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Editor’s Note
Towards a hopeful tomorrow!

I

t would have been a relieving moment if today
I was able to say that we have left the pandemic behind us. Unfortunately, it is looming and
breathing on our necks even now and the second wave has been especially a big chaos given
the losses we had to count in. The market has
suffered and the economy is recuperating bit by bit.
Amidst all this, we decided to hold the publishing of
our Anniversary issue, as we were in no mood to celebrate a milestone.
However, with the cases lowering down all across India
and the state lockdowns getting eased steadily, we are
hopeful that the market will spring back. Corrections
are bound to happen and we do sense a slow recovery
this time around. Thus, we are ready to reveal our 2nd
Anniversary Issue to the world of retail-technology.
We hope you will enjoy reading prominent voices from
the industry, as they share their learnings, insights, and
a plethora of interesting thoughts with us.
Bhavesh Pitroda
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T

he overall sentiment of the market,
consumers, and the world in general has
not been favourable, given the personal
losses everyone was battling in their own
ways. The second wave of the pandemic
has been adverse way more than the first
wave and offline retail was once again put to stop
this time around.
The on-ground sales for most retailers were picking
up since Diwali, but this sudden upsurge in cases
has once again halted their offline operations. This
time around, the fraternity was more prepared and
ready to take it online, but the buying reduced as
there was too much at stake for each and every
consumer.
However, the decreasing active cases and the news
of vaccination is certainly a ray of hope. We are
surely wading towards better times and we can only
come up shouldering each other’s causes. That’s
why we bring to you a galore of opinions, reports,
and interviews to usher light on the learnings from
the pandemic shared by the prominent voices of
the industry.
Let’s take a leaf of learning from each other’s journey to emerge victorious.
Anurima Das
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SNAPSHOTS

n
Nykaa Fashio
me
o
enters the h
t
décor marke
Nykaa on Monday announced that
it will retail home decor products
under the Nykaa Fashion section on
its platform—as the retailer branches
out into new categories ahead of a
scheduled public listing later this
year. The retailer will list kitchen
essentials, dinner and serve-ware,
furnishings, décor accessories, bath
products, storage solutions etc on its
shopping platform. Nykaa Fashion
Home will feature brands such as Portico, D’décor, Meyer, AA Living, Mason
Home, Ellementry, Rosemoor, Décor
Remedy among others. Nykaa plans to
go public later this fiscal at a valuation of $4.5 billion, as the beauty
retailing start-up gains from a marked
shift towards online sales during the
pandemic, Mint reported earlier.

Flipkart start
s
grocery servic
es in
Pune
Flipkart has recently launched
grocery services in Pune. Flipkart
Grocery offers over 7,000 products across 200+ categories, the
Walmart-owned e-commerce firm
said in a statement. Product categories range from daily household
supplies, snacks and beverages, and
personal care items among others.
“Grocery continues to be one of
the fastest-growing categories for
us, with the increase in demand for
quality food and household supplies,” Smrithi Ravichandran, Vice
President and Head of Grocery at
Flipkart, said in the statement.

p
Shoppers Sto
posts growth
in Q4
India’s leading retail company
Shoppers Stop Ltd. has reported
rapid business recovery in Q4 FY21.
For the quarter, the company logged
90% of FY20 sales, the strongest
recovery in the last four quarters. The
company reported Q4 sales at
Rs.825 cr, reflecting a 10% YoY decline from FY20 and EBITDA at
Rs.10.5 cr vs Rs.16.7 cr loss in FY20.
One of the most remarkable metrics
was the 188% growth in omnichannel sales over the corresponding
quarter of FY20. Private Brands volume grew by 38%, with the Beauty
category outperforming with the
start of make-up from mid-January.

Blue Dart flags off ‘Go Green’ initiatives
Blue Dart, South Asia’s premier express air and integrated transportation & distribution company, part of the Deutsche
Post DHL Group (DPDHL), announces paperless transactions on their new Digital Portal for all its Vendor Partners this
World Environment Day on 5th June 2021. The online launch event of this paperless technology is a registered event
with UNEP for the celebrations of World Environment Day. Under the Group’s New Sustainability Roadmap, Blue Dart
has made significant investments in developing future-ready technology that can protect the environment and at the
same time deliver excellence in a sustainable way. Currently, Blue Dart plants 1,11,000 trees every year, in order to offset
22,20,000 kg carbon per year on maturity. Balfour Manuel, Managing Director, Blue Dart said, “We are a purpose-driven
organisation and have always kept sustainability and living responsibility at the centre of all our operations. This initiative
is our endeavour to inculcate sustainable business practices and at the same time raise the bar on innovation. Blue Dart
is a market leader and we believe that if we navigate through our sustainability roadmap, we will be able to contribute to
reducing India’s and in the larger scheme of things, the World’s climate change issue – one step at a time. It is up to the
world’s large organizations and the conglomerates to change the future landscape of Global Warming and Blue Dart is
proud to be taking several steps forward to aid this cause.”
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Alibaba to launch self-driving
cars

Authentic Brands readies for
IPO

Chinese e-commerce leader Alibaba Group Holding Ltd plans to develop self-driving trucks with
logistics subsidiary Cainiao. The Chief Technology
Officer of Cainiao, Cheng Li, announced that the
company aims to introduce 1,000 autonomous
delivery robots in China over the next year. The
announcement comes as dozens of start-ups,
automakers and large technology firms, such as
internet search leader Baidu Inc, accelerate work
on self-driving vehicle systems, which are widely
expected to bring a sea change to the transportation industry.

Authentic Brands — which owns businesses including Juicy Couture, Brooks Brothers, Aeropostale and
Forever 21 — is targeting a valuation of about $10
billion in its IPO, said the person, who requested
anonymity because the discussions remain private.
At $10 billion, that would mean Authentic Brands’
market value would surpass that of Under Armour,
Kohl’s, Ralph Lauren and Dick’s Sporting Goods.
However, the size of the deal could change since it
isn’t finalized. Authentic Brands was valued at more
than $4 billion, inclusive of debt, when BlackRock
invested in the business in 2019.

Costco to open new stores

GameStop registers bullish trend

The wholesale giant Costco has announced that it
will open stores in Murfreesboro, Tennessee; Little
Rock, Arizona; Moore, Oklahoma; Springfied, Missouri and Naperville, Illinois. It will also be opening
one new store each in Australia and Japan. The
chain experienced a boom in sales at the height of
the Coronavirus pandemic and despite the world
slowly starting to get back to a sense of normality,
sales remain exceptionally high for the retailer. Total revenue for the year ended August 2020 was up
by 9 per cent to $163bn. It’s most recent quarterly
earnings report (reported at the end of May) saw an
increase in revenue by 21.7 per cent to $44.38bn.
The brand has more than 800 stores globally, 559
of which are situated in the US and Puetro Rico.

GameStop’s sales rose 25% in the fiscal first
quarter, as the video game retailer embarks on a
turnaround strategy partially fueled by a Reddit-inspired stock rally. The company also named former
Amazon executive Matt Furlong as its new CEO.
Shares fell more than 12% in extended trading on
Wednesday, after the company declined to provide
an outlook for the year and said it may sell as many
as 5 million shares.
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Quick
Rapid Fire
If given an open hand and if
budget was eased, what are the
technologies that you would
have adopted for your brand/
retailer?
I have a vision to set-up a
blockchain path for the apparel retailers and I want to make
that dream come true. Apart
from that VR is also something
I would love to work with as
much as possible.
Personally, what role does technology play in your life?
Technology is life-changing and
it allows us to be virtually omnipresent. It has certainly helped
us stay connected in these trying times. What else to ask for.
What do you do to unwind?
I read a lot. A voracious reader,
I love to take up new certifications and courses to learn
more. I also enjoy going on long
drives.
To keep abreast with the latest
technology and new insights,
what is your strategy or secret?
My reading list is my biggest
strength and I read more than
200 pages every week at least.
Similarly, I try my hands on
creating technology prototypes and
that helps me keep
With 27 years of rich experience in Apparel Retail, Pharma & Life Sciencabreast with the
es, Chemical, Textile, Automotive, Paper & Packaging, Anurag Saxena has
latest.
successfully conceptualized and executed complex projects across IT architectures and legacy systems. With BIBA, he has successfully transformed
customer experience and embarked on the IT & Digital transformation
journey successfully. Responsible for the overall IT strategy formulation and
implementation across BIBA. Now the focus is on identifying the use cases on
AI and ML technology at BIBA and its implementations across functions.

ANURAG SAXENA

Head Of Information Technology, BIBA Apparels Private Limited

TECH EMERGE

SOLUTION DRIVEN
CUSTOMER READY
We were always closer to our customers on e-commerce. Having a
strong presence on e-commerce has
helped us stay closer to the customer
during the pandemic. However, with
the lockdown and restrictions on
offline retail, we began to strengthen our online presence by making
our omnichannel journey stronger.
We began to connect every dot and
helped our customers shop from anywhere and everywhere using all our
channels. They could place an order
online and then pick up the stuff from
an offline store closer to them. This
omnichannel tactics helped us reduce
traffic on the offline stores and at
the same time allowed us to service
our customers all across last year
and a better part of this year. Then
we introduced the video ordering
feature and helped our customers
experience the in-store shopping via
a video call with our store managers.
We also started taking appointments
for store visits in order to keep the
process of buying at store hygienic
and commotion free for our customers. Initially, to integrate technology
and make everything work, we faced

some challenges. But now we are
more systematic and ready to embark
on the omnichannel journey with our
customers.

VISION & MISSION
In BIBA we work in tandem with
one another. Every department and
functions are co-related to another
and before we go about introducing
a technology, we always present the
use case and try and derive the result
that may be a direct result of the
same. All across functions, I have a
different approach to newer technology implementation and I always
believe in communicating as much as
possible to know our ask in-depth and
then based on the need we suggest a
list of implementations alongside the
result. Getting budget approvals on
these need-based implementations
that are result oriented, helps us navigate better. It is this coordination and
better communication that we vouch
for. This year, process automation is
on the cards. We have already started
working towards it and I am closely
following on this to make this more
an inclusive matter. We are also trying
to diversify our presence across chan-

nels and then connect each via our
omnichannel platform. Lastly, we are
working towards increasing our space
capacity, by transferring most of our
store operations to virtual. We are
trying to make this possible through a
list of VR and cloud integrations. Also,
we are on the path to make BIBA’s
B2B presence stronger and using
technology we are working towards
making our business to business presence stronger.

INTERNAL CHANGE MANAGEMENT
The global pandemic has made us
aware of virtual solutions and remote
working has certainly made way into
the mainstream. Technology plays a
vital role in this new normal, for BIBA
we took technology to our stride
and altered the way we operate by
bringing work closer to home. However, when reorienting people with
the new normal working style, we
also ensured that everyone had their
downtime and not get stressed given
their respective schedules. We offered rounds of training and self-help
sessions to make everyone adept to
the new working styles. Apart from
bringing in support groups within our
system to help each employee attend
to their emergencies with ease, we
also introduced regular Town halls
with their respective teams at least
thrice a week, so that the regular
connection is built with each other
and there is no way that miss out on
helping anyone in their hour of need.
Work will happen, but during the pandemic the idea of staying connected
became more of a need that anything
else.
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TECH LEARNINGS

Vikram Idnani, Sr. VP - IT (Reliance Retail) tells us his key learnings from last year and how
it has helped him look at technology this year.

echnology plays a vital role in
our lives. In the past year, little
has changed in pure technology
terms. The tech has been there
for a long time, but what has
changed is the appetite to consume technology - in the way we
meet people, the way we work,
the way we interact, the way we
learn, the way we entertain, the
way we shop and what not. In the
retail world, technology has been
deployed at a rapid pace both on
the consumption as well as sup-
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ply, or retail side. Technology that
has addressed the business problems introduced by pandemic has
been voraciously consumed and
scaled up. Consumers, even those
not savvy with tech, have fumbled
their way through it to make it part
of their daily lives. I would say that
aside from the medical fraternity,
technology has been the nerve
center for the world during the
pandemic. With this thought in
mind, here are my top 3 learnings
from 2020.

OPINION
their base to enhance their fulfilment
promises to their customers.

2. ADAPTABILITY AND AGILITY
Organizations that want to perform
will perform, and deliver that product
to their customer by any means. Necessity is the mother of invention. The
pandemic forced retail organizations
to figure out a way to work – to maintain availability, to sell from wherever

they could, reach customers any way
they can and deliver with the staffing
limitation they had. Whatever selling
locations or inventory holding points
had a chance to open were kept open
as much as possible to ensure service
to their customer. Whatever skilled
staff they could source were trained
and re-trained in warehouses and
stores, whatever inventory was available was moved to sellable locations.
Technology played an important role
in moving inventory swiftly and delivering from the closest point to the
customer as the lockdown opened
up and then closed again. I know a
retailer who hired restaurant servers
to work in warehouses because they
needed staff, and restaurants were
shut.
Retailers adapted to omnichannel in
their own innovative ways to connect
to their customers. Mobile selling
locations popped up at short notice.
The retailer reached out to the hyperlocal customer instead of advertising
to get the customer to come to the
retailer. All of this happened in a compressed timeframe, which has been a
boon in disguise for some.
The learning is that in times of necessity, retailers were able to leverage
all selling platforms, all possible
communication channels, every
piece of inventory, and every form of
transportation to deliver the product.
It needed an urgency to break traditional thinking and adapt to a new
way of working. Once the pandemic
tapers down, they will have formed

IF GIVEN AN OPEN HAND AND IF
BUDGET WAS EASED, WHAT ARE THE
TECHNOLOGIES THAT YOU WOULD
HAVE ADOPTED FOR YOUR BRAND/
RETAILER?
Principally, I would invest in technologies that simplify the experience

or allow for scale and speed and
responsiveness to changing business
demands.
On the supply chain front, I would
build or work with solutions with
service oriented architectures, built
on open standards and allow me to
plug in best of breed solutions for
specific functions. I would invest time
and resource in technologies that
are environment-and-human-friend-

ly, such as techniques to optimize
logistics, use of sustainable material
and reduce human effort through
automation.
On the customer front, I would invest
in capabilities that help a shopper visualize products better, engage them
and assist them in making decisions.
This means better planning, prediction, visualization and interaction
tools.

1. ACCELERATION IN THE ADOPTION
OF TECHNOLOGY
The pandemic and lockdowns resulted in a natural shift of consumers
from physical retail to online for
essentials. Over the past year, retailers have made their platforms and
fulfilment systems more robust and
scalable, adopting the cloud, working
their way through the omnichannel
experience for their customer, making
payments and deliveries contactless,
improvising product visualization and
using promotional and feature-driven
offerings to their customers. Meanwhile, the breadth of categories that
consumers purchase online have extended beyond essentials to consumer goods, fashion apparel and beauty
among others. So, on one hand,
retailers are facilitating consumer
experience with technology, and
on the other, consumers are making
purchase decisions online, even those
that have been touch-and-feel driven,
as long as the shopping experience
is simple and fulfilment promise met.
Adoption has accelerated initially by
the circumstances that the pandemic
created, and later by simplicity of the
shopping experience.

3. THE NEED FOR WORKPLACE
REDESIGN
Some of the things I love to do in
between work at home online meetings and phone calls are to watch my
plants grow in the sun, have a quick
2-3 minute play session with my dog
or change my location of work after a
long meeting. The important thing is
to be comfortable at work, and when
there is comfort there can be creativity. So, through this pandemic, I have
changed my view of what workplaces
should look like.
Workplaces must be open rather than
closed rooms or cubicles. Walls that
box people in must be broken, and
free movement allowed to plug in
anywhere and work. Open workplaces
enable free discussion.
Workplaces must radiate liveliness
and vibrance to stimulate the mind.
Nature plays an important part in
breaking routine, hence work places
must include natural substances like
plants, gardens, water bodies, etc. A
natural environment makes meeting
up with people less formal and more
conducive to free conversation.
A lot of workplaces and particularly
co-working spaces incorporate some
of these elements already. The key is
to enable teams to work in a free-flow
fashion, and if that is facilitated by
breaking down the physical walls,
then that’s a good step forward in
redesigning the workplace.
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Digital Leap
FOSSIL announces new M-commerce
initiatives to provide its customers with
an array of collaborative and convenient
shop from home options via mobile phones. We trace Fossil’s journey in India by
talking to Johnson Verghese, Managing
Director, Fossil India.

F
MR JOHNSON VERGHESE
Managing Director at Fossil India

ossil India Pvt. Ltd. was set up in India in
October 2007, with operations commencing in April 2008. The brand’s initial focus
was to set up an appropriate distribution
for their portfolio brands. “At that point,
the high end fashion segment in India
was rather small and relatively new. However,
we realized that young consumers in India
aspired to own global fashion brands and this
became the core of our business strategy.
While entering the Indian market, we wanted to maintain the international appeal of
our brands by being present in a brand
right environment. The distribution
scenario in India was extremely lean,
especially in terms of quality stores
that we wanted for our brands. There
were a limited number of players
in the high-end fashion and luxury
segments of the market and most
department stores were focused
upon mass brands. Premium shopping
malls were also few and far between.
Consequently, the appropriate environment for our brands was difficult to find,”
Johnson Verghese mentions.

