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EDITOR’S NOTE

It’s reason to rejoice that from being the world’s 
11th-largest economy a decade ago, India is now 
the world’s fifth-largest economy and is further 
geared up to become a US $ 5 trillion economy by 
2025 and the third-largest by 2027. So the next five 
years are going to be highly crucial for  
India’s economy.

But what about our apparel export industry and its 
future in the next 5 or even 10 years? Do we see for 
ourselves any pivotal for good growth?

As I write this piece, the provisional export data of 
October ’22 suggests that apparel exports contracted 
21 per cent to US $ 988.72 million, from US $ 1.25 
billion in October ’21. Even if we explore annual 
data, apparel exports was US $ 16 billion in 2021-
22 which is still less compared to 2017-18 (US $ 
16.7 billion) and 2018-19 (US $ 16.2 billion).

Our Government has an ambitious target to achieve 
textile exports of US $ 100 billion in the next five 
to six years. Presently the apparel and textile exports 
collectively value US $ 44 billion and garment 
export constitutes around 35 per cent of this value 
that resonates an export value of US $ 16 billion! 
So, where will the growth come from and what is 
the roadmap to achieve the projected growth? A 
similar projection was also made by Kashiram Rana 
(the then Textiles Minister) in the year 2003!

Does any trade body have any strong roadmap to 
ensure that the Indian apparel industry will survive 
and grow? What are the efforts made to attract 
more new top international buyers to start sourcing 
from India? Is there any major push to the existing 
buyers to increase their sourcing from India? I have 
not come to know and I am sure that none of us 
have any answers even!

Has anyone seen any major disruption in the Indian 
apparel export landscape or even a major positive 

step which shows that the industry is on the right 
track and ready to grow massively?

There is nothing worth mentioning about the 
overseas project being taken up by India and FDI 
in the Indian apparel sector while other countries 
be it Bangladesh, Ethiopia or a few other African 
countries, are continuously attracting investment 
from other countries.  

We are moving towards a consumer-centric 
economy rather than promoting a labour-oriented 
manufacturing industry like apparel manufacturing.

Freebies are continuing, be it in housing, food/
ration and schemes like unemployment allowance 
etc. After NREGA, more states now have Urban 
Employment Guarantee Scheme, prompting 
workers not to join back, who are therefore 
migrating to other manufacturing sectors such as 
automobile, pharma, steel, electronics etc., that are 
paying them higher than what a typical apparel 
factory pays! With all these developments, why 
workers will be willing to work on the shopfloor or 
the so-called sweatshops? 

If this trend continues, the time is not far when 
scarcity of skilled labour in the apparel industry will 
actually be a severe issue.

So, how will the apparel manufacturing industry 
make a comeback in India? I will share my views in 
future editions!

FROM THE EDITOR-IN-CHIEF’s DESK… 

Apparel export industry 
may wash out from India in 
the long run! 

Deepak Mohindra 
Editor-in-Chief

Deepak Mohindra
e-mail me at dmohindra@apparelresources.com
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INDUSTRY VERDICT

E-commerce giant Flipkart has recently unveiled Flipverse, a virtual shopping experience in a bid to expand its 
metaverse offerings. Prior to this, luxury & designer label Papa Don’t Preach had entered into metaverse and famous 
designer Manish Malhotra took the NFT route to launch his digital collection. Few of the other Indian brands or 
designers are also on the same path. 

But unlike overseas, where brands have successfully commercialised metaverse, Indian brands and companies so far 
have not been successful in connecting with customers on this front. What more needs to be done in this regard so 
that Indian consumers can have similar transactions like overseas customers? 

Q&A

Raghavendra Rathore
Director, Raghavendra Rathore Jodhpur 

Brands like Louis Vuitton have 
managed to percolate the 
metaverse jargon more easily as 
their focus has been on products 
and not so much on fashion. If 
similar market conditions prevail 
in India, we would be able to easily 
adopt this marvel of a technology. 
You will see that very soon, it will 

be implemented more easily in 
India for mass products on android 
or iOS platforms. The biggest 
challenge in India is that we are a 
very touch-and-feel society and 
hence overcoming the touchless 
approach will be a psychological 
shift that will take its own course 
and time.

Gagan Pal Singh Nagi
Founder & CEO, Metalty Ventures 

Metaverse is a gamified brand 
experience platform that can be used 
for product showcase, branding, 
marketing, engagement and promoting 
sales.  With Metaverse, digital 
fashion and NFTs, we can’t have one 
solution which will fit all but it will be 
a customised strategy for each brand 
based on the desired output. 

GenZ, Gen Alpha and Millennials are 
known as digital generations and it’s 
very important that brands take steps 
to design web3 strategies which can 
communicate with this generation 
building a strong community of 
potential buyers.

Building a community is a process 
and will have its own journey for each 

brand. However, early adapters will 
have great advantage over others. 
India is catching up fast with brands 
starting to use digital fashion and 
will soon enter metaverse. There are 
few important factors that play a 
vital role in taking a decision - price, 
subject understanding, available use 
cases, crypto integration. There are 
some projects which are working 
towards promoting early adoption 
by addressing these points and 
www.metabharat.one is one of such 
projects which simplifies the process 
by introducing store leasing for 
short duration with design template. 
With MetaBharat, brands can enter 
metaverse and start their journey in 
30 days.
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INDUSTRY VERDICT

S E N D  Y O U R  C O M M E N T S
contact@apparelresources.com

More or less e-commerce space so far is dominated by giant companies, but at the same time, many brands, retailers and start-
ups are making good business from their own websites and app. Even Indian Government’s thrust at present is on Open Network 
for Digital Commerce (ONDC) and the Government has said that it is a ‘game-changer’ for democratising e-commerce business 
by onboarding 6 crore small retailers. It will give strength to the small merchants to compete with large players. So far ONDC said 
that the order fulfilment rate of 2,200 transactions has stood between 60 per cent to 80 per cent. 

The Confederation of All Indian Traders (CAIT) is also coming up with its e-commerce marketplace Bharat eMart across the country 
to get traders set up their e-shops on the portal. Looking at all these developments, how do you see the e-commerce scenario in 
the long run? What are the major changes you anticipate in India and how it can impact the apparel business?

NEXT  INDUSTRY VERDICT QUESTIONS

Rashid Ali
Co-founder and CEO of Exarta

It’s more of a cultural and regional 
difference. In the West, technology 
is being used in every corner and in 
every aspect of modern life.  Within 
Asian regions, there is now a drive of 
youth who are tech-savvy. But they are 
still somewhat behind the West. 

For brands to enter into the web3 
space, they need to look at their 
audience and understand what they 
are doing while using their phones and 
other devices and create real-world 
use cases within the web3 space. 
Brands can start off by creating a 

Rrahul Sethi
Founder, Metaverse911

Metaverse experiences are split into 
mainly two categories - first is the 
centralised shopping experience on 
metaverse while the second category 
is the brand that wants to leverage its 
existing physical products and convert 
them into digital assets like for Nike, 
Nikeland on Roblox was a success.

These developments require significant 
investment to attract Gen Z and Gen 
Alpha for higher customer engagement 
and this is the area where Indian brands 
are still lagging behind. Many Indian 
brands are contemplating getting into 
the metaverse but are still not able 
to identify the return of investment 
when they create an experience on the 
metaverse. It is still in infancy stage for 
Indian brands. 

One of the key areas where Indian 
brands have done extremely well 
on metaverse is attracting younger 

generation from web 2 (social 
media) and creating small immersive 
experiences for them to start engaging 
with them. Indian Brands have used AR 
well but now they have to achieve similar 
standards in metaverse with their digital 
avatars. This transition will take a little 
more time.

Technologies such as Try-Ons have 
existed for long time. Now, time has 
come to try phygital assets on metaverse 
avatars. That will be a game-changer. 
Indian brands should have thrust on 
creating more immersive experiences 
and take the first move advantage.

It should also be noted here that 
metaverse and cryptocurrency are not 
mutually related at all. One can transact 
easily on metaverse by credit card and 
hence, people should be aware about 
this difference. 

small virtual experience. Following 
this, they could go further and gamify 
the experience. The final step - once 
they have the attention of their 
audience - is to guide them to take 
part in a transaction of sorts, such 
as purchasing an item and having it 
delivered in the real world. 

We have to educate and drive 
adoption as well as take phases and 
steps. It won’t happen overnight or 
by just creating one experience and 
saying ‘oh it didn’t work out’. There has 
to be a long-term strategy.
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RETAIL RIGHT//NATIONAL

ONLINE-ONLY BRANDS ARE 
FORAYING INTO OFFLINE SEGMENT

‘Customer is the king’ is an old saying, 
but it’s true that the actual decision-
making coin is eventually in their hands. 
Furthermore, marketers are a bunch of 
smart people who carefully evaluate and 
understand the direction of the coin flip 
to pre-set the upcoming trends about 
how people buy and engage with brands, 
whether it’s online or offline or to be 
precise ‘both’.

Currently, there is a wildfire of online-only 
brands foraying into offline formats and 
this is not a surprise, as this was bound to 
happen. The physical store is always on 
the brand’s to-do list as they are very well 
aware that customers are real people who 
crave a tangible, multi-sensory experience 
when buying products—the so-called 
dopamine rush of ‘let’s go shopping’. 

Brands throughout the online-to-offline 
spectrum are now focusing on expanding 
their physical presence in order to improve 

the retail experience they deliver to their 
customers.  D2C brands are increasingly 
seeing physical locations as a competitive 
advantage.

“With the increasing competition in 
the online space, it’s becoming harder 
and harder for brands to stand out. The 
bricks-and-mortar format gives brands 
an opportunity to create an environment 
that is unique to them and helps them 
differentiate themselves from other 
companies. In addition, a physical 
presence in India also allows brands to 
provide more personalised service and 
visibility, and of course, we cannot ignore 
the touch and feel factor among the 
customers. These are a few key reasons 
why a physical presence in India is so 
important,” said Anuj Mundhra, Founder 
of Jaipur Kurti. 

Experts say that a brand cannot be built 
only online. It can be a kickstarter for 
visibility, but it needs to jump into the 

“The online bubble is 
about to burst as there 
is a mismatch between 
demand and supply 
because demand is less 
and supply is more and 
this is also a reason that 
online sales are getting 
decreased. Survival 
on online platforms is 
difficult for brands that 
have massive production 
power, so they have to be 
available offline”

Anuj Mundhra 
Founder of Jaipur Kurti
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crowd to grow and prosper because the 
store is not just a place to sell, it’s also a 
‘brand-building’ tool.

According to some reports, rise in 
customer acquisition cost (CAC), the 
cost of online advertising and new 
conscious buying pattern continue to 
increase, and offline stores are becoming 
a more efficient way to reach out to new 
customers. Moreover, physical stores allow 
customers to connect with brands on 
an emotional level with the opportunity 
to share their company culture through 
immersive elements in their showrooms 
and even concept stores. Therefore, 
becoming an important part of increasing 
brand awareness and customer loyalty.

As per TimeTrade’s State of Retail report, 
85 per cent of consumers prefer to shop 
in physical stores because they want 
to see, touch and test products before 
purchasing them. According to the report, 
one-third of customers prefer to receive 
product advice from sales associates, 
and a whopping 90 per cent of shoppers 
are more likely to buy after receiving 
assistance from knowledgeable staff in-
store. Offline retail provides consumers 
with instant gratification as well as a level 
of variety and novelty that they will not 
find online.

“There are two key reasons for this 
strategic move by online-only brands. 
First, these brands have realised that 
there is a limit to their growth potential 
if they only exist in the virtual world. 

Secondly, customers seek the ‘touch and 
feel’ experience before making a purchase 
decision. To become a loved brand of 
Indian consumers, it’s very important that 
the brand has an offline presence. So even 
if you  have the best range of products 
online, people would love to touch and 
feel them to understand more about the 
product and somewhere they associate 
the physical store with brand loyalty. 
Additionally, the product discovery also 

gets easy,” said Ashmeer Sayyed, CRO, 
DaMensch.

It is very evident that the Indian retail 
market is going through a big wave of 
change and consolidation. Retailers are 
adopting various strategies to keep afloat 
amidst the competition of opening offline 
stores such as investing in technology 
and data analytics, focusing on customer 
experience, product discovery, experiential 
offerings, etc., in order to survive and 
thrive in this competitive environment. 
Retailers are in full swing to awe  
the customers.

For example, to make the discovery-to-
checkout journey seamless, Reliance 
Retail’s tech-enabled store Azorte 
has several industry-first tech-enabled 
interventions including mobile checkout, 
smart trial rooms, fashion discovery 
stations and self-checkout kiosks. RFID-
enabled interactive screens strategically 
placed around the stores serve as virtual 
style assistants and smart fitting rooms 
assist customers in completing the look 
and requesting additional sizes and 
products at the press of a button. In 
addition, shoppers apparently have the 
option of using self-checkout lanes rather 
than standing in line at counters.

From big giant retailers such as DMart 
opening 50 stores, Reliance Retail’s 6500 
to 7000 outlets, ABFRL’s plans expansion 
of 300-400 lifestyle stores with Allen 
Solly targeting 500 store openings in three 
years. Pantaloons plans to add 250 stores, 

RETAIL RIGHT//NATIONAL

“According to Azorte, 
while the smart stores 
boost the customer 
experience with 
technologically-aided 
solutions, they have 
also tried to keep the 
human touch existent 
by appointing in-
store consultants and 
advisers.”

“Offline expansion has 
become important for 
online brands because it 
helps them differentiate 
themselves in an 
overcrowded marketplace. 
Usually, Indian consumers 
consider a brand “serious” 
if it has an offline 
presence. You could say 
it’s more about building 
brand loyalty and trust.”

Ashmeer Sayyed  
CRO, DaMensch
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young brands such as DaMensch plan 
to add 100 stores in 5 years and online 
brands such as Libas, Jaipur Kurti, Snitch, 
Berrylush, SuperBottoms, Suxus, Faso, 
Zymrat, Souled Store, Bombay Shirt 
Company, Suta, Clovia, Zivame, Fable 
Street, Fab Alley, Miniklub, CloudTailor 
are expanding their offline presence to 
spread pan-India. A lot of online brands 
are now focusing on their bricks-and-
mortar stores in India because that’s where 
customers spend most of their time. In 
fact, the online sales figures depict huge 
chunk of sales coming from people who 
have visited the physical store first. 

We see quite a noticeable statement 
these days beginning with “X D2C 
brand secured Y amount of funding.” Be 

it DaMensch raising US $ 16.4 million 
from A91, Matrix Partners and others; 
Blisslcub securing US $ 15 million 
in Series A funding; Bombay Shirt 
Company raising US $ 11 million to date, 
or FabAlley and Zymrat raising US $ 
14.02 million and US $ 500K respectively, 
CloudTailor raising US $ 1 million, 
these completely online-only brands are 
now moving towards offline having one 
thing in common – their plan for smooth 
omnichannel strategies. Some are already 
in to this format and some definitely plan 
ahead for the same. 

The opening of a new store also boosts 
traffic to an online store as the number of 
people searching for the brand increases. 
This is because people who go to physical 

stores frequently look for them online. 
Additionally, online retailers can 
capitalise on the data from the tech 
integrated and as a result, the opening of 
a new store will almost certainly result in 
higher profits by increasing the number 
of purchases. Also, the increasing trends 
of malls across India are giving a pump 
to stores to open up in these formats. 
Furthermore, the influx of investments 
has propelled the retail potential of 
Tier-2 and Tier-3 cities which are 
soon in the process to become Tier-1 
cities. The goal is to establish an offline 
presence in order to increase penetration 
and volumes, lower customer acquisition 
costs and increase sales.

In terms of offline bandwidth, the 
online bands are quite ambitious and 
their strategies are in place. Businesses 
are engaging with solution providers 
and developing in-store technologies 
to enable a more seamless customer 
journey and improved product discovery, 
as well as the benefit of leveraging the 
stores as mini-warehouses or fulfilment 
centres. The fast-growing list of brands 
planning offline expansion is a clear 
indication that despite the e-commerce 
boom in India, bricks-and-mortar retail 
is far from dead. In fact, it is very much 
alive and kicking! In the near future, 
we will see more of online-only brands 
setting up offline stores. This trend is 
here to stay as it is simply too profitable 
for brands to ignore.

RETAIL RIGHT//NATIONAL

“Truly digital-first brands 
know that they are missing 
out on customers by only 
being online, and while the 
change can be daunting, 
the reward is well worth it.”

Jeff Kreshek 
Federal Realty’s Senior Vice 
President of West Coast Leasing

A physical presence 
in India allows brands 
to create a unique 
environment and provide 
more personalised service.

Thanks to the investment, 
Tier-2 and Tier-3 cities are 
on fast track to becoming 
major retail hubs like Tier-1 
cities.

78% 14%retail 
store e-commerce

Axis My India Consumer 
Sentiment Index  
(October survey during  
festive season)
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Launching of retail stores on a spree

Top Indian retailers are collaborating with 
international retailers and bringing them 
to India as part of strategic partnerships. 

Aditya Birla Fashion and Retail Ltd 
(ABFRL) and Galeries Lafayette have 
partnered to open Galeries Lafayette 
stores and an e-commerce platform in 
India. The first two Galeries Lafayette 
stores will open at The Fort in Mumbai 
and DLF Emporio in Delhi, respectively. 
Each of the stores will bring together 
more than 200 luxury and designer brands 
under one roof. The flagship store at The 
Fort Mumbai is expected to be operational 
in 2024, while the store at DLF Emporio 
in Delhi will be operational in 2025.

Inditex, the world’s largest fashion retailer, 
is about to launch its Zara Home brand 
in India. After M&S and H&M, Zara 
is now also planning to launch home 
products in India. With this move, Zara 

follows Stockholm-based rivals H&M 
and London-based Marks & Spencer, 
which launched their home textiles 
in India earlier this year. One of the 
spokespersons explained that the Spanish 
brand has already asked some malls 
where Zara stores can be found in India 
to provide around 5,000 square metres of 
additional space for Zara Home.

Apart from this, almost all segments, 
from fashion designers to D2C brands, 
seem to be planning a foray into offline 
formats. Susax, a leading menswear 
retailer in southern India, is planning a 
massive expansion. The company has 17 
showrooms in key Tamil Nadu cities and 
plans to open more than 400 stores in the 
next eight years. It currently generates a 
turnover of around Rs.60 crore and will 
also focus on creating a strong franchise. 
D2C brands like DaMensch and Jaipur 
Kurti also plan to expand more than 10 
stores.

Shopping malls are also coming up in 
various parts of the country, especially in 
Tier-2 and Tier-3 cities to accommodate 
space to the steadily rising offline retail 
stores by various brands across India. 
According to Anarock, 31 new shopping 
malls are expected to come up by the end 
of next year, driven by the strong revival 
in the retail sector. Real estate consultant 
Anarock expects retail space in shopping 
centres to increase to 76 percent on an 
annual basis this year. 

S N I P S

Unicommerce continues 
fast-paced growth, plans to 
add over 1,000 businesses 
to its roster in the next five 
months and is on a target 
to post a 100 per cent year-
over-year (YoY) growth in 
new clients. 

SuperBottoms, a leading 
D2C brand for eco-friendly 
babycare products, has now 
forayed into the offline retail 
business, targets Rs. 250 
crore in the next two years. 

Raghavendra Rathore 
Jodhpur incorporates 
Amazon’s Alexa in its stores 
across India. 

Jaipur Kurti to raise Rs. 18.96 
crore through preferential 
allotment. 

SuperBottoms unveils 
maximum absorbent period 
underwear. 

B2B unicorn Udaan is 
firing up to 350 employees 
in the second round of 
layoffs since June, as the 
start-up aims to improve 
its efficiency and achieve 
profitability. 

Columbia Sportswear has 
strengthened its retail 
presence in the Indian 
market with the addition 
of a new store in the city of 
Mumbai. 

Reliance Retail brings 
tech-enabled store AZORTE 
to Navi Mumbai, at Navi 
Mumbai’s Nexus Seawoods 
Mall. 

Retail real estate is making 
a strong comeback, with 
nearly 10.15 million square 
feet of new malls in Tier-
1, Tier-2 and Tier-3 cities 
in 2022, and another 7.25 
million square feet to be 
allotted by 2023
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RETAIL RIGHT//INTERNATIONAL

BIG DATA ANALYTICS  
RESHAPING AND SYSTEMATISING  

THE FASHION INDUSTRY

According to Ellen MacArthur 
Foundation - More than US $ 500 billion 
value is lost every year due to clothing 
underutilisation and lack of recycling. 
Fashion brands produce clothing that 
does not meet demand. There is always 
a large gap in the supply-demand 
equation, and there is no doubt that the 
fashion industry is the only industry that 
operates on gut feelings, assumptions 
and a fragmented understanding of the 
market and customers.

The subjective approach under which 
the brands work hurt their financials as 
manual research has strong limitations 
and so do decisions which are taken 
based on the fragmented forecasting 
reports. Given the highly dynamic 
nature of the fashion industry, data 
collected and insights gained in the 

Every year, one in four online fashion 
retailers miss the opportunity to make 
better margins, better forecasts and  
the right products because they fail 
to use data effectively in day-to-day 
decision-making.

However, with the rise of big data 
and advanced analytics, it is possible 
to leverage both new and old data to 
drastically alter how fashion retailers 
decide which style to design  
and produce. 

Data generation is quadrupling speedily. 
As per Raconteur, 463 exabytes of data 
are generated every day and the global 
cloud storage is projected to exceed 200 
zettabytes by 2025 (a trillion gigabytes 
make one zettabyte). Thus, it indicates 
an enormous amount of information 
available today and in the future.

traditional way easily have a 60–70-day 
gap which makes the products obsolete 
by the time they hit the market.

 Seizing descriptive 
analytics to their 
full potential 
will encompass 
determining the best 
marketing strategies, 
making much more 
accurate product 
recommendations to 
customers, or making 
pre-market launch 
product tests easier. 
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Many industries are being reshaped 
by data analytics and it’s high time 
the fashion industry starts looking 
into it too, particularly the fashion 
retailers since they can take advantage 
of harnessing the data to improve the 
planning and forecasting of products. 

Data is not a trend, but a 
tool to help the industry 
survive and thrive 
Retailers now have access to a wealth of 
information that can be used to make 
more informed decisions about product 
mix, pricing, promotions and more. 
Analytics can help retailers understand 
what customers want and need, 
anticipate trends, optimise inventory 
levels, improve customer service and 
ultimately drive sales and profits.

Valeriia Povergo, Founder of Dream 
Dress, a fashion tech start-up that 
enables fashion consumers to define 
the right fit without over-ordering says, 
“Data is critical for retail decision-
making, and every solution revolves 
around it. Dream Dress integrates 
via API, and the data it generates 
will assist customers in matching the 
product search and directing them 
toward models that suit them. For 
retailers, it will be extremely beneficial 
because it will result in receiving the 
correct order and reducing the number 
of returns.”

Challenges in effective 
adoption of data 
analytics 
Earlier, retailers would rely on certain 
fashion trends remaining popular for 
many seasons. What makes matters 
worse is that some retailers are still 
using outdated methods to try and 
predict which trends will be popular. 
As a result, they often end up investing 
in products that no one ends up buying. 

As fashion cycles speed up, retailers 
don’t have enough time to analyse 
data and act on it. It’s been more and 
more difficult to predict when a new 
trend is going to arise and how much 
it will impact the retailer’s product 

performance. Earlier there used to be 
three seasons, but now the trend is 
towards seasonless fashion which is on 
the rise and so is speed. The shoppers 
expect the market to be flooded as soon 
as the news comes out. Due to the 
sudden surge in demand, the fashion 
cycle speeds up creating smaller lead 
times. Retailers therefore have to 
adjust their assortment and marketing 
strategies to keep merchandise in stock.

Another challenge relates to 
unpredictable trends and performances. 
Customer buying patterns sometimes 
instantly shift either due to the influence 
of social media, celebrities, or some 
fashion movement, creating a ‘bullwhip 
effect’. Due to such high volatility, 
brands have to analyse the different 
sources of data by tracking customer 
consumption and they need to keep 
a close eye on competitor campaigns, 
fashion media and industry news which 
sometimes becomes a tough task along 
with the faster fashion cycles. 

Moreover, the lack of granular 
performance data also creates a gap, 
as the retailers need to check the sales 
of the full body category. Which shirt 
went along with which trousers and 
what style of pattern in dresses was a hit 
becomes challenging for the retailers to 

predict, especially when competition is 
stiff. Retailers are still fumbling around 
and firing shots in the dark to develop 
a category that is more sellable.

The extracting of insights manually 
becomes challenging and it gets 
tougher even more due to the different 
styles and reports from different 
data sources. Buyers and planner 
merchandisers invest a long time on a 
weekly basis to make sense of the data 
they have from different sources and 
vendors, therefore, making the process 
extremely time-consuming. 

Shifting to AI 
applications delivers 
tangible results 
Big Data analytics can help solve the 
problem by giving retailers a more 
accurate picture of what consumers 
are actually interested in. AI product 
discovery platforms such as Vi-senze 
provide analysed data upon which 
decisions can be made immediately.

Prominent brands such as Amazon and 
Zalando have introduced personalised 
search options to adapt offerings for 
each customer showing that data-
driven fashion is not just a fad but a 
fundamental industry change toward 
digitisation and a more customer-
centric outlook.

Myntra and Ajio are also using visual 
AI applications to allow customers 
to search by uploading an image to 
facilitate product discovery on their 
platform.

Another way retailers are using AI 
platforms like Intelligencenode is 
to track the prices of competitors’ 
products. This allows them to ensure 
they are offering their customers the 
best possible prices for the items  
they need.

Accessible data usually provides greater 
efficiency, faster speed and the ability 
to stay connected with the consumer. 
With an automated collection of 
data and insights’ generation, the 
information is more accurate and easier 
to be analysed. 

 Data is also helping 
retailers to understand 
the customer journey 
better and to create 
more seamless 
omnichannel 
experiences. By 
understanding how 
customers interact 
with different channels, 
retailers can create 
a more cohesive 
customer experience 
that leads to loyalty 
and higher sales
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For example, the detachable sleeve trend 
took the market by storm and retailers 
that coexisted, by mapping through 
AI applications, invested in the trend 
compared to retailers that were still 
confused and struggling with older 
market trends.

According to Forbes, significant fashion 
companies have harnessed the power 
of data to personalise the customer 
experience and have grown digital sales 
between 30 to 50 percent. 

Benefits of accessible 
data 
In today’s business world, investing 
in AI applications typically helps 
companies to structure and sort their 
data. By leveraging data, companies 
can gain a deeper understanding 
of their customers and the trends 

 The guesswork or 
the experienced 
buyer and planner’s 
instinct is a thing 
of the past.  AI 
can help solve 
these problems by 
providing insights 
into emerging 
trends and helping 
to assess product 
performance at a 
granular level

that are impacting their business. In 
addition, data can be used to streamline 
operations and improve decision-
making. As such, data is becoming a 
critical part of the retail landscape.

Few companies have already understood 
data analytics’ massive role in bringing 
greater results to retailers. One such 
example is the AI platform Exponea, 
which recommends appropriate tags 
when adding a new product in-store 
for greater visibility. Another example 
could be the Massachusetts-based AI-
powered start-up Tru-Fit, which helps 
apparel shoppers by comparing fit data 
from brands with the closest products 
and provides personalised size and fit 
guidance.

The status quo
However, the adoption of smart data 
and the insights that these tools might 

offer are difficult to be implemented in 
the fashion industry.

As per McKinsey, one of the major 
reasons for this is the lack of high-
quality data. Therefore, there is still a 
great deal of untapped potential for a 
deeper understanding of market trends 
and the ability to make better business 
decisions for fashion retailers. 

The fashion industry still does not 
recognise the value of data and views 
it as a component of core ‘information 
technology’.  Additionally, data 
extraction in organisations is not done 
correctly. The industry clearly misses a 
‘bridge’ that would help the brands to 
use and comprehend the significance 
of data. 

Sustalytic, a service platform for 
fashion retailers, has come forward 
actively to cement this evident gap 
by using artificial intelligence (visual 
technology) to give brands data 
insights into consumer preferences 
and help predict client demand 
at the design stage, thus helping 
them to take accurate decisions and 
limit unnecessary overproduction. 
Companies like these aren’t core IT 
but they provide a connecting segment 
that benefits the retailers on multiple 
levels. The industry needs to tap more 
such service providers.However, a lot of retailers are unaware of how to use the data they gather

Engagement and conversion data help retailers build a true omnichannel strategy
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The future looks bright as fashion brands 
capitalise on NFTs 
An NFT is a digital record stored on 
blockchain, but it also allows consumers 
to connect with brands they care about 
and enjoy unique experiences in the digital 
format they prefer. Approximately 80 per 
cent of consumers are more likely to buy 
from brands that provide personalised 
experiences. According to Nonfungible.
com and L’Atelier, the mainstream interest 
in non-fungible tokens (NFTs) reached 
a fever pitch last year, with the market 
growing by 21,000 per cent to US $ 
17.6 billion. It was only a matter of time 
before creative uses of NFTs in luxury 
fashion began to emerge, providing new 
opportunities to connect with customers, 
foster community and generate revenue.

The number of fashion businesses 
entering NFTs in Europe has increased 
recently, and Amazon Fashion is 
expanding its Virtual Try-On offer to 
footwear after launching it for sunglasses 
this summer. Virtual Try-On is a “fun 
interactive feature that can be utilised by 
customers on the go or from the comfort 
of their homes, to make smarter, more 
informed shopping decisions,” according 
to the firm. Brands like adidas Originals 
and Nike are also the first movers in the 
NFT segment, and on the other hand, are 
working to maximise the potential of their 
NFT bandwidth. As part of the effort to 
further the ‘community-based, member-
first’ open metaverse strategy, they have 
introduced the first line of blockchain-
based virtual wearables. According to 
adidas, each item in the NFT wearables 
collection have been created to be worn by 
virtual avatars. 

Nike has unveiled the .Swoosh version of 
its NFT platform and noted that its first 
digital collection will be available there in 
2023. In the meantime, a photograph of 
the Birkenstock sandals that Steve Jobs, 
Co-founder of Apple, wore was converted 
into an NFT and sold at an auction for 
US $ 218,750.

Additionally, Hendrikka Waage, 
an Icelandic artist, teamed up with 
sustainable, made-to-order womenswear 
business Katla to launch the NFT series 

titled ‘Wonderful Beings’ with tech start-
up IVY.cash. They can be bought from 
katla.com website with a credit card or by 
scanning QR codes on Katla clothes. The 
NFTs for Katla are created on the energy-
efficient blockchain Polygon.

“I am extremely excited about the 
potential to use NFTs to raise funds 
for positive environmental impact. The 
fashion industry contributes approximately 
10 per cent of global carbon emissions 
and is the second most water-polluting 
industry,” said Katla CEO and Founder, 
Aslaug Magnusdottir. 

Arianee, a leader in web3 digital product 
certification solutions, has partnered with 
Moncler, which is introducing its first 
NFTs, after collecting US $ 20 million in 
funding in May  last year (non-fungible 
tokens). 

Each NFT is accessible by scanning a 
QR code and can be stored in a custodial 
wallet and integrated directly into the 
Moncler application. The NFT also 
contains a piece of art designed by Antoni 
Tudisco, a Creative Director and 3D artist 
from Hamburg, Germany.

The launch of these NFTs is part of a 
broader web3 strategy for Moncler. A 
universe that by 2031 is expected to reach 
one billion users.

S N I P S

Peta launches US $ 1 million 
competition to find a 
vegan wool alternative to 
encourage partners with ‘at 
least one of the top 10 global 
clothing retail brands’ to 
produce and sell items made 
from their material in the US 
by January 2024. 

The world’s largest online 
retailer Amazon confirms 
laying off around 10,000 
employees and the affected 
employees have already 
been informed through mail. 

Apparel and footwear 
company Nike has 
announced the launch 
of. Swoosh which is a 
blockchain-enabled platform 
and community ecosystem 
for web3-curious Nike 
consumers. 

Retailers grow 
‘Recommerce’ offerings as 
demand for cost-efficient 
and sustainable ways to 
shop increases. 

Woo, a brand backed by the 
UK’s broadcasting television 
network ITV, has launched a 
new ‘mood-led’ Marketplace 
centered on the subculture 
of wellness. 

Kathmandu outdoor apparel 
launches in the UK, France 
and Germany. 

Activewear brand Tala has 
launched a sportswear 
collaboration with Fila. The 
collaboration is aligned with 
the idea of ‘vintage meets 
innovation’. 

NFTs in a variety of inventive ways, such as augmented 
reality, metaverse fashion, virtual stores and so forth
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THE FUTURE IS 
SUSTAINABLE 
AND SLOW 
FASHION

It’s chic to repeat is a catchy phrase that 
is humorous and significant. In the past 
year, the emphasis on sustainable fashion 
has grown and several businesses have 
begun to accelerate material innovation 
and investigate circularity. Most crucially, 
there is a growing recognition that 
climate change is about equity as much 
as it is about carbon footprints. 

Apparel, from the most impactful to 
the least impactful, uses materials that 
leave an ecological imprint. Fortunately, 
many sustainable firms have undertaken 
measures to lower their carbon footprint, 
such as ethically making items using 
ecological-friendly textiles and reducing 
waste transportation to landfills. 
Meanwhile, the new generation of 
products are challenging previous quality 
norms, raising the sustainability bar for 
fashion enterprises and, ideally, undoing 
the damage caused and perpetuated by 
rapid fashion.

Marketing strategy
Now let us talk about how sustainable 
fashion can prove to be a great 
marketing strategy that will attract 
and retain consumers at the same time. 
Nowadays 33 per cent of purchasers 
deliberately consider sustainability 
aspects when purchasing a product and 
the tendency is growing in fashion as 
well. This does not include the number 
of people who unconsciously consider 
these characteristics while making a 
buying choice. As a result, companies 
that fail to capitalise on sustainable 
marketing not only miss out on new 
clients but also risk losing existing ones.

Dr. S N Modani, 
Managing Director and 
CEO, Sangam India Ltd., 
holds a PhD in strategic 
management practices 
for a sustainable future, 
along with an M.Sc, with 
honors in Chemistry, as 
well as an MBA. With a 
rich experience in the 
textile industry, Dr. Modani 
has held positions in key 
organisations such as 
Chairman at The Rajasthan 
Textile Mills Association, 
Director at the Indian 
Cotton Mills Federation, 
President of Mewar 
Chamber of Commerce & 
Industry and Vice President 
of Rajasthan Chamber of 
Commerce & Industry.

Very recently, the case for sustainability 
has been as compelling. The use of 
sustainable marketing to promote green 
fashion enhances short-term commercial 
benefits. For example, the Center for 
Sustainable Business at NYU Stern 
discovered that products branded as 
sustainable expanded 5.6 times faster 
than those that were not.

Fast fashion has taken centre stage in 
modernity, extorting the spotlight and 
cajoling customers’ purchasing patterns. 
However, many producers have begun 
to take a stand, posing a responsible, 
sustainable and slow-fashion alternative 
to rapid fashion.

Sangam India is one of the biggest 
industries that has committed to low-
waste, ethical and sustainable practices 
by using eco-friendly fibres to make their 
garments, providing shoppers with eco-
conscious choices.

Eight dimensions that 
make up the sustainable 
fashion construct:
1. Recycled: Recycled gear is 

manufactured from recycled materials 
from previous garments.

2. Organic: Organic items are derived 
from natural sources and do not 
include pesticides, poisonous 
substances or raw ingredients.

3. Vintage: Any second-hand or 
upcycled clothing that has been given 
a new lease of life.

4. Vegan: Products made without the 
use of leather or animal tissue.

5. Artisanal: Products that carry on 
ancient traditions’ abilities.

6. Made locally: Includes items that 
require less shipping and benefit the 
local economy.

7. Individualised design: The purpose 
of this personalised design is to 
promote quality and slow fashion 
design above mass-produced 
throwaway fashion.

8. Fair Trade-certified: Includes items 
created by firms which value the 
environment.
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Fast fashion, which is currently the 
dominant production model in the 
fashion industry, is the polar opposite 
of sustainable or slow fashion. Fast 
fashion chains have a detrimental 
influence on the environment since 
many of the items produced in such 
company models include plastic fibres, 
among other things. Furthermore, it 
has been stated that one garbage truck’s 
worth of clothing is discarded or burnt 
every second. The washing of garments 
produces 500,000 tonnes of microfibres, 
which end up in the seas. According 
to these statistics, the fashion sector 
is a major source of pollution in the 
environment. Furthermore, as the sector 
grows, changes and responds to trends 
(both commercial and fashion), its 
influence is projected to rise as well.

Future of sustainable 
fashion 
Materials are the most significant 
contributor to the fashion industry’s 
environmental imprint. Between 60 

per cent and 70 per cent of all clothing 
products are created from synthetic 
petroleum-based textiles. When these 
fabrics are laundered, microplastics are 
released into the soil, rivers and oceans, 

where synthetic textiles account for 
more than a third of all microplastics.

To solve the issue, fashion labels 
and material science businesses are 
investigating the use of alternative 
materials, such as biodegradable 
polyester, on a large scale, as well as the 
production of items, such as spectacles 
from captured carbon rather than plastic.

Many businesses are encouraging retailers 
to drop off their unwanted items and 
are investing in their own second-hand 
sales networks. Even premium companies 
are seeing the worth in repairing and 
reselling select items.

According to research, the sales 
percentage of sustainable apparel has 
steadily increased to 4 per cent in 2022, 
and the trend is expected to continue, 
with the sales share expected to reach 
over 6 per cent by 2026. However, 
ecologically sustainable apparel is more 
expensive than standard products, but it 
is integral for a brighter future ahead.

Fast fashion has 
taken centre stage in 
modernity, extorting the 
spotlight and cajoling 
customers’ purchasing 
patterns. However, many 
producers have begun 
to take a stand, posing a 
responsible, sustainable 
and slow-fashion 
alternative to rapid fashion



24  AO India | December 2022

Amidst the global uncertainty and 
new challenges, there is a dire need 
to take such initiatives that can help 
to sustain the business and also have 
scope to support growth in the long 
run. Adding new products in product 
baskets is one of the best options in 
this scenario, especially the products 
which are not so far focused for Indian 
companies but have good global demand 

are the opportunities in this product 
category. The factors contributing to 
the growth include growing thrust 
on holiday destinations, travel and 
airlines being almost back to pre-Covid 
capacity. Though it is being said that 
uncertainties at the global level and 
other factors like inflation are not in 
the favour of demand but the industry 
believes that this is a phase that will 
not have a long-lasting impact. Despite 

and enough chances for long-term 
growth. Beachwear and swimwear are 
among such product categories. Data 
strengthens this fact as the market size 
for both segments in the US alone is 
around US $ 5.50 billion. Globally 
this market was valued at US $ 19.80 
billion in 2021 and it’s projected to 
grow to US $ 27.60 billion by 2027 at a 
compound annual growth rate (CAGR) 
of 5.10 per cent. This shows how vast 

COVER STORYCOVER STORY

TIME TO EXPLORE GROWTH 
OPPORTUNITIES IN BEACHWEAR 

AND SWIMWEAR 
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so much potential in market 
size, India’s export in beachwear 
and swimwear categories is 
negligible that is US $ 750 million. 
Compared to most of the other 
product categories, India has fewer 
companies manufacturing swimwear, 
though many SMEs are offering 
various products in beachwear 
segments but swimwear is still a very 
niche segment. 

Beachwear, comparatively an 
easy product category for the 
manufacturer and a more fashion-
oriented segment, is a growth 
contributor for many companies. 
Few of the companies have even 
reached to the pre-Covid level in the 
export of beachwear products as  
they see beachwear becoming a 
necessity now.  

The majority of exporters are 
catering to beachwear as a part of 
their product basket with the prime 
focus being on women’s dresses. 

But having a dedicated focus on this 
category (not just a small part of the 
entire product basket), working with 
good brands and having large variety in 
offerings are some major reasons that 
are helping companies witness growth 
in this segment. At the same time, 
products like kaftans in this category 
are not limited to use only at the beach 
and they are also being worn at homes. 
It is a supporting factor for the demand.  

The companies like Quality Apparels 
(Studio 6G LLP), Noida, having 
thrust on beachwear are enjoying good 
growth. “We have crossed the pre-
Covid level and don’t see any further 
challenge in the demand. I feel our 
plenty of designs and working with 
buyers of coastal European countries 
are the main supporting factors for 
us,” says Onil Sadh, Director of the 
company. He further adds that there 
is demand of nearly all product in 
beachwear rather than one  
specific product. 

Indians’ thrust on vacation 
to places like Goa is also 
supporting the demand 
for beachwear. There are 
recent reports that Goa 
braces for ‘unprecedented’ 
numbers in first tourism 
season after Covid. Prior to 
the pandemic, the state 
witnessed close to 90 lakh 
tourists, including around 
9 lakh foreigners. Yogesh 
Desai, Director, Pankaj 
Mercantile Company, 
Mumbai, exporting cover-
ups and accessories, 
supplies some amount 
of beachwear products 
for the domestic market 
and he believes that good 
tourist visitation in Goa 
increases the domestic 
demand of beachwear 
products. 

“Along with the cost of imported 
oil/fuel which is the basis of 
MMF production, there are 

environmental issues. Although 
companies like ours work closely 
with mills to analyse their water 
and effluent treatment, we are 

still far distant from optimal 
management of environmental 

discharges.”

Harshad Daswani 
Director, Fountainhead Exports

Shivalik Design
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Swimwear: Strong fabric 
base required first
Global brands are quite innovative in 
the use of fabric or raw material like 
Nike HydraStrong styles are made from 
chlorine-proof polyester fabric that are 
both fade and heat-resistant. Canada-
based Hoaka Swimwear’s bikinis are 
made of high-quality neoprene. To cater 
to the brands, known for swimwear, 
India needs to produce cost-effective, 
quality and variety of nylon and satin 
fabrics fabric which is the strength 
of countries like Taiwan. With the 
growing focus on MMF, schemes like 
PLI and thrust of companies on product 
innovation, in future, India is expected 
to have these kind of required fabric and 
that can be a big push to have thrust on 
the manufacturing of swimwear. 

There are few exporters which are 
catering for this niche category but for 
departmental storesa and not for the 
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Working with prestigious brands and 
retailers like Next, Laura Ashley and a 
few more, Shivalik Design is happy with 
the demand of beachwear. And that too 
despite that UK is the core market for 
the company. Avni Jindal Behl, CEO of 
the company says, “I see more demand 
for beachwear segment compared to 
partywear or blouses. Despite economic 
challenges, there is demand for 
beachwear as it is now a necessity, and 
looking at the overall scenario, the  
same is expected to continue for the 
long term.”

Clusters like Jaipur and Pushkar are 
having many beachwear manufacturers 
and they also agreed that there is a 
reasonable increase in the demand of 
this product segment as post-Covid, 
people want to spend more time on 
vacations. For a change, they are having 
a tilt towards this segment. 

Companies are also enjoying reasonably 
good order quantity at affordable price 
as Noida-based Super House receives 
an average order of 500 pieces and the 
price remains normally at US $ 7-12 for 
digitally printed beachwear in 100 per 
cent polyester. 

Polyester dominating 
Polyester is much in use in beachwear 
and the majority of Indian companies 
are using 100 per cent polyester also. 
High price of cotton is a reason for use 
of polyester in this product category. 
Even if availability is there, the cost 
of imported oil/fuel which is the 
basis of MMF production is an issue 
for exporters. Price stability in oil 
imports helps manufacturers manage 
input prices, and as always better 
infrastructure helps time to market to 
get quicker.

At the same time, as an exceptional 
case, there is a segment of customers 
that prefer sustainable cotton in this 
category. Shivalik Design is using 
100 per cent cotton (BCI and organic 
cotton), viscose for its beachwear 
segment and enjoying the demand also. 

There are a variety of products in 
beachwear like thongs, beach dresses, 
sarongs, kaftans, hipsters, etc. In the 
export space, it’s all evenly balanced 
as different cultures have different 
sensitivities to body exposure, and how 
one looks at body-positivity. In India, 
greater demand towards cover-ups, 
sarongs are having an edge.

With the growing demand for 
swimwear and beachwear, footwear 
especially flip-flops, slide thong segment 
are also benefiting. Flip-flops have 
been predominantly used on beaches 
for surfing activities. Stratview Research 
also says that with the change in fashion 
trends, flip-flops are majorly worn by 
women on beaches throughout the 
summer season. It has significant role 
in the growing demand for flip flops. 
Leading global swimwear brand Speedo 
and nearly all leading footwear brand 
have their thrust on this segment. 

Beachwear segment 
across various levels 
in exports as well as 
in domestic markets 
is very simply value-
driven. Multi-functional 
beachwear is the key 
(wear on holiday and 
also for a lunch) and in 
case of swimwear, the 
trend is towards more 
solid colours which 
can be matched to any 
clothing. With lots of 
wavy prints (marble 
effect prints, tye dye 
prints), people are 
willing to spend more 
for a well-designed 
print. Solid colours are 
also very popular with 
a lot of khaki and blue 
tones. In swimwear, 
classic shapes are in 
trend that can be used 
again and again. 

The Beach Company
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high-end brands, and one of them is 
Fountainhead Exports. Having 30 per 
cent share of swimwear in its export, 
Mumbai-based Fountainhead Exports 
is mainly catering to supermarkets  
and departmental stores of EU and 
Latin America. The company uses 
polyester fabric which is being sourced 
from Surat.  

Harshad Daswani, Director of the 
company says, “Yes, there is no new 
major player which has entered in 
swimwear in recent time for export  
but if we easily get the required 
fabric at the same costing as overseas 
companies have, I am 100 per cent 
sure that India can grow very well in 
swimwear export.” 

Harshad is estimating a Y-o-Y growth 
of 40 per cent in the next two years. 
As per him, exports will be hit a little 
due to looming recession news and 
the current oil-price driven inflation 

issues in Europe. Though India still 
continues to drive value travel and 
a rapid growth is being seen here. 
He further adds that in India, the 
growth is to be seen over the next 
two fiscals. As per Harshad, they 
will add production capacity at their 
existing units to address this demand. 
The company offers a wide range of 
swimwear and beachwear products, 
swim equipment. 

Some of the buyers have asked for 
swimwear from their Indian suppliers 
doing beachwear, but the comfort zone 
of exporters in standardised products 
and challenges with swimwear 
manufacturing are reasons that  
Indian suppliers are not having 
strength in swimwear. 

Shivalik Design is enjoying good 
growth in beachwear but it is not 
into polyester-based products and has 
reasonable business in existing product 
categories. So the company is not 
willing to add swimwear. 

Even though the companies offering 
beachwear or other polyester-
based products are not willing 
to do swimwear as they remain 
uncompetitive compared to global 
swimwear manufacturers, technicalities 
involved in swimwear manufacturing 
are also hurdles for Indian players.    

 Global players 
known for 
swimwear

 Speedo, UK
 Yingfa, US 
 

Dolfin Swimwear 
and Beachwear, 
US

 Triumph, UK 
 Arena, Italy

“I see more demand for beachwear 
segment compared to partywear 

or blouses. Despite economic 
challenges, there is demand for 

beachwear as it is now a necessity, 
and looking at the overall scenario, 
the same is expected to continue 

for the long term.”

Avni Jindal Behl 
CEO, Shivalik Design

Esha Lal Swimwear Esha Lal Swimwear
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In India, the demand of swimwear is 
increasing for women, men and kids. 
The products for women are fashion-
driven, while for men, it is purpose-
driven. So women will tend to spend 
on more products while men may do 
so occasionally. In India, swimwear is 
still at a nascent stage but nevertheless 
showing great potential for growth. 
Studies on the swimming market in 
India by global marketing research 
firm, AC Nielsen, commissioned by 
Page Industries, shows a promising and 
fast evolving market for both swimwear 
and swim equipment. 

As per the study, 3 per cent of urban 
population classified based on income 
levels across both gender groups take 
to swimming twice a week in summer 
season. About 24 per cemt of the non-
swimmers surveyed, have demonstrated 
the ‘likelihood to swim in the future’ 
which shows that there is a large 
potential of non-swimmers who are 
willing to swim.

With swimming pools becoming an 
amenity at most high-rise apartment 
complexes, access to this activity is 
increasing in urban India. Schools in 
India also recognise swimming as  
an important life skill and have 
included this sports as a necessary co-
curricular activity. 

On mass manufacturing level 
for domestic market, India has 
swimwear-focused manufacturers 
like Page Industries (exclusive 
licensee of Speedo International 
Ltd., for manufacture, distribution 
and marketing in India) but it has 
major thrust on Indian domestic 
market.

Interestingly few new players are 
entering into this segment, though 
they have operations at smaller level 
or limited manufacturing capacity 
but they are innovative in terms of 
product offerings, sustainable as they 
are using sustainable raw material 
and enthusiastic about good growth.  
In last 2-3 years, labels like Papaaya 
Swimwear, Goya Swim Company, 
Esha Lal Swimwear and few more 
have emerged and aspire to grow 
well. 

Goya Swim Company by Riya 
Majumdar, is a conscious luxury 

 Swimwear has 
much more 

 Swimdress
 Kneesuit
 Legsuit
 Full body suit
 Jammer
 Aquashorts
 Watershorts

“The only challenge I 
saw is cost as people still 

prefer budget-friendly 
swimwear while being an 
environment-conscious 
label, our products are a 
little costly compared to 

normal swimwear. There is 
therefore a need to increase 

awareness on this front.”

Esha Lal 
Director, Esha Lal Swimwear

brand. All its swimsuits are made 
with Repreve, fabric made by USA’s 
fabric manufacturer, UniFi. They 
collect plastic bottles and waste from 
fashion landfills and oceans and 
convert it into fibre.

Similarly, started almost three-and-a-
half years ago, Esha Lal Swimwear’s 
primary fabric for swimsuits is made 
of fabric from Carvico Italy, that uses 
ethical production techniques. And 
its beachwear is made with 100 per 
cent organic cotton. 

“Post-Covid, there is good demand 
for swimwear and it is an expanding 
product category for us. I don’t 
see any challenge, be it in terms 
of imported fabric as it is easily 
available with the traders or even 
manufacturing also as our small set-
up is working smoothly,” says Esha. 

Few of the established Indian 
companies that are well known for 
sportswear are also doing swimwear 
but it is not their major thrust. 
Paragon Apparels, having exposure 
of working with reputed global 
brands and successfully running its 
own performance wear brand Alcis, 
also offers swimwear but as of now it 
is a small part its overall offerings.

In swimwear segment, Fountainhead 
Exports is the best example as its 
domestic focus is also strong. The 
Beach Company (domestic business) 
is an initiative of Harshad and it is 
geared up for good growth. To give 
a complete experience to the Indian 
customers, looking for swimwear, 
The Beach Company offers few 
leading overseas brands as well as 
Indian brands, labels. 

With the thrust of people on travel, 
more consciousness on health, 
keenness to explore new things, 
growing income, Indian middle 
class’s increasing aspiration for better 
lifestyle, India’s increasing thrust on 
MMF, there is no reason why the 
companies should not start thinking 
to explore their product portfolio by 
adding swimwear. 
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There are basically two categories of swimwear 
which are manufactured in garments’ industry: one 
is performance-based swimwear and the other is 
leisure swimwear. Leisurewear is made to be worn 
on beaches and swimming pools while performance-
based swimwear is worn by swimming professionals. 
Manufacturing swimwear includes mastering two 
aspects: use of speciality fabrics; and cutting and 
sewing of fabrics panels. The making of basic 
swimwear can be done with very little upgradation 
of machinery. A typical swimwear may have 22 
operations with total SAM value of approximately 12 
minutes and usually 80 pieces can be produced in an 
hour with minimum 26 operators and 22 machines 
in total. There can be different kinds of production 
systems to be followed while manufacturing swimwear 
but it’s advisable to start with progressive bundling 
system in combination with hourly auditing and then 
move on to traffic light system followed by statistical 
process control. 

Spreading and cutting 
The most crucial stage in the entire production 
process of swimwear is the spreading and cutting 
stage, because the fabric has a lot of stretchability, and 
if not properly handled, it results in high shrinkage 
and fabric slippage due to high polyamide content. For 
spreading large volumes, manual spreading table can 
be used to reduce stretchability, otherwise an alternate 
method is to relax the fabric for certain duration on 
the cutting table. Laying height of not more than 
4 inches is preferred for spreading this fabric, with 
maximum of 30-40 plies, otherwise the bottom plies 
will not be able to shrink properly, as the top part 
relaxes more while the bottom part will not be able  
to relax. 

For spreading smaller volumes, it’s better to lay not 
more than 20 panels at a time with a layer height of up 
to 2 inches, because beyond that the fabric below starts 
shrinking due to high elasticity and during cutting, 
the lower layers do not have enough pressure to lie 
in place. Use of pin tables is also popular for cutting 
smaller layers and that too manually using band knives 
to give precise shape and curves.

Sewing Machines
No specialised machines required, just invest in tape 
feeding attachments and metering devices! If someone 
wants to set up a new factory, investment should 
be mostly in tape-feeding attachments and other 
metering devices which have a significant place in 
swimwear manufacturing. Other than those, the same 
machines, as in sewing a T-shirt, can be used for the 
manufacturing of leisure swimwear like overlock, 
flatlock and lockstitch machines.

Top and bottom feed system and gauge change are 
necessary for handling slinky fabrics

Although the sewing machines can be same, but the 
spare parts like needle plates, needle, pressure foot, 
taping devices like puller for light weight fabric are 
different. When sewing, needle plate and other parts 
need to be adjusted with correct tension, finely and 
precisely so that there is no slippage or pull in garment 
which might cause puckering, de-shaping or one side 
pull of the highly elastic garment. There is an elastic 
attachment for ladies leg opening for which pullers 
are used along with flat lock machine, where after 
elastic attaching, the garment is turned and put in the 
machine to give a round covering to the elastic. 

Flatlock should be used instead of overlock in side seam

When machines are set for manufacturing a particular 
swimwear, it is necessary that right seam type is 
identified – whether to use lockstitch which has no 
stretchability or flatlock with higher stretchability in 
combination with threads having high stretchability to 
give durability and strength to the swimwear. 

Operator Training
To train a skilled operator who had been previously 
handling single jersey and pique requires just two days 
for learning to handle the fabric efficiently, since those 
operators are already skilled in flatlocking curves like 
armhole. But the learning curve would be much higher 
in case of a shirt operator who is given the job of 
stitching a swimwear. Since fabric is very stretchable, 
there are certain precautions to be undertaken by 
sewing operators like taking care of matching points 
and not stretching the fabric too much. 

Technology that goes behind making a swimwear

COVER STORY



30  AO India | December 2022

BUYING & SOURCING  

CHANGING 

PAYMENT TERMS 

IMPACTING 

BUSINESS!

In the recent period, there have been 
a few significant changes in payment 
terms as in many cases, Letter of Credit 
(LC) is not as favourite among suppliers 
as it used to be earlier. Now many 
suppliers don’t work without advance, 
while in most of the cases, old buyers are 
asking for more credit period. Besides 
these, overseas buyers are also adding 
extra responsibilities on the suppliers. 
Due to all this, a few companies have 
also lost some business. In discussion 
with buying agents and exporters, 
Apparel Online India (AOI) explored how 
all these changes and allied factors are 
impacting the business. 

Though the majority of the industry 
are seeing changes, still things differ 
not only from company to company but 
even from order to order for the same 
buyer as there are many points to be 
considered before finalising the payment 
terms like order size, delivery time, the 
margin in the particular order, recent 
working of buyers and suppliers etc. But 
unlike earlier, now hardly anyone starts 
work on the basis of Purchase Order 
(PO) copy. 

Many wholesalers and importers have 
long-term relations with suppliers 
(exporters) and ask for more credit 

time limit used to be 90 days which 
is now reduced to 60 or even 45 days. 
And due to this, some exporters are 
also losing business as they insist on 
payment, once goods are shipped from 
here and shipping bills are submitted to 
the buyers.  

While few exporters and buying agents 
are still fine with LC. Depending on 
the orders and margin such as large 
volume orders or when working with 
new buyers, LC is accepted by many 
companies.  

Now many companies don’t work 
without advance unlike earlier as their 
view is that they are forced to do so 
mainly because of the working capital 
issue. Another important reason for 
suppliers to insist on advance is because 
of buyers’ stake in orders which is why 
it at times becomes difficult for buyers 
to cancel such orders, irrespective of the 
advance’s percentage.

An owner of one such company who 
works directly with buyers as well as 
buying agents but doesn’t wish to disclose 
his identity said, “We do have good and 
long-term relations with our buyers but 
we don’t do work on advance as working 
capital is an issue. Our old buyers also 
understand that advance is unavoidable.” 

periods which differ and depend on 
individuals. And their point is that they 
are forced to do so as their payment 
terms have changed. But wholesalers 
and importers are now not ready to 
give advance at all. Hence, suppliers’ 
difficulties are only increasing with each 
coming day.

Once LC used to be the most prominent 
payment system but now industry is 
showing less acceptance towards LC. 
Many companies believe that it is only 
banks that get the benefits of LC but 
as far as the industry is concerned, 
stakeholders believe that amendment 
charges in LC is a major concern and 
hence, they don’t prefer to go for it. 

There are examples where time period of 
LC too has been reduced as the earlier 

Looking at the 
overall scenario 
and risk element, 
deferred payment is 
hardly in use.
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Though it is being said that if a 
supplier always insists on advance from 
the regular and trusted buyers, the 
chances of mutual business growth 
is impacted in such cases. While the 
other side of the coin is that in a few 
cases, some vendors are ready to do the 
orders even without advance or less 
advance, so the business shifts from 
one vendor to other but doesn’t go to 
another country.

Sanjeev Jain, CEO, TQM Global 
Buying shared that in the past, there 
have been a few cases when despite 
having a proper quality inspection, 
buyers later created quality issues and 
these issues were not genuine. In such 
cases, buyers intended to get more 
discounts or cancel the orders. Such 
circumstances have forced the suppliers 
to work on advanced payment absis.  

Arun Kumar, Director of Tirupur-
based Nine Square trading confirms 
that advance is now unavoidable and 
in any case, at least the cost of yarn is 

a must to pay as advance. The firm 
has already lost some perspective 
businesses as new buyers did not 
agree on LC. 

Some of the companies accepted that 
in the case of new buyers, they work 
without advance but on LC and have 
mutual consent that there will be no 
amendment in LC. 

In fact due to reasons like shortage of 
working capital and payment safety, 
the role of factoring firms is growing 
now. Such firms are aggressively 
approaching to exporters. 

Lokesh Parashar, Director, 
ADKINDIA LLC and 
Spokesperson of Federation of 
Buying Agent Association (FBA) 
approves this observation as he has 
seen that in recent period, factoring 
firms’ role has significantly increased. 
He has noticed that such firms are 
offering nearly 80 per cent amount 
on post-shipment and charging 
‘reasonable’ percentage for the same.

Indeed buyers’ expectations from 
suppliers have increased now and it 
also has an impact on cost as well as 
on payment terms. For example, in 
some cases, suppliers have to manage 
warehouses in India as buyers prefer 
to get orders shipped as per their 
convenience only. And this further adds 
a process for exporters, and in such cases 
to start the payment process, they have 
to keep the goods in the free trade zone 
(FTZ) or Free Trade and Warehousing 
Zones (FTWZs). Buyers insist to keep 
ready goods in India as warehousing cost 
is less here compared to their countries, 
while this process creates an additional 
task for exporters. Though it hardly has a 
cost on suppliers as buyers pay for it. 

Irrespective of market conditions, for 
some companies, mostly big brands and 
retailers, there have been no specific 
changes in payment terms. They are 
following the same system as they used 
to do before Covid-19. There are brands 
and retailers who still pay after 30 days of 
submission of shipping bills.
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LEADING APPAREL EXPORTERS 
WITNESS GROWTH IN Q2, TEXTILE 

SEGMENT REMAINS NEUTRAL 

Indian apparel exporters have 
reported healthy revenue growth and 
profitability in the past four quarters, 
surpassing the pre-Covid levels. 
Leading rating agencies have also 
said that growth prospects remain 
favourable for Indian apparel exporters 
despite inflationary and recession 
concerns. The main market for India, 
USA is also showing growth as its 
apparel imports grew by 39 per cent 
in value terms and 23 per cent in 
quantity terms in 7 months of CY 
2022. The second quarter’s results of 
a few of the leading apparel export 
companies reflect that despite all the 
challenges, they have shown growth. 
Moving forward in the next quarter, 
things seem to improve as the price of 
cotton and raw material have started 

demand from existing customers have 
helped them to grow.

Gokaldas Exports, exporting to 
many countries primarily the US, 
has focused on reducing operating 
expenses. It also faced supply chain 
challenges from China as it heavily 
depends on imported fabrics and 
trims, but has worked with other 
suppliers to ameliorate such risks. 
In the first six months of the current 
fiscal, the company had a tentative 
capital expenditure of Rs. 51 crore as it 
invested Rs. 14 crore on modernisation 
and upgrades, Rs. 15 crore on new 
projects and Rs. 22 crore on new 
initiatives.

The company is progressing well with 
capex plan and its unit in Madhya 
Pradesh is expected to come on stream 

MANUFACTURING

to decline. New arrival of cotton from 
October is expected to support the 
market and US retailers’ inventory is 
supposed to come down with increased 
efforts through deep discounting.

While raw material cost pressures 
remain, the stability of export 
incentives together with the benefits 
of increased scale help companies 
maintain profitability, besides the 
efforts of the companies at the 
individual level. Apparel exporters 
like Gokaldas Exports, Raymond 
Ltd., SP Apparels to name a few have 
performed well despite the second 
quarter being a seasonally weak quarter 
and encountering a challenging global 
macro-economic environment. New 
customer acquisitions, continuous 
investment in upgradation, high 
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in this financial year, with its knits 
fabric processing unit scheduled 
to be operational by next financial 
year. It plans to invest Rs. 280 crore 
on various new initiatives and the 
existing, ongoing projects in the next 
two years.

The company also seems further 
geared up to grow well as it has 
announced key changes to its board 
composition. Few such changes 
include naming Siva Ganapathi, 
MD as Executive Vice Chairman, 
as the company pursues ambitious 
growth plans under professional-led 
management.

The company’s board has also 
inducted Market Strategy Specialist 
Rama Bijapurkar, George Varughese, 
who is CEO at New York-based 
A&M Securities, and investor Shiv 
Dalvie as Independent Directors. 
Poorna Sreenivasan, overseeing 
operations as President, is also 
inducted on the board.

Mathew Cyriac, a Promoter, will 
also be seen succeeding Richard B 

MANUFACTURING

Saldanha as Non-Executive Chairman 
after the latter’s retirement in 
November. Gautham Madhavan, the 
other Promoter, is also stepping down 
from the board. The restructuring 
is aimed at helping the company be 
steered by board-driven management.

Raymond Ltd. had not only the 
highest-ever revenue and EBITDA 
for the quarter during Q2 of FY ’23 
but also had four consecutive quarters 
of record revenue and profitability 

performance. The company’s garment 
export growth has been mainly driven 
by new customer acquisitions and high 
demand from existing customers in the 
US and Europe markets. It believes 
that the garment export business 
continues to show resilience and 
order bookings from US and Europe 
markets have remained healthy despite 
significant challenges of inflation. 

The company is a leading exporter of 
men’s suits from India.

Operating almost 21 manufacturing 
units in Tamil Nadu, SP Apparels 
Limited (situated near Tirupur), a 
leading exporter of knitted garments 
for infants and children in India, 
believes that strong in-house vertical 
operations and long-term relationships 
with its clients are the main reasons 
behind its good revenue. The company 
also received some of the orders which 
were earlier catered to by Bangladesh 
and China.

Textile companies face 
heat
For many textile companies, Q2 was 
not very good, especially from an 
export point of view. During this 
quarter, cotton and yarn prices climbed 
over 60 per cent and 23 per cent 
respectively Y-o-Y. At the same time, 
companies were of the view that buying 
was postponed by clients, consumer 
confidence continued to go down in 
key western markets which created 
challenges for them. Export markets 

“We are pleased with our 
revenue and profit growth 

in Q2 despite it being a 
seasonally weak quarter and 
encountering a challenging 

global macro-economic 
environment.”

Siva Ganapathi 
MD, Gokaldas Exports

“As the China+1 strategy 
is working well for us, we 
have acquired marquee 

customers for our 
garmenting business and 

going forward, we intend to 
sustain the momentum.”

Gautam Hari Singhania 
CMD, Raymond

Growth of leading apparel exporters in Q2 of FY ’23
Companies Sales in 

Q2 of FY 
’23 

Sales in 
Q2 of FY 
’22 

Percentage 
up/down

Profit in 
Q2 of FY 
’23

Profit in 
Q2 of FY’ 
22

Percentage 
up/down

Gokaldas 
Exports

576 446 29 45.80 28.61 60.08

Pearl Global 
Industries

860 681 26 25.9 25.5 1.4

S.P. Apparels 
Ltd.

269 183 47 22.9 23.2 (-1.4)

Raymond Ltd. 266 212 25 NA NA NA

All figures of garment exports only, in Rs. cr. (except %)
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are severely impacted as rising interest 
rates are weighing heavily on economic 
activity worldwide. The textile 
companies were therefore not able to 
transmit the high cost to customers 
across the value chain as Indian cotton 
was expensive compared to global 
variants.

For Arvind Ltd., the denim fabric 
export reduced significantly in Q2 
of FY ’23 as during this period, the 
company exported denim fabric worth 
7 million metres while during Q2 
of FY ’22, the same was 18 million 
metres. The woven fabric export also 
reduced but the reduction was not as 
much as in the denim segment. In 
Q2 of FY ’23, woven fabric export 
was 17 million metres compared to 
18 million metres during Q2 of FY 
’22. The company’s export volumes 
include sales made to export customers 
and shipments made to their garment 
factories in India.

Arvind Ltd.’s garment segment also 
witnessed a downfall as in Q2 of FY 
’23, it was 8 million pieces compared to 
9 million pieces during the same period 
of FY ’22. In fact 8 million pieces are 
the lowest compared to the last four 
previous quarters. 

“Commentaries issued by key brands in 
August/September indicate a  
weaker outlook for demand,” the 
company said.

Having strong global clientele and 
exports to more than 65 countries, 
Sutlej Textiles and Industries Limited 
(STIL) is one of India’s largest spun-
dyed yarn manufacturers. It witnessed 
4 per cent higher total income as it was 
Rs. 817 crore during Q2 of FY ’23 as 
compared to Rs. 786 crore during Q2 
of FY ’22. But Profit after Tax (PAT) 
reduced by 23 per cent as it was Rs. 32 
crore during the second quarter of the 
current fiscal compared to Rs. 41 crore 

in the same quarter of last fiscal.

Ludhiana-based Vardhman Textiles 
also reported 57.1 per cent fall in 
consolidated net profit to Rs.204.90 
crore despite a 3.5 per cent increase 
in revenue from operations to Rs. 
2,469.58 crore in Q2 of FY ’23 over Q2 
of FY ’22.

As per official information, the 
company saw yarn production of 
53,564 metric tonnes in Q2 of FY ’23 
compared to 60,596 metric tonnes in 
Q2 of FY ’22 while sales of the same 
(including internal transfers) were 
51,536 metric tonnes and 61,855 metric 
tonnes respectively in Q2 of FY ’23 and 
Q2 of FY ’22. The production of grey 
fabric was also down, as it was 459 lakh 
metres in Q2 of FY ’23 and 526 lakh 
metres in Q2 of FY ’22.

Outlook for the future!
Looking forward, one can expect 
positivity as the recent development 
in the macro-economic factors like 
cotton and crude oil prices starting to 
decline, will ease price pressure on the 
textile value chain. Further, there is 
evidence of decongestion in the supply 
chain. Freight costs also may continue 
to decline. The second half of FY ’23 
will be the recovery period for textile 
companies as cotton prices begin to 
soften from October with new arrivals. 
The Indian companies that saw some 
negative impact on their business 
during Q2 of FY ’23 also expect a 
revival in the next 1-2 quarters.

Elara Securities, a domestic brokerage 
firm, expects H2 of FY ’23 to be a 
recovery period for India’s textile 
firms as cost starts to revert to 
adequate levels and companies become 
competitive in the global markets. 
ICRA also said that apparel exporters 
are set to report healthy sustained 
growth in revenues in FY ’23, while 
margins are expected to moderate in 
FY ’23 amid high raw material costs 
and recessionary concerns. ICRA 
expects top-line growth of 14-15 per 
cent for apparel exporters with a slight 
moderation in margins.

MANUFACTURING

“The global economic turmoil 
coupled with inflationary 
pressures has resulted in 
a challenging operating 
environment for most 

sectors, including textiles. 
We are now witnessing key 
commodity prices declining 

from their extraordinary 
highs, resulting in a slowing 
down of demand in almost 

all geographies.”

CS Nopany 
Executive Chairman, STIL

“In the long-term, the macro 
economic factors do not 
pose a major challenge, 

with the growing preference 
for geographies where 

pearl global is a supplier, 
input prices subsiding, our 

widespread geographic 
presence and deep 

entrenched networks & 
relationships with a marquee 

clientele list.”

Pulkit Seth 
VC, Pearl Global Industries
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Ahmedabad-based Ashima Limited,  a vertically 
integrated company currently having an 

existing installed capacity 8,64,000 pieces 
per annum, has proposed an addition to the 

installed capacity 9,36,000 pieces per annum. 
There will be an investment of around Rs. 18 

crore and the expansion project is expected to 
complete in 6-9 months.

Expansion continues, states also on toes

In a separate development, 
Bengaluru-based leading 
apparel exporter Gokaldas 
Exports announced that it will 
also open its first international 
factory in Bangladesh to 
produce ready-made garments. 
Sivaramakrishnan Ganapathi, 
Executive Vice Chairman and 
MD, Gokaldas Exports said 
that the Bangladesh unit is 
expected to start by the end of 
FY ’24. The company is also 
investing in Tamil Nadu for a 
textile unit. 

New areas are also on their 
toes to attract investment and 
establish factories from other 
states like Rapthadu Assembly 

constituency in Anantapur 
district of Andhra Pradesh 
recently witnessed visit of 
garment exporters from Jaipur 
and Tirupur 

A group of apparel exporters 
of Rajasthan visited a few 
places in Rapthadu and the 
team also saw the 60-acre 
vacant land alongside the 
Alumuru Jagananna Colony.

Thopudurthy Prakash Reddy, 
MLA, Rapthadu said that the 
manufacturers seemed intent 
upon utilising the land in view 
of the easy availability of the 
workforce.

Various states are also active 
on policy fronts to attract 
more investment in this trade. 

Tamil Nadu is working to 
have nearly 100 mini textile 
parks. It has so far received 
over 65 applications, including 
43 from Karur district. 
There were five applications 
from Coimbatore district. 
The districts collectors were 
involved in scrutinising the 
applications.

Expansion in apparel 
manufacturing industry 
is continuing and leading 
players have made interesting 
announcements. At the 
same time, new areas are 
also on their toes to attract 
investment. 

In Karnataka, Manjushree 
Garments and Shahi Exports 
committed Rs. 340 crore and 
Rs. 150 crore respectively. 

The companies made these 
announcements at the Invest 
Karnataka-2022 Global 
Investors Meet (GIM). 
Shankar Patil Munenakoppa, 
Textiles Minister of the state 
attributed the achievement 
to the Government’s textiles 
and apparel policy for 2019-
2024.

Ramalingam T of Shahi 
Exports appreciated the 
Government for its policy 
and also observed that the 
industry has a long way to go 
as all machinery, including 
sewing and knitting 
machines, are imported.

MANUFACTURING//NEWS www.apparelresources.com

He said, “We are missing 
the bus on technological 
improvement, and are not 
using artificial intelligence 
to develop the textile sector. 
None of the textile machines, 
except the spinning ones 
from Coimbatore, are made 
in India, and we are paying 
huge amounts to import 
them. Unfortunately, all raw 
materials, especially dyes, are 
from China.”

Naseer Humayun and 
Koushaldendra Narayan of 
Silver Spark and few other 
players of apparel industry 
were also present during  
the event.

At the Invest Karnataka-2022 Global Investors Meet, Rags Ramanujam (CEO, Men, and Bottoms) and Ramalingam T (CEO, Knits) Shahi Exports spoke on panels discussing Covid 
Response and Resilience and the future of Karnataka’s apparel and textile industry.
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S N I P S

Action against companies involved in ‘fraud’ 

From time to time, a few 
textile and garment companies 
have been found to be involved 
in unethical practices and have 
faced legal actions too. 

Recently in Noida, the officials 
of Income tax and GST 
departments raided various 
premises of a garment exporter 
and recovered unaccounted 
cash of Rs. 60 lakh. The 

company, United Exim, is 
known for garment exports to 
various countries.

The company has made a fraud 
Input tax credit of Rs. 1.5 
crore and it is now being fined 
heavily. Overall the company 
has been asked to pay a fine 
of Rs. 4.80 crore. The search 
operations and investigation 
continued for almost a full day.

GoTo, an IT support 
platform, has 
partnered with 
Shahi Exports, to 
speed up the digital 
transformation 
process. Shahi’s 
needs for remote 
IT help and 
administration will 
be met by GoTo 
Resolve. 

Tradewind Finance 
has announced 
partnering with an 
India-based textile 
manufacturer to 
pay their suppliers 
without delay, and 
to ensure they have 
the liquidity to do 
so. The name of 
the manufacturer 
hasn’t been revealed 
yet! Tradewind says 
the manufacturer 
enlisted them to 
advance them the 
capital tied to their 
receivables and, in 
turn, secured a US $ 
2.30 million credit 
facility. 

Rachna Shah has 
taken charge as 
Secretary, Ministry 
of Textiles after 
superannuation of 
UP Singh. An IAS 
officer of Kerala 
cadre and 1991 
batch, Rachna is a 
post-graduate in 
Business Economics 
from Delhi 
University.  

Minister for Handlooms and 
Textiles, R. Gandhi said that 
the previous Government 
launched the mini textile 
park scheme in 2016. But, 
there were no takers as the 
Government subsidy of Rs. 
2.5 crore was given only for 
the development of common 
infrastructure at the parks. 
Later there was a modification 
in this condition and the 
subsidy could be used for any 
purpose including plant and 
machinery.

With several subsidies 
and incentives, the Uttar 
Pradesh (UP) Government 
has approved Uttar Pradesh 
Textile and Garmenting 
Policy-2022 in the cabinet 
meeting. The state’s focus is to 
establish a global-level apparel 

manufacturing industry and 
sustainable development of 
the textile industry including 
handloom, powerloom, 
spinning, weaving and 
processing. It has been said 
that the specific objective of 
the policy is to attract private 
investment of Rs. 10,000 
crore in the textile and apparel 
sector, to create employment 
opportunities for five lakh 
people, develop five textile 
and garment parks in the 
private sector, and to increase 
the income of handloom and 
powerloom weavers.

On the other side, the Punjab 
Government has come up 
with Ease of Doing Business 
initiative for companies 
that wish to start their 
manufacturing units in the 

state. Bhagwant Mann, Chief 
Minister of the state has 
delegated powers to grant 
approval of Building Plans 
and Completion Certificate 
for standalone industries to 
Director of Factories.

Aman Arora, Minister 
for Housing and Urban 
Development (H&UD) said 
H&UD has delegated powers 
for approval of Building Plans 
and grant of Completion 
Certificate of standalone 
industries, including the 
compounding of standalone 
industries, outside MC Limit, 
to Director of Factories so 
that the industrialists need 
not apply at two separate 
departments for getting the 
‘Building Plans’ of their 
factories approved.

On the other hand in 
Ludhiana, the Central 
Bureau of Investigation 
(CBI) arrested Neeraj Saluja, 
Director of Ludhiana-based 
SEL Textiles. The step was 
taken in connection with 
a Rs. 1530.99 crore bank 
fraud case which includes a 
consortium of 10 banks led 
by the Central Bank  
of India. 

A CBI spokesperson said 
that it was alleged that huge 
amounts of bank loans were 
diverted by the accused 
to its related parties and 
subsequently, adjustment 
entries were made. It was 
also alleged that the accused 
had shown procurement of 
machinery from non-reputed 
suppliers and thereby over-
invoiced the bills.
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9TH ISS
THRUST ON WORKING SPEEDILY, RESPONSIBLY, INCLUSIVELY 

WITH A GROWING FOCUS ON TECHNOLOGY

Discussions around sustainability have 
been at their peak recently as global 
leaders reiterated their commitment 
to the environment at COP27. And 
for India, the current scenario is more 
important than ever as India assumes 
G20 Presidency for one year from 
December 2022. It is an opportunity 
for India and Global South Nations 
to lead the discourse on sustainability 
and inclusivity as G-20 is well placed 
to demonstrate collaboration and 
innovations in global supply chains. 
Piyush Goyal, Union Minister of 
Textiles, Commerce and Industries 
has also insisted to use this opportunity 
to showcase the potential of the textile 
sector in G20. Focusing on this and 
many other aspects of sustainability, 
the recently concluded 9th India 
and Sustainability Standards (ISS): 
International Dialogues & Conference 
at Delhi delved into several key issues. 
Many global stakeholders appreciated 
India’s top leadership for the initiatives 
taken to protect the environment, and at 
the same time, it was also reiterated that 
the situation is like now or never and all 
of us have to work more speedily, more 

Global Banking, North India Lead 
for Sustainable Finance, HSBC India; 
George Gray, Chief Economist and 
Head, Strategic Policy Engagement, 
UNDP shared interesting thoughts on 
sustainable financing.

The leading banks also see the major 
projects from an ESG perspective before 
clearing them as banks have ESG 
lending policies. Still capital cost for 
sustainable financing is very high and 
there is a dire need to bring it down. 
At the same time, FDI in sustainable 
financing is also less. RBI’s discussion 
papers on climate risk and sustainable 
finance also highlighted that there 
is a growing need to sensitise India’s 
financial sector about the importance 
and benefits of green finance with 
special emphasis on capacity building 
and creating awareness of climate risk 
and sustainable finance to tackle the 
challenges posed by climate change.

On the grass route level, SIDBI is active 
with initiatives like Swavalamban 
Challenge Fund (SCF) with Green 
Bharat as the prioritised theme since 
the focus of the fund is on innovative 
projects addressing green, clean or 

Organised by Centre for 
Responsible Business 
(CRB), the three-day 
long event witnessed 
stakeholders from across 
industries. Interestingly 
Licypriya Kangujam, 
a 10-years-old child 
environmental activist 
from Manipur and 9-year-
old Aariz Khan also 
strongly raised their voice 
on dice.

SUSTAINABILITY

Jayant Sinha, MP and Chairperson, Parliamentary Standing Committee on Finance, Government of India discussed his detailed and eye-opening presentation

responsibly, inclusively and with an ever-
growing thrust on technology.

The G20’s finance track focus areas 
involve sustainable finance and financial 
inclusion. And sustainable finance can 
accelerate growth as global banks to 
Indian Government institutes like the 
Small Industries Development Bank 
of India (SIDBI) are active in this 
direction. During the event, experts 
like Dibirath Sen, MD & Head of 
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efficient climate change. Organisations 
like Mann Deshi Mahila Sahakari Bank 
are adding value to sustainability by 
supporting women.

Jayant Sinha, MP and Chairperson, 
Parliamentary Standing Committee on 
Finance, Government of India not only 
emphasised on the critical scenarios of 
sustainability and its correlation with the 
overall development, but also insisted 
that higher investment is required for 
sustainable initiatives. He gave a detailed 
and eye-opening presentation.

Rajeev Saxena, Joint Secretary, Ministry 
of Textiles shared that there is no dearth 
of money for sustainability-related 
research projects while Payal Jain, 
Fashion Designer and Sustainability 
Crusader suggested that there can 
be some relief in GST on sustainable 
apparel so that all stakeholders of this 
segment can get more mileage. Speakers 
also highlighted that by focusing more 
on sustainability, fashion designing will 
be more economical.

Dr. Naresh Tyagi, Chief Sustainability 
Officer, Aditya Birla Fashion and 
Retail shared how the company saved 
the electricity bills of its Pantaloons 

stores more than the target. “We put 
ESG practices in whatever brands we 
acquired, no matter if it is first generation 
or legacy brands.”  

It was also stressed that India is lacking 
on R&D front when it comes to 
sustainability, especially for material 
innovation and sometimes investors don’t 
have a deep understanding of technology 
which refrains them from investing 
in such technologies. Lakshmi Poti, 
Senior Programme Manager, Materials, 
Laudes Foundation was of the view 
that integration is a must for having 
more R&D in sustainability and diverse 
stakeholders should come on one platform 
for this.

Stakeholders unanimously agreed that in 
apparel factories, more family-friendly 
policies are required and not only women 
even men workers need to be involved 
in this process. Interestingly few of the 
factories have some liberty for women 
regarding their attendance in the morning 
so that they can avail some comfort to 
support their family. Similarly, some 
factories have a policy of no overtime for 
women. It gives more time to women for 
themselves and their families.

The experts from the cotton segment 
insisted on gap analysis about the 
chemical and water uses of growing 
cotton and the thrust required on 
mechanical harvesting for higher 
productivity, especially as cotton 
production is less water-consuming in 
a few other countries. There is a need 
for more Farmer Producing Companies 
(FPCs) to do proper marketing  
of cotton.  

The issue of business and human rights 
was also discussed prominently in the 
conference and it was insisted that the 
certification programmes regarding 
human rights need to be relooked at as 
they are not able to deliver impact. One 
of the strong views was that certification 
programmes need to work with law 
enforcement agencies. Experts suggested 
that buying community should not 
limit itself till ensuring that its supply 
chain is child labour-free and they 
should also increase efforts towards the 
education of children in their sourcing 
destinations.  To strengthen human 
rights across the supply chain, various 
industries can work together and support 
each other with their own strengths.

SUSTAINABILITY

“Workers’ opinions should get space in the 
formation of Family Friendly Policies (FFPs) 

and the need of workers can be different even 
if they are working in nearby factories and their 
background is similar. Some of the factories are 

doing a good job to promote women workers and 
enhance their skills as one of the factories in the 
South has almost 8 women machine mechanics.”

Sridhar Rajagopal 
MD, AAGNA-REDEFINE Merchandising Solutions

“Along with a few initiatives, we are motivating 
our vendors to have thrust on women worker 

promotion like from operator to being designated 
as a supervisor or even a more higher post. 

Training is an important aspect of this process. 
Every step for women workers’ empowerment 
matter a lot, be it the distribution of iron tablets 

or efforts for their financial literacy.”

Peusha Kapur 
Business Manager, Lindex India

“Buyers who are not sourcing from Jaipur, 
should explore this cluster to know how we are 

active on the sustainability front.  
I also urge that senior leaders of the apparel 

industry should come forward to support 
women entrepreneurship in trade. It will also 
help the industry to have more family-friendly 

policies.”

Aseem Singla 
Association of Garment Exporters Sitapura, Jaipur
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ARE FASHION BRANDS SERIOUS 
ABOUT SUSTAINABILITY?

Recently, H&M was heavily criticised 
for its ‘false’ claims that more than 
half of its products are sustainable but 
they were actually not. The brand was 
also sued and dragged to the court 
for its ‘greenwashing’ attempt as they 
allegedly manipulated Higg Index. 
Then there is Shein which is facing 
worldwide backlash for its unethical 
practices in the supply chain, yet it 
earns more revenues than what H&M 
and Zara collectively earn in the USA! 

As horrific as it seems, other brands too 
are accused of talking something they 
don’t practice and yet they manifest 
sustainable fashion in various ways – 

outright deception, subtle marketing 
and often as ambitious claims without 
full transparency around the actual 
impacts! In its July 2021 report, 
the not-for-profit Changing Markets 
Foundation highlighted that as many 
as 59 per cent of all green claims by 
European and UK fashion brands are 
misleading and could be greenwashing.

Greenwashing is in 
its prime – all thanks 
to brands’ (hence 
consumers’) love for fast 
fashion and synthetics! 
Fast fashion, arguably, is the biggest 

SUSTAINABILITY

The fashion industry 
has been talking 
about negative 
impacts of fast fashion 
on the environment 
for a long time now 
but the consumption 
of fast fashion is only 
increasing with time.
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culprit that’s hurting fashion’s 
sustainability efforts. There is a portion 
of end consumers who think that their 
purchasing decisions do not matter, 
that their product consumption does 
not make a difference. 

But in reality, trend-driven 
overconsumption is motivated by 
low price/cheap products that are 
poorly constructed (more than likely 
breaching ethical manufacturing 
standards) to meet tight costing. These 
garments, almost certainly lasting less 
than a season, end up in landfill or are 
shipped offshore to emerging markets 
and developing economies where 
they are discarded as environmental 
pollution. As a last-ditch effort to 
appease a new generation of conscious 
consumers, brands greenwash their 
‘footprint’ in their attempt to market 
the product or the brand.

The consequences of the brand’s supply 
chains are far-reaching and long-
lasting as they often use man-made 
materials and chemicals. The CEH, a 
non-profit consumer advocacy group 
focused on exposing the presence of 
toxic chemicals in consumer products, 
recently did testing on a variety of 
popular branded sports bras and 
athleticwear that revealed high levels 
of BPA, a chemical compound that’s 
used to make certain types of plastic 
and can lead to harmful health effects 
such as asthma, cardiovascular disease 
and obesity.

The sports bras sold by brands like 
Athleta, PINK, Asics, The North 
Face, Brooks, All in Motion, Nike 
and FILA were all tested for BPA in 
the past six months, and the results 
showed the clothing could expose 
wearers to up to 22 times the safe limit 
of BPA, based on standards set in 
California, according to the Center for 
Environmental Health. 

As per CNN Business, under 
California law — specifically, 
Proposition 65 enacted in 1986 — the 
maximum allowable dose level for BPA 
via skin exposure is 3 micrograms per 
day. The group also tested athletic 

shirts from brands that included The 
North Face, Brooks, Mizuno, Athleta, 
New Balance and Reebok and found 
similar results.

How brands stand out 
in different reports on 
sustainability front?
In the recent Remake Fashion 
Accountability Report 2022, Remake – a 
global advocacy organisation fighting 
for fair pay and climate justice in the 
clothing industry – reviewed 58 big 
fashion companies in 2022 including 
Chanel, J.Crew and Allbirds on their 
journey to intersectional social and 
environmental sustainability and 
unpacked its key findings and that 
indicates towards an alarming situation, 
though some positives are there too!

1. Bold promises on climate change, 
but progress has been limited.  
Only three companies (5 per cent) 
– Burberry, Everlane and H&M 
Group – met all four of Remake’s 
climate criteria: disclosure of full 
emissions; short-term 1.5℃ pathway-
aligned Science Based Targets; 
ambitious long-term net-zero 
targets; and a reduction in their 
total greenhouse gas emissions. As 
companies reveal their full supply 

chain emissions, the scale of the 
problem is clear: Inditex (Zara’s) 
annual emissions are equivalent, for 
example, to consuming 39 million 
barrels of oil.

2. The myth of circularity has been 
exposed but no company has truly 
embraced degrowth. A third of the 
assessed companies are reducing 
their packaging waste and 20 
per cent now offer upcycling or 
repair services. Despite a rise in 
resale platforms and some repair 
initiatives, there has not been 
a transition away from linear 
production. The companies 
continue to co-opt for customer 
interest in circularity – like Shein’s 
new resale platform – to greenwash. 
While no company can show an 
overall reduction in production, 
some companies like Everlane, 
Nike and Patagonia did reduce 
their use of virgin plastics like 
polyester.

3. Living wages remain elusive, yet 
some companies are taking more 
responsibility for the wages of their 
workers. Fashion is built on poverty 
pay, and that hasn’t changed this 
year. That said, a few companies 
can demonstrate that some of their 
workers are earning fair pay, and 
the infrastructure to raise wages is 
becoming more robust.

a)  Four companies (7 per cent) 
published some progress 
towards a living wage in their 
supply chains in addition to 
disclosing the methodology 
they use to quantify a living 
wage: Hanesbrands Inc., 
Patagonia, Ralph Lauren and 
Reformation.

b)  Five companies (9 per cent) 
— Burberry, Kering (Gucci, 
Balenciaga), Marks & Spencer, 
PUMA and Reformation — 
published partial information 
indicating that some of their 
direct employees, such as 
corporate employees or retail 
workers, earned a living wage.

SUSTAINABILITY

Fashion brands are 
accused of talking 
something they don’t 
practice and yet they 
manifest sustainable 
fashion in various ways 
– outright deception, 
subtle marketing and 
often as ambitious 
claims without full 
transparency around 
the actual impacts!
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c)  One company – Ganni – 
adopted a Buyer Code of 
Conduct, a type of contract 
for the purchase of goods that 
commits companies to do their 
part to uphold fair commercial 
practices, such as paying fair 
prices for goods in full, and  
on time.

Despite some progress, the number of 
fashion brands bringing transition in 
their supply chain remains just under 
10 per cent. 

Renay Wells, Fashion Impact 
Specialist from Australia told Apparel 
Resources that a lot of brands which 
claim to be sustainable consider the 
use of a ‘recycled’ fabrication as the 
only requirement to make the claim 
of sustainability. They do not often 
consider ramification and the impact 
of their supply chain. “Most brands 
would not give a second thought to the 
moral consequences of their production 
practices. The desire for profit, high 
margins and fast manufacturing 
far outweighs their claims of 
sustainability,” commented Renay. 

Will the scenario change?
The fashion industry has been talking 
about negative impacts of fast fashion 
on the environment for a long time now 
but the consumption of fast fashion 
is only increasing with time. It’s true 
that most of the sustainable fashion 
products aren’t affordable and do not 
come as size-inclusive. In countries 
like Brazil and Mexico, for instance, a 
lot of people buy from Shein because 
they believe it is a way to being part of 
a certain fashion trend at cheap prices, 
and the brand really has inclusive sizes. 
Sustainable clothes are more expensive 
for obvious reasons, but there are really 
no excuses to not be size-inclusive.

Not just Shein – which is considered 
a serial offender of sustainability 
initiatives – many other renowned 
brands equally are responsible for 
increasing greenwashing attempts. It is 
highly important to inform consumers 
that fast fashion is impactful for 

the planet and causes massive 
environmental pollution!

Renay Wells also suggests calling out 
the brands paying their workers just 
few cents per garment that continue a 
cycle of social injustice and unethical 
business practices. This won’t stop 
until end consumers take sustainability 
seriously! And, that might not happen 
if fashion brands aren’t working 
as a cohesive force to educate end 
consumers across demographics on how 
bad the fast fashion products could 
prove to be for the planet! 

Relove – an India-based sustainable 
and pre-loved fashion platform – has 
been putting in remarkable efforts to 
educate the end consumers through 
its Instagram page in a way that the 
message directly connects to the users. 
This is done by strong storytelling, 
bringing examples of renowned 
celebrities and influencers who use pre-
loved fashion products with no guilt! 

“Extending the life of clothing just 
by an extra nine months of active 
use would reduce carbon and water 
footprints by around 20-30 per cent 
each and cut resource cost by 20 
per cent,” said Relove in one of its 
Instagram posts recently to educate 
customers, adding, “Brands and 
consumers can join hands in creating 
a more balanced world for fashion and 
help our planet heal.”

All brands need to realise they have to 
somehow balance things out between 

their ‘profit margins’ and ‘final retail 
prices’ for consumers, sustainable 
supply chain being a crucial aspect to 
be followed in between both. 

Scapegoating Shein, H&M and a 
few others and turning them into 
the poster child for everything that’s 
wrong with the industry is not the 
solution. There are many other ultra-
fast fashion brands now which are 
just as exploitative. Boycotting a few 
brands just makes space for 10 other 
similar brands such as Boohoo and 
Asos as long as consumers want cheap 
products.

Therefore, it’s time for consumers 
to also take some accountability. 
Shoppers need to express their ‘anti-
fast fashion values’ with their money 
and governments need to counter 
so-called greenwashing with legislation 
that protect workers everywhere and 
prevent such practices from even  
taking place.

Now there may be an argument on – 
Why should the focus be on end consumers 
and why is changing them the key, rather 
than changing fashion brands, which are 
doing everything wrong in the name  
of profit? 

There is one straight answer to this 
– it’s because the end goal of a brand 
is to sell its products in the consumer 
market and earn revenues. If supply 
chain is improved, sustainable measures 
are applied, transparency is created, 
innovations in product are done and 
proper wages are given to workers, then 
a brand needs to invest more which 
ultimately results in hike in product’s 
retail prices. Are consumers ready to 
pay this hiked price for a product? 

If they are looking for cheap products, 
a brand, whose business model works 
on fast fashion concept, simply can’t go 
for all these above-mentioned measures 
to create a sustainable supply chain 
because it incurs huge cost. This is 
why changing consumers’ habits and 
their spending capacity on high-priced 
products is crucial as that will give 
space to more sustainable products in 
the market. 

SUSTAINABILITY

Trend-driven 
overconsumption 
is motivated by low 
price/cheap products 
that are poorly 
constructed to meet 
tight costing.
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Ministry of Textiles insists on blockchain and 
traceability in cotton sector 

with cotton industry should 
meet to discuss the strategy to 
ensure traceability of cotton 
and better value of the cotton 
products.

During an interactive meeting 
with the Textile Advisory 
Group (TAG), he also 
emphasised strengthening 
the testing facility needed 
to conform to KASTURI 
standards, DNA testing and 
traceability. He assured that 
adequate modern testing 
facilities would be created 
through BIS and TRAs.

It has been said that Cotton 
Corporation of India is coming 
up with a QR code kind of 
system to have maximum 
information about cotton. This 
will help to ensure transparency 
in cotton supply chain. 

Action on polluting textile units in NCR 
Pollution is a major challenge 
in Delhi-NCR and concerned 
departments are on their toes 
to it. Recently Government 
officials have taken strong 
action against the textile 
units causing pollution.The 
Haryana State Pollution 
Control Board (HSPCB) 
sealed 11 illegal dyeing units of 
textile manufacturing during 
a special drive being carried 
out near drain number 6 of 
Yamuna in Kundli Area of 
Sonipat district. Two separate 
teams, headed by senior 
officials and accompanied 
by local police, conducted 
raids on the units and sealed 
them while snapping their 

power connections. Kundli, an 
emerging hub of textile and 
garments, has many small and 
big dyeing, washing units.

In a separate development, 
in Pilkhuwa (Uttar Pradesh), 
officials of the UP Pollution 
Control Board imposed a fine 
of Rs. 1 lakh upon a textile 
unit and also sealed the same 
as it was using wood furnace 

and Industry (FTCCI) in 
Hyderabad, he said that 
blockchain technology for 
enhancing the traceability of 
cotton from Farm to Foreign 
is under consideration and it 
will be tried on a small scale 
initially and later expanded. In 
another meeting with Export 
Promotion Councils (EPCs) 
of textile industry, the Minister 
said that all those involved 

Union Minister of Textiles, 
Commerce & Industry, 
Piyush Goyal has said cotton 
industry stakeholders to 
discuss about a strategy to 
ensure the traceability of 
cotton, get a better value of 
cotton products and to brand 
Indian cotton. During an 
interaction with members of 
the Federation of Telangana 
Chambers of Commerce 

S N I P S

H&M is facing 
another class 
action lawsuit 
over ‘Misleading’ 
marketing of 
‘Conscious’ 
Collection 

The Indian 
Government 
has released the 
framework to issue 
sovereign green 
bonds in line with 
global standards 

VF Corp achieves the 
goal of publishing 
traceability maps 
for 100 of its brands’ 
most iconic products 

 

Verte Mode 
has unveiled 
its sustainable 
marketplace which 
aims to provide 
shoppers with a 
‘one-stop shop’ for 
‘ethically sourced’ 
products. At its 
launch, the platform 
featured 50 brands 
with products across 
beauty, fashion, 
home and lifestyle 
and more 

In a move that can 
increase pressure on 
companies sourcing 
from the Chinese 
region, Uyghur 
rights activists 
are suing the UK 
Government over its 
failure to investigate 
imports of cotton 
products made 
using forced labour 
from Xinjiang. 

which is prohibited. As per 
reports, other textile units 
have been also inspected by 
the officials and a few of the 
units kept them closed to 
avoid investigation. Pilkhuwa 
is almost 20 kilometres away 
from Ghaziabad and it has 
textile units involved in dyeing 
and processing that mainly 
cater to the domestic market. 
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COP27: Global Fashion Agenda and UNEP announce 
collaboration, textile industry also represented 

social issues prevalent in the 
fashion industry can feel 
insurmountable – especially 
when acting in isolation – 
which is why we at Global 
Fashion Agenda recognise 
the unparalleled value of 
collaboration.”

“We are delighted to be 
working with UNEP and to 
capture the broader industry’s 
direction for targets that will 
accelerate the fashion industry 
forward, united in its purpose 
for a net positive industry.”

“Progress demands a holistic 
route in order to respect 
planetary sustainability, provide 
dignified work and protect the 
human rights of these many 
millions of people and their 
communities,” added the GFA. 
“Transformation will require 
stakeholders to work together 
towards common targets that 
will reduce fashion’s impact 
and create positive social and 
environmental contributions.”

Sheila Aggarwal-Khan, 
Director of the Economy 
and Industry Division at 
UNEP added: “Addressing 

Fire in Noida and Delhi factories create huge loss
A fire broke out in a textile 
unit in Noida’s Sector-64 area 
and the factory’s building 
was destroyed by fire. No 
casualty has been reported so 
far but the fire caused huge 
loss. Fire department officials 
said that the fire broke out 
in the factory at around 1:30 
a.m and the cause of the fire 
might be short circuit. More 

than 50 fire personnel were 
engaged in dousing the fire and 
it took twelve fire tenders and 
more than nine hours to put 
it out. The police squad and 
fire team rushed to the scene 
as soon as they received the 
information. To ensure safety, 
nearby factories were also 
asked to vacate for some time. 
As per reports, the forensic 

team was also called to 
determine what caused the 
incident and whether there 
was a malfunctioning in the 
fire system. The forensic 
team will do a detailed 
inspection of the incident. It 
is being said that the factory 
manufactures rugs, equestrian 
products made of synthetic 
and non-leather materials. 

In another such incident, a 
fire broke out in a garment 
factory in East Delhi, but 
there have been no casualties 
as four people were rescued 
by the fireman. One fireman 
suffered minor injuries in 
the incident. Ten fire tenders 
were rushed to the spot. The 
reason behind the fire could 
not be figured out.

agenda’s five priorities which 
include respectful and secure 
work environments; better wage 
systems; resource stewardship; 
smart material choices; and 
circular systems. In order to 
establish a path toward a net-
positive industry, where fashion 
contributes more to the natural 
world, people and societies, the 
consultation will also seek to 
formulate new targets on topics 
not currently covered, such as 
criteria for purchasing practices 
and circular design.

Federica Marchionni, Chief 
Executive at the Global 
Fashion Agenda, said in a 
statement: “We know that 
addressing the complex 
matrix of environmental and 

All eyes were recently on 
COP27 (27th edition of the 
UN’s Conference of the Parties) 
and it has the involvement 
of the textile industry also. 
During this massive event, 
the Global Fashion Agenda 
(GFA) and the United Nations 
Environment Programme 
(UNEP) announced their 
collaboration to establish a 
new ‘Fashion Sector Target 
Consultation’, which would 
ask fashion stakeholders to 
develop comprehensive and 
specific targets for a net-
positive industry. The goal of 
the ‘Fashion Industry Target 
Consultation’ is to identify and 
converge current industry-
aligned targets with the 

climate change, pollution 
and biodiversity loss requires 
a collaborative and holistic 
approach. Together with 
partners within the United 
Nations and beyond, UNEP 
works to ensure a just and 
effective transition to circularity 
in which all stakeholders 
participate. UNEP welcomes 
this unique opportunity with 
GFA to consult with the textile 
sector, including on circularity, 
chemicals in products, gender, 
worker protection and business 
models to ensure all voices 
are understood and inform 
ambitions.” On the other hand, 
a few of the leading stalwarts 
of textile and apparel industry 
were also part of the event like 
German online retailer Zalando 
which had representatives in 
attendance, Hadeer Shalaby, 
CEO and Co-founder of Green 
Fashion, an Egyptian brand 
that creates garments from 
upcycled, sustainable, locally-
produces and biodegradable 
materials as well as providing 
work for vulnerable women, 
was exhibiting in the event’s 
Green Zone. 

SUSTAINABILITY//NEWS
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For Spring/Summer 2023 season, inspiration continues to come from both the natural 
and the virtual worlds, as print and pattern trends continue to expand on the underlying 
theme of highlighting environmental or social issues - expressing the need of the times.

Stripes of every kind are reimagined in vibrant colourways, placing an emphasis on the 
phrase - ‘the bolder the better’. A kitsch take on conversation prints takes centre stage 
as people all over the world resort to voicing their opinions to bring about radical social 
and political change. Placement prints and flat florals add to the essence of Spring in 
general.

Milan emerged as a hot destination for animal prints with several designers featuring the 
zebra print in particular, and even depictions of actual zebras, as part of their designs. 

From mismatched prints to kitschy patterns, classic black and white stripes to electric 
neons and cobalt blues; coloured zebra stripes to simplified social statement graphics, 
the international runways of Spring/Summer 2023 displayed a wide variety of both 
colour and print combinations. Add to that, plenty of bright colours, tie-dyes and 
ombrés creating a ‘dopamine’ feel to the clothes - and you have the perfect round-up 
for the upcoming season.

Apparel Online India (AOI) has rounded up the key trends in colours and print patterns 
for Spring/Summer 2023 season in this exclusive report. Read on to discover.

TRENDS IN FOCUS//RUNWAYS

THE PRINTS AND  
COLOURS REPORT 

FOR SPRING/SUMMER 2023
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The colour blue is in the limelight for the 
approaching season with multiple designers 

embracing the hue within their Spring/Summer 
2023 collections. Amongst the gamut, cobalt blue 
in particular, stands out and makes an impact as the 
favoured hue for the season.

At New York, Jason Wu presented a cold-
shouldered chiffon blouse with coordinated pants 
and an overlaying backward ‘apron’, whilst David 
Koma showed a jacket made in technical fabric 
and matching mini skirt, over-the-knee boots and 
faux fur bag in London. Milan saw Alberta Ferretti 
present a cobalt blue satin strapless jumpsuit with 
a double-plaited belt. Whilst Off-White in Paris 
presented a tight sweater knit dress with a cold 
shoulder over a cropped turquoise turtleneck.

Tapping on the dopamine trend, designers across 
London, Milan, Paris and New York embraced 

bright colours, tie-dyes and ombrés adding a 
‘rainbow effect’ sort of vibe to their pieces.

London-based Agr is known to design knitwear in 
bright colours whilst emitting a nightclub feel. For 
one of its looks, the brand presented a tie-and-dye 
rainbow effect sweater paired with shiny tech pants, 
accessorised by a crossbody bag that featured an 
AGR logo. Marcelo Burlon showed a long-line tank 
top and matching wide-leg pants in ’60s-inspired 
tie-dye, whilst Études Aurélien Arbet, José Lamali 
and Jérémie Egry used a kaleidoscope of colours for 
the finale of their S/S ’23 show. Look 34 included a 
shirt and shorts in a tie-dye pattern in a rainbow  
of colours.

COBALT BLUE

 SPOTTING RAINBOWS 

Alberta Ferretti

AGR

Jason Wu

Dries van Noten

Off-White

Etudes
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Post-pandemic, consumers have been more 
expressive - opting for bolder and more daring 

fashion choices - and the trend continues well into 
the new season across the fashion capitals.

Michael Kors presented a three-piece co-ord suit 
featuring a crop top, two button blazer and pants - 
all in head-to-toe neon green, creating a statement, 
while Mark Fast in London, presented a halter 
neck mini corset dress with side lacing in the same 
electrifying shade.

In Milan, Etro presented a neon green satin skirt 
featuring an asymmetric wide fringed hem with a 
matching bra top and baseball cap, while Abra, in 
Paris, showed a mock turtleneck dress with a star 
embellishment and an asymmetric hemline.

A style that began in the art world, kitsch can either be defined 
as art that appeals to popular taste rather than high-brow 

standards, or works or items that may be objectively ‘ugly’, but are 
appreciated in a knowing and ironic way. In fashion, the meaning 
of kitsch tends to incline more towards the latter, combining 
different references which often do not match each other, together, 
to create something very bold and eye-catching. Characterised by 
an exaggerated sentimentality and melodrama, it can be said that 
the resurgence of this maximalism trend began when Alessandro 
Michele arrived at the helm of Gucci in 2015, post which season 
after season, more and more designers have been jumping on the 
kitschy train, with Spring/Summer 2023 being no exception. Fausto 
Puglisi’s third collection for Roberto Cavalli was an ‘ode to old 
Hollywood’ and included some maximalist prints made popular in 
the period between the two world wars. Look 28 included a tunic 
and stockings, both in a palm tree pattern under an evening coat that 
saw the palm trees merge with a leopard print.

Among the ‘rockstar’ styles at Philipp Plein were a series of looks 
rendered in a hearts and roses print reminiscent of ‘fifties tattoos’. 
In one of his looks, Plein showed a skater-style dress in red, pink 
and green over a white background. Marco Rambaldi’s collection 
included several multi-coloured, bold conversation prints. 

NEON GREEN

 KITSCH IS KEY

Abra

Philipp Plein

Etro

Roberto Cavalli

Mark Fast

Moschino
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Mix-and-match prints are making an impact 
this season as consumers look to express 

themselves with bold fashion choices. Tapping on 
the trend, Snow Xue Gao presented an interesting 
take via a slip dress that featured an asymmetric 
hem. It was rendered in two prints - a re-coloured 
camouflage and a geometric flat floral.  

For Spring/Summer 2023, Marrisa Wilson found 
inspiration in the colours and culture of Guyana, 
the country from which her parents had emigrated 
to the US. Look 10 consisted of a mid-length dress 
rendered in three distinct abstract prints. 

Studio 189, the label designed by Abrima Erwiah 
and actor Rosario Dawson, presented a multi-tiered 
style of five prints including a stencilled floral, a 
large dot and a variegated stripe, all in a medley of 
orange, pink, red, yellow and white shades.

Linear patterns aka stripes are big this season - and 
they come in broadly two variations - one is the 

classic monochrome, wherein we see black and white and 
navy blue and white take centre stage, whilst in the other, 
we see a medley of colours coming together to create a 
joyful vibe for spring.

Daniela Gregis showed a voluminous black and white 
striped voile dress cinched with a crochet belt, whilst 
Ports 1961 used classic menswear as an inspiration to 
present a number of graphic prints. Look 26, in particular, 
consisted of a silk shirt and pants combo rendered in 
stripes, in both navy and white, as well as black and white. 
At Vivetta, an eye-catching pantsuit in bold blue and 
white stripes served as the perfect example for the trend, 
whilst at Anteprima, among several styles rendered in 
bold stripes, was look 27, a tank dress featuring a side 
split over shorts, all in variegated navy, white, black, silver 
and beige stripes.

PRINT MASHUP 

 LINEAR MOTIVES

Ahluwalia

Anteprima

Marissa Wilson

Daniela Gregis 

Snow Xue Ga

Ports 1961
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Balancing the massive influx of dopamine-
inspired colourways, mismatched prints and 

maximalist patterns, we see a new wave of neutrals 
sweeping the runways - posing as the perfect yin to 
the yang.

In London, Burberry presented a twist on its 
traditional raincoat over matching pants, rendered 
in neutral tones while at New York, Adam Lippes 
showed a dirndl style skirt with a matching ruffled 
top and tall sunhat.

Milan saw Bottega Veneta present slender pants 
with a cream tank top worn under a plaid shirt, 
while Gauchere, in Paris, showed a three-piece suit 
that includes a two-button jacket, overlong pants 
and a top with a crinkled surface.

The Spring/Summer 2023 runways were awash with the return of the 
‘preppy’ look, especially in a big way for the men’s segment, wherein 
the trend is being showcased with a new twist: less Ivy League, 
more ‘sport street’. This season also sees the trend being rendered 
in a wide range of colourways - right from pale pastels at Rhude, to 
neons at MSGM to burgundy and black at Dries Van Noten. Key 
items and accents included cable knit sweaters, bermuda shorts and 
collegiate lettering. At Kenzo, Nigo used the concept of a ‘passing 
out ceremony,’ inspired by one of Kenzo Takada’s 1980s shows which 
was based on the idea of a school’s sports day. Look 22 featured a 
two-button seersucker blazer in green blue and yellow stripes, paired 
with yellow and red striped Bermudas, marled knit odd socks and 
fringed white loafers. At Paris, Alexandre Mattiussi showed a mash-
up of American prepster style and Parisian cool at Ami. Look 17 
consisted of a classic navy and white striped ringer tee and short white 
shorts under a windcheater with flap pockets. A baseball hat, socks 
and sandals completed the look. Staying true to its signature, Thom 
Browne presented an array of looks including tweed coats, blazers, 
pants and long pleated skirts. Milan saw MSGM present a rugby shirt 
in broad hot pink and black stripes embellished with a MSGM brand 
crest. It was worn over a blue and white striped shirt and shorts, black 
socks and MSGM-brande sneakers.

NEW NEUTRALS

 PREPPY

Adam Lippes

Msgm

Bottega Veneta

Gauchere

Ami

Kenzo
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This season, several designers presented immaculately 
tailored pieces with coordinated separates.  Saint Laurent 

presented an oversized blouse with a neck scarf and overlong 
pants, all rendered in a bold black and cream polka dot print, 
whilst Christian Wijnants showed three pieces in acid green 
parachute silk - namely, an oversized blouse and knee length 
shorts under a trench coat.

Vetements presented a series of tailored looks where everything 
matched among the more expected streetwear and denim pieces 
his brand has come to be known for - including some styles 
that had been rendered in a chequered pattern and texture 
reminiscent of Tati shopping bags. Standout looks included a 
wide lapelled belted raincoat over a shirt and overlong pants, all 
in a striking blue and red plaid.  Following their success this year 
at the retail level, pants suits in bright colours or in an all-over 
print go forward into the upcoming season as well. Frederick 
Anderson’s version for Look 14 of his collection, showed a 
matching jacket and slim flared pants rendered in a blue and 
green no-print print.

Long associated with royalty, the colour purple is 
making its comeback both on the runways and 

retail level for the upcoming Spring/Summer  
2023 season.

In Milan, Giorgio Armani presented a one button 
heavily embellished longline blazer in purple, with a 
matching skirt over pants in chiffon, while Marques’ 
Almeida showed a purple bias cut sweater and skirt 
with centre slit over knee high boots, in London. New 
York saw LaQuan Smith present a version of low rise 
pants paired with a matching halter neck  
bra embellished with purple sequins, paired with a 
white transparent shirt, while Christian Wijnants in 
Paris, presented a purple trench coat with matching 
shorts and a white shirt worn with black patent 
platform boots.

ALL MATCHED UP

 PURPLE

Saint Laurent

Christian Wijnan

Christian Wijnant

Giorgio Armani

Vetements

LaQuan Smith
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The post-pandemic era has ushered in a time of 
radical social change and a new wave of protest 

movements, which have in turn, mobilised people to 
express their sentiments and voice their opinions in a 
big way. 

Apart from taking to social media and marching 
in protests, consumers are also adopting clothing 
featuring expressive graphic statements as a means to 
rediscover their voice and let their thoughts be known. 

In this regard, brands are resorting to applying simple 
yet bold, one-word prints over the fronts and backs 
of tees and outerwear in exaggerated proportions to 
render maximum impact. Vertical placements allow for 
even bigger statements to be made on longline pieces 
whilst contrast backgrounds amplify outsized lettering.

Animal prints have secured a segment of their own and there is 
no outcasting them in any given season. A classic in its own right, 
animal-inspired prints keep reinventing to suit the vibe of the times 
and this season cements the fact further. Spring/Summer 2023 sees 
zebra stripes gain momentum with a number of designers and brands 
opting for the distinct animal print for their collections. The only 
difference this season - there is no holding back when it comes to 
colour! Vibrant zebra print is just as novel as classic black and white! 

Versace made a strong case with a long, fitted tunic in a red and 
burgundy zebra print over heavily embellished pants, whilst Missoni 
saw Filippo Grazioli rendering several of the house’s signature knits 
in monochromatic mixes of the print. When it comes to mixing bold 
prints together, Stella Jean is no newbie, and this season saw some of 
her garments feature actual pictures of zebras while others showcased 
zebra patterns mashed up with other prints. Look 2 boasted of both 
- a boxy short sleeve jacket featured a placed jungle print. This was 
shown over a bra and a mid-length skirt. The skirt featured an orange 
crochet grid over ticking stripes and a zebra print in black and white 
with a raffia trim.

Gucci made heads turn with his choice of casting - twins walking 
down the ramp showcasing looks together. One of the brand’s looks 
saw a showstopping duo of maxi dresses in a sparkling orange and 
grey zebra pattern worn by twins, Jake and Josie Dupont.

MAKING SOCIAL STATEMENTS

 ZEBRA CROSSING

Gucci Versace

Stella Jean
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FASHION BUSINESS

THE ‘IMPACT HUB’ PROVIDES NEW WAYS 
TO INTEGRATE INNOVATION IN 

SUSTAINABLE AND CIRCULAR FASHION 
A COLLABORATION BETWEEN THE WOOLMARK COMPANY,  

FDCI X LAKMÉ FASHION WEEK AND RISE WORLDWIDE

with FDCI to launch the ‘IMPACT 
HUB’ by RISE Worldwide.

Essentially a new-age space to showcase 
innovation in sustainable and circular 
fashion, the IMPACT HUB featured as 
an exclusive space inspired by art galleries 
at the recently concluded FDCI x 
Lakmé Fashion Week, meant to illustrate 
problems faced by the fashion industry 
while also revealing innovative solutions 
through aesthetically appealing and 
interactive presentations. 

The Woolmark Company has for 
long represented authenticity and 
commitment between woolgrowers, 
brands and consumers by innovating 
within the supply chain of Australian 

implement those changes often  
elude them.

Identifying this pain point and gap in the 
market, global wool industry leader The 
Woolmark Company has joined forces 
with India’s premier fashion platform 
Lakmé Fashion Week in partnership 

When we talk about the fashion 
and retail industry, sustainability is an 
inevitable change in the right direction, 
the concern for which is growing 
stronger by the day, especially when 
it comes to future consumers aka the 
younger generations. 

Hence, it is about time that fashion 
and retail brands wake up and embrace 
the sustainability conversation to make 
sustainable purchasing easier for all 
consumers - but it is easier said  
than done. 

The majority of market players today 
are oblivious of where to begin making a 
change and if they have that figured out, 
the answers to how exactly achieve and 

The IMPACT HUB is set to 
revolutionise the fashion 

industry across textile 
innovation, recycling, 
business innovation, 

packaging and crafts.
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Merino wool, which is 100 percent 
natural, renewable and biodegradable. 

Its partnership with Lakmé Fashion 
Week, FDCI and RISE Worldwide 
marks a noteworthy milestone for 
the growing demand for circularity, 
transparency and ethical practices within 
India’s fashion community. 

Commenting on the collaboration, 
John Roberts, MD – The Woolmark 
Company said “As the global authority 
on wool and the world’s most-trusted 
fibre brand, we remain committed to 
offering solutions to bring about positive 
change through innovations. The Impact 
Hub partnership with Lakme Fashion 
Week helps the industry transition to 
circular principles, by creating a platform 
for innovators and the supply chain to 
showcase their work.”

The IMPACT HUB showcased Merino 
Wool’s innate circularity property and 
innovations in fashion and textile. 

The IMPACT HUB strives to 
revolutionise the fashion industry across 
textile innovation, recycling, business 
innovation, packaging and crafts and 
with a unique walkthrough of five 
enterprises rooted strongly within  
the ideals of sustainability. These 
innovators are:

Craste
Craste is a one-stop solution for packaging solutions that works towards crop waste 
management by providing additional revenue to farmers. They convert this waste to make 
materials for packaging and furniture applications. 

The enterprise is committed to using nature’s resources judiciously, creating alternatives 
to timber-based paper.

 “As the global authority 
on wool and the world’s 

most-trusted fibre brand, 
we remain committed to 
offering solutions to bring 

about positive change 
through innovations. The 
IMPACT HUB partnership 

with Lakme Fashion 
Week helps the industry 

transition to circular 
principles, by creating a 
platform for innovators 
and the supply chain to 
showcase their work.”

- John Roberts 
MD – The Woolmark Company

FASHION BUSINESS

Humanity-Centred Design
Recognised by UNEP, United Nations and other global change-makers, Humanity 
Centred Design has created a range of new-age recyclable materials termed HCD-Tex™ 
(Humanity Centred Design Textile). 

They have also designed and developed an innovative circular recycling framework that 
helps over 150 apparel manufacturing MSEs towards sustainable transformation and 
supports in recycling textile waste. 
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Relove
Having collaborated with over 
100 brands, Relove follows a 
business model that works on resale 
technology enabling brands to go 
circular. 

Relove manages the entire peer-
to-peer resale process end-to-end 
including - technology integration, 
listing approvals, shipping, 
communication, customer care and 
traceability.

Fleather
The brainchild of the founders of Phool.
co, Fleather is the next-gen sustainable 
and animal-friendly alternative to leather. 

Fleather is a chance discovery, made 
from the enormous amount of flower 
waste from temples and mosques, 
being dumped into River Ganga. 
An innovation that is felicitated by 
PETA India and adopted by the PVH 
Corporation to create a range of vegan 
leather bags.

200 Million Artisans
200 Million Artisans is an ecosystem 
enabler catalysing self-reliance and 
responsible innovation in India’s 
artisan economy by providing access to 
knowledge, resources and networks that 
empower artisan-producers and impact 
entrepreneurs. 

The Business of Handmade Report 
is their research work focused on the 
informal, artisan economy as seen and 
experienced by 12 craft-based enterprises.

Commenting on the collaboration, 
Jaspreet Chandok, Head – RISE 
Fashion and Lifestyle said, “In 
our continued efforts to encourage 
sustainability, we look forward to 
longevity in our partnership with 
The Woolmark Company and their 
commitment to bring authenticity to 

the sustainable fashion industry. 
This season, the IMPACT HUB 
introduces five enterprises that are 
synonymous with sustainability. 
We wish them good luck and look 
forward to making this partnership 
with The Woolmark Company 
grow in the seasons to come.”

Together or individually, these five 
enterprises hold the key to kick-start 
your brand’s journey toward sustainability 
and circular fashion in order to bring 
about impactful change. Head to their 
websites to learn more about how to 
include them within your business and 
manufacturing practices.

FASHION BUSINESS



December 2022 | AO India  55

In terms of design, philosophical 
references and architectural marvels come 
alive in many of Anju Modi’s pieces with 
each ensemble painstakingly decorated to 
reflect, enhance and celebrate the cultural 
history of various cities and regions  
of India.

The designer has also been critically 
acclaimed for her costume designs for 
Indian films RamLeela (which garnered 
her the Life Ok Screen Awards and 
The Start Guild Awards, along with a 
nomination for Filmfare 2013 for Best 

WEAVING A LEGACY OF INDIAN CRAFTS AND 
TECHNIQUES IN A MODERN-DAY SETTING

DESIGNERS & LABELS

to-wear collections are built around 
themes showcasing the extraordinary 
skills of Indian artisans in a bid to 
preserve handicraft practices from 
extinction, keeping their rich history alive 
and empowering local rural communities.

Following this practice, Anju Modi has, 
single-handedly, revived multiple age-old 
techniques that were long forgotten, by 
creating an extensive library of research 
and development techniques for weaving, 
vegetable dyeing, block printing and 
traditional embroidery.

A traveller, thinker, dreamer and 
designer, Anju Modi launched her 
eponymous brand in 1990, with her love 
for textiles and the Indian craft serving as 
the main catalyst and foundation of her 
designing philosophy. 

A key changemaker in the field of design, 
Anju Modi serves as a custodian of 
Indian tradition and strives to provide 
contemporary innovation to age-old 
crafts and textiles within the industry. 
A fact not known to many is that, every 
season, Anju Modi’s couture and ready-

anju modi
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and launched my brand. I was like a 
blank canvas with an ambition to make 
a difference. I wanted to use all the 
resources I had and couple those with 
my love for Indian textiles,” Anju Modi, 
Creative Director, Anju Modi Brand 
told AOI in an exclusive interview.

“In terms of work experience, first-
hand interaction with the local weaver’s 
community, dyers, craftsmen, etc., was 
all I had. It is those experiences that 
have shaped me personally, as a creative 
professional and even my brand. I 
developed a better understanding of 
fabrics, textiles and deeper nuances  
of crafts while working with them,”  
she added.

Anju’s interest in India’s prized textiles 
and crafts is what inspired her to start 
her own brand. The designer also credits 
her birthplace, Ranchi, for fuelling her 
fondness for the arts, which inspired her 
to bring the region’s local craftsmanship 
to the forefront and create awareness 
amongst people to value the vast range  
of textiles and culture our country is 
blessed with.

PRODUCT CATEGORY 
AND PRICING
Anju Modi offers something for 
everyone to choose from. With a broad 
range of wedding couture, luxury pret 

DESIGNERS & LABELS

“The main reason for 
being involved with 
people from various 
regions is that it adds 
diversity to our brand. 
Local areas have so 
much to offer which in 
turn, benefits the brand 
and its intention to 
bring Indian crafts to the 
forefront.” 

Anju Modi 
Creative Director, Anju Modi Brand

Costume) and more recently, Bajirao 
Mastani, that featured ensembles inspired 
by the Persian and Maratha era of the 
Indian History.

Apparel Online India (AOI) speaks to 
the highly acclaimed and multi-faceted 
designer in an exclusive interview as 
we unravel the brand’s inception, its 
exceptional work in the field of reviving 
age-old Indian crafts and textiles, how it 
is merging the old with the new to cater 
to the consumers of today and its plans 
for the future.

INCEPTION 
With a formal training in design, Anju 
Modi started her journey in the industry 
with an ambition to make a difference in 
the world of fashion and design and at 
the same time, keep her love for Indian 
crafts alive so as to make the world 
witness the sheer beauty of the treasures 
close to home.  

“By 1990, I was equipped with enough 
knowledge on textiles and fabrics, so 
that’s when I decided to take the plunge 
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1990 to 1993 
Developed a new blended fabric in Varanasi, by reviving the classic 
tradition of working with zari. (real silver thread)

1993 to 1995 
Improved variations in the Bandhani tie-and-dye techniques, by 
introducing alterations through geometrical patterns and neutral 
colourways.

1995 to 1999 
Nurtured modern interpretations to the Kota Doria fabrics, 
Sanganeri block printing techniques and Bagru textile crafts 
originated from Rajasthan by collaborating with local artisans and 
coaching the application of these crafts in innovative designs.

2000 to 2001 
Contributed to the modernisation and improvement of chanderi 
weaving and patterns. Developed the lurex yarn weaving 
technique for chanderi silk.

2001 to 2002  
Cultivated a new range of rich khadi, by coaching the 
development of slub-yarn techniques for a new line of modern 
luxury silhouettes.

2003 to 2004  
Worked with UNIDO (United Nations Industrial Development 
Organisation) under a cluster development programme with 
1500 craftsmen and artisans, developing skills and innovative 
techniques for the Kota Doria craft.

2006  
Developed ‘boiled wool’ techniques for a new range of woolen 
angrakha coats which were selected for presentation at the 
Hyères fashion festival in Paris. Also, presented the collection at 
the Miami Fashion Week.

2016  
Designed and developed a special woven fabric in Banaras for 
Neelambar collection. Neelambar poetically uses sona and rupa 
for a prosaic collection of traditional techniques. An architecture-
inspired collection that has organic elements with structural 
silhouettes and design details of the minarets, Neelambar is 
an outtake of our rich textile legacy; an attempt to weave the 
traditional knowledge and skills of our master craftsmen with 
threads of modernity.

2017 
Rajasthan serves as the inspiration behind the collection Sunehri 
Kothi. The miniature art, that found its genesis in Rajasthan, 
emblazoned through the palaces, narrates the splendour of 
yesteryears not only through the imagery but also with the fine 
meenakari craftsmanship, the intricate and detailed brush-work, 
and the remnants of the colours - handmade from minerals, 
vegetables, indigo, conch shells and embellished with precious 
stones, pure gold and silver.

DESIGNERS & LABELS

and occasionwear, consumers have a 
wide variety of lehenga sets, anarkali sets, 
dresses, kurtis and tunics that can be 
worn for lighter functions as well as for 
formal lunches and dinner parties to even 
weddings, to choose from.

The garments are designed with utmost 
precision and a lot of research goes into 
putting a collection together. Hence, 
every outfit you see is handcrafted to 
detail and is designed to last for decades, 
so it’s timeless and sustainable also. 

Starting from Rs.14,000, the prices  
of products at Anju Modi go up 
depending upon the amount of work 
done over them.

In terms of collections, the brand 
launches 6 to 8 collections per year based 
on seasons and since India is a land of 
various cultures, the festive season is 
an addition. The number of pieces per 
collection are controlled based on the 
total number of orders the brand receives 
on a particular outfit. This in turn, helps 
it to be more mindful and careful of the 
waste produced as well as overproduction.

MANUFACTURING AND 
SOURCING
Most of Anju Modi’s outfits are 
produced in-house at its design studio 
in Noida which currently comprises a 
team of over 50 people. However, they 
also work with various suppliers based in 
different states in India. 

Commenting on the same, Anju said, 
“The main reason for being involved 
with people from various regions is that 
it adds diversity to our brand. Local areas 
have so much to offer which in turn, 
benefits the brand and its intention to 
bring Indian crafts to the forefront.”

She further added, “The suppliers that 
the brand regularly works with include 
those from Kota, Venkatgiri, Kutch and 
Banaras, amongst others.”

Over the years, Anju Modi has built a 
strong repertoire of the techniques and 
nuances of textiles through research 
and by working closely with the master 
craftsmen as well as weavers across the 
country. In terms of crafts, one can easily 
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get glimpses of India in Anju Modi’s 
creations. This alone has served as a 
significant reason behind the brand’s 
clothes being considered as heirlooms, 
explaining why people have felt 
emotionally connected to them  
for decades. 

“To come up with something that lasts 
forever, takes an equal amount of work. 
We look for artisans all over the country 
and get our fabrics, textiles and materials 
done from the best. My personal 
favourite has to be Bandhej from Gujarat. 
We also have artisans from Paithan, 
Maheshwar, amongst others,” Anju 
explained.

The brand’s success in its endeavours 
to promote craftsmanship, is clearly 
apparent in its intricately  
crafted creations.

That being said, every outfit at Anju 
Modi is a result of the coming together 

of various textiles. Before deciding on the 
fabric, the team does a thorough research 
on the correct fabrics and the best place 
that it can either be sourced from  
or made. 

When it comes to outsourcing fabrics 
and raw materials, the quality of textiles 
serves as the utmost priority for the 
label. Some common regions the brand 
works with in this regard are Venkatgiri, 
Kutch, Baranas, Indore, etc.

TECHNIQUES AND 
DETAILS
Experimentation, research, playing 
around with different textiles and 
materials, and finding treasure amongst 
archives is what makes Anju Modi’s 
pieces stand out in the market. 

“What I love the most about our 
garments is not just the fact that we 
use Indian textiles and crafts but it’s 
also how we use them. We’re constantly 
researching and experimenting with 
what we have. I find it quite interesting 
to bring crafts from different states and 
marry them together, resulting in a very 
vibrant outfit,” Anju Modi said.

DESIGNERS & LABELS
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SUSTAINABLE AND 
ETHICAL PRACTICES 
Anju Modi- the brand, was built on 
ethical grounds and creating garments 
that are meant to last over decades. 
Therefore, as a brand, it is in their 
genes to function on the same brand 
philosophy even today.

To achieve the same, the team at Anju 
Modi starts by finding what they have 
in their archives and how it can be 
incorporated into their vision for the 
new collection. Hence, they utilise 
past swatches to get inspired from and 
develop new ones using those ideas. 
During the whole production process, it 
is kept in mind that no excess material 
aside from what they require, is used. The 
leftovers are used to create the brand’s 
trims and accessories that in turn, add a 
beautiful touch to the garment and look 
quite exquisite.

Anju Modi’s pieces are available to shop 
at the brand’s atelier, flagship store and 
via various multi-designer stores in India 
and internationally. The brand also takes 
online orders via its e-commerce website 
www.anjumodi.com. 

“People find us on different social media 
platforms and then place their orders 
either on the website or in person. The 
intention is to always keep growing and 
improving ourselves with time, while 
keeping our brand ethos intact. As for 

plans, I would love for us to adopt more 
sustainable and eco-friendly measures 
and practices,” Anju concluded.

AOI: What is one valuable lesson/skill you 
learnt while running a successful fashion 
business in the Indian landscape that you 
wish you’d known prior to starting the 
label?

AM: I believe everything happens when 
it is meant to happen. You walk on 
your own timeline, and you learn 
things on the go. So, I feel extremely 
content with how life has turned out 
for me and for all the lessons I’ve 
learnt while navigating this enriching 
journey.

AOI: What, according to you, is driving 
consumption in fashion categories in the 
Indian market?

AM: Consumption is based on various 
factors. Aside from personal and 
economic factors, psychological as 
well as social factors also drive one’s 
consumption behaviour. I believe easy 
accessibility of products has definitely 
led to an increase along with social 
media and the internet as a whole. 
E-commerce has become a huge 
thing and has a very high chance of 
growing in the future as well.

AOI: What led you to explore the world 
of costume designing and films? How is 
it different from designing a collection for 
direct consumers?

“What I love the most 
about our garments is 
not just the fact that we 
use Indian textiles and 
crafts but it’s also how 
we use them. We’re 
constantly researching 
and experimenting 
with what we have. I 
find it quite interesting 
to bring crafts from 
different states and 
marry them together, 
resulting in a very 
vibrant outfit.” 

Anju Modi 
Creative Director, Anju Modi 
Brand

AM: I’ve been interested in our crafts, 
culture, history and heritage for as 
long as I can remember. The love for 
textiles has been a constant in my life 
and I believe it was that very thing 
that makes me want to experiment 
more. Costume designing was a 
wonderful opportunity for me to 
expand my boundaries and go into 
the depths of our historical characters 
and the time period.

 Creating well-tailored clothing 
for a client is what we aim for 
while designing. We analyse the 
client’s needs and requirements and 
recommend the best solution for 
them.

 Creating a costume also takes an 
extensive amount of research. It 
is essential to remain authentic to 
the screenplay, characters and time 
period. It is critical to comprehend 
the plot in order to adhere to the 
culture, history, values and so on. 
Therefore, fabrics, colours, designs, 
stitching methods and so on are 
chosen according to the specifications 
of the plot and the director.

DESIGNERS & LABELS
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WEB 3.0 IS TAKING FASHION 
INDUSTRY BY STORM

The fashion sector has always been 
accused of not pacing up with tech 
trends that other industries have 
adopted much earlier. The industry tried 
opting for Industry 4.0 at a time when 
other industries such as automobile 
and aerospace had already excelled in 
the concept, while figuring out what 
5.0 may come up with! However, as the 
world is going more digital, it seems 
the fashion industry is benefiting out of 
this the most and the quick adoption of 
concepts like metaverse is redefining the 
fashion industry’s way of operating. 

As the fashion enthusiasts, fashion 
brands, designers and retailers are 
continuing to make attempts to 

delve into metaverse, it resonates 
the magnitude (and importance) of 
‘simulated digital environment’ in the 
fashion world. There are two factors 
that are driving these efforts – 1) 
the acceptance of the consumers for 
metaverse fashion where they can 
interact with their digital beings; and 2) 
the advent of Web 3.0

Evolution of internet 
from Web 2.0 to Web 3.0 
Much like four Industrial Revolutions, 
three Web upgrades do have their 
own meaning. Whereas Web 1.0 was 
mostly focused on read-only websites 
and treated users of the internet as 
mere consumers of content, Web 2.0 

According to 
DataReportal, there 
are 5.07 billion active 
internet users in the 
world as of October 
2022. The internet 
users are currently 
growing at an annual 
rate of 7.6 per cent, 
equating to an average 
of more than 900,000 
new users each day.

TECH TALK
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enabled a big change in how people 
and companies were to behave on the 
internet and communicate on the Web. 
It allowed people to not just read on 
the Web but also write, opening up 
direct relationships between brands 
and their consumers.

Web 3.0 simply means a decentralised 
online ecosystem based on the 
blockchain. The transition of the 
fashion industry from Web 2.0 to Web 
3.0 is putting ownership of digital 
works such as designs, graphics, avatars 
etc., in the hands of the individuals 
instead of big organisations so that 
they could own and monetise their 
work by selling them through NFTs. 
This precisely is called ‘Creator 
Economy’. This decentralised and 
more autonomous infrastructure – run 
by technologies like blockchain and AI 
– has started to create a user-controlled 
environment and also the focus is 
strongly on data sovereignty in the 
new-age fashion landscape. 

This trend is paving the way for 
independent fashion designers to 
earn their living producing digital 
skins for games, as well as creating 
collectibles and selling them as NFTs. 
Even high-fashion designers like 
Phoebe Hess have pivoted to become 
Web3-first, stating that “change is 
simply a necessity because fashion 
exploits people and the planet to an 
unimaginable extent.” 

People may think that it’s still a 
futuristic trend to talk about today but 
there are key developments that have 
happened in Web 3.0 space. Recently, 
Nike launched SWOOSH which is 
a new, inclusive digital community 
that uses web 3.0-powered tech to 
allow athletes, creators, collectors and 
consumers to design and own the 
future of sports. Here, Nike Members 
can learn about and collect virtual 
creations (think interactive digital 
objects, like virtual shoes or jerseys) 
and eventually co-create with  
the company.

Masooma Ali, Director of Core & 
Partner Relations at Nike Virtual 

Studios mentioned, “Everything in the 
digital and web 3.0 spaces changes so 
quickly, so you automatically learn and 
re-learn every single day.”

Not just Nike, there are other renowned 
brands and retailers who are hopping 
on to the trend early on. Online luxury 
marketplace Farfetch has partnered 
with VC firm Outlier Ventures to fund 
fashion start-ups working on Web3. 

These launches and announcements 
related to web 3.0-enabled NFT 
marketplaces have come timely as there 
is a huge shift in consumers’ buying 
pattern now. The way consumers used 
to shop fashion products back in 1990s 
in traditional bricks-and-mortar stores 
was different from the way millennials, 

GenZ and GenX generations do 
shop today through e-commerce 
and metaverse. And, when Alpha 
Generation (may be Beta too!) will grow 
up, one can expect more drastic changes 
in their shopping habits – all thanks 
to evolution in internet technology. 
Fashion brands and designers have 
already sensed this so the web 3.0 will 
get an obvious boost in future. 

With these whopping numbers of 
internet users, the most exciting impact 
of the use of web 3.0 on fashion is 
its inherent democratic nature as the 
internet offers full-access on finger 
tips, twenty-four hours a day, seven 
days a week where both luxury segment 
and fast fashion segment have equal 
access. The rising use of internet has 
made it possible for brands to switch 
from offline stores to online stores 
to metaverse stores studded with all 
necessary tech advancements in the 
blink of an eye.

Cryptocurrency is a key 
ingredient in web 3.0 
fashion world
The transaction systems have also 
evolved over the years from hard cash to 
card payments to digital transaction to 
the use of virtual currency. The fashion 

Big brands like 
Nike, Gucci, Dolce 
& Gabbana, adidas 
and Tiffany amassed 
a combined sales 
revenue of US $ 260 
million from NFTs. 
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industry is intending to capitalise on 
the estimated US $ 2 trillion worth 
of crypto market. More fashion 
consumers worldwide will begin using 
cryptocurrency in future so  
as to avoid withdrawing funds 
manually and simply transact using 
their crypto wallets. 

The luxury fashion houses have sensed 
the urgency of survival in the modern 
business landscape, hence more fashion 
labels and brands are now accepting 
cryptocurrency payments. Gucci and 
Balenciaga have already announced 
that they will accept payments in 
cryptocurrency at both their physical 
and metaverse stores. Such acceptance 
is furthering brands’ efforts to 
understand the new way of doing 
business by developing a pro-crypto 
strategy that’s digging options beyond 
Bitcoin, securing these transactions 
on marketplaces through a strong 
blockchain network, and redevising 
their manufacturing strategies  
going forward. 

Initially, the use of blockchain 
technology was mostly financial and 
included cryptocurrencies (like Bitcoin 
and Etherium), initial coin offerings 
(ICOs) and decentralised finance 
(defi). But over the last year, the world 
has seen the rise of other web 3.0 
elements such as DAOs (Decentralised 
Autonomous Organisations); and 
NFTs (Non-Fungible Tokens). 

Digitalax, a Web3 fashion ecosystem 
supporting independent fashion 
designers on their journey into the 
Web3 fashion space, is getting support 
from DAO. Another is Metafactory, a 
DAO that aims to launch the world’s 
first community-owned and operated 
fashion brands.

There are other opinions 
too!
As promising as the whole web 
3.0-enabled fashion world seems, 
there are some opinions that believe 
even metaverse is not safe as well. 
According to Rrahul Sethi, a 
Metaverse Coach and Consultant, 
with what the metaverse offers, it 
could be a very wonderful place for 
cybercrime to occur and it can happen 
in many ways.

“The need for cybersecurity started 
right at the beginning of the advent of 
modern-day computing. We’ve gone 
from personal computers to laptops 
and now to handheld smartphones 
more powerful than any device you 
could have imagined two decades ago. 
Hardware development has grown 
multifold with microprocessor speeds 
going from a few Hertz to multiple 
gigahertz. That means a hundred times 
speed gain. Storage technology has 
grown as well. This complex world, 
however, is under constant threat 
from cybercriminals. Today, the global 
average cost of a data breach is US 
$ 3.90 million and 43 per cent of 
cyberattacks target small businesses,” 
commented Rrahul.

Web 3.0 and India
India poses a great opportunity for 
web 3.0 and metaverse. According to 
a recent Nasscom report, the country 
currently has more than 450 active 
Web 3.0 startups with four unicorns 
that have raised US $ 1.3 billion in 
funding (till April 2022). Currently, 
India is home to over 11 per cent of 
the global Web 3.0 talent, making 
the country the third-largest Web 3.0 
talent pool worldwide.

Between 2021-22, India registered over 
170 new Web 3.0 start-ups, yielding over 
50 per cent CAGR growth since 2015.

“While we are only scratching the surface 
when it comes to emerging tech such 
as Web 3.0, the ‘Techade’ will be all 
about the technology making significant 
advances leading to innovative use-
cases and magnified positive impact at 
grassroots level,” averred Debjani Ghosh, 
President, Nasscom.

The e-commerce giant of India Flipkart 
too has forayed into metaverse with its 
own web 3.0-enabled platform recently 
– Flipverse. For the initial launch of 
Flipverse, Flipkart has partnered with 
over 15 brands (including fashion brands 
such as PUMA too) to produce about 
100 virtual products. 

The company has teamed up with Web 
3.0 businesses like Polygon, Guardian 
Link and eDao to launch Flipverse. 
Brands will present goods, deals and 
collectibles in the project’s initial 
phase in digital product categories like 
apparel, cosmetics, wearable technology, 
sportswear and others. 

Already a retail market worth over US 
$ 600 billion, India is poised to grow 
annually with at least double-digit 
growth rate. Of this whopping retail 
market size, organised fashion retail 
constitutes around US $ 88 billion. 
What’s interesting is that India has 
already started seeing movement in 
fashion metaverse as the likes of Manish 
Malhotra, Raghavendra Rathore, Papa 
Don’t Preach and other brands as well 
as designers have already forayed into 
fashion NFTs!

The e-commerce 
giant of India Flipkart 
too has forayed into 
metaverse with its 
own web 3.0-enabled 
platform recently – 
Flipverse. For the initial 
launch of Flipverse, 
Flipkart has partnered 
with over 15 brands

Lacoste launched 
an NFT project that 
gives owners the 
opportunity to co-
design upcoming 
products.

TECH TALK
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Pink Lily’s journey from a quitting US $ 35K job to making  
US $ 141 million in fashion business

through a Facebook group. This 
group acted as the best support 
system for them. Tori and Chris 
Gerbig founded Pink Lily in 
2014 to reach a larger audience 
and grow the business around 
the clock. Slowly, the business 
took off and by the fourth 
month, they were making  
US $ 80,000. Traffic to the 
site was sometimes at 100,000 
hits per day and the customer 
retention rate was 74 percent. 
“At the end of the first year, our 
goal was US $ 50,000, but we 
reached around US $ 4 million, 
which was phenomenal and we 
were thrilled.”

Pink Lilly’s sales grew to  
US $ 12 million in a year and 
in 2017, the company opened 

Pinklily.com is an online 
fashion boutique founded 
from home in 2014. In just a 
few years, the company has 
grown from a side business 
to a multi-million-dollar Inc. 
5000 company. It was founded 
by Tori and Chris Gerbig and 
is truly an impressive story of 
consistency and grit.

Started in 2011 as a side-line 
on eBay to pay off a  
US $ 65,000 student loan and 
become debt-free, Tori sold 
everything from golf clubs to 
USB sticks, necklaces and other 
viral products on eBay with an 
initial investment of US $ 300, 
which she bought at wholesale 
and sold at retail price and then 
she planned to sell the same 

its first retail store. It bought 
a few acres of land and built a 
25,000-square-foot warehouse. 
The company had grown so 
much that it expanded its 
warehouse to 50,000 square 
feet. In 2019, sales increased, 
and by the end of the year, 
nearly half a million orders 

had been shipped. During 
the pandemic, the company’s 
website traffic exceeded 
100,000 hits per day at times, 
and things appeared brighter. 
They signed a lease for a new 
160,000-square-foot warehouse, 
which they moved in eventually 
for better work. 
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When one thinks of the 
fashion industry, two very 
opposing perspectives usually 
come to mind. The first 
perspective is that of the 
billion-dollar fast fashion 
companies that use technology 
to produce thousands of 
designs every day, while the 
second perspective is that of 
slow-moving start-ups whose 
only goal is to work for those 
who have worked for them, be 
it the environment, farmers, 
artisans or any segment of the 
underprivileged society.

In addition to supporting 
artisans, social fashion start-
ups also address health and 
environmental issues. By 
providing access to clean 
water and sanitation, they 
improve the quality of life 
for communities around the 
country. Also, by working 
with farmers to implement 
sustainable agricultural 
practices, they help conserve 
natural resources and ensure a 
sustainable future. 

CSR has typically been 
viewed by companies as a 
cost or a compliance burden. 
Entrepreneurs who care about 
sustainability are rewriting 
this view and proving that 
CSR can contribute to 
business success and value 
creation. These entrepreneurs 
are driving innovation and 
progress while benefiting 
the society by incorporating 
sustainability into their 
business models.

“There should be a better 
understanding of why it is 
important to champion a 
cause. At MAATI, we are 
committed to a sustainable 
manufacturing process 
because we want to lead by 
example so that products can 
be made without harming 
the environment. We also 
make sure that our artisans 
are well taken care of. We 
never displace our artisans for 
work,” stated Neha Kabra, 
Owner of MAATI, an ethical 
fashion label that prides itself 
on sustainability and ethically 

In recent years, India has 
seen a rise in the number of 
promising social fashion start-
ups with a long-term goal of 
creating a balance between 
economic growth and social 
well-being. These start-ups 
are committed to the welfare 
of society and are motivated 
by a cause rather than money.

Social 
entrepreneurship, 
once a niche area, 
is spreading its 
wings
When people first started 
talking about social 
entrepreneurship, it was a 
niche business. But today, more 
and more entrepreneurs are 
choosing to focus their efforts 
on social prosperity. According 
to the Global Entrepreneurship 
Monitor (GEM), a multi-
country study, almost half 
as many people are creating 
ventures with primarily social or 
environmental causes as those 
with a solely commercial aim. 

THE CAUSE 
START-UPS OF 
THE FASHION 
INDUSTRY 

START-UPS

sourced handwoven Indian 
textiles.

The movement 
is primarily 
driven by young 
entrepreneurs
Peter Drobac, Director of 
the Skoll Centre for Social 
Entrepreneurship, stated 
that, “Younger generations 
are more deeply connected 
to societal issues and want 
careers that will allow them to 
create positive change.”

The emerging number of 
social fashion start-ups are 
now shifting toward a deeper 
understanding of the 3Ps 
for the Triple Bottom Line 
(PEOPLE and PLANET 
along with PROFIT). 
These start-ups are not only 
changing the way we consume 
but also the way we live. From 
working religiously for the 
environment to providing 
vocational training to artisans, 
some start-ups have become 
the apple of the eye. 
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FABORG: 
ambitious plans 
to combat 
desertification 
and reverse land 
degradation

The fashion industry damages 
the environment in a number 
of ways. Cotton uses a great 
deal of water and pesticides 
to grow and once cotton is 
harvested, it takes a significant 
amount of energy and 
chemicals to turn it into fabric. 
Gowri Shankar has been in 
the business of weaving and 
textile creation for 15 years. 
With a mission to create an 
enterprise that is 100 per cent 
sustainable, while empowering 
the farmers and taking care 
of afforestation, he founded 
Faborg in 2015 in the state of 
Tamil Nadu - a company that 
creates sustainable, natural 

RUSTIC HUE:  
focus on craft 
revival and 
working with 
the local weaver 
community 

Indian craft serves as an 
integral part of the culture 
and customs of rural and 
tribal communities and a 
few visionary start-ups are 
reviving its past for a better 
future. One such start-up is 
a research-based conscious 
label Rustic Hue that focuses 
on product development 
through design-by-design 
interventions in craft clusters 
by collaborating with local 
weavers’ communities like 
Meher Bhulia and Kosta.

“We identified the weavers’ 

fabrics and products. One 
of the company’s goals is to 
help combat desertification 
by halting and reversing land 
degradation. To do this, it 
practises multi-crop cultivation 
which can restore degraded 
forest land. Additionally, 
the company is empowering 
dryland and farming 

communities who once 
used to work on a craft and 
eventually stopped producing 
as they couldn’t tap the 
right market or connect 
to the consumers for that 
craft because of which they 
diversified to practice other 
weavings, leaving behind 

communities by providing all-
year-round income in the most 
vulnerable areas of the country, 
where livelihood is unsecured.

“I have 15 goals which are 
streamlined when it comes to 
Faborg and its vision, apart 
from developing Weganool, a 
100 per cent plant-based and 
chemical-free fabric made of 

the existing one and it took 
us almost nine months to 
persuade them to restart 
working. Our ‘Bapta Revival 
Project’ is an outcome of 
our effort that brought the 
weaver’s communities back to 
practising it,” says Founder 
and Creative Head, Swikruti 

Calotropis fibres blended with 
regenerative organic cotton, and 
developing Arka, a naturally 
occurring chemical compound 
that repels the insects. However, 
the most important goal is to 
combat desertification, halt and 
reverse land degradation and 
halt biodiversity loss”, stated 
Shankar.

Pradhan. The Bapta revival 
project also won India’s Best 
Design Award 2022 in Textile 
Design Category which was 
organised by Indi Design. 

The brand works on a 
knowledge-sharing basis, 
where it bring inputs in terms 
of market segmentation, 
product diversification, 
technical advancement, craft 
revival, etc., while providing 
the weavers the scope to 
upskill themselves and the 
exposure they were never 
introduced to. Additionally, 
it helps them be aware of 
the Government schemes, 
opportunities, financial loans 
to avail maximum benefits, 
thus helping the craft revival 
community in the best 
possible way.
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HOOMANWEAR: 
creating social 
enterprises 
across healthcare, 
education 
and waste 
management

Mumbai-based Hoomanwear 
uses fashion as a medium 
of communication to create 
awareness and raise funds 
for causes. Harshil Vora, 
Founder, always believed 
that people with common 
motives, when united for social 
causes, environmental issues, 
shared ideas, good values and 
empowering beliefs, will lead 
to powerful changes. 

THE CAUSE 
WEAR:  
donates 100 
per cent of 
the revenue 
generated 
for societal 
development

When funds are used for real 
change, such as community 
upliftment, they are 
considered a true help. When 
it comes to community-
building initiatives, the 
fashion industry is the driving 
force and has a huge scope. 

“When I started The Cause 
Wear, I knew every cent 
earned will be provided to 
those in need of immediate 
help rather than donating 
to an NGO. I with my 8 
members had focused on the 
group of people who actually 
needed help and we have 
personally reached out to 
them,” said Chennai-based 

“We design a collection for a 
cause and donate more than 
30 per cent of our profits to 
NGOs working for them,” 
stated Harshil. 

The brand donates 30 per 
cent of its revenue to various 
NGOs, including Peepal 

Founder of The CauseWear- 
Shreya Chauhan. She also 
added that, “Sustenance and 
social conscience are two 
imperative pillars we need to 
build our world around.”

The Cause Wear has also 
started manufacturing T-shirts 
and sold around 8000 T-shirts 
and is expected to sell 3000 
pieces more. It has also 
ventured into the development 
of fabric with recycled PET 
bottles and is associated 
with Jain Metal Rolling 
Mill, KSJ metal Impex Pvt 

Farm, an animal rescue shelter; 
Ahimso Parmo Dharma 
Group, where funds which are 
raised go towards organising 
The Ahimsa Festival which 
is the annual vegan festival 
organised by APDG with an 
aim to spreading the fragrance 

Ltd., and Jain Recycling Pvt 
Ltd., with a vision to take 
care of the environment in 
every way possible. With the 
goal to help the education 
ecosystem for the needy, the 
brand has built classrooms 
for a government school in 
Perungudi, Chennai, and 
helped the underprivileged 
children of Lotus Blind 
School to get maximum 
support by providing mobile 
phones and books. Not only 
this, it is also helping cancer 
patients, delivering medical 

of peace and love through 
simple lifestyle choices.

 It also supports The YP 
Foundation – a youth-
led organisation that runs 
comprehensive sex education 
(CSE) programme across. The 
funds collected go towards 
conducting CSE training and 
the other NGOs. Hoomawear 
is also associated with One 
earth social initiative (OSEI), 
a non-profit working to raise 
awareness about climate 
change and environmental 
crisis. Funds raised from the 
One Earth Collection go 
towards providing composting 
kits, seed bombs, planner kits, 
tree plantation drives, clean-up 
drives, etc.

equipment and also the 
educational purpose. “It’s like 
a chain reaction, one small 
help goes a long way. For 
example, we helped Muthuma, 
a 45-year transgender woman 
from Chennai to start her idli 
cart and also helped a few 
orthopedically challenged 
individuals by funding limps 
and calipers they’d require 
to be able to walk freely and 
lead a normal life. We have 
several other examples like 
Muthuma,” Shreya added.
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DHARAVI 
MARKET.com: 
on a mission 
to upskill and 
employ artisans 
from Dharavi, 
Mumbai

It is very well said that the 
advanced level is mastery of 
basics and if an individual 
enhances his/her skill, survival 
gets easier. With better quality 
products, craftsmen can 
increase income by getting bulk 
orders from across the world 
for promotional gifting, white 
labelling for various brands 
and creating industry-specific 

The push and pull 
of financial viability 
and commercial 
success can be 
tricky 
One question often asked 
about social entrepreneurship is 
whether it can generate enough 
commercial benefit to ensure its 
sustainability. Experts say more 
needs to be done to improve 
access to finance, scale up 
businesses to significant sizes 
and assess their social impact.

“Commercial viability is a 
challenge for craft businesses 
like Rustic Hue when we 
genuinely create things to 
reduce environmental impact at 
each level of the supply chain. 
We are concerned about the 
growth of the brand but are 
also patient about taking time 
to set up the base and sticking 
to our brand mantra. It isn’t a 
cakewalk for sure but the goal 
to work for the upliftment of 
society keeps my brand moving 
forward despite challenges,” 
says the owner of Rustic Hue. 

products. With little guidance 
and assistance on current errors, 
technology, finance, branding, 
marketing, communication 
craftsmen can more than double 
their orders and increase their 
income fivefold. With the same 
motive to self-sustain groups 

of talented craftsmen, Megha 
Gupta founded dharavimarket.
com and its NGO Waychowers 
Foundation in 2014 focusing 
on the holistic development of 
craftsmen and locals of Dharavi 
and vocational training of the 
craftsmen so that goods of 

export quality with the latest 
technology can be made while 
giving certain benefits to their 
families in the sector of health, 
education and sanitation. Its 
leather jackets and handbags are 
one of the USPs of the online 
portal and each sale contributes 
to the vocational and skill 
training of local craftsmen. 
Megha had also come up with 
digital design documentation 
for the preservation of arts and 
involvement of Gen Next.  

Additionally, 90 Feet is the 
registered brand of Dharavi 
Market which is designed and 
handcrafted completely by local 
artisans.  

Although each company 
goes about its own way, 
they all use some form of a 
revenue source to support 
their charitable causes. Many 
companies donate a portion 
of their profits to charities, 
while others focus on branding 
related to the cause. Some 
companies have also moved 
to sell sustainable materials or 
sustainable accessories that they 
make themselves. All of these 
methods are helping to change 
the fashion industry and its 
impact on the environment. 

When it comes to funding 
a social start-up, all funding 
methods have their pros and 
cons. Government grants, for 
example, are usually quick 
and reliable, but also subject 
to many limitations. Private 
donations can be more flexible 
and stable, but they may not be 
enough to support the start-
up over the long term. When 
considering loans from financial 
institutions, the start-up usually 
considers how much money 
it needs and at what interest 

rate. And if one chooses to 
help cover operating costs by 
selling products or services, this 
may not be enough to sustain 
the business in the long term. 
Regardless of which method 
one chooses, it’s important that 
the start-up has a clear plan for 
how it will use the funds and 
what it will do with the capital 
which does get really tricky. 

“Even though impact investing 
and crowdfunding platforms 
are catching up to the concept 
and there could be multiple 
investors, the economic 
viability for Faborg comes 
only from my farmers, who are 
godfathers and the first-mover 
innovators in the industry who 
are ready to explore products 
such as mine. Although we 
are bootstrapped, we have 
achieved satisfactory results 
despite no external help,” said 
Gowri Shankar. 

Impact investing 
and crowdfunding 
platforms are on 
the rise

As more organisations seek 
investments that align with 
their values, impact investing 
is becoming more popular. 
Crowdfunding is another 
popular method of funding 
social start-ups. Platforms like 
Kickstarter allow entrepreneurs 
to raise money in small 
amounts from a wide range of 
people.

It is becoming increasingly 
difficult for social start-ups 
to obtain funding from 
traditional sources such as 
venture capitalists. However, 
new funding methods such 
as crowdfunding and impact 
investing are becoming more 
popular and accessible. This 
trend is likely to continue as 
social entrepreneurship becomes 
more fashionable among VCs.

The truth, however, is that 
it all comes down to people 
accepting these cause start-ups. 
A paradigm shift in buying 
can really turn the tables for 
such start-ups and make them 
compete with the so-called 
fashion brands.

START-UPS
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US APPAREL IMPORTS (January-September 2022)

US buyers source US $ 78.85 billion worth of apparels in first 9 months

Global Apparel Imports by the US 
(January-September 2022)
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Change in UVR

37.34%
Wool

49.98%
Wool

50.77%

Silk & Veg
44.48%

Silk & Veg
59.67%

Cotton
10.95% 32.63%20.58%

Cotton

MMF
20.38%

MMF
34.85%13.90%

(Average UVR in the review period was US $ 3.07 as 
against US $ 2.70 in the same period last year)

(The information has been extracted from  US custom site and further analysed.)

UVR change in apparel imported  
by USA (2-year comparison)

Value-wise share to USA by  
top 5 apparel exporters

Month-wise USA  
apparel import trend

T-SHIRTS

Volume 
(14.62%)

Value 
(34.57%)

Volume 
(30.28%)

Value 
(11.93%)

Volume 
(23.93%)

Value 
(51.57%)

TROUSERS LADIES DRESSES

Jan.-Sep. 2022  
US $  3.12

0  1  2  3  4  5  6  7  8  9  1 0
(Value in US billion $)

Jan.-Sep. 2021

Vietnam

Bangladesh

China22.48%

India5.88%

US $  2.71

Percentage change in top 3 product 
categories imported by USA

Jul. 22  9.33
Jun. 22  8.64
May 22 8.51

Mar. 22  9.29
Apr. 22 8.12

Jan. 22 7.54
Feb. 22  7.48

Aug. 22  10.36
Sep. 22  9.58

Oct. 21  8.33
Nov. 21  7.38
Dec. 21  7.30

5.64%

USA has imported US $ 78.85 billion worth of garments 
in January to September period of 2022, noting 34.61 per 
cent yearly increase. Particularly in September ’22, the USA 
imported US $ 9.58 billion worth of garments, down from 
August when imports valued US $ 10.36 billion. Though 

the import value has shrunk in September, it is still the 
second highest in 2022! The festive season will certainly see 
inventories wiping off the stores in the USA, while the fresh 
order placement may take some time, as indicated by the 
retail industry experts. 

18.51%

Indonesia

9.58%

USA is spending less to import MMF-
based apparels as compared to cotton-
based apparels.

MMF COTTON

34.57%

Value rises Volume rises

14.62%

Percentage change in India’s top product 
category export (T-Shirts) to USA
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Total apparel exports to the US by 5 major manufacturing destinations 
(January-September 2022)

Item-wise quantity increase/decrease in apparel imports by the US: Jan.-Sep. 2022  
(Qty in doz, legwear in dpr, babieswear in kg)

 Item-wise value increase/decrease in apparel imports by the US: Jan.-Sep. 2022 (Value in US mn $)

APPAREL TYPE
Total Imports by USA

Exports to USA

China India Bangladesh Vietnam Indonesia

2021 2022 % Change 2021 2022 % Change 2021 2022 % Change 2021 2022 % Change 2021 2022 % Change 2021 2022 % Change

Babies Wear 99,112,595 110,449,123 11.44 33,637,354 37,829,452 12.46 11,113,436 14,165,186 27.46 11,823,922 13,419,151 13.49 12,474,223 13,475,201 8.02 1,919,741 2,317,785 20.73

Foundation 
Garments 48,219,383 48,316,178 0.20 24,179,714 22,285,774 -7.83 554,352 679,901 22.65 4,903,287 4,266,433 -12.99 5,896,638 7,059,780 19.73 3,612,880 4,912,033 35.96

Jackets & Blazers 30,387,851 41,819,048 37.62 13,022,076 17,308,739 32.92 468,011 801,299 71.21 2,940,460 3,964,187 34.82 6,259,528 9,486,717 51.56 1,336,030 1,847,580 38.29

Ladies Blouses 26,280,283 34,578,476 31.58 8,770,023 10,603,649 20.91 4,619,405 6,403,320 38.62 1,810,172 3,174,085 75.35 5,098,127 6,603,842 29.53 2,536,654 3,712,515 46.35

Ladies Dresses 39,228,726 48,616,507 23.93 16,575,284 19,430,384 17.23 4,136,088 6,473,590 56.51 1,669,494 2,257,170 35.20 8,028,089 9,558,274 19.06 3,034,953 3,602,112 18.69

Ladies Skirts 127,350,708 171,970,976 35.04 54,677,726 72,031,630 31.74 7,445,057 13,330,739 79.05 14,617,709 16,680,933 14.11 24,353,278 31,771,258 30.46 6,797,090 11,260,694 65.67

Legwear 314,278,882 307,746,792 -2.08 223,252,973 220,130,330 -1.40 2,068,725 2,478,596 19.81 524,544 200,213 -61.83 12,431,380 8,492,398 -31.69 465,546 505,694 8.62

Men's Shirts 18,710,582 28,099,777 50.18 2,270,802 4,232,544 86.39 1,766,988 3,275,620 85.38 5,559,369 8,700,532 56.50 2,880,745 4,086,912 41.87 1,097,845 1,542,520 40.50

Nightwear 55,361,415 50,735,887 -8.36 29,238,525 14,652,314 -49.89 3,409,839 3,902,351 14.44 2,977,601 3,100,266 4.12 6,835,301 9,520,443 39.28 1,109,547 2,073,364 86.87

Suits / Ensembles 4,866,273 8,264,478 69.83 2,782,831 4,799,879 72.48 200,407 326,592 62.96 182,068 294,829 61.93 721,251 894,546 24.03 102,770 237,253 130.86

Sweaters 11,240,256 14,066,507 25.14 8,007,153 10,007,136 24.98 51,093 66,845 30.83 889,057 1,052,467 18.38 508,395 627,634 23.45 314,674 572,009 81.78

Trousers 246,377,374 275,768,066 11.93 58,140,175 53,102,362 -8.66 5,401,478 7,361,291 36.28 39,227,342 52,647,211 34.21 50,082,648 53,729,011 7.28 14,872,820 18,634,597 25.29

T-Shirts 445,417,415 510,523,955 14.62 67,405,138 68,298,699 1.33 20,690,564 26,041,489 25.86 29,537,562 40,350,050 36.61 61,943,877 67,233,241 8.54 17,653,903 23,622,419 33.81

Undergarments 219,493,151 224,167,674 2.13 45,555,776 45,686,324 0.29 15,362,310 16,571,674 7.87 24,530,664 28,034,318 14.28 49,706,195 49,483,044 -0.45 1,851,091 2,414,491 30.44

APPAREL TYPE
Total Imports by USA

Exports to USA

China India Bangladesh Vietnam Indonesia

2021 2022 % Change 2021 2022 % Change 2021 2022 % Change 2021 2022 % Change 2021 2022 % Change 2021 2022 % Change

Babies Wear 1,804.75 2,156.79 19.51 463.15 530.48 14.54 259.56 362.82 39.78 190.91 229.31 20.11 274.78 325.56 18.48 54.06 71.01 31.35

Foundation Garments 2,092.66 2,340.78 11.86 700.24 681.44 -2.68 31.13 46.80 50.34 120.01 123.58 2.98 405.68 527.92 30.13 189.45 287.34 51.67

Jackets & Blazers 4,142.82 6,247.35 50.80 1299.59 1993.88 53.42 87.75 167.17 90.51 336.59 500.91 48.82 1093.73 1745.51 59.59 212.87 310.87 46.04

Ladies Blouses 1,650.50 2,374.49 43.86 394.88 528.86 33.93 368.37 553.59 50.28 94.03 172.15 83.08 288.54 391.24 35.59 188.78 293.19 55.31

Ladies Dresses 2,838.85 4,302.79 51.57 946.92 1403.80 48.25 411.62 746.52 81.36 73.57 117.63 59.88 524.22 712.73 35.96 224.92 325.60 44.76

Ladies Skirts 477.42 759.83 59.15 143.83 221.85 54.24 43.33 76.80 77.24 35.28 51.68 46.49 96.70 156.79 62.14 27.58 57.15 107.22

Legwear 1,647.35 1,994.25 21.06 991.83 1184.18 19.39 31.49 46.97 49.16 0.37 0.56 51.35 61.29 65.95 7.60 2.98 5.29 77.52

Men's Shirts 1,538.04 2,433.85 58.24 133.73 263.49 97.03 140.18 261.09 86.25 325.23 564.99 73.72 268.32 418.29 55.89 95.94 148.40 54.68

Nightwear 2,105.29 2,178.02 3.45 943.81 565.92 -40.04 139.29 191.36 37.38 105.49 128.10 21.43 325.55 553.96 70.16 50.62 122.43 141.86

Suits / Ensembles 432.61 890.86 105.93 82.24 212.29 158.13 21.81 42.29 93.90 10.84 26.29 142.53 48.11 119.55 148.49 16.81 53.13 216.06

Sweaters 1,008.24 1,400.44 38.90 636.22 893.14 40.38 5.41 7.44 37.52 54.87 66.00 20.28 47.30 74.80 58.14 23.71 43.62 83.97

Trousers 14,357.51 18,704.89 30.28 2099.77 2373.48 13.04 333.04 498.63 49.72 2,179.19 3,307.56 51.78 3176.31 3906.14 22.98 766.35 1139.97 48.75

T-Shirts 16,057.06 21,608.11 34.57 2152.22 2696.01 25.27 753.23 1092.76 45.08 796.20 1,267.91 59.25 2741.87 3596.23 31.16 755.86 1161.10 53.61

Undergarments 3,135.05 3,636.34 15.99 676.36 728.69 7.74 249.80 346.97 38.90 277.75 356.00 28.17 621.64 754.46 21.37 55.65 73.91 32.81

Overall apparel imported by USA was worth US $ 78.85 billion in the said period with 34.61% increased (Y-o-Y)

Volume-wise export to USA 
( Qty in mn SME)

Value-wise export to USA 
( Value in US mn $ )

India 4633.981238.85
53.38%32.99%

Indonesia 4445.311115.22
54.66%39.90%

Bangladesh 7553.742499.78
50.98%33.95%

Vietnam 14595.364002.16
34.68%18.84%

China 17726.068905.76
28.94%11.52%
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Canada’s apparel imports reach US $ 9.34 billion! 
Canadian apparel imports have reached US $ 9.34 billion in January 
to September 2022 period, noting 33.20 per cent yearly increase. 
Particularly in September ’22, the country marked 36.37 per cent yearly 
growth; however, there has been slight decline in September’s imports 
(US $ 1.36 billion) over August when imports valued US $ 1.50 billion. 
Only Cambodia and Indonesia reported Y-o-Y as well as M-o-M growth 
in top 10 destinations to Canada during September ’22; while India, 
Bangladesh, Vietnam and China grew in their shipment to Canada on 
yearly basis but witnessed a drop on monthly note. 

Weaker yen continues to benefit other countries 
exporting apparels to Japan 
The yen has weakened beyond 140 per dollar for the first time in 
almost a quarter century and that’s why it is spending more on apparel 
sourcing from other countries. Japan imported US $ 16.89 billion worth 
of garments in January to September 2022 period, growing by 25.77 
per cent on yearly basis. China, India, Bangladesh, Sri Lanka, Indonesia 
and Vietnam remained positive in their apparel shipments to Japan 
both weight-wise and value-wise, while Pakistan declined in weight-wise 
exports on Y-o-Y basis.  

33.20%

25.77%

Canada Imports

Japan Imports

The knitted apparel reported 33.12% surge 
during the review period, whereas the woven 
segment upped by 33.30% in value terms.

Japanese apparel imports increased by 4.28% 
in weight, while values increased by 25.77% 
in the review period

58.73%

19.27%

India Exports

India Exports

The value of Indian knitted apparel exports upped 
by 49.13%; while export value of woven segment 
grew by 71.66% on Y-o-Y basis.

Indian RMG exports to the Japan 
upped by 1.77% in weights and 19.27% 
in values.

39.47%

36.55%

B’Desh Exports

B’Desh Exports

Bangladesh’s shipment to Canada upped by 39.39% 
in knitted segment, while woven garment exports 
increased by 39.55%.

Bangladesh’s garment exports to Japan saw 
growth by 36.55% in value-wise exports and 
weight increased by 9.44%.

Canada Apparel Imports (Jan.-Sep. ’22)

Japan Apparel Imports (Jan.-Sep. ’22)

43.71%

35.65%

Vietnam Exports

Vietnam Exports

Knitted garment exports from Vietnam to Canada 
surged by 39.78%, while export of woven garments 
increased by 48.70%.

Vietnam got a boost of 10.73% in weight-wise 
exports to Japan, while values increased by 
35.65% on Y-o-Y basis. 
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A&E AND GÜTERMANN 
THREAD SOLUTION: SOLVING 

DOWN MIGRATION 

Team Apparel Resources presents a series of 
five technical articles based on the premium 
sewing thread range offered by A&E and 
Gütermann – a leading high-end thread 
provider – and its importance in garment 
factories. The series talks about the five 
different challenges faced by SMO (Sewing 
Machine Operators) in garment factories. In 
this present article, A&E and Gütermann 
talks about Down Garment manufacturing, 
its challenges and solutions.

Down Jackets / Coats
When it comes to down jackets, the 
perfect seam is critically important. Only 
the right sewing thread can prevent 
feathers and down from migrating out 
through the seam.  

Perfect Insulation
During a fishing trip in the winter of 
1936, the American adventurer Eddie 
Bauer almost died from hypothermia. 
Following this episode, he went on to 
design the down jacket. The principle 
developed by Bauer is still valid today 
– pockets of down separated by quilted 
seams, which should be warm yet as light 
as possible. Nothing feels so airy and 
warm at the same time as a high-quality 
down jacket. However, this is only possible 
by using the best materials and processing 
methods. Premium jackets are usually 
made with a pure down fill, which makes 
them very wearable and comfortable. 
More affordable jackets on the other 
hand are usually filled with a mix of 
down and feathers. This is cheaper and 
is less efficient at insulating heat because 

of the feathers. The hard quills can also 
penetrate and migrate out of the fabric or 
the seam holes. The best way to prevent 
this is therefore a down-proof seam so that 
the filling stays where it should. A&E 
and Gütermann has developed very fine 
sewing threads for this specific purpose.

What To Watch  
Out For
From the Michelin man look to a refined 
and feather-light style, while current 
fashion trends determine the appearance 
of high-value down jackets, their quality 
also depends on the way in which they are 
processed. The position and shape of the 
individual pockets of down or of a mix 
of down and feathers can vary according 
to the design. Since this determines the 
quality of the insulation, it is important 
to prevent the filling from migrating. The 
most vulnerable parts in this regard are the 
seams and the holes of stitching. For this 
reason, it is very important to select the 
correct sewing threads and needles during 
production.

Pay attention to  
the mix
Down jackets with a 
high down content have 
a better quality. The 
percentage of feathers 
should not exceed 10 per 
cent. When purchasing a 
high-quality down jacket, 
the consumers often 
receive a small sachet with 
a sample of the filling so 
that they can see what it is 
made of.

Down Migration is a common 
issue with the manufacturing 
of down or feather-filled 
garments.

RESOURCE CENTRE
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Down Characteristics
• Made of fibrous protein, keratin

• Spherical-shaped arrangement with 
very soft feather barbs

• One single downy feather has over 
one million down barbules, allowing 
down to enclose a large quantity of 
air

• More lightweight than feathers to 
provide a much larger volume with 
the same weight

• Only waterfowl possess down in 
addition to feathers

Feather Characteristics
• Feathers have a long shaft, which 

in waterfowl is curved, providing a 
two-dimensional arrangement of the 
feather barbs 

• A feather’s shaft is responsible for a 
spring effect

• Feather barbs interlock with 
neighboring feather branches, 
producing the required stiffness of 
the feather-flags

• The quill from younger birds tends 
to be sharp on the end, while older 
birds are more rounded

Insulation Type – Down 
Versus Synthetic 
Insulation
PROS CONS

Excellent heat 
retention

Reduces insulation 
ability when wet

Lightweight Heavier

Improved comfort 
range for warm and 
cold temperatures

Does not dry quickly

Cheaper More expensive

No special cleaning 
required

Requires special 
cleaning

Compresses easily Migration/leakage often 
occurs

Down Migration – 
Common Areas
• Migration takes place when the shaft 

of a feather bores  

through the garment.

• This generally occurs in 3 main 
garment areas:

 1) Punching through the fabric

 2) Escaping through the needle hole

 3) Pushing through the seam

Why does Migration 
happen?
Below are the top 10 reasons why this 
problem occurs:

• Insulation / Filling

• Fabrics

• Filling Pressure

• Factory Conditions

• Machine Type

• Sewing Thread

• Needle Size / Type

• Sewing Speed

• Thread Tension

• Stitch Density

Interestingly, A&E and Gütermann 
provides thread solutions to effectively 
manage and reduce migration by 
catching the feather shafts or simply 
causing them to slide away from the 
seam.

A&E and Gütermann accomplishes 
this through developed proprietary, 
innovative production technology and 
employing technical know-how gained 
from its 130+ years of doing business.

Migration Industrial 
Thread Solutions
A&E and Gütermann provides thread 
solutions to effectively manage and 
reduce migration by catching the feather 
shafts or simply causing them to slide 
away from the seam. 

Technical Parameters 
for the Sewing of Down 
Garments
Goal: To determine a standard best 
practice for sewing of down garments. 
Let’s take a look at the areas included:

• Examining appropriate top and 
bottom sewing thread for the type of 
fabric used

• Determining the correct sewing 
needle system through collaboration 
with needle manufacturers

• Testing the alignment of the correct 
foot and throat plate size for the 
needle size

• Optimising the sewing speed of the 
machine with operator performance

• Differentiating fabrics according to 
unique characteristics

Solution Considerations
1) Thread Type

2) Thread Size

3) Needle Size

4) Needle Point

5) Needle Coating

6) Pressure Foot

7) Throat Plate

The position and shape of 
the individual pockets of 
down or of a mix of down 
and feathers can vary 
according to the design. 
Since this determines the 
quality of the insulation, 
it is important to prevent 
the filling from migrating.
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8) Machine Speed

9) Sewing Tension

10) Proper Handling

Solutions – Thread Type and Size 
offered by A&E and Gütermann

It is very essential that the correct 
sewing thread is chosen to fill the needle 
holes perfectly and adequate seam 
strength and size to use in needles are 
ensured that create the smallest holes 
during stitching.

Needle threads used for this are SUPRA 
SEAM Tex 16, 18, 24; Mara 150, 120; 
Ultimate 150, 120 and PERMA CORE 
Tex 18, 24 that permit smaller needle 
sizes and provide:

• Smooth thread surface

• Zero shrinkage

• High initial modulus

• High tenacity

Bobbin Threads used are ANESOFT 
Tex 18; Piuma 140; E151 Series 160; and 
WILDCAT Tex 18 that provide:           

• Textured polyester

• Minimum friction

• Coverage on needle holes

• Large amount of micro-denier 
filaments

• Shape flexibility that allows for flat or 
circular

More processing tips
When producing down jackets, the length 
of the stitch should ideally be equal to 
4 ½ stitches per cm at a machine speed 

of 3,500 to 3,800 rpm (revolutions). 
Smaller stitches mean more stitch holes, 
and because of the even thread tension, 
feathers are less likely to migrate.

Machine Tension
The machine tension should be as low as 
necessary to prevent a high thread tension. 
The threads must also interlace between 
the layers so that holes in the material are 
sealed by interlacing.

Sewing Needle
The size of the needle should be as fine as 
possible to avoid damage to the material 
as well as to keep the stitch holes as small 
as possible. This prevents the feathers 
from penetrating through the seam hole. 
In general, it is advisable to check each 
fabric before processing for sewability and 
the correct needle insertion.

Solution – Needle Plate Selection

Long head automatic sewing machine 
have been used for seaming quilt lines.

With maintenance team assistance, select 
the smallest size of needle plate from the 
available variations for the correct fabric.

1 mm Needle Plate

1.20 mm Needle Plate

Interestingly, A&E and 
Gütermann provides 
thread solutions to 
effectively manage and 
reduce migration by 
catching the feather 
shafts or simply causing 
them to slide away from 
the seam.

Solution – Pressure Foot

The used machines are adjusted with 
the standard cup pressure foot. The 
cup dimension changes with the 
pattern of quilting. Available pressure 
foot types used for down garments are 
as below:

The factories need to take care of all 
the solutions and the standards/best 
practices explained above. The down 
migration / loosing / seepage cannot 
be eliminated but minimised to a 
tolerance limit.

Reach us or Contact us for any kind of 
query and Technical Assistance at:

 
amefird@vardhmanthreads.in 

sumesh.minhas@vardhmanthreads.in  
uday.bammanwadi@guetermann.com
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PANGAIA’S 
COLLABORATION WITH 
HYOSUNG IN PROCESS, 
LAUNCHES NEXT-
GEN PLANT-BASED 
ACTIVEWEAR

line, which includes four key styles in 
three colourways, is the brand’s most 
bio-based offering to date. It is made 
using 99.99 per cent plant-based EVO® 
Nylon and 30 percent plant-based creora® 
elastane, the first of its kind. 

Hyosung’s creora® elastane is the first 
to market with a 30 percent bio-based 
content that is sourced from industrial 
corn, harvested in the US, and Pangaia is 
the first brand globally to introduce this 
new stretch fibre in an activewear range.  
The yarn is SGS-certified guaranteeing 
that it is made with plant-based materials 
and produced in an eco-friendly 
environment. According to a recent third-
party LCA, the manufacturing of creora® 
bio-based elastane reduces its carbon 
footprint by 23 percent as compared to the 
production of regular elastane.

Hyosung is a comprehensive fibre 
manufacturer that produces world-class 
products, providing innovation and 
solutions to the textile industry. 

“Pangaia is highly regarded for their 
innovative approach to new materials, and 
they are often referenced for leading the 
way in sustainable solutions,” said Claire 
O’Neill, Hyosung European Marketing 
Manager. “As a textile solutions provider, 
we are proud that such a reputable brand 
has partnered with Hyosung to help 
realise its vision of developing an advanced 
collection of plant-based activewear its 
customers will feel good about purchasing 
and wearing.” 

The evolution of PANGAIA’s activewear 
includes an updated look and feel with 
seamless shapes offering comfort and 
stretch - it is designed to feel like a 
second skin with gentle compression. 
Additionally, each garment is treated with 
the brand’s PPRMINTTM finish, so the 
garments stay fresh for longer. 

The latest range includes four styles – bra, 
cropped top, shorts, and leggings - in 
black, foliage green and cerulean blue. 

Pangaia is on a mission to save the 
environment. It is a global collective of 
one heart and many hands — scientists, 
technologists, designers — creating 
essential products from innovative tech 
and bio-engineered materials. 

Materials science brand Pangaia has 
launched a new and improved range 
of plant-based activewear, Activewear 
3.0 that follows in suit with the brand’s 
material philosophy of ‘high tech 

naturalism’, which involves utilising the 
abundance of nature augmented by high-
tech processes and sustainable chemistries 
to expand the functionality of its textiles. 

The third iteration of Pangaia’s activewear 
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HOHENSTEIN GLOBAL SUSTAINABILITY CONFERENCE

MORE THRUST REQUIRED ON 
COLLABORATIVE EFFORTS 

FOR SUSTAINABILITY 

Various stakeholders of the textile 
supply chain are keen on sustainability 
and creating more and more awareness 
about the same, motivating each other 
to be more responsible in business. As a 
part of such an initiative, 75-years-old 
Germany-based company Hohenstein, 
known for testing, certification and 
research of all kinds of textile products, 
organised ‘Hohenstein Global 
Sustainability Conference’ in Gurgaon. 
The conference, having a large number 
of expert speakers and audience from 
across all the segments of the industry, 
was loud and clear about its message 
that collective efforts are very much 
required for a true sustainable fashion 
industry and whosoever will not have a 
strong tilt on sustainability, will not be 
operable anymore.

Presenting the keynote address,  
Dr. Stefan Mechells, President, 
Hohenstein appreciated the Indian 
textile and apparel industry for its 
sustainable efforts. He highlighted how 
Hohenstein is supporting the industry 
with its strengths of R&D, testing 
certification and evaluation, knowledge 
transfer and training etc. Sudhir Sekhri, 
Vice Chairman, AEPC highlighted that 

the Indian fashion industry is now well 
aware that without having a stronghold 
on sustainability, there will no viability 
of the industry. He also shared that 
AEPC is handholding the MSMEs 
for being more sustainable and coming 
up with more efforts for awareness 
on sustainability. Vikas Chachra, 
President, The Textile Association 
of India, Delhi insisted that looking 
at the scale of operations, the Indian 
domestic apparel industry also needs 
the same thrust on sustainability that 
the export segment has. 

It was interesting to see buyers, 
exporters and chemical giants together 
in a panel discussion and sharing how 
they have contributed so far as well as 
are further planning to become more 
sustainable. 

Hohenstein boasts of 
1000+employees across 
the globe; the company 
also has a strong 
presence in India

RESOURCE CENTRE

Stalwarts on the stage (L-R) Vinod Kumar, MD India & Sri Lanka, Global Business Director, Hohenstein; Subhasis Banerjee, DGM, Corporate Quality, Landmark Group; Brigitte Zietlow, German 
Environment Agency;  Dr. Stefan Mechells, President, Hohenstein; Ganesh Srinivasan, CEO, Resil Chemicals;  Dr. Pankaj Desai, Head, R&D, Colourtex Industries and Rajneesh Rai, Senior GM, 
Environmental Sustainability and Laboratory, Shahi Exports
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Rajneesh Rai, Senior General Manager 
from the Environment Sustainability 
and Laboratory Management 
team of Shahi shared insights on 
mainstreaming sustainability through 
chemical management, alternative 
materials, clean energy and complying 
with industry standards such as Oeko-
Tex and HIGG. Further, expansion 
plans for these standards were shared 
along with Shahi’s goal of reaching 100 
per cent renewable electricity by 2026.

Industry appreciated the vision and 
implementation of sustainability 
by retail giant Landmark Group as 
Subhasis Banerjee, DGM, Corporate 
Quality of the company shared, 
“In ‘Span of Control’, we focus on 
areas like last mile of delivery, stores, 
warehousing, supply chain and much 
more while in ‘Scope of Influence’ our 
thrust is to work closely with suppliers, 
support them and explore various 
aspects of products.”

He further added that the product is in 
core from a carbon footprint point of 
view and at the same time, packaging 
is an area that needs to be focused 
more. Landmark Group is working 
aggressively in this direction, especially 
its Splash brand. 

Ganesh Srinivasan, CEO, Resil 
Chemicals highlighted that their 
strategy is not to sell products only but 
sell value from sustainable aspects also. 
The company, known for innovative 
solutions, is working with more 
supportive products for the textile and 
apparel industry. 

Believing strongly that ‘Nature always 
delivers’ and sustainability is a culture 
for Colourtex Industries, Dr. Pankaj 
Desai, Head, R&D of the company 
informed that their organisation is using 
surface water only and the thrust is to 
minimise the requirement of natural 
resources. 

Both the chemical giants are supporting 
their raw material suppliers to become 
more sustainable as they are mostly 
MSMEs and don’t have limitations with 
regard to sustainability. 

In discussion with Vinod Kumar, MD 
India & Sri Lanka, Global Business 
Director, Hohenstein, various industry 
representatives shared how Hohenstein 
has served them better and added value 
to the various operations. 

The conference had experts from 
German Environment Agency Oeko-
Tex also. Completing three decades, 
Oeko-Tex is following the value 

of trust, safety, sustainability and 
transparency. Dr.Christof Madinger, 
COO Hohenstein; Jonathan Wehrli, 
OEKO-TEX® Association, CH; 
Kunwar Venkteshwar Singh, Manager 
OEKO-TEX® Hohenstein India; Dr. 
Samuel Rajkumar, Senior Manager 
OEKO-TEX® Hohenstein India 
discussed in detail about various aspects 
of Oeko-Tex® like Oeko-Tex® organic 
cotton, Oeko-Tex® STeP & MADE 
IN GREEN, and motivated industry 
to adopt more sustainable practices. 
Oeko-Tex currently serves more 
than 21,000 companies with 36,000 
certifications across the globe. It has not 
only increased trust among the various 
stakeholders of the supply chain but also 
helped to save time and added a lot of 
value at different levels. In future, more 
and more companies will go for this 
certification. 

Experts from the German Environment 
Agency highlighted the implementation 
of best available techniques in the 
textile industry and their efforts in 
this direction. The number of recalls 
from the market has almost doubled in 
Europe which shows that manufacturing 
companies have to focus more on  
this front.

Full House: The conference had stakeholders from across the textile and apparel value chain
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APPAREL MANUFACTURER 
SHANGHAI JIALE 
REDUCES COSTS AND SMV 
SUBSTANTIALLY USING 
COATS DIGITAL’S GSDCOST

Michael Zhong added, “GSDCost is 
a very important project for the digital 
transformation of the group. Through 
GSDCost, a standardised production 
process has now been established, which 
has successfully been applied to other 
processes in the production management 
lifecycle, such as: capacity planning, 
planning management, production 
efficiency management, production line 
balancing and employee skills training.  
Finally, through GSDCost we have 
significantly improved management 
visibility and achieved one single version 
of the truth that benefits all team 
stakeholders. The GSDCost system 
has consequently and greatly improved 
our ability to deal with complex cost 
management scenarios, and ensured the 
efficient and smooth communication 
between factories and business 
departments, since critical information 
can now be clearly visualised and 
communicated on the same platform.”

Bella Yang, GSD Project Director of Jiale 
Group, commented, “By reducing our 
initial SMV of 15.9 minutes to 11.28, 
our manufacturing costs have reduced 
significantly,” adding, “As a result, we 
can now capitalise on additional order 
opportunities across all business units.”

Boris Lu, Customer Success 
Manager, Coats Digital, averred, “The 
determination of Jiale management to 
promote the GSDCost project, from 
project establishment to customer and 
staff buy-in, has been exemplary. The 
team showed great enthusiasm and 
determination to successfully overcome 
an initial change-resistant internal 
culture from the top down. Through 
the rigorous training of the GSDCost 
team, the Jiale team soon quickly grasped 
the scientific standard working hour 
management system and gradually 
established a standard database that 
has achieved remarkable results across 
the whole business. The success of the 
Shanghai factory has greatly inspired 
Jiale’s customers, and we are delighted 
that the group headquarters has decided 
to officially roll out GSDCost across its 
Indonesian production base, as a result.”
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Coats Digital has announced 
that Shanghai Jiale Company Ltd., a 
leading global fashion manufacturer of 
knitted outerwear and sportswear, has 
significantly reduced the time it takes to 
produce core styles from 15.9 minutes 
to 11.28 minutes with Coats Digital’s 
GSDCost solution.

The implementation has resulted in an 
overall SMV reduction of 30.4 per cent 
on the factory floor, as reported by Coats 
Digital.

Following a rigorous training 
programme from GSDCost experts, 
Jiale has established its own robust 
Standard-Minute-Value (SMV) 
library for core styles, which has also 
benefited cost management, capacity 
planning, production planning and 
employee payroll accounting teams 
across the business. The success of the 
implementation has resulted in the 
solution being adopted by Jiale Group’s 
production base across Indonesia.

Prior to implementing GSDCost, Jiale 
Shanghai lacked a scientifically-based 
method-time-cost standard to create 
accurate cost and capacity forecasts. 

As a result, new product quotations 
were incorrect and inconsistent since 
they were based entirely on non-
standardised historical data, previous 
experience and guesswork. This 
subsequently led to unquantifiable 
efficiency targets, uncertain production 
capacity, unbalanced production lines, 
unachievable working incentives and 
unpredictable manufacturing costs.

Michael Zhong, IE Director of Jiale 
Group, said, “In the past, we established 
standard hours through our own time 
studies and historical experience. This 
was time-consuming and labour-
intensive, and subject to external 
interference from subjective factors, so 
the accuracy of standard working hours 
could not be guaranteed.”

Following the implementation of 
GSDCost, Shanghai Jiale was able to 
establish international standard time 
benchmarks based on standard motion 
codes and predetermined times. This 
enabled the sales, costing, planning and 
manufacturing teams to communicate 
efficiently using the same language, 
based on a scientific method for 
correctly analysing manufacturing costs.
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BANGALORE
Indiranagar, Tel: +91 080 25262061
CHENNAI
Ashok Nagar, Tel: +91 044 42165421

TIRUPUR
Tirupur, Tel: +91 0421 4329171

HARYANA
Gurgaon, Tel: +91 0124 4018623

MUMBAI
Vikhroli (East), Tel: +91 843 3981500

Freudenberg Performance Materials India Pvt. Ltd. 

Harvesting energy, zero liquid 
discharge, energy efficiency audit,

monitoring system

By 2025, 25% of Freudenberg 
sales in the apparel industry will be 

from sustainable products

Hazardous free materials
(E.g. Azo & APEO free, PFC free), recycled, 
nature-based or biodegradable materials

GRS, C2C Gold, HIGG Index, BCI, REACH,
ECO-CHECK, STANDARD 100 by OEKO-TEX®, 

RSL, TQP, ISO 9001, ISO 14001

RAW MATERIALS

TECHNOLOGY

Recycled 
General 

Interlinings
Recyclable Energy

Saving Biodegradable

Sustainable Cotton

More than 500 sustainable products for any applications 
  Global availability with unrivalled quality and consistency 

Leading edge innovations in sustainable materials
Certified quality to minimize footprint and maximize handprint

Nature-based
Recycled Thermal 

Insulations and 
Linings

CARBON FOOTPRINT

For more information about our House of Sustainability, please visit our website:
https://apparel.freudenberg-pm.com/benefits/house-of-sustainability


