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Sustainability – a term used often, but rather sloppily! The concept
of sustainability in the context of fashion and the business of fashion
essentially has more connotations than one. From the ethical sourcing
of raw materials for production to production itself, from the supply of
the product to the end user to the subsequent upcycling of the product at
the end of its lifecycle and in all that, ensuring that those involved in the
production process and whose craft is being employed are uplifted and
provided for make sustainability a multi-faceted concept with no end to
creativity and innovation. Thus, it becomes imperative for the brands of
today and tomorrow to understand, in depth, the meaning of sustainable
fashion and how best to be a part of the movement to make planet Earth a
better place to live in.
With customers vying to shop from brands that understand the need to go
green, companies must get creative not only in manufacturing and logistics
but also in how they market their ‘green’ ideology to potential consumers.
Today, technology is ruling the roost in the world of fashion and changing
the retail landscape as we speak. Estimated to be worth more than US$3
trillion by the end of the decade, according to CB Insights’ Industry Analyst
Consensus, the fashion sector is also one of the largest industries in the
world with technology one of its biggest driving forces. From the metaverse
to Non-fungible Tokens (NFTs), technology has turned the fashion industry
on its head! Though the penetration of this high-tech digital universe is still
at a nascent stage, it will be extremely exciting to see how willing brands
are to adapt to it and how shoppers consume it.
Thus, at India Fashion Forum this year, we hope to learn from industry
leaders, veterans and experts where the fashion sector is headed and the
latest disruptions brands need to look out for.
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NEW COLLECTION

ZIVAME ADDS WIRELESS PADDED AND PUSH-UP
BRAS TO ITS RANGE

L

ingerie brand Zivame has introduced the padded wireless strapless bra and the
wireless push-up bra – two new ranges that it’s adding to its existing collection.
The padded strapless wireless bra, which the brand claims is invisible under any
outﬁt, has the wire-free seamless cups with ‘Unicup’ foam design that help in
providing both support and comfort. It has detachable straps, silicone grip at the cup
edges and offers full coverage. The wireless push-up bra lacks the underwire that can
often feel restricting and even painful, and instead features padding, support bands
and specially designed straps to do all the lifting.

CELIO BRINGS FORTH ITS 100% COTTON
SHIRTS COLLECTION

AARKÉ BY RITU KUMAR
BRINGS BOHO-CHIC
TO THE FORE

F

T

rench menswear
brand Celio has
announced its Spring
Summer’22 collection
that has paid special
attention to the shirt
fabrics and introduced
innovations. The
collection includes
Supima cotton shirts,
soft-touch shirts,
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double cloth shirts,
denim shirts as well as
knit shirts. For a more
dressy or formal event,
the collection also
introduces 100% cotton
long sleeves zip shirts
along with reversible
shirts, crepe shirts,
dobby shirts, 100% linen
hoodie full sleeve shirts

as well as waffle
shirts made from 100%
cotton. Available
within the price range
of `999 to `4,999, the
Celio Spring Summer
Collection 2022 is
available on the website
www.celio.in and in
Celio stores across the
country.

his season, Aarké has launched
kaftans in signature Ritu Kumar
prints on airy fabrics. The collection
puts a Boho-chic spin on dresses with
modern silhouettes and unique neofolk prints. From ﬂorals to geometrics
and dusty pinks to earthy tones, the
new collection will be available on the
brand’s website www.aarke.in as well
as Aarké stores in Jalandhar, Mumbai,
Bengaluru and Gujarat. It will also be
available on Myntra, Tata Cliq and
Nykaa Fashion.

BUSINESS & INNOVATION

ASHLEY FURNITURE ADDS A
TOUCH OF VINTAGE WITH
ARROYO COLLECTION

A

shley Furniture Home Store has unveiled a new
collection of sofas – Arroyo, brought to India by Dash
Square – that aim to introduce a vintage vibe into modern,
contemporary spaces. The collection includes a caramel faux
leather upholstery sofa that has bolster pillows and tapered
legs; the ottoman that features a corner-blocked frame, highresilience foam cushion wrapped in thick poly ﬁbre, a metal
base, polyester and polyurethane (faux leather) upholstery and
exposed legs with faux wood ﬁnish; the loveseat recliner that
also features a corner-blocked frame and foam cushions with
a non-reversible loose seat and back cushions; and the metal
seat base chair with a corner-blocked frame and exposed legs
with faux wood ﬁnish. The collection is available at the brand’s
Bhiwandi store in Maharashtra.

SHRUTI HAASAN SHOWCASES
PAKSHA JEWELLERY BY TARINIKA

P
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aksha, a Tarinika brand, has brought forth its new line of
jewellery with actress and musician Shruti Haasan. The new
collection, named Nipuna, by Sunaina Ramisetty, includes pieces
that are made of freshwater pearls, gemstones and gold-plated
925 silver. The style ranges from modern and contemporary to
traditional.
Paksha, the silver jewellery brand, caters to a wide audience around
the world. The brand owners have been in the business of jewellery
making for several years. With Paksha, they aim to adorn the world
with meticulously produced high-quality silver jewellery.

ORRA UNCHES NEW DESIGNS WITH
ZERO PER CENT INTEREST EMI OPTIONS
iamond jewellery
brand Orra has
launched new designs
under the Astra collection
at 0% interest and
exclusive EMI options.
The pieces can be
purchased at `9,999 with
the remainder payable on
0% interest EMI.
The four new designs in
the Astra collection are
in rose gold with 14-carat

metal purity, and
available in necklaces
as well as earrings. The
sets feature layering,
with three and four-liner
necklaces with diamondcentric designs.
Speaking on this new
design launch, Dipu
Mehta, Managing
Director, Orra, explains,
“Investing in jewellery
has never been as easy

as it is today with Orra’s
EMI options. People
aspire to own diamond
jewellery, and our Astra
collection makes it
possible to do so without
compromising on
budgets. Our timeless
designs work to please
the eye and the pocket,
making Astra the ideal
collection for today’s
consumer.”

NEW COLLECTION // MARCH ISSUE | 2022

D

EXPANSION
CLOVIA GAINS GROUND IN TIER-II, III CITIES WITH UNCH OF 10 STORES

C

lovia has recently forayed into
new markets with the launch
of 10 new stores in Tier-II and III
cities like Moradabad, Faridabad, Sri
Ganganagar, Haridwar and Dehradun,
to name a few. The brand plans to add
50 more stores across the country in the
next six months.

Women, today, are evolving and are
open to experimentation. With this
newfound conﬁdence, women are
looking for more options that fall in
their line of comfort and functionality.

“Conversations about lingerie no
longer happen behind closed doors.

ABFRL & TARUN TAHILIANI UNCH
TASVA’S FGSHIP STORE IN DELHI

Add to it, the receding pandemic
restrictions have brought shoppers
back to offline stores. They understand
the importance of owning the right
lingerie and aren’t ashamed of asking
questions about it. Clovia wishes to tap
into the aspirations of the women from
Tier-II & III cities and make them feel
more conﬁdent and complete in the
way they are,” says Neha Kant, Founder
& Director, Clovia.

BATA INDIA NOW BOASTS MORE
THAN 25 ALL-WOMEN-RUN STORES

B

ata India has announced the launch of over 25 allwomen-run stores in an endeavour to empower and
encourage women to fearlessly pursue their dreams. The
women-run stores are operational in not only metros like
New Delhi, Mumbai, Kolkata, Hyderabad, Bengaluru and
Chennai, but also in Tier I, II and III towns and cities like
Pune, Nagpur, Udupi, Jamshedpur and Vishakhapatnam.

A

ditya Birla Fashion and Retail Limited (ABFRL)
along with India’s ace designer Tarun Tahiliani have
launched a ﬂagship store for ethnic menswear brand Tasva
in New Delhi. With its tagline #SadaMastRaho, the brand
encourages its patrons to be themselves and put freedom
and fun back into the festivities.

Located in Delhi’s South Extension–I neighbourhood, the
two-storey store offers a wide range of celebration wear for
men at accessible price points, offering everything from the
prêt line of clothing to couture, including achkans, bandh
galas, jodhpurs, sherwani, kurta sets and accessories like
shawls, shoes and more.
In addition to the ﬂagship store, Tasva’s collections are also
available on www.tasva.com.
IMAGES Business of Fashion

Talking about the expansion, Gunjan Shah, MD & CEO,
Bata India Limited, said, “Diversity & inclusion and
empowering women to pursue their dreams have been a
key part of the very ethos at Bata India. Retail traditionally
has been a male-dominated space. By increasing the
all-women-run stores from 10 to over 25 now, we wanted
to shatter the glass ceiling and encourage more women
to become a part of the fashion retail industry. I’m also
heartened by the fact that we have now more women
entrepreneurs who are coming up and partnering with us to
open Bata franchise stores in smaller towns. At the grassroots level, we continue to support girls’ school education
under the Bata Children Program (BCP) initiative.”

S

ports brand Puma has launched its digitally-enabled
experiential store at Orion Mall in Bengaluru. This is
Puma’s largest store in South India. The launch was attended
by KL Rahul, Vice Captain of the Indian cricket team and
Bollywood actor Athiya Shetty.
With a focus on bringing technology, sports and
experiential retail under one roof, the new store has
exclusive offerings including F1 simulators and interactive
retail screens. Throughout the year, it will also showcase
limited-edition global collaborations for men, women and
children.

Coming up with a second experiential store in Bengaluru
is a testimony to Puma’s commitment towards promoting
sporting culture and meet the promising demand for
active wear and athleisure in the region.” Puma Brand
Ambassador, KL Rahul said, “Puma’s commitment to sports
& ﬁtness is what makes it the most preferred sports brand in
the country. I am stoked to be part of the launch.”

BUSINESS & INNOVATION

PUMA’S RGEST EXPERIENTIAL STORE IN THE SOUTH
OPENS IN BENGALURU

Commenting on the launch of the store, Abhishek Ganguly,
Managing Director, Puma India and Southeast Asia, said,
“We are thrilled to take our sports retail story forward
with yet another digitally-enabled store for our shoppers.
The Indian consumer today is not just drawn to premium
products but also seeks a smart shopping environment.

17

CLOUDTAILOR UNCHES ITS FIRST STUDIO AT
NALGAND, HYDERABAD

D

irect-to-consumer fashion start-up Cloudtailor, which was launched in 2020
with the vision of providing a digital solution to offline tailoring challenges
and fashion needs of women, has now launched its ﬁrst fashion touchpoint at
Nallagandla, Hyderabad. The studio allows walk-in customers to experience
the brand on the digital portal along with the support of the in-house fashion
consultant or designer. The customer and the team of Cloudtailor would be able
to ideate on the design, styling, fabric, cuts, measurements, etc., and also place
the order physically at the store. This is the ﬁrst of many locations where these
fashion touchpoints would be opened to provide the customer an opportunity
to interact with the brand. Speaking about the launch, Susmitha Lakkakula,
Founder, Cloudtailor, said, “The fashion touchpoint will represent our ‘Physical’
part of our phygital brand offering and we hope to provide a consistent brand
experience in all fashion touchpoints across India and abroad.”

D

elhi-based women’s wear brand Mulmul is
gearing up to widen its retail footprint. While in
2021 the brand inaugurated three stores, in Mumbai
and Bengaluru, this year it plans to build ﬁve more in
cities like Kolkata and Chandigarh. Mulmul’s ideology
is rooted in creating pieces that showcase Indian
craftsmanship without compromising on comfort and
design that’s based on ethical processes.
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MULMUL TO EXPAND RETAIL FOOTPRINT ACROSS INDIA

BEING HUMAN CLOTHING:
A BRAND WITH A PURPOSE
Post its separation from Mandhana Industries, Being Human Clothing overhauled its strategy,
looking at a 360-degree change. Today, the brand is digging deep into each market and sales
channel that it sets foot in, gauging customer needs and offering a unique proposition to
them every step of the way. Sanjeev Rao, Chief Executive Ofﬁcer, Being Human Clothing,
talks about their retail strategy and building a brand with a purpose.
By Nupur Chakraborty

-Sanjeev Rao,
Chief Executive Officer, Being Human Clothing

Just as you were embarking on a
reinvention in 2020, the world was
hit by this terrible crisis. Fortunately,
for Being Human Clothing, the
brand assortment married what was
happening in the world – the shift to
athleisure, comfort clothing, relaxed
wear and smart casuals. Have you
optimised it in a way to market it
more strongly to ride on this trend?
From 2016 to 2018 we saw that the
whole market was moving towards
casual wear. More and more people
were moving away from wearing a full
suit to pulling on a jacket on top of
their denims and a basic white shirt to
go with it. That showed that the entire
movement of fashion from office wear
was changing to casual wear. In fact,

there are several cities and states in
India that are completely casual wear
markets. For example, Andhra Pradesh
and Telangana are complete casual
wear markets. We have started seeing
that movement happening across India
and as we were hit by COVID, this
actually went up a couple of notches
because that is the time people needed
a whole lot of athleisure clothing, active
sports clothing and casual clothing.
So, deﬁnitely, that has been a positive
thing for Being Human and we tend to
take this forward.
How are you getting your channel
partners to standardise the quality of
service that Being Human would like
to be known for?
Moving forward, uniformity will be in
terms of the ﬁxtures, the merchandise
level, as well as the acceptance level
of the merchandise across all zones in
India. What sells in the North in the
winter, for instance, are jackets, but the
South has a very different requirement;
East, West and Central India work more
or less on the same lines. So, getting
the fashion quotient across lines is
levelling up the game and has been our
forte.
As far as channel partners and MBOs
are concerned, we are standardising
the look & feel, and are also conducting
the auto mentor trade show in Delhi
to which we have got a wonderful
response. The design team has
done a wonderful job and the MBOs
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Chairman’s Message

“IFF 2022 is underlining Purpose,
Innovation, Experience and
Engagement as the four tenets of
future-proof, proﬁtable fashion retail.
India needs a highly integrated and
collaborative fashion retail ecosystem,
with all key stakeholders of the value
chain – from sourcing to technology,
from market intelligence to retail real
estate – driven by a common vision:
to reimagine India as a future-proof,
global fashion retail innovation
leader. It is my privilege to be chairing
this powerful congregation of India’s
fashion and allied businesses.”
– Akhilesh Prasad,
Chairman, India Fashion Forum 2022 and President &
CEO, Fashion & Lifestyle Business, Reliance Retail

IFF 2022:
SHAPING THE
FUTURE OF FASHION
Launched more than two decades ago, India Fashion Forum
(IFF) is India’s largest fashion retail intelligence event. In its
21st edition that is being hosted from March 23-24 at The
Leela Ambience, Gurugram and chaired by Akhilesh Prasad,
President & CEO, Fashion & Lifestyle Business, Reliance
Retail, IFF is all set to be a mega congregation of leaders and
brands from fashion, technology, retail support and retail
real estate.
By IMAGES Business of Fashion Bureau
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The Leela Ambience, Gurugram
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he Indian fashion industry’s much-awaited annual event – India
Fashion Forum (IFF) – is being hosted from March 23-24 at The
Leela Ambience, Gurugram. Chaired by Akhilesh Prasad, President
& CEO, Fashion & Lifestyle Business, Reliance Retail, the 21st edition of IFF
will underline ‘Purpose, Innovation, Experience and Engagement’ as the
tenets of future-proof, proﬁtable fashion retail. This year, IFF returns after
a two-year hiatus induced by the COVID-19 pandemic, as it aims to set a
new path of growth and progression for India’s fashion retail market and
fraternity.

SUSTAINABILITY
ARE WE THERE YET?
‘Sustainable’, a term that has more connotations than one, is fast becoming a game
changer for fashion brands in India. As consumer behaviour becomes more environmentcentric and the ill-effects of mankind’s lack of concern for nature more apparent, people
are slowly realising that what they wear and how they shop needs to drastically be
altered for a better, safer future. Fashion brands thus share their take on sustainability
and how it may not necessarily be a costly affair.
By Tripti Mehta

T

oday, the environmental cost of their
production and supply chain process is at the
top of the mind of every fashion brand. With
consumers being more aware everyday of the illeffects of fashion that is not sustainable, they are fast
looking to adopt green alternatives and contribute
their bit to making the planet more liveable. But
consumers don’t just stop there! They need to be
convinced to the best of their understanding that
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right from the ethical sourcing of raw materials and
improving the livelihood of the craftsmen & workers
to a more eco-friendly supply chain and the reuse of
garments, everything is as sustainable as it can get!
With the massive penetration of the internet across
all tiers, the need for sustainable fashion is gradually
trickling down from Tier-I markets to Tier-II and III as
well which, though still aspirational, are increasingly
purchasing from eco-conscious brands.

HOW TRANSPARENCY
& TRACEABILITY DRIVE
SUSTAINABLE FASHION
There can be no sustainability without traceability! If we do not know exactly
what is going on at every level of the supply chain, at every remote corner of
the world, and if we do not know where things are going wrong – how would we
ever be able to correct them? Regulators, too, are increasingly cracking down
and issuing ﬁnes for greenwashing, where brands are claiming products to be
sustainable without being able to provide the data to back it up.
By Shameek Ghosh, CEO and Co-Founder, TrusTrace
IMAGES Business of Fashion

THE FUTURE OF

COMMERCE

There have never been as many opportunities in the e-commerce space, nor has there
been as much competition. Plummeting return on ad spend is pushing brands to prioritize
customer lifetime value and promote brand loyalty. The report from Shopify, analyses trends
forecast with unparalleled views into the future of commerce.
By IMAGES Business of Fashion Bureau

S

ince 2020, the industry has been
witnessing a radical change
in the consumer behaviour.
People are more willing than ever to
buy from brands that resonate with
them because of geography, company
values, or sustainability. According
to a commissioned study conducted
by Forrester Consulting on behalf of
Shopify, 47 per cent of the consumers
said having a local presence was a
signiﬁcant factor for which brands they
shop from. Consumers are 4X more
likely to purchase from a company with
strong brand values. And a whopping
77 per cent are concerned about the
IMAGES Business of Fashion

environmental impact of the products
they buy. They’re willing to spend more
money and accept slower shipping
times—for the right brand. They’re also
returning to in-person shopping, and
shopping in new ways: social commerce
sales are set to nearly triple by 2025
and 40 per cent of consumers say they
plan to pay with cryptocurrency in the
next year. Trust is the main currency of
the future of ecommerce. Brands must
be transparent, authentic, and readily
available to their customers, especially
where online consumers spend most
of their time on social media. Social
commerce is at the center of online

shopping for tomorrow’s consumer,
with brands investing in video and
live shopping. Direct-to-consumer
(DTC) companies are also investing in
online communities to humanize their
brands, increase customer retention,
and overcome skyrocketing advertising
costs. Thriving in this new ecommerce
landscape will require unique insight
and action. Shopify conducted
extensive research with hundreds
of DTC brands and thousands of
consumers to identify the most
important trends for 2022, as well as the
strategies and products your business
needs to stay ahead of the competition.

