believed in nurturing 
our customers with assured quality and 
product off erings so that they become our 
brand ambassadors when we explore the 
new territories in this segment” he adds. 

The brand sees a lot of traction from 

digital media as most of its customers are 
using smartphones and reaching out to 
them as per their convenience and interest 
is one of the primary focus of the brand. 
Along with this, the brand also feels that 
print and outdoor promotions are also 
equally important. 

“For marketing and promotions of the 
brand, we believe in keeping a ratio of 
75:25 between digital and other mediums 
and that is the way we are promoting 
our brand since the past couple of years,” 
states Ved.

Future Plans
Following its fi rst e-store launch in 
Mumbai, the next line of e-origin stores 
will hit Delhi-NCR, Lucknow and 
Bengaluru. 

“We are now planning to launch 10 more 
E-origin stores by 2021 and by 2025 we 
plan to convert all the existing stores into 
E-origin format. The retail environment 
is changing across the world and it is 
important to adopt and revamp the brand 
to connect with our target customers. The 
brand journey ahead is going to get very 
interesting,” shares Tushar Ved, President, 
Major Brands India.

By 2025, the brand plans to take the 
total count of selling points to 100 in India 
and plans to invest around ̀ 50 crore in the 
years to come. 
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India is the world’s fi fth-largest 
global destination in the retail 
space and such growth calls 
for immense stock handling, 
constant introduction of new 
products to remain in the 
customer’s preferential zone, 
maintaining a good cash fl ow 
at retailers end. There is one 
answer to tackle all these 
issues – Outlet Malls... 

By Benu Sehgal, CEO, Freeport Retail 
India

Outlet Centres: 
A Successful Global 
Phenomenon

sell an exclusive product line, just a season 
behind, at a reduced price. Retailers often 
fear opening outlets might make them 
lose customers due to cannibalisation or 
brand dilution. Cannibalisation occurs 
when retail customers shift to outlet 
stores, lured in by their lower prices. Brand 
dilution happens when customers start 
buying less because the lower prices and 
quality of the outlets’ off erings turn them 
away from the brand altogether.

Research on Positive Impact of Outlet 
Stores
Professor of Marketing at Kellogg 
School, Lakshman Krishnamurthi and 
Professor of Marketing at University of 
Texas at Dallas, Gonca Soysal, examined 
the shopping habits of customers at a 
large national specialty apparel retailer 
to explore the impact of opening outlet 
stores. Their research yielded good 
news for brands that adopt this strategy: 
customers who began shopping at outlet 
stores also increased their spending at the 
retail stores. 

The researchers analysed purchasing 
data from a sample of more than 100,000 
customers over a 25-month period. They 
wanted to know how starting to shop at 
an outlet store would aff ect a customer’s 
retail-store purchasing habits by simply 
comparing groups of existing customers – 
some of whom shop at outlets and some of 
whom do not. 

They found that, overall, the customers 
who shop at both retail and outlet stores 
spend about 10 percent less than retail-only 

customers. But what happened to spending 
among customers who started shopping at 
both retail and outlet stores? They found 
that these customers actually increased 
their spending in the retail stores. This 
suggests that cannibalisation and brand 
dilution are not factors when new outlets 
open. Customers who started shopping at 
an outlet increased their annual retail-store 
visits from about 3.5 to 5. Over the course 
of a year, on an average, these customers 
spent an additional $155 at retail stores, 
which represents a 34 percent increase over 
what they used to spend there. 

The upshot is that although customers 
who shop in both types of stores spend 
less than retail-only customers – both 
shopping less frequently and making fewer 
purchases when they do shop – the overall 
impact on the brand of having both types 
of stores is positive. These are folks who, 
on average, before the outlet, were lower 
spenders anyway at the retail store. Once 
they start buying at the outlet, the positive 
eff ect is really nice. They weren’t spending 
much at the retail store before, but now 
they’re shopping there more frequently. 
Now they’re spending more.

The researchers hypothesize that 
the result of customers becoming more 
comfortable with the brand at the outlet 
store. This leads them to shop more often at 
the retail store, perhaps for diff erent items 
that cannot be found at the outlet. 

India is now ready to experiment the 
‘Outlet Strategy’. We, at Freeport are very 
soon going to be announcing India’s ‘First 
Out Mall’ and take the Indian Retail Story 
to the next level!  

One of the most dynamic 
industries in any country 
is the retail industry, 
whose face and pace are 
unpredictable. Many 

factors control the pace of this industry 
including the sentiments of the market, 
government policies, the pace of new 
entrants, growth of the economy, smart 
handling of stocks etc. India is the world’s 
fi fth-largest global destination in the retail 
space, growing at a phenomenal speed , 
which calls for immense stock handling, 
constant introduction of new products to 
remain in the customer’s preferential zone, 
maintaining a good cash fl ow at retailers 
end. There is one answer that can easily 
tackle all these issues – Outlet Malls. 

David Soberman, Marketing Professor 
at University of Toronto, explains that the 
outlet mall concept took off  because of 
rising middle-class demand for branded 
apparel. Today, there are an estimated 216 
factory outlet centres in the U.S. where 
some 316 diff erent brands operate 13,000 
stores.

If your image of an outlet mall is stores 
stocked with defective goods that retailers 
want to unload at bargain basement 
prices, think again. Today, many retail 
brands have opened outlets as a way to 
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RedSeer Consulting, a leading consulting fi rm across 
digital internet eco-system, and bigbasket, India’s largest 
online groceries platform, partner to bring you India’s fi rst 
compendium for online food and grocery…

India’s Online Packaged 
Food, Beverages, 
Personal Care and Home 
Utilities Consumer Goods 
Compendium

observation is that this high engagement 
metric is witnessed across city type: 
metro-centric and Tier I & II Indian cities 
alike and not restricted to the Metro cities. 
The evolved Tier I city consumers refl ects 
the fastest growth of increasing spend. 
Tier I cities are marked by low modern 
retail penetration vis-à-vis Metro and Mini 
Metro cities and these modern retail stores 

are mostly located in the central region of 
these cities. Online channel has marked 
its presence across multiple catchments 
owing to wide product assortment and 
convenience off ered by online platform.

Commenting on the report, Hari 
Menon, Co-Founder and CEO, 
bigbasket said, “The online grocery 
segment has been one of the fastest-
growing e-commerce verticals in India 
and will continue to fl ourish in both 
metro and non-metro cities in the years 
to come. Given the lack of concrete data 
around user patterns, growth trends and 
consumer preferences related to online as 
well as offl  ine grocery retail, we decided 
to partner with RedSeer Consulting to 
launch this report. It is a comprehensive 
study that delves into various customer 
segments, online shopping trends, city-
wise penetration and price elasticity 
displayed by the consumers across 
diff erent retail channels. It will serve as a 
comprehensive compilation of the Indian 
online grocery retail market that can act as 
a reference to existing as well as upcoming 
players in the arena.”

Commenting on the report, Anil 
Kumar, Founder RedSeer Consulting, 
share of modern retail segment will jump 
from 3.5 percent now to 6.7 percent in 2023 
and of the online channel will witness 55 
percent growth lending to a sizable $10.5 
Billion market by 2023.

“This retail food & grocery report 
off ers comprehensive coverage across 
40 categories marking key consumption 
sectors of a typical grocery basket. Unique 
insights garnered cover how online 
platform facilitate creation of niche sub-
categories as well as evolution of challenger 
brands,” adds Pakhi Saxena, Head – 
Retail & CPG, RedSeer Consulting. The 

RedSeer Consulting & 
bigbasket, have come out 
with a fi rst of its kind Food 
& Grocery Consumption 
report. The report predicts 

that the retail market will touch $1,385 
Billion by 2023. Consumers who are 
loyal adopters of online platforms refl ect 
high levels of engagement. A worthwhile 
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food & grocery compendium will enable 
brands to defi ne potential consumer 
segments as well as index categories for 
scale, growth and premiumisation. 

The Report: Key Highlights
The report would test key hypotheses 
across consumer behaviour, shopping 
formats and category association that 
would be important to understand for 
eff ective near- and long-term business and 
revenue implications:

 Customer Segments: Defi ne 
addressable customer segments basis 
online shopping spend, basket, city 
penetration

 Premiumisation & Price Elasticity: 
Do consumers tend to demonstrate 
increased premiumisation, lower price 
elasticity when shopping on online 
platforms? Do brands need to develop 
a premium off ering exclusive for online 
platforms?

 Product Development: Do 
consumers shop diff erent pack sizes 
on online and offl  ine platforms? Do 
brands develop distinct product and 
price architectures for online and 
offl  ine platforms

 Enhance Productivity: Mapping 
micro markets to identify high sales 
intensity catchments on online 
platforms across 10 metro-centric 
and Tier I Indian cities. How brands 
can leverage the above analysis to 
increase productivity, and hence sales 
across offl  ine formats in the above 
catchments?

 Category Diversifi cation: Mapping 
category and sub-category growth, 
branded and private label penetration. 
What are emergent and niche 
categories that refl ect high potential?

India’s Organized Food and Packaged 
Grocery Market
In this segment, the report analyses on 
following points, out of which few info- 
graphics are explained below. 

 Organised channel penetration in 
retail market in India

 Evolution of modern food and grocery 
retail

 Food and grocery retail channel split – 
India and global benchmarks

 Growth drivers – modern trade

 Organised food and grocery retail – 
format deep-dive

 Sales mix by category
 Evolution of online food and grocery 

retail
 Growth drivers – online food and 

grocery retail
 Positioning of online food and grocery 

retailers in the Indian market

Overall Retail Market in India and 
Penetration of Organized Channel
Modern Retail penetration currently is 
10% ($82 Bn) of India’s total retail sector 
of $805 Bn (CY2018). This organized 
share is expected to grow at 20% over 
the next few years to 11.8% ($118 Bn) by 
CY2020 and 14.7% ($204 Bn) by CY2023. 
Online retail contributes 3% (CY2018) 
share and refl ecting, expectantly, robust 
CAGR of 35% will increase to 4.6% and 

7% penetration in CY2020 and CY2023 
respectively.

Evolution of Modern Food and 
Grocery Retail 
India’s organised food and grocery sector 
is poised for growth over the next fi ve 
years. Modern retail share has increased 
from 1.6% in 2013 to 3.5% in 2018 and is 
expected to grow at a CAGR of 25% to 
reach 6.7% of food and grocery market 
by 2023 and amount to USD 60 Bn. 
Online food and grocery retail, though at a 
nascent stage, with only 0.2% penetration 
is expected to grow at a whopping 55% to 
reach 1.2% of the overall market in 2023 
and amount to US $10.5 Billion. Increased 
comfort and trust of customers in e-tailing, 
especially electronics and fashion coupled 
with strong value proposition of e-grocery 
players, wide varied assortment and 

 FOOD & GROCERY RETAIL CHANNEL SPLIT – INDIA 
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express delivery options, will drive this 
growth.

Though the share of modern retail is 
growing over the years with expansion 
of players and realignment of business 
model the share of modern retail in India 
is lower than leading developed and 
developing nations of the world.

Evolution of Online Grocery Market 
in India
India’s online grocery space has gone 
through a signifi cant evolution in last 
few years – from explosive growth and 
funding in CY15 to growth challenges 
and funding winter in CY16 and then 
kickstart and accelerated growth phase 
2018 onwards. In this stop-start journey, 
many new business models have evolved, 
and many themes have been proven and 
disproven. 

Key Metrics for Success of Players: The 
key success metrics for any grocery player 
are typically selection width, delivery 
speed and quality. These metrics can be 
measured using following factors: 
1. No. of Categories sold for selection 

width 

2. % Scheduled vs Express Orders for 
delivery speed 

3. % Inventory model share for quality 

Note: Various players and their business 
models have been analysed in the report 
based on the above metrics

Consumer Analysis
The consumer analysis survey was an 
outcome of 1930 consumer interviews 
with a mix of evolved, evolving and non-

 FOOD & GROCERY RETAIL CHANNEL SPLIT – GLOBAL BENCHMARKS 

users across 13 cities. The key highlights 
from the survey are as follows:   

 Increase in online spend share
 Emerging segments based on 

frequency of purchase and Average 
Order Value (AOV)

 Consumer segment 
 Factors driving online purchase
 Challenges to purchasing online
 Reaction to new product launch
 Reaction to discounts and promotions
 Online purchase experience
 Micro Market Mapping – Online vs 

Offl  ine Retail

Food & Grocery Online Spend Share 
Consumers who are loyal adopters of 
online platforms refl ect high levels of 
engagement. A worthwhile observation 
is that this high engagement metric is 
witnessed across city type: metro-centric 
and Tier 1/2 Indian cities alike and not 
restricted to the Metro cities. The evolved 
Tier 1 city consumers refl ect the fastest 
growth of increasing spends.

Consumer Segments 
Key consumer segments marking the 
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online grocery market are detailed out 
in the report; snapshot of “Budding 
Shoppers” is highlighted here. Consumer 
segment also deep dive on the following 
aspects:
a. E-grocery value proposition
b. Online ordering habits
c. Channel spend across online, 

organized B&M and local kiraana
d. Preferred categories in each channel

Factors Driving Online Purchase – 
Beverages
We have analysed the key triggers that 
drive online purchase across all the 
categories; key triggers for Beverages are 

highlighted. 
In the case of Beverages, online 

reviews are important to metro and 
mini Metro consumers, but not for Tier 1 
consumers, who are also evolving users. 
While the evolving users do not place 
much importance on convenience and 
deliveries, the evolved customers stated 
promotions and convenience as major 
drivers to purchase Beverages online.

Challenges Associated with Online 
Purchase – Personal Care
We have analysed the challenges 
associated with purchase across all the 
categories; key challenges associated with 

personal care are highlighted.
Lack of trust is a barrier to shop 

Personal Care products online, followed 
by concerns related to product quality. 
Beside this, delivery related issues are 
other concerns which is common across 
all categories. Evolved consumers mirror 
the behaviour from other categories with 
product availability being the largest 
challenge, and delivery related concerns 
being prominent as well.

The catchment areas with the highest 
demand for online grocery have been 
highlighted for 13 cities in India. Penetration 
of modern retail (offl  ine channel) has also 
been highlighted for those catchments to 
understand the purchase dynamics.

Micro Market Mapping – Jaipur
Tier 1 cities are marked by low modern 
retail penetration vis-à-vis Metro and Mini 
Metro cities and these modern retail stores 
are mostly located in the central region of 
these cities. Online channel has marked 
its presence across multiple catchments 
owing to wide product assortment and 
convenience off ered by online platform. 
For example, in Jaipur, modern retail stores 
are present in popular catchments within 
the city i.e. Pink City and Kanakpura while 
online players have marked their presence 
across the city including catchments like 
Malviya Nagar, Nirman Nagar etc.  

Food & Grocery_Big Basket.indd   47 15-Nov-19   10:21:58 AM



48 IMAGES RETAIL NOVEMBER 2019Mallscape

M2K Corporate Park 
Shopping Plaza, 
Gurugram is an 
integrated corporate 
o f f i c e - c u m - r e t a i l 

complex which is on its way to becoming 
the most happening and accepted retail 
destination in the city. Built on an area 
of 2 acres, the brand is developing itself 
as a new driving force in the shopping 
centre industry. The mall aims to provide 
world-class shopping experience for the 
shoppers in Gurugram. 

Brand Journey
M2K Corporate Park Shopping Plaza 
is a complex with two fully operational 
corporate offi  ces and has dedicated space 
for fashion brands, resto-bars and FEC 
centers. Speaking on the design of the 
mall, Dr. Vishesh Rawat, Vice President 
– Sales & Marketing, M2K Group says, 
“The design is modern and utilitarian. 
Customer convenience and delight 
have been the central themes behind 
the design. We have focused on key 
components like location, accessibility, 

visibility, ample car parking and aesthetic 
design. All retail shops have excellent fl oor 
to fl oor height of 16 foot for enabling better 
store design. The property is a mix of high-
end shopping and offi  ce spaces helping it 
become a prominent community area 
where people can shop, eat, work and 
play.”

Location
The mall is located in Sector 51, Gurugram, 
a densely populated area and a very ideal 
location for the brand. “We chose Sector 
51, Gurugram as it is a densely populated, 
upmarket area housing people from the 
middle and upper-middle-class. The 
catchment within 2 kms consists of M2K 
Aura, M2K White house, Mayfi eld Garden, 
Hibiscus, Freedom Park, Nirvana, Cloud 9 
hospital, Hilton Hotel, Gurgaon University, 
Amity School, DPS School, Presidium 
school etc,” explains Dr Rawat.

Anchor & Vanilla Stores 
Famous gastro pub Imperfecto Patio 
spread over approximately 20,000 sq. ft. is 

M2K Corporate 
Park Shopping 
Plaza: 
A High-End 
Shopping 
Experience in 
Gurugram
The mall is a mix of high-
end shopping and offi  ce 
spaces helping it become a 
prominent community hub 
where people can shop, eat, 
work and play...

By IMAGES Retail Bureau

under advance stages of fi t-outs and will 
be operational by mid-December 2019. 

“We have 30,000 sq. ft. area marked for 
our anchor store. The rest of the retail area 
will be dedicated to F&B, Apparel, Grocery, 
Electronics, Health & Beauty, Home 
furnishing, Accessories, a Kids play zone 
etc.,” says Rawat. 

Healthy Brands Mix
It’s a known fact that international brands 
grab a major portion of the limelight in 
malls. M2K Gurugram, however, believes 
in patronizing the right product for the 
right shopper. 

“We look at the needs and requirements 
of our patrons living in the immediate 
and tertiary catchment area and decide 
accordingly on the brands we would 
like to give space too without being too 
concerned about the origin of the brand. 
Utility and suitability are key as far as we 
are concerned. Along with international 
brands, there are many organised home-
grown brands that bring value to the mall. 
We have a healthy mix of both in M2K,” Dr 
Rawat concludes.  

“WE HAVE 30,000 SQ. FT. AREA 
MARKED FOR OUR ANCHOR STORE. 
THE REST OF THE RETAIL AREA WILL 
BE DEDICATED TO F&B, APPAREL, 
GROCERY, ELECTRONICS, HEALTH 
& BEAUTY, HOME FURNISHING, 
ACCESSORIES, A KIDS PLAY ZONE 
ETC.”
– DR. VISHESH RAWAT
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The growing demand and 
exposure among young 
urban customers have set 
the stage for entry for many 
international as well as home-
grown accessory brands into 
the evolving world of fashion…

By Charu Lamba

Accessories Market Moves from the Fringes 
of Fashion to Become a Main Category

The fashion accessory market has grown manifold over the past few 
years and is swarming with a vast range and variety of products. There 
has been a continuous and sustained shift in consumer demand pattern 
from basic necessities to spending on lifestyle products and services 
continues, largely due to higher income, increasing literacy levels, 

increasing exposure and awareness levels, higher adaptability of internet, increasing 
urbanisation, the changing role of women and children in the decision making 
process, increased demand for better shopping experience, impulsive purchase 
behavior among youngsters, changing fashion trends and increased consciousness.

“India’s fashion accessory space has seen tremendous change in the past one 
decade owing to entrance of multiple fashion brands in India. The fashion sensibilities 
of Indian customers have made headway while the fashion infl uencers market has 
evolved signifi cantly resulting in rapid increase in demand for accessories,” shares 
Vijay Pal Singh Johal, Director, Truffl  e Collection.

Accessories, as an ‘investment’ add to the overall customer look and don’t break 
the bank, have become an integral part of the Indian wardrobe. 

“They are no longer need-based purchases but give customers the opportunity to 
make a personal statement. The growing demand and exposure among young urban 
customers have set the stage for entry for many international as well as home-grown 
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accessory brands into the evolving world 
of fashion. Increase in disposable incomes 
and widespread reach of social media 
has bridged the gap between affl  uent 
customers and premium brands in Tier-
II and Tier-III cities. The e-commerce 
medium has off ered a tremendous 
opportunity to the fashion accessory 
industry. E-commerce has also allowed 
for more widespread brand availability 
in Tier II and Tier III cities, where brands 
may not have yet opened stores,” states 
Sirish Kumar, CEO - India and Global 
Sourcing Director, AstorMueller Shoes 
Pvt. Ltd.

In a market that was still unorganised 
and dominated by cheap imports and 
dubious manufacturing practices, branded 
accessories, have started catering to 
discerning consumers, who value quality 
and ethical practices over everything else. 

“India’s accessories market is 
fragmented into the branded and 
unbranded segments. Our history is 
of unorganised, unbranded market. 
However, over the last few decades, 
the accessories segment has become 
increasingly organised, particularly in 
the premium and luxury segment. Every 
jewellery brand in India has its own retail 
network or at least stores in major cities. 
As far as watches go, many of the big 
international brands have their own stores 
and so does an Indian brand like Titan. 
Many sell from multi-brand stores. Retail 
forms the backbone of the accessories 
market today, and it helps to have an 
on-ground presence so that existing and 
future clients can explore and understand 
the brand,” states Gaurav Mehta, 
Founder, Jaipur Watch Company.

Earlier, apparel was the only focus of 
people and they used to spend a lot of 
money on the same. But now the scenario 
has changed. People are spending more 

money on accessories than their outfi ts 
and this has opened many opportunities 
for the accessory market in India. In the 
past one decade, the accessory market 
has experienced an exceptional economic 
boom. 

Growth Drivers of the Accessory 
Segment 
The growth of the accessory segment 
is propelled by both the demand and 
supply side. Rising discretionary incomes, 
evolving social scenarios, overall exposure 
to cultures and trends and demographic 
advantages have evolved the needs and 
desires of consumers, whereas, on the 
other side, corporatisation of Indian 
fashion retail, emergence and acceptance 
of domestic brands, personalisation and 
emergence of new channels has fuelled 
confi dence in retailers.

“The infl uence of western culture 
has triggered a growing demand of 
fashion accessories among the Indian 
women. Increased awareness about the 
latest fashion across the globe through 
technology has boosted the market for 
fashion accessories. The increasing desires 
of women to ‘look good, feel good’ and 
their rising disposable income contributes 
as easy and aff ordable option to alter their 
look and style. This has led the shopping 
calendar equally spread out over the year 
as women want to look and go shopping 
to meet their styling needs often have 
propelled demand for fashion accessories 
in the market,” shares Apeksha Patel, 
Founder, E2O Fashion.

Consumers from smaller towns and 
cities of urban and semi-urban India are 
increasingly becoming an integral part of 
the accessory business. 

“Women have always been the bastion of 
the fashion accessory market. The young 

modern women of India have moved away 
from buying purely functional accessories 
to embrace the whole gamut of accessory 
possibilities. They wear mostly western 
apparel, which calls for a range of fashion 
accessories,” Jacqueline Kapur, Co-
founder and President of Ayesha 
Accessories states.

E-commerce Catalysing Growth of 
Accessory Segment
The e-commerce platform provides a much 
needed boost for easy experimentation, 
driven by accessibility, brand choice and a 
price range. 

“Along with apparel, fashion accessories 
has emerged to be most purchased 
category online. Growing preference for 
convenience, along with rising popularity 
of online retail stores, is driving the 
demand for fashion accessories across 
the globe. E-commerce off ers promising 
opportunity to this category. Overall many 
fashion accessories brand have ventured 
into e-commerce, allowing brand 
presence at widespread in Tier II & Tier III 
cities where brands retail shop may not be 
present,” reveals Patel.

Adding to this, Johal says, “E-commerce 
has certainly emerged as a trailblasing 
medium for driving sales owing to fast-
paced lives being led by Indian consumers. 
Through online sales, we are able to 
analyze the changing spending pattern of 
Indian consumers and their varied fl airs 
in accessories. This aids us in off ering 
the best to our customers in every aspect 
for e.g. product, design and shopping 
experience on the website.”

Looking at the increased competitive 
intensity going forward and impatient 
fashion-conscious brands must create an 
effi  cient supply chain system because as 
fast as new trends emerge old one dies. 
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There is a need 
for both offl  ine 

and online consumer 
reach. Offl  ine presence helps to 

build consumer confi dence in the brand. 
This instills trust on the brand to order at 

convenience through online mediums.
“Online and Offl  ine off er two diff erent sets of 

customers. Catering to offl  ine is tried and tested. 
The offl  ine customers experience the service, 
touch and feel the product and feel a tangible 
connect with the brand. E-commerce helps us 
to reach out to large number of customers and 
to connect with Millennials, value seekers and 
is a great fi rst step in interacting with the brand. 
It also allows us to connect with very large base 
with delivery to almost 100 percent of pin codes,” 
states Dilip Kapur, Chairman & Founder, 
Hidesign. 

Men’s Accessory Segment - Growing Strong
Due the impact of global fashion trends and 
blurring lines between well-defi ned styles for 
men and women, accessories are no longer just 
limited to women. Indian men too have embraced 
world fashion and have begun to wear more 
colourful clothes and prints in diff erent styles 
and have started demonstrating higher fashion-
consciousness and awareness. The category 
of men’s accessories needs product range 
diversifi cation in the urban areas with further 
propagation and acceptance in semi-urban areas

With grooming and signature styles becoming 
the buzzword for men across demographics, 
there is tremendous potential in developing new 
product lines for accessories, while catering to the 
traditional market as well.  

“We see more branded players create new 
categories, working with niche and popular 

segments for men’s accessories. With 
Voylla’s men’s line, we have witnessed 
tremendous demand and growth and 

ideas for working with a dynamic and 
demanding clientele that is keeping us on 
our toes,” says Vishwas Shringi, Founder, 

Voylla.   
Inclusion of celebrities in promotional activities 

and online retailing contribute to growing desire 
to look trendy and fashionable could be another 
factor stoking the growth in the men’s accessory 
segment in India.

“The accessory market for men has seen 
some good penetration on the back of evolving 
fashion sensibilities among the Indian male, 
watches and shoes are seeing a major push 
driven by a growing need for personalization and 
customisation which refl ect the personality of the 
individual and at the same time making a fashion 
statement of their own. Men’s accessories are not 
seen just as add-ons anymore. The e-commerce 
boom has given the much-needed boost for easy 
experimentation with social media making the 
India male brand conscious,” share Abhishek 
Chopra and Sagar Sarin, Founders, Churchill 
& Company.

“Status and Tech are two drivers in the men’s 
accessory segment. Products which support 
our growing tech based products such as laptop 
bags and sleeves; tablet and phone covers etc. are 
driving growth,” says Dilip Kapur.

The market for accessories such as cuffl  inks, 
bags, wallets, belts is also quite large. Accessories 
today are at the centerstage of men’s wardrobe 
and the mid-segment of the men’s accessories 
market will continue to grow. On the luxury end 
of the market, interesting changes are visible. 
There is a growing demand for personalized and 
bespoke watches and accessories.

“Nowadays, Indian male consumers’ fashion 
sensibilities are evolving. They think that whatever 
they wear should refl ect their personality and can 
turn into a fashion statement,” says Anupam 
Bansal, MD Retail, Liberty Shoes.

“INDIA’S FASHION 
ACCESSORY 
SPACE HAS SEEN 
TREMENDOUS 
CHANGE IN THE 
PAST ONE DECADE. 
THE FASHION 
SENSIBILITIES 
OF INDIAN 
CUSTOMERS 
HAVE MADE 
HEADWAY WHILE 
THE FASHION 
INFLUENCERS 
MARKET HAS 
EVOLVED 
SIGNIFICANTLY 
RESULTING IN 
RAPID INCREASE 
IN DEMAND FOR 
ACCESSORIES”
– VIJAY PAL SINGH JOHAL
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Challenges Faced
With fashion accessory purchases being mostly 
impulse buy oriented, high footfall retail spaces 
are required. High rentals for these type of retail 
spaces make it diffi  cult to meet the necessary 
turnovers. This is one of the main challenges in 
the offl  ine market.

“Key challenges this industry is facing 
diversity and heterogeneity of its consumers, 
evolving customer needs demanding innovation 
and beautifi cation in products, rising real 
estate rentals, tax regime and infrastructural 
bottlenecks offl  ine scenario. Online environment 
has stemmed online sellers to infl ate prices and 
give attention seeking discounts, leading to boost 
of sales utilizing coupons and off er the erosion of 
margins of retailers,” Patel states.

Similarly, Jacqueline Kapur shares, “On-line 
the biggest challenge we face is that thousands 
of vendors off er goods, hike up the prices, give 
massive discounts and the customer becomes 
confused. The only way to face both those 
challenges is to become an aspirational yet 
aff ordable fashion brand whose name resonates 
with all the fashionable youngsters.”

Shringi brings in a diff erent perspective. 
“The challenge comes from comparison with 
commercial street pricing when products sold 
on commercial street are not only poor in quality 
but also indulges with unfair labor practices by 
employing underage/child labor to keep costs low. 
In the industry that is driven by design, it is only 
fair to ensure that artisans get their due share and 
hence fair compensation practise is important 
for long term sustainability of art and art driven 
categories,” he shares. 

“I feel managing fashion inventory with a 
blend of old and new designs is a major challenge 
as it is a costly process. Another hardship most 
e-commerce fashion brands face is to drive 
sales without deep discounting on new designs 
and reduction of returns due to size or color 
mismatch,” reveals Johal.

With the launch of numerous international and 
even local brands, the challenges have only been 
rising. The only way through is to keep evolving 
and experimenting to give nothing but the best to 
the customers.

Future of the Accessory Segment
The accessory category is going to see a major 
expansion and range diversifi cation with this 
category no longer being seen just as add-ons.

“Evolution of the accessories market from being 
just functional to becoming a prime attraction, 
which adds style and colour to the wardrobe will 
gain more traction,” say Chopra and Sarin.

The average per capita income of the country 
is expected to continue rise in the coming years, 
the middle-class is expected to become more 
elaborate and diversifi ed, with diff erent levels of 
income-groups, the luxury end of Indian fashion 
accessories market is expected to grow at a 
higher rate than other segments as the affl  uent 
consumer group will increasingly consider 
fashion accessories as a means to reaffi  rm its 
identity and to distinguish itself from the masses.

“With the advent of online shopping, India has 
witnessed a considerable change in the buying 
behaviour of consumers over the years. This 
has caused a shift in the market dynamics for 
fashion-based businesses. The market will be 
defi ned by emerging technologies that change 
the way consumers interact with their favourite 
brands and there will be a shift in preferences. 
E-commerce will continue to become the most 
popular shopping medium across the board. The 
physical stores may turnaround as experiential 
zones for the respective brands, equipped with 
next-level technological advancements,” Kumar 
states. 

With rapid urbanisation and rise in attraction 
towards social media the fashion accessories 
category is gaining immense popularity 
unprecedented momentum. Accessorising is 
becoming an essential part of fashion, owing 
to this the demand in this market has grown 
manifold and is swarming to lead in retail sector. 

“Trends of fusion and mingling of Indian and 
western theme will rule the industry. According 
to the current scenario growth of individualistic 
accessories that really act like a statement,” says 
Patel.

“THE E-COMMERCE 
MEDIUM HAS 
OFFERED A 
TREMENDOUS 
OPPORTUNITY 
TO THE FASHION 
ACCESSORY 
INDUSTRY. 
E-COMMERCE HAS 
ALSO ALLOWED 
FOR MORE 
WIDESPREAD 
BRAND 
AVAILABILITY IN 
TIER II AND TIER 
III CITIES, WHERE 
BRANDS MAY NOT 
HAVE YET OPENED 
STORES”
– SIRISH KUMAR

“RETAIL FORMS 
THE BACKBONE OF 
THE ACCESSORIES 
MARKET TODAY, 
AND IT HELPS 
TO HAVE AN 
ON-GROUND 
PRESENCE SO THAT 
EXISTING AND 
FUTURE CLIENTS 
CAN EXPLORE AND 
UNDERSTAND THE 
BRAND”
– GAURAV MEHTA
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With the globalisation of India and the 
Millennial being the biggest spenders, the 
accessory market has a huge potential. This target 
customer is more and more aware of fashion 
trends and accessories are an easy method to 
express a personal style. At the moment most 
of the brands still target the ethnic customer. 
However, the market for contemporary western 
fashion styles is expected to grow tremendously.

“In today’s world, what we wear becomes a 
manner of our expression, our attitude and our 
personality. The accessories which were used 
in the 90s are coming back into the trend and 
will become the hottest trend of the upcoming 
decade but only with a touch of innovation and 
immense creativity,” concludes Bansal. 

“THE INFLUENCE 
OF WESTERN 
CULTURE HAS 
TRIGGERED A 
GROWING DEMAND 
OF FASHION 
ACCESSORIES 
AMONG THE 
INDIAN WOMEN. 
INCREASED 
AWARENESS 
ABOUT THE 
LATEST FASHION 
ACROSS THE 
GLOBE THROUGH 
TECHNOLOGY 
HAS BOOSTED 
THE MARKET 
FOR FASHION 
ACCESSORIES”
– APEKSHA PATEL

“WOMEN HAVE 
ALWAYS BEEN 
THE BASTION OF 
THE FASHION 
ACCESSORY 
MARKET. THE 
YOUNG MODERN 
WOMEN OF INDIA 
HAVE MOVED 
AWAY FROM 
BUYING PURELY 
FUNCTIONAL 
ACCESSORIES 
TO EMBRACE THE 
WHOLE GAMUT 
OF ACCESSORY 
POSSIBILITIES”
– JACQUELINE KAPUR

RETAIL MAPPING + PINCODES DELIVERED
Brand Total Stores Pincodes Delivered

Voylla 150+ stores 21,000+ pincodes

Churchill & 
Company

15 MBOs across Delhi, 
Chandigarh, Jalandhar, Ludhiana 
and Coimbatore

17,000+ pincodes

E2O Fashion Large Format Stores - 94
Exclusive Kiosks - 8
Shop-in-shops - 50
Deal Jeans Store (nationally) - 12
Deal Jeans Store (internationally) 
- 4

All pincodes where Myntra.
com, Jabong.com, Ajio.com, 
Flipkart.com, Amazon.in, 
PayTm & Shoppersstop.com 
deliver.

AstorMueller Shoes 
Pvt. Ltd

12 outlets in 9 cities

Ayesha Accessories Exclusive Brand Stores - 16
Multi-brand Stores - 78

Jaipur Watch 
Company

Jaipur Watch Company has 
recently launched its fl agship 
boutique at Select CITYWALK in 
Saket, Delhi. Apart from this, the 
brand has a presence in most 
of the Oberoi Hotels and are 
exploring opportunities with 
the Four Seasons Hotels. It also 
retails through some dealers.

Hidesign Exclusive Brand Outlets - 94
Multi-Brand Outlets - 150+ 

Liberty Shoes 500 outlets across India, most of 
which are in the Hindi- speaking 
belt, primarily in the states of UP, 
Bihar and Jharkhand.

26,000+ pin codes
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VOYLLA
“Anyone with a keen sense of fashion and desirous 
of creating a personal style. The age and gender 
boundaries are diminishing as the category 
accentuates the look and boost confi dence, but 
the contemporary version of various art forms 
gets wider attention from customers across all 
age,” says Vishwas Shringi, Founder of Voylla.

CHURCHILL & COMPANY
“The brand is inspired by Indian ‘Gentlemen’ 
who walk a diff erent beat and are looking for 
deconstructed styles with softer fi nishes. We 
defi ne our core target audience as Gentlemen – 
they celebrate life, they know anything worth 

having is worth working smarter for, they know 
the diff erence between confi dence and arrogance, 
they are always well-presented and their choices 
are heavily contingent on their moods and 
occasions,” say Churchill & Company, Founders, 
Abhishek Chopra and Sagar Sarin.

E2O FASHION
“E2O Accessories caters to women in the age group 
of 18 to 36 years who are free-spirited, fashionable 
and sophisticated having an experimenting taste 
towards trendy fashion. Women today want 
to fl aunt everything perfectly styled and for us 
giving them that perfection through our off ering 
is of utmost importance. We are defi nitely looking 

forward to bring that grace to every woman who 
shops for our handbags to style her festive look,” 
narrates Apeksha Patel, Founder, E2O Fashion.

ASTORMUELLER SHOES
“Evolved and quality-conscious customers who 
look for designs that set global trends and are 
willing to pay a premium for superior quality,” 
reveals Sirish Kumar, CEO - India and Global 
Sourcing Director, AstorMueller Shoes Pvt. Ltd.

“E-COMMERCE 
HELPS US TO 
REACH OUT TO 
LARGE NUMBER OF 
CUSTOMERS AND 
TO CONNECT WITH 
MILLENNIALS, 
VALUE SEEKERS 
AND IS A GREAT 
FIRST STEP IN 
INTERACTING 
WITH THE BRAND.  
IT ALSO ALLOWS 
US TO CONNECT 
WITH VERY LARGE 
BASE”
– DILIP KAPUR

“WITH VOYLLA’S 
MEN’S LINE, WE 
HAVE WITNESSED 
TREMENDOUS 
DEMAND AND 
GROWTH AND 
IDEAS FOR 
WORKING WITH 
A DYNAMIC AND 
DEMANDING 
CLIENTELE THAT 
IS KEEPING US ON 
OUR TOES”
– VISHWAS SHRINGI

PRICE POINT
Voylla Special Deal: `99

Fresh Stocks and Premium Products: `15,000 upwards

Churchill & Company Premium Collection: `4,199
Handcrafted Luxury Collection: `6,499

AstorMueller Shoes `5,000 - 8,000 for men’s footwear

Truffl e Collection `249 - `5,000

Jaipur Watch Company Prêt Watches: `16,000 - `55,000 
Bespoke Watches: `2.5 lakh - `24 lakh

Liberty Shoes `499 - `6,999

TARGET AUDIENCE
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AYESHA ACCESSORIES
“The main target customers are the Millennials. 
Also known as Generation Y, – between the 
age of 18 and 35 – are our largest demographic 
segment. They are the chief wage earners and 
spend a far greater percentage of their income on 
consumer products, according to reports. India 
is well ahead of the global average percentage 
of population within the Millennial bracket, 
and this demographic is now shaping the retail 
market in India. The eff ects of globalisation have 

infl uenced the tastes and consumption patterns 
of Millennials, through international television 
shows and fi lms, as well as the all-encompassing 
hold of social media. With their higher disposable 
income and need to redefi ne themselves, 
Millennials have championed the rise of fashion 
accessories into the organised retail market and 
assured their diversity,” shares Jacqueline Kapur, 
Co-founder and President of Ayesha Accessories.

TRUFFLE COLLECTION
“Millennials (between the ages of 18 and 35 years), 
being India’s largest demographic segment, 
belong to our target audience. Our off erings in 
terms of price and product are well in sync with 
their fashion preferences and spending habits,” 
Vijay Pal Singh Johal, Director, Truffl  e Collection 
states.

HIDESIGN
“25-35-year olds tend to be the largest and fastest 
growing group followed by 35-45 years. 18-25 year 
old consumers are showing a keen interest. The 
well-educated, frequent traveler seen as a sign 
of successful professional and entrepreneurs. 
They connect best with the values of the brand of 
being natural, handcrafted and eco-friendly. They 
also appreciate quality and are open to original 
designs,” says Dilip Kapur, Chairman & Founder, 
Hidesign. 

JAIPUR WATCH COMPANY
“Our target customer is anyone who is looking for 
a unique timepiece, which carries a bit of Indian 
aesthetics in its design and craftsmanship,” states 
Gaurav Mehta, Founder, Jaipur Watch Company. 

LIBERTY SHOES
“We are constantly tapping the potential market 
and are targeting at tier II and tier III audience 
along with the Hindi speaking belt right now to 
establish the connect with our audience. Whether 
it’s men, women or children, Liberty caters to all 
category of people as it’s mass brand,” reveals 
Anupam Bansal, MD Retail, Liberty Shoes.

“MEN’S 
ACCESSORIES 
ARE NOT SEEN 
JUST AS ADD-
ONS ANYMORE. 
THE E-COMMERCE 
BOOM HAS GIVEN 
THE MUCH-NEEDED 
BOOST FOR EASY 
EXPERIMENTATION 
WITH SOCIAL 
MEDIA MAKING 
THE INDIA 
MALE BRAND 
CONSCIOUS”
– ABHISHEK CHOPRA AND 
SAGAR SARIN

“THE MARKET FOR 
ACCESSORIES 
SUCH AS 
CUFFLINKS, 
BAGS, WALLETS, 
BELTS IS ALSO 
QUITE LARGE. 
ACCESSORIES 
TODAY ARE AT THE 
CENTERSTAGE OF 
MEN’S WARDROBE 
AND THE MID-
SEGMENT OF 
THE MEN’S 
ACCESSORIES 
MARKET WILL 
CONTINUE TO 
GROW”
– ANUPAM BANSAL
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VOYLLA
The brand off ers variety of designs across 
various categories such as necklaces, 
earrings, rings, bangles, etc. Voylla retail 
through both online and offl  ine channels. 

E2O FASHION
E2O’s product portfolio is diverse ranging 
from wallets, clutches, sling, satchel, 
backpack, hobo and tote to dangler, drop, 
hoop, stud and tassel earrings. Also, 
they have recently added watches and 
sunglasses to their kitty.

ASTORMUELLER SHOES
Their collection is very holistic. There’s a 
shoe for every occasion with the exception 
of professional sports. The collection 
includes – Casual, Semi-Casual and 
Formal shoes.

AYESHA ACCESSORIES
“Ayesha off ers a wide selection of products 
for young women in the teen to young 
adult age range that refl ect both the 
international trends and the unique 
styles of India, with bold colors and funky 
designs. These products include jewellery, 
scarves, sunglasses, bags, and other 
essentials for the modern girl.

Since 2013, Ayesha Accessories has also 
developed several off -shoot sub-brands to 
cater to other demographics.

Unknown is the male counterpart 

to Ayesha, off ering a rugged masculine 
collection of accessories ranging from 
eyewear to leather jewellery, hats and 
scarves or young Indian men.

Lil’ Star provides cute accessories for 
kids, with jewellery, hats, bags, eyewear 
and hair accessories.

JQ targets the established modern 
women with a collection of designer 
accessories, with jewellery handcrafted in 
Jaipur and scarves woven in Varanasi.

HIDESIGN
The brand off ers a wide range of products- 
handbags, evening bags and clutches, 
wallets and belts for women and men, 
briefcases, messengers, backpacks, 
laptop bags and sleeves, travel bags and 
accessories, footwear - niche range of 
luxury deer shoes, jackets, pens, stationery 
and acetate sunglasses.

JAIPUR WATCH COMPANY
There are several unique pieces that the 
brand has made till date. Some of them 
are:

Imperial Wristwear: This is one of the 
earliest watches made using King George 
VI (1939-45 era) one-rupee half silver coin. 
The limited-edition stainless-steel watch 
has an antique one rupee coin embedded 
on the dial. It houses a Citizen 1L32 Slim 
Quartz Movement. The other design 
fl ourishes include a sapphire crystal and a 

sapphire stone winder. 
Imperial Wristwear II: This is the 

second iteration of the Imperial Wristwear 
Collection. The watch is 46mm in 
size, houses an Automatic Movement 
(Miyota 8215) and is available in four 
colour variants in a limited edition of 50 
pieces. Each colour has a complementing 
precious stone on the crown. The Imperial 
Wristwear II is sheathed in a double-
sapphire glass and boasts a Butterfl y 
Clasp Strap mechanism. 

King’s Wristwear: This has an 
interesting innovation in the form of a 
unique moving disc mechanism. It houses 
a Swiss Machine (ISA Cal 2334:1035), 
is 43mm in size and sports a one paisa 
coin (the lowest denomination of British 
India coinage) at the disc movement, 
which makes it look rather unusual. The 
collection is serial numbered from 1-500, 
and each watch has its unique identity. 
The choice of the strap includes a black 
strap with steel fi nish case and a brown 
strap with a gold polished case.

India’s fi rst 3D watch: The country’s 
fi rst 3D printed watch, in stainless steel, 
is sheathed in a sapphire crystal. The dial 
of the watch is 3D printed with motifs; 
the numbers jump out because they are 
embossed on a high polished surface. The 
watch is powered by a premium Japanese 
Miyota mechanical movement of 9015. 

The stamp watch: This is their 
newest innovation. In the limited-edition 
stamp watch, they have used three paisa 
denominations postal stamps from the 
King George VI era, which they bought at 
an exhibition of antique coins and stamps 
in Mumbai. 

JWC Polo: This is a very special made-
to measure collection that the brand 
created for His Highness Maharaja Gaj 
Singh. It references his love for polo and 
the Jodhpur Polo Team. 

LIBERTY SHOES
Liberty off ers shoes for every man, 
woman and kid - whatever be the need or 
the occasion, whatever be the budget.

It has multiple sub-brands that caters 
to the length and breadth of the nation 
providing fashionable, trendy, modish 
styles pertaining to latest styles and 
market trends at aff ordable prices.

PRODUCT PORTFOLIO
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VOYLLA
With 150+ retail footprints, Voylla is India’s 
largest fashion jewellery brand and leads 
the category. The brand is eyeing to open 
300 retail stores in next 2 years.

CHURCHILL & COMPANY
“We have clearly laid the roadmap for the 
Churchill brand whereby it builds a strong 
connection with its core target audience 
by harnessing the power of social-savvy 
brand advocates who are inspired by a 
shared sense of purpose. At the moment 
we have released limited edition line 
extensions – leather belts and bags which 
we intend to make a part of our portfolio 
going forward.

The strategy is to build the core brand 
and once we build a critical mass among 
our core target audience over the next 
18 months we will have full-fl edged line 
extensions which will support the core 
product off ering. We are also planning 
to triple our presence in MBOs by the 
end of this year. We aim to maintain the 
4X growth we have been seeing year-
on-year and hope to invest into offl  ine 
distribution expansion backed by the 
right mix of marketing spends. We will not 
be splashing money on lavish campaigns 

but will pick up on relevant themes which 
strike a chord among our target audience,” 
shares Abhishek Chopra and Sagar Sarin, 
Founders, Churchill & Company.

E2O FASHION
E2O Fashion is eyeing to expand its 
product off erings by launching belts and 
shoes.

ASTORMUELLER SHOES
“Shop-in-shops in departmental stores 
and multi-brand shoe stores, e-commerce 
with the marketplace model, and a few 
select exclusive brand stores are already 
in the plan and much of it is underway. 
There are no plans to restrict the brand 
geographically, but the brand catering to 
the young and middle-aged alike, given 
their range.

JAIPUR WATCH COMPANY
It has been 6 years since the inception of 
Jaipur Watch Company, and it has recently 
launched its fi rst boutique. So far, it has 
collaborated with some renowned hotel 
chains and watch dealers. The plan is to 
get some more hotel chains and retailers 
on board and open four more boutiques in 
the next two years.

EXPANSION PLANS
AYESHA ACCESSORIES
For next 5 years, the brand plans 
to add 10 outlets annually. It is also 
looking forward to expanding its online 
presence. Ayesha Accessories is looking 
for a strategic partner to take the brand 
to the next level. 

Jacqueline Kapur envisions an offl  ine 
presence with more than 300 point of 
sales and a bigger product range available 
online and offl  ine.

HIDESIGN
Airport expansion has been huge in last 
18th months. The brand is already present 
in all leading metro cities and leading 
airports in Tier II cities. It will continue 
to expand further in Tier II and III cities 
along with international markets. 

LIBERTY SHOES
“Liberty will be opening about 100+ 
stores in Tier II and Tier III cities every 
year to strengthen the distribution for 
a wider reach in multi-brand stores. It 
will be looking for deeper penetration in 
the existing states instead of venturing 
into new ones. Currently, the target is to 
reach a turnover of around ` 1,000 crore 
by 2022. 
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Costume jewellery is the fastest-growing 
category in India which is projected to 
grow at 20 percent CAGR between 2019 
and 2024. This segment is benefi tting 
from the growing trend of consumers 
seeking lightweight, stylish jewellery at 
aff ordable prices…

By Anul Sareen, Senior Research Analyst, Euromonitor 
International

COSTUME 
JEWELLERY: 
The New 
Penchant of 
Jewellery Buyers 
in India

The gems and jewellery market in India is home 
to more than 300,000 players, with the majority 
being small players. The sector plays a signifi cant 
role in the Indian economy as it employs more 
than 4.64 million workers. The industry is one of 

the fastest-growing sectors, it is extremely export oriented and 
labour intensive.

The Indian Market 
The Indian jewellery market is a highly fragmented and 
unorganised. It is classifi ed into fi ne jewellery and costume 
jewellery. Under fi ne jewellery, apart from local players, 
there are several large nation-wide players such as Tanishq, 
Kalyan Jewellers, etc.  In foreign players, brands such as 
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Swarovski are already present and newer 
ones such as Tiff any are only entering 
the market. 

Foreign players are very cautious 
while entering the Indian market due 
to the large demand for local traditional 
jewellery which these players do not 
hold expertise in. 

Costume jewellery is the fastest-growing 
category in India which is projected to 
grow at 20 percent CAGR between 2019 
and 2024. This segment is benefi tting 
from the growing trend of consumers 
seeking lightweight, stylish jewellery at 
aff ordable prices. 

Growth of the Sector 
In the last fi ve years the jewellery market 
in India experienced strong growth of 15 
percent CAGR between 2014 and 2019. 
During the period, several factors have 
aided this such as:

 Rise of E-Commerce Players: 
Between the year 2013 and 2018, there 
was a growth of 22 percent CAGR 
amongst Internet users in India due 
to deeper penetration of smartphones 
and reducing mobile tariff s. As per the 
Department of Telecom (DoT), India’s 
internet tariff s were amongst the 

lowest globally at `21 per GB in 2017. 
This has given a strong push to digital 
commerce through the usage of mobile 
phones. Online jewellery players 
such as CaratLane has experienced 
revenue growth in this space in the 
last fi ve years. This is visible in digital 
commerce demonstrating exponential 
growth through usage of mobile 
phones which grew at 51 percent CAGR 
between 2013 and 2018. 

 Growing Options: Indian market has 
been traditionally known for its gold 
consumption and traditional jewellery. 
However, in the last few years, jewellers 
have increased their off erings which 
have resulted in growth. Options such 
as platinum & diamond jewellery, 
costume jewellery, wedding collections, 
etc. came into existence boosting the 
growth of overall jewellery.

Challenges 
Since last year, jewellers have been fi nding 
it hard to raise capital through fi nancial 
institutions. This is largely due to the Nirav 
Modi and Mehul Choksi scandal which 
involved wilful default and scamming 
on behalf of the jewellers against Punjab 
National Bank. This resulted in negative 
sentiments being developed among 
fi nancial institutions to lend credit to 
jewellers, thus adversely impacting the 
business. Major fi nancial institutions 
had previously announced that they had 
reduced their exposure to this industry. 
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Though the stance of the banks is 
now changing, they are still having a 
conservative approach in granting loans to 
small jewellers and diamond merchants. 
As the fi ne jewellery trade is quite capital 
intensive due to high prices of metals 
such as gold and silver, small jewellers 
are fi nding it hard to maintain healthy 
working capital levels which might result 
in these players gradually shutting their 
businesses. However, in the longer term, 
as this scandal loses its commercial steam, 
it is expected that the stance of these 
institutions will change.

Industry Trends Making an Impact 

Rise of Costume Jewellery: The new 
age urban woman is no more interested 
in piling up her locker with traditional 
fi ne jewellery made from mostly gold and 
worn rarely during festivals and family 
events. As most urban woman is now 
stepping out for work, education etc., there 
is demand for more functional jewellery 
pieces which she can wear daily. This has 
triggered the trend for costume jewellery 
which are inexpensive and stylish. 

Men’s Jewellery: This trend is arising 
and making its impact as a new category.  
As men are becoming more fashion 
conscious, there is a huge increase in 
demands for jewellery pieces such as 
rings, bracelets, chains, etc. This shift 
in consumer demand has been largely 
driven by social media platforms such as 
Instagram, Pinterest or Facebook where 
men are viewing their favourite Hollywood 
or Bollywood celebrities, sportsmen, etc 
fl aunting jewellery pieces. Even fashion 
blogs have been widely publicising the 
usage of subtle jewellery pieces to enhance 
a man’s overall look. The demand for both 
aff ordable costume jewellery as well as 

expensive fi ne jewellery such as solitaire 
diamonds for ears, platinum chains and 
bracelets are on the rise.

This category is still small and largely 
untapped resulting in many new players 
entering this space. In 2019 itself, brands 
such as Tiff any which recently entered 
India launched its men’s jewellery range 
globally. Apart from this, regional players 
such as Senco Gold & Diamonds roped 
in Saurav Ganguly to launch its exclusive 
men’s jewellery collection called ‘AHAM’. 
Players such as Kalyan Jewellers are 
known to already be present in this space. 
Companies are moving towards off ering a 
large assortment of products such as rings, 
bracelets, cuffl  inks, ear-studs, chains and 
pendants to men. 

Tier I, II & III Markets: Demand vs 
Supply  
The Tier I market is known to have 
diff erences in terms of demand when 
compared to Tier II & III markets. There are 
several diff erentiating factors mentioned 
below based on the market.

 Tier I Market: Tier I market is 
witnessing a growing demand for 
off erings made of platinum and 
diamond for formal events. For day-
to-day usage, consumers here prefer 
costume jewellery, which is stylish, 
aff ordable and can be accessorized 
based on the outfi t. Consumers also 
prefer more sophisticated and lighter 

designs compared to the heavy 
traditional jewellery pieces.

 Tier II & III Markets: Consumers 
in these markets are still known to 
have a strong preference for gold and 
silver jewellery. This has resulted in 
continued demand for traditional 
designs and jewellery.In this market, 
jewellery pieces are also considered as 
an investment avenue for consumers 
due to its ease of liquidity.

Platinum on the Rise 
India has traditionally been a market that 
consumes gold jewellery. Apart from gold, 
silver is the only other leading element that 
consumers seek when it comes to jewellery. 
However, in the past few years this has 
been experiencing a shift. Consumers are 
experimenting with platinum and it is 
being well received by the Indian clientele. 
As per ‘Platinum Guild International’, the 
industry association of platinum, there 
was a 26 percent year-on-year rise in the 
sale of this metal in FY19. The demand for 
platinum jewellery is largely driven by men 
and young consumers who are infl uenced 
by social media posts where platinum 
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and diamonds have been trending due 
to Hollywood celebrities, sportsmen, etc. 
Consumers are also purchasing these 
jewellery pieces to celebrate reaching 
certain milestones in their life. During 
the forecast period, it is projected that 
the demand for platinum jewellery would 
continue rising as it has still not penetrated 
enough in the country and there is a large 
untapped market potential.

 The rising demand for platinum should 
not act as a challenge for traditional 
jewellers. It is rather acting as an 
opportunity for them. High demand for 
gold has historically resulted in strong 
imports. As this results in trade defi cit, 
the government regulates this segment 
very closely thus, impacting jewellers. 
Growth in demand of a new metal such 
as platinum will help mitigate the risk and 
balance the demand for gold. Apart from 
that, it will also allow jewellers to diversify 
their off erings with no major rise in costs. 

Role of Technology 
Technology advancement through 
developmentof e-commerce distribution 
channel has benefi tted the jewellery 
market immensely.

 Tier II & III Markets: The aspirational 
consumers in these markets who want 
to have the latest designs fi nd it diffi  cult 
to shop them at their local jewellery 
stores. E-commerce has been allowing 
them to make these purchases from the 
comfort of their home. 

 Wider Coverage for Jewellers: 
Retailers are expanding their presence 
when it comes to e-commerce as it can 
reach out to a larger audience which is 
not possible using the traditional store-
based retailing format. To achieve this, 
players such as Titan Co Ltd. increased 
its stake in CaratLane, an e-commerce 
jewellery platform by acquiring 
additional 3 million equity shares in 
2019 at an investment of ~INR 1,000 
million.

 Allows Consumers to Make More 
Frequent Purchases: Consumers 
nowadays are looking for lightweight, 
aff ordable and stylish jewellery pieces 
for everyday use rather than the heavier 
traditional pieces. This is resulting in 

frequent online purchases on behalf 
of consumers due to the comfort and 
convenience attached to e-commerce.

 Innovations: Retail stores are also 
seeking ways through which they can 
increase engagement with consumers 
by using diff erent technology 
innovations. One such instance is 
that of CaratLane which has a virtual 
mirror installed in their stores allowing 
consumers to try jewellery pieces 
virtually and get a 180-degree view of 
wearing them.

The Future 
During the coming fi ve years, the jewellery 
industry is projected to grow at a CAGR of 8 
percent between 2019 and 2024. Segments 
such as costume jewellery which currently 
contributes ~6% in overall jewellery sales 

as of 2019 is projected to grow at 20 
percent CAGR in the coming fi ve years 
and account for ~10% in 2024. This is 
projected due to the growing demand for 
lightweight jewellery and more frequent 
purchases for aff ordable options amongst 
consumers. Also, the niche segment of 
men’s jewellery is projected to experience 
strong double-digit growth due to the 
rising trend amongst men to accessorise. 

Lastly, as urban consumers move away 
from the yellow metal when seeking 
jewellery options, it is resulting in rising 
demand for platinum which is also 
projected to demonstrate strong growth. 
Apart from that, Tiff any’s announcement 
to enter India might result in other foreign 
brands also following suit resulting 
infurther heating up of the competition 
in this highly fragmented market which is 
followed by an expanding Internet retail 
space. 
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The brand believes 
in making innovative 
functional products 

targeting Millennials and 
others between the ages of 

25 and 55...

By IMAGES Retail Bureau

Leather Talks 
Looking to 
Open More 

EBOs as Part 
of Brand 

Expansion

USP, TG, market share, number 
of stores, region-wise break-up of 
stores.
The product portfolio of Leather Talks 
includes: Lifestyle, Bridal Accessories, 
Travel, Gifting and Go Custom. Our USP 
is quite simple. We believe in making 
innovative functional products. Our target 
group is mostly Millennials, but we have 
everything for other age groups as well. 

We have accessories for everyone between 
25-55 years of age.  

What are the most popular products 
in the product portfolio of your 
brand?
In the men’s accessories we have belts, 
wallets, offi  ce and laptop accessories. 
The women section has handbags, mini-
bags, totes, wallets and clutches. Bridal 
accessories include jewellery boxes. The 
luggage section has soft luggage, trolley 
bags, duff el bags and passport holders. 

Where does the accessories industry 
stand right now? 
The industry is currently witnessing an 
immense growth, as lots of players are 
making their presence felt in both the 
national and international categories. The 
accessories business is on the rise as the 
consumer today is very much aware and 
is keener on buying trendy branded stuff . 
As far as latest trends are concerned, the 
travel segment and the ladies handbag 
segment are getting the maximum 
popularity these days. 

Is ‘accessory’ making a mark as 
a separate industry or is it still 
considered an add-on segment to 
clothing and apparel? 
Accessories can be considered as a separate 
industry today, since fashion accessories 
have become an important part of modern 
lifestyles. There is huge demand for these 
products and big players are also coming 
up with good opportunities. 

What are the major challenges the 
industry is facing and what are the 
strategies to overcome them? 
The major challenges which we are facing 
include: 

 An unorganised backend
 The taxation structure of the country
 Unsatisfactory quality of HR
 An irregular supply chain 

We believe in good infrastructure and 
better communication, both of which help 
us a lot in overcoming these obstacles.

Tell us about your expansion plans?   
For now, we are concentrating on expanding 
our EBO network and becoming a ‘Gifting’ 
partner with our MNC clients across the 
country. 

Leather Talks began its journey 
from a store in Kolkata in 
1973. The great exuberating 
craftsmanship, product 
quality with innovation and 

great customer service helped the brand 
achieve goodwill in a short span of time. 
It has also been a pioneer in launching the 
gent’s belt with reversible buckles with 
original gold and silver polish. In an all-
encompassing chat with IMAGES Retail, 
Apekshit Jaggi, Managing Director, 
Leather Talks highlights the growth and 
journey of the brand along with the future 
expansion plans.  

Give us a brief understanding of the 
journey of your brand.
We are an organisation operating since 
1973 in the Indian fashion and corporate 
industry and have always made 
functional, innovative and good quality 
products serving the Indian segment with 
pocket-friendly price points. Currently, we 
have three operational stores stretching 
over Kolkata and Delhi. Leather Talks 
started its journey with its fi rst EBO in 
AC Market. By 1984 we had four EBOs. 
Excellent craftsmanship, product quality, 
innovations and great customer service 
helped Leather Talks achieve goodwill 
in a short span of time. Then the Leather 
Talks journey took a turn to the goodwill 
products/promotional goods market. At 
present, we are serving more than 150 
MNCs as corporate clients.    

Tell us about your product portfolio, 

Brand Expansion_Leather Talks.indd   68 15-Nov-19   10:52:12 AM



PARTNERS :

THE CLOTHING MANUFACTURERS ASSOCIATION OF INDIA



70 IMAGES RETAIL NOVEMBER 2019Customer Experience

A quick search on any marketplace e-commerce portals and 
the category of footwear and you will see a new brand every 
few days. And not just on the internet, even on high streets 
and in malls, you see not only EBOs of brands like BATA, 
Metro, Mochi, Clarks etc. but also a plethora of new brands. 
Footwear retailing has witnessed a dynamic revolution in 
the past few years. IMAGES Retail Bureau speaks with some 
prominent footwear players to understand what has led to 
this transformation and what the future holds…

By Zainab S Kazi

A Step in the 
Right Direction: 
Customer Centricity Leads to 
Successful Footwear Retailing

When UK based brands 
Clarks was launched 
in India in 2005, many 
industry experts weren’t 
too optimistic of its 

survival in the country. The reason was 
simple – the brand’s the price points. 
There were veterans from the industry 
who strongly felt that the Indian market 
wasn’t ready to welcome such a high-end 
footwear brand and rightly so. Around 
15 years ago, the brand did face many 
challenges to establish itself in India. From 
fi ghting it out to convincing people on the 
price points to getting their attention on 
the salient features of the brand, there was 
tremendous pressure being faced by them 
back then. 

Today, 14 years down the line, the brand 
is well accepted by Indian shoppers and 
besides having a strong online presence, is 
available at all prominent malls across the 
country. It would not be an exaggeration 
to say that Clarks led the way for many 
international high end brands to enter India. 
Currently, there is a healthy competition 
between national and international brands, 
most of which are housed adjacent to each 
other in malls and on high streets.
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Growing Demand
Soumi Banik, Managing Director, 
Ajanta Footwear highlights the current 
dynamics of the footwear industry in India 
stating, “The industry includes various 
types of footwear including athletic and 
non-athletic shoes used by individuals 
of all age groups and gender. The global 
footwear market is segmented by type of 
footwear, end users of footwear, various 
platforms for sale of footwear, material 
used, and their sales across various 
geographies. Leather footwear occupies 
a signifi cant market share in the global 
market as well. Additionally, rising health 
concerns are infl uencing individuals to 
perform indoor and outdoor physical 
activities. This trend has generated a high 
demand for athletic (sports) shoes, in 
turn increasing the demand for footwear. 
In addition, changing lifestyles and 
rising number of working professionals 
are leading the demand for non-athletic 
footwear segment. The improved 
spending capabilities of individuals, 
changing lifestyles, and rising number of 
working professionals has increased the 
spending capability of individuals. This 
is occurring especially in the developing 
countries and leading to further expansion 
of the overall market for footwear.”

The growth story of Metro Brands Ltd. 
that is home to a network of 527 company-
owned-company-operated stores spread 
across 119 cities, accentuates the growing 
potential of footwear retailing in India. 

The company houses brands like Metro 
Shoes, Mochi, Walkway, DaVinci and 
it also operates retail stores for Crocs. 
Besides having such a robust offl  ine 
presence, their online presence not only 
includes being available on marketplaces 
like Flipkart, Myntra, Amazon etc. but 
they also run their exclusive portals for 
their brands Mochi and Metro Shoes. On 
the expansion the brand witnessed in 
2018-19, Farah Malik Bhanji, CEO Metro 
Brands Ltd. shares, “At an overall level, 
there has been a comparatively faster 
network expansion. We crossed the 500th 
store mark in 2018-19.”

Citing the reasons for the ever 
increasing demand for footwear in India, 
she explains, “With the digital and social 
media expansion, awareness and the 
aspiration to look trendy and fashionable 
every time has increased. Customers 
today are spoilt for choices. The share of 
the shoe in the wardrobe has increased. 
Today’s customer is well aware of what 
she wants. They want variety, choice 
and trendy footwear with great service 
at all times with little eff ort. We also see 
a reversal of roles with the youth guiding 

adults on what looks good and what to 
buy.”

Where Metro Brands Ltd. has options 
to suit diff erent budgets, it is interesting 
to note that brands that sell at a premium 
too are witnessing a growth in demand. 
Speaking of which, the journey of Heel & 
Buckle is worth a mention. Launched as a 
bespoke studio in London’s Hampstead, in 
2011, it was launched in India by the DAR 
Group from Delhi who formed Heel & 
Buckle Luxury Pvt. Ltd. The group further 
launched a luxury multi-brand retailer of 
footwear and accessories called Berleigh. 
With a presence in Mumbai, New Delhi, 
Gurgaon, Chandigarh, Raipur and Indore, 
the brand with its excellent craftsmanship 
is catching the fancy of Indians who do not 
mind paying a premium for their footwear. 

Elaborating on their presence, 
Shashank Arya, Executive Director, 
DAR Group says, “The brand is also 
available online on Myntra and we also 
have an exclusive e-commerce portal 
through which we deliver our products 
pan India. A major milestone that we have 
achieved in 2018-19 is making our brand 
available to the target audience across the 
country through our website.”

Another homegrown brand whose 
journey is worth tracking is Lakhani 
Infi nity Footwear Pvt. Ltd. that has 
a strong presence across the country 
through its dealer network. Mayank 
Lakhani, Managing Director, Lakhani 
Infi nity Footcare Pvt. Ltd. shares, “The 
company was incorporated in the year 
2013 with an initial capital of just `1 lakh. 
The commercial operations started in 
August 2014 and in our inaugural year 
itself, the company achieved an annual 
turnover of `10 crores with a staff  of only 
20 people. In 2016, our turnover was `50 
crore and if we look at the current year, we 

 

CURRENTLY, THERE IS A 
HEALTHY COMPETITION 

BETWEEN NATIONAL AND 
INTERNATIONAL BRANDS, 

MOST OF WHICH ARE 
HOUSED ADJACENT TO 
EACH OTHER IN MALLS 
AND ON HIGH STREETS.

Customer Experience_Footwear.indd   71 15-Nov-19   11:00:35 AM



72 IMAGES RETAIL NOVEMBER 2019Customer Experience

“THE IMPROVED 
SPENDING 
CAPABILITIES OF 
INDIVIDUALS, 
CHANGING 
LIFESTYLES, AND 
RISING NUMBER 
OF WORKING 
PROFESSIONALS 
HAS INCREASED 
THE SPENDING 
CAPABILITY OF 
INDIVIDUALS”
– SOUMI BANIK

“WITH THE DIGITAL 
AND SOCIAL MEDIA 
EXPANSION, 
AWARENESS AND 
THE ASPIRATION 
TO LOOK TRENDY 
AND FASHIONABLE 
EVERY TIME HAS 
INCREASED. 
CUSTOMERS TODAY 
ARE SPOILT FOR 
CHOICES. THE 
SHARE OF THE SHOE 
IN THE WARDROBE 
HAS INCREASED”
– FARAH MALIK BHANJI

“THE BRAND IS ALSO 
AVAILABLE ONLINE ON 
MYNTRA AND WE ALSO 
HAVE AN EXCLUSIVE 
E-COMMERCE PORTAL 
THROUGH WHICH WE 
DELIVER OUR PRODUCTS 
PAN INDIA. A MAJOR 
MILESTONE THAT WE 
HAVE ACHIEVED IN 
2018-19 IS MAKING OUR 
BRAND AVAILABLE TO 
THE TARGET AUDIENCE 
ACROSS THE COUNTRY 
THROUGH OUR 
WEBSITE”
– SHASHANK ARYA

“WE ALSO HAVE 
A WHOLE NEW 
SEGMENT OF HIGHLY 
TRENDING FASHION-
SPORTSWEAR 2018 
FOR THE YOUTH 
WHICH HAS PICKED 
UP REALLY WELL 
AND IMPROVED OUR 
MARKET SHARE. 
OUR NEW, FORMAL 
WEAR RANGE CALLED 
STATUS HAS GAINED 
POPULARITY AMONG 
THE OFFICE GOERS”
– MAYANK LAKHANI

have already achieved a total turnover of 
`105 crores.” He attributes the growth in 
their market share owing to their ability 
to cater to the needs of the average Indian 
middle class. “We also have a whole new 
segment of highly trending fashion-
sportswear 2018 for the youth ranging 
from `799 to `1299/ which has picked 
up really well and improved our market 
share. Our new, aff ordable offi  ce/formal 
wear range called STATUS by the house 

of Lakhani Vardaan has gained popularity 
among the offi  ce goers,” he adds.

Just like Lakhani, Kolkata based brand 
Ajanta footwear too has witnessed an 
interesting growth over the years. Banik 
shares, “Ajanta as a brand has grown 
on a very large scale. We have already 
expanded to 120+ stores and have plan to 
augment in another 50 new cities in this 
fi nancial year. We are planning to take 
our products to “every nook and corner” 

of the country. The company currently 
has 10 super stockists and more than 
10,000 distributors supplying to MBOs 
in diff erent parts of the country. We have 
50+ EBOs currently, spread across Eastern 
India. The company is also present with 
the major e-commerce marketplaces and 
our own website, catering on an all-India 
basis.” 

Interestingly, Ajanta is now also 
venturing into B2B online sales wherein 
we are catering to small retailers directly. 
Sharing further details on their exclusive 
presence, Banik shares, “We have opened 
our fi rst store in Odisha and Bihar, which 
has been a major milestone for our 
company in the year 2018-19. Since then, 
we have 5 operational stores in Bihar and 2 
in Odisha, with many more in the queue.” 

Essentials of Footwear Retailing
Contrary to what one may think, more 
than just bombarding the shopper with 
endless options to choose from, footwear 
retailing is more about extending her 
the right choices. Bhanji explains, “We 
strongly believe in regional sensitivity. 
Just as the choice of clothes and dressing 
style changes from one region to other, so 
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does the choice and preference of footwear 
diff er. Over the years of experience our 
merchandisers have great insights on 
what style, colour, heel, category works in 
which region. These insights are used for 
right merchandising. The mix of casual, 
formal, occasion wear etc. also diff ers from 
place to place, depending upon the need of 
the city / area the store is located in. We are 
also continuously adding freshness to our 
range on a weekly basis to meet customer 
demands. We auto replenish fast moving 
items to ensure they are never out of 
stock.” 

Reiterating Bhanji’s take on the 
importance of having regional sensibilities 
in mind for eff ective retailing, Arya talks 
about the plan of action in place that they 
have for Heel & Buckle saying, “All our 
styles are curated as per the markets we 
operate in. This is especially done to meet 
the needs of the customers. For instance, 
we will ensure a larger stock of boots in 
Delhi as compared to our warehouse in 
Mumbai. We select products that are in 
tune with the latest international trends as 
our customer base is highly well traveled 
and well informed.” 

If one looks closely at the standalone 
stores of brands that are housed in malls 
to those at high streets, it isn’t too diffi  cult 
to spot the diff erence in the range being 
off ered in terms of price and design. For 
e.g. one wouldn’t easily fi nd black or white 
school shoes in diff erent sizes at a Bata 
store that is in a mall though the Bata 
store outside a mall is well stocked with 

school shoes irrespective of the size one is 
looking for. 

Highlighting the criterion of price being 
an important factor that determines the 
success of footwear retailing in India, 
Lakhani explains, “Majority of the sales 
come from the common man, so while 
introducing a new product range, we 
ensure that the company’s vision to 
be a household name of the nation is 
preserved. We provide our customers 
with products within the desired price 
range and introduce various SKUs of 
the very same product in diff erent price 

segments, making it aff ordable for every 
type of customer. For example, under 
our sports collection, we off er shoes in 
the price segment of `499, 599, 799, 899, 
999, 1099, 1299 and 1499 ensuring that all 
the products come under the same brand 
name PACE. Every price segment has a 
minimum of 10-15 SKUs giving diff erent 
options across trends, colours, and price 
points to our customers. We give them 
every option so that they can choose 
exactly what they are looking for as our 
options cover all possible existing trends 
in their desired price range.” 

A key component of retailing that 
tops the chart remains of being present 
at the right location. Narrowing down 
on the location remains one of the most 
challenging tasks in retailing and for 
brands that are robust with their footprint 
expansion, the challenge is all the more 
diffi  cult to overcome. Bhanji reveals the 
factors that guide her team when deciding 

on a new location, “We have a very robust 
process for site selection. There are many 
factors that are kept in mind – e.g. potential 
of the area, competition, our own footprint 
in the city, distance and cannibalization 
from the closet store and many more. 
We have focused teams who work on 
new store opening, by evaluating at least 
40 data points. As we are not present in 
MBOs, the chances of cannibalization are 
lower.”

At Ajanta, the feasibility of the locations 
is determined on a whole lot of factors 
which includes presence of competition, 
visibility in traffi  c etc. Banik elaborates, 
“We have a detailed survey plan whenever 
we propose to open a new store in a 
new location. This includes an array of 
parameters which help us to determine 
the viability of the new store, fi nancially, 
legally and as well as the regulatory 
environment. We follow the demographics 
of our customers, the population of 
the area, the purchase capacity of the 
probable target customers. The presence 
of competition and neighbors is also 
accounted. The accessibility, visibility 
and traffi  c of the proposed store location. 
The signage and planning of the store 
is also accounted in this. The Store area, 
the storage capacity, the in-store display 
capacity is also looked into along with the 
location cost. Also, some of the concerns 
are the availability of restrooms for staff  
and customers, adequate fi re and safety 
protection, sanitation service and business 
restrictions if any.”

The ability to deal with the diff erence 
between the temperament of a male 
shopper to that of a female shopper at the 
fl oor level plays a vital role in determining 
the success of footwear retailing as well. 
The sales executive has to be trained to 
understand the subtle nuances. 

Arya shares, “Men and women 
approach shopping with diff erent 

 
THE SHARE OF THE SHOE 

IN THE WARDROBE HAS 
INCREASED. TODAY’S 

CUSTOMER IS WELL AWARE OF 
WHAT SHE WANTS. THEY WANT 
VARIETY, CHOICE AND TRENDY 

FOOTWEAR WITH GREAT 
SERVICE. 
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Lakhani reveals, “Since a majority of our 
sales come from distributors who further 
sell to retailers also selling products from 
other Indian brands also such as Relaxo, 
Campus etc., the space and shelf counter 
areas are limited and a big constraint for 
us. With the help of our promotion and 
advertising budgets, we send posters and 
LED boards to promote our new products 
every season to retailers so that our 
products can be viewed by the customers 
more easily in this competitive market. 
We also send retailers easy-to-assemble 
small product display counters with our 
branding, which gives them extra space to 
display our products without them having 
to spend any extra money.”

Sharing details on the VM practice in 
place for her brands, Bhanji shares, “It is 
important to give a story to the consumer. 
We create stories in the store – whether it 
is based on style, theme, season or even 
colour. Hi-points and good windows help 

in getting highlighting the latest trends 
and stories. The latest fashionable trends 
and fast selling items will always be at 
eye level. Cross merchandising helps you 
upsell to the customer. We also ensure 
that shelf space is allocated based on the 
range’s contribution to sales. It is fl uid 
basis that store’s clientele.”

Elaborating on the VM essential 
followed at Ajanta, Banik shares, “We 
follow the 5 key elements of VM. The 
Color brings out the essence of the display, 
Landscaping of the product, Contrast 
in Texture, Communication of the Sales 
staff  and the décor of the store. Along 
with this, we off er to display the premium 
range of our products near the entrance, 
so that the customer has a feel good factor 
while entering. Separate segmentation is 
done for in-store display according to the 
gender and kids section, followed by the 
categorization of the products like offi  ce 
wear, casuals, sports etc.”

motives, perspectives, rationales and 
considerations. Men’s motives for 
shopping appears to be more utilitarian, 
whereas women’s shopping motives 
tend to be hedonic. Men want quick and 
eff ortless process whereas women will 
enjoy browsing and looking through 
products several times before making up 
their mind to purchase something.” 

Bhanji adds, “Women are comparatively 
price conscious. They would prefer buying 
multiple pairs for various occasions at 
a good price point. Women give more 
preference to style and look based on 
the occasion they are buying for. Men 
are ready to spend comparatively higher. 
Quality and comfort precede the decision 
tree. The change in trend is that men are 
buying lower cost casual footwear and 
women are premiumising especially for 
work-wear.” 

Lakhani shares an interesting 
observation based on how men aren’t 
too keen on fi nding out about prevailing 
off ers but rather have their mind set on 
features of the pair, “Men are specifi c 
about the highlights of an item they wish 
to purchase, and they compare same-
category items for specifi c highlights and 
availability. They are less aware of off ers 
from a brand, and they compromise with 
their budget if they are satisfi ed with the 
quality. So, men’s shopping is usually item 
focused. Ladies, on the other hand, are 
more specifi c about the brand they buy. 
Additionally, they are enthused about 
available off ers and discounts.”

Visual Merchandising &Footwear 
Retailing
Offl  ine retailing is about creating an 
experience for the customer. This includes 
not just unmatched customer service, but 
it is also imperative that the visual appeal 
of the store welcomes the customer and 
connects with her as well. Based on the 
target audience one is looking at, the visual 
merchandising (VM) of the store needs to 
be designed and executed. 

Where brands that are present through 
their exclusive store have the liberty to 
work on their VM without any constraints, 
brands like Lakhani that are sold through 
footwear MBOs face a challenge when it 
comes to attracting the customer while 
she is at the store and has the option to 
check other brands present there as well. 

 
OFFLINE RETAILING IS ABOUT CREATING AN EXPERIENCE FOR THE 

CUSTOMER. THIS INCLUDES NOT JUST UNMATCHED CUSTOMER 
SERVICE, BUT IT IS ALSO IMPERATIVE THAT THE VISUAL APPEAL 

OF THE STORE WELCOMES THE CUSTOMER AND CONNECTS WITH 
HER AS WELL. BASED ON THE TARGET AUDIENCE ONE IS LOOKING 
AT, THE VISUAL MERCHANDISING (VM) OF THE STORE NEEDS TO 

BE DESIGNED AND EXECUTED.
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Dealing with the E-Commerce 
Challenge
Unlike in apparels, the fi t overrides 
the decision criteria when it comes 
to footwear. This perhaps still makes 
customers visit the stores to pick their pair 
up. Though it is absolutely another thing 
that once they narrow down on the design, 
the deal hunters may end up buying 
online if available on a discount on some 
marketplace e-commerce websites. 

Bhanji elaborates, “Fit and comfort 
is important, but design and style 
is also gaining a lot of prominence. 
However, when a product is listed on any 
marketplace or even on an e-commerce 
site, all specifi cations are mentioned, 
which makes it easy for the customer to 
decide based on the fi t. However, returns 
are a major challenge faced by our industry, 
especially in the fashion segment. We are 
continuously analysing data and fi nding 

fi xes to minimise returns.” 
Lakhani talks about how his company 

deals with return stating, “Almost all 
companies these days have refunds and 
exchange off ers, allowing the customer to 
freely spend his money over a shoe-trial at 
his doorstep. This does add an extra cost 
for a company to carry the return goods 
back, but we sell the returned goods at a 
discounted rate in our retail shops making 
it a win-win for the customer as well as 
the company. The returned goods from 
our online segment generate around 25 
percent of our total online sales.”

Where big brands have the advantage 
of setting their offl  ine as well as online 
stores, for young entrepreneurs, online 
off ers them the medium to reach out to 
their customers irrespective of having an 
offl  ine presence. Komal Panchal’s www.
kanvaskloset.com has been in existence 
since 2014 but it was only a couple of 

years ago that the brand started catching 
the attention of its target audience. The 
response received compelled Panchal 
to associate her brand with major 
e-commerce portals. On what drives her 
collection, she attributes the reason to 
the need of the generation to, “look like 
celebs but at dirt-cheap rates.” Apart from 
that, Panchal further states the infl uence 
of digital marketing and bloggers on the 
choice of footwear / apparels of the new-
age customer. 

Panchal cites that the diff erence between 
an offl  ine and online customers rests more 
with their fashion consciousness levels. 
She adds, “Majority of the online buyers 
are return customers who already own 
a pair of the band hence are comfortable 
shopping online without trying.”  

Brands are also off ering value-added 
services online to lure more customers. 
For instance, besides off ering his patrons 
to shop online without having to worry 
about refund and returns, Arya also has an 
exclusive service called Privé where they 
off er our customers an exclusive home 
shopping and styling service accompanied 
by a fashion styling expert. The customer 
can speak to the brand’s in-house stylist 
stating their shoe size, preferred style, 
colour, likes and dislikes. Based on the 
feedback received, the stylist then curates 
a selection according to the client’s 
preference and takes it to the customer’s 
desired location, where the customer can 
choose whatever best suits them. Rests of 
the styles are then taken back to the store.

Customer Centricity to Rule 
Footwear Retailing
The range, price points, fi t, comfort and 
durability no doubt will always remain 
signifi cant but retailing across categories 
today has its prime focus on Customer 
Centricity, footwear category being no 
exception. Arya aptly accentuates the 
importance of customer centricity saying, 
“A majority of companies have been trying 
to adopt a customer friendly approach 
initiative for nearly 20 years now.”

“The biggest barrier to customer 
dissatisfaction is the lack of a customer 
centric initiative. A fashion intuitive and 
supportive customer experience can 
catapult a brand,” he concludes. 
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Fashion accessories have only recently been introduced into the formal retail 
experience. From a long history of being available only in the unorganised, unbranded 
markets in India, today, the fashion accessory has gained a strong foothold in the 
lifestyle shopping category…

By Charu Lamba

Fashion Accessory Brand Ceriz Works to 
Elevate the Style Quotient of Consumers

Accessorising has always 
been a very important 
part of fashion. Belts, 
bags, shoes and jewellery 
add incredible value 

to a person’s look apart from helping 
underline individualistic style. As Indian 
consumers and their fashion sensitivities 
evolve, the demand for accessories has 
gone in boom mode.

Fashion accessories have only recently 
been introduced into the formal retail 
experience. From a long history of 
being available only in the unorganised, 
unbranded markets in India, today, the 
fashion accessory has gained a strong 

foothold in the lifestyle shopping category. 
Fashion accessories are now available 
in curated collections through luxury 
boutiques, high street brands, international 
accessories chains, international brands 
with accessories sections and multi-brand 
outlets. 

Cashing in on this major fi llip in 
this segment has been Ceriz, a fashion 
accessory brand which was launched in 
2015.

Explaining the band aesthetics in 
detail, Founder, Tanushri Biyani says, 
“It is a fashion accessory brand carefully 
curated to suit the taste of the modern-day 
woman. Its chic brand name is derived 

from a French word ‘Cerise’ and it’s home 
to everything stylish from the world of 
shoes and handbags for women.”

Retail Presence
Broadly catering to two main categories 
- footwear and handbags - Ceriz delves 
deeper into each of these segments 
by giving women a lot to choose from. 
Under footwear, the brand off ers a wide 
collection of sandals, peep-toes, pumps, 
sneakers, boots, loafers, and ballerinas. 
Under handbags, it off ers everything from 
clutches, slings, tote bags to backpacks, 
wallets and even laptop bags. The USP of 
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CERIZ LAUNCHES FIRST EXCLUSIVE STORE IN 
MUMBAI
Ceriz has opened its fi rst exclusive store in Atria Mall, Worli. The store 
has pleasing interiors designed to offer customers an easy-breezy 
browsing experience. 
With Bollywood star and style icon Sara Ali Khan as its brand 
ambassador, Ceriz is offering its trendy clutches, totes, backpacks, 
handbags, high on comfort sandals, block heels, formal loafers, party 
wear and athleisure footwear to Mumbai with this exclusive store.
The French-inspired high-fashion brand stocks Autumn-Winter 
Collection 2019 in its new store in Mumbai, in addition to its bestsellers.
Keeping its ‘effortlessly glamorous’ tagline in mind, Ceriz’s Autumn-
Winter Collection 2019 includes the Perfect Suiting line aimed at the 
working woman; the playful Freestyle Blash line paired with casual luxe 
footwear; Strike A Pose line with its bohemian metallic look; Modern 
Shift line for the digital diva; the casual weekend Country Wear line of 
footwear and bags; and ultra-glamorous Luxe Bordo line.

“IT IS A FASHION 
ACCESSORY 
BRAND CAREFULLY 
CURATED TO SUIT 
THE TASTE OF 
THE MODERN-
DAY WOMAN. 
ITS CHIC BRAND 
NAME IS DERIVED 
FROM A FRENCH 
WORD ‘CERISE’ 
AND IT’S HOME 
TO EVERYTHING 
STYLISH FROM THE 
WORLD OF SHOES 
AND HANDBAGS 
FOR WOMEN”
– TANUSHRI BIYANI

the brand is these products eff ortlessly blend in 
the fast-evolving fashion trends with comfort.

“Comfort sandals, ballerinas, sneakers and 
sandals are a big hit among consumers in the 
footwear category,”she says.

Being a relatively nascent brand, this four-
year-old label has already shown an exponential 
growth in the market. The brand is available in top 
shopping destinations like Central, INC5, Shoppers 
Stop, Pantaloons, Brand Factory, Rocia, and Centro 
amongst others. The brand runs around 175+ 
MBOs and has 4 exclusive stores at airports and 
recently opened store at Atria Mall, Mumbai. 

“We also have airport stores in Lucknow, Goa 
and Indore, apart from retailing the products on 
our website www.ceriz.com and on prominent 
e-commerce platforms like Myntra, Paytm, 
Amazon, Tatacliq and Koovs,” states Biyani.

Target Audience
The brand represents the modern, fashion-forward 
woman who is cool yet glamorous, free-spirited yet 
rooted, and who knows exactly what she wants. 

“Ceriz appeals to women in their mid-20s or 

30s who prefer contemporary designs and 
are inclined towards following global fashion 
trends. We off er an endless collection that is 
sure to cater to the fashion needs of everyone,” 
shares Biyani.

Visual Merchandising
In retail, Visual Merchandising (VM) forms the 
core aspect of the overall aesthetics a brand 
wants to display. As they say, an image speaks 
a thousand words. In the same way,using the 
right colors can make or break the VM display. 

“All our VMs are carefully curated in a way 
that they represent the brand’s values and 
speak directly to the target audience. While the 
product is always the hero, correct VM designs 
serve as a sneak peek to what’s in-store for 
customers,” Biyani says.

Marketing & Promotion Strategy
In a time and age where brand has set out to 
connect with a diverse group of audience, it is 
the choice of medium that needs to be cherry-
picked to ensure maximum impact and reach. 

“Ceriz connects with people across the 
country through a mix of platforms. While 
newspapers, fashion magazines, radios, OOH, 
SOH, and digital media are all tested-and-
tried platforms, we also organise on-ground 
customer engagement and activation events to 
ensure an even more personal connect with our 
customers,” Biyani concludes. 
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The new center at DSL Virtue Mall in Hyderabad is the fi rst store under the new 
theme and it has a unique concept and look…

By IMAGES Retail Bureau

Busters’ New Conceptual Center Adds a 
Fresh Experience to the Gaming World

What is the freshness quotient in the new-look Busters?
We have refreshed the look and feel of our concept and the 
fi rst store under the new theme has just been launched at DSL 
Virtue Mall in Hyderabad. The format has been developed 
after in-depth research on various elements in an FEC, 
including Redemption counters, machine displays, fl oor and 
ceilings, etc.  A lot of freshness has been inducted into each of 
these elements. 

What are the USP/ main attractions at the new center?
We have launched a few interesting indoor concepts including 
a zip-line rollercoaster which is one of the fi rst of its kind in 
indoor FEC’s. Apart from this, we will have skywalks as well. 
We have also introduced a selection of arcade machines at 
the new center. Most of the video games displayed will be 
launched for the fi rst time and Busters is the pioneer in this 
revolution. 

Which other locations will have the new format?
The upcoming centers in Kurnool, Kochi, Bangalore and 
Chennai will all be in this new format. Apart from the common 
standard, we will introduce some local themes as well.   

What else is Busters coming up in the future?
We will soon be launching a 15000 sq. ft. edutainment format 
in GSM mall Chandanagar, Hyderabad, which will be followed 
by another 10,000 sq. ft edutainment center at Centre Square 
Mall in Kochi.  

Brand Busters doesn’t need any introduction. It is a 
concept which was created to introduce world class 
gaming, entertainment and leisure formats to the 
metro markets, and tap into the FEC potential of Tier 
II & III markets across South India.

Busters today has become very popular among Millennials, kids 
and adults alike. The brand came into being in September 2016 
with its fi rst outlet in Mantra Mall in Hyderabad. After two years 
of establishing itself as a favourite amongst consumers, Busters 
started its expansion journey in January 2018. Today, the brand 
has 4 operational centers and 6 under fi t-out, which are scheduled 
to open before August 2019. The average size of each outlet is about 
14,000 sq. ft. The brand is a self-funded venture and the outlay so 
far is above `100 crore.

Busters is famous for:
 Wide choice of entertainment and leisure options
 Best value price plans
 Hi-tech, modern Equipment

Currently, the brand has opened, revamped and refurbished its 
centers to make itself more conceptual and theme oriented. The 
new center at DSL Virtue Mall in Hyderabad is the fi rst store under 
the new theme and it has a unique look. In an exclusive interaction 
with IMAGES Retail Bureau, Aditya Konka, Business Head, 
Busters talks about the new center. 
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The Changing Landscape of 
Indian Retail Franchising

Over the last decade, the retail franchising business has seen a sea-
change directly relating back to the dynamic retail environment we fi nd 
ourselves in. There are various factors attributing to these dynamics. 
On a macro level, the main trend is that of consolidation. A traditionally 
fragmented franchisers market is now giving way to big corporate 

entities which are specialising in franchising out PAN India eff ectively for global 
brands in the local market.

However, while one can observe scale with these players, the numbers are still 
driven by micro franchisees. India today is the second largest franchisee market with 
over four thousand active franchisers.

As a mall developer we need to develop a healthy relationship with macro as well as 
micro franchisers. The Indian Franchise Industry has grown at a healthy rate of 3-35 
% mainly attributed to these big players as well as a continued fl ux of professionals 
turned entrepreneurs in mini metros.

To achieve scale for any mass brand – international or local building the right 
kind of franchisee eco-system is essential. Since the last fi ve to ten years India has 
emerged as the third largest consumer market and hence it is no surprise that large 
retail brands are getting attracted to spread in scale here. There is a long-term vision 
for the franchising eco-system in India hence giving way to hybrid models.

With the ongoing trend towards entrepreneurship one can observe franchising as 
a stable model over a start-up. Industry estimates close to 90 percent start ups fail to 
succeed but on the fl ip side over 85 percent franchisees fi nd success. A tested global 
model and brand to work with ensures quicker success and return on investment.

Franchising in India apart from developing entrepreneurship is also becoming 
a noticeable source of employment. With each store employing from fi ve to thirty 
people the overall opportunity by the industry runs into millions of jobs being created.

The sectors for retail franchising which are more popular include F&B as well as 
fast fashion. Beauty and wellness is another segment which is showing good promise. 
Local beauty brands like Shehnaz and Javed Habib are seeing growth opportunities 
alongside big global brands like Tony and Guy who have found good results in retail 
franchising.

The US market is the biggest contributor to retail franchising in India with 
maximum demand emerging from American brands. The franchisees support in 
accommodating and localising the brand to the local market – from a business and 
customer perspective. Time has proven on multiple occasions, the brands that don’t 
innovate and localise perish sooner or later. India is a unique market and hence the 
dependence to be locally relevant for international brands on local retail franchisees 
makes their presence that much more indispensable.

The fastest way to achieve scale is a well-planned franchising strategy. This however 
needs to be balanced with a good dose of quality control. The approach needs to be 
balanced between self owned and franchised stores. Franchisees should be chosen 
basis repute and be well equipped to provide consistent quality in brand experience. 
This of course is a much bigger challenge in the service industry where training then 
plays a very big role as well.

To conclude, retail franchising is one sector which has shown great resilience in 
an otherwise ever-changing sector. It is now, within itself changing form to be more 
organised as a sector demanding more from franchisees and businesses alike yet 
remaining to be the best model for brands to build their footprint.  

YOGESHWAR SHARMA
CEO AND EXECUTIVE 
DIRECTOR, 
SELECT CITYWALK
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