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SHAGUFTA KALIM

) THE ASIAN AGE

Fashion isn’t about repeating;

it’s all about improvising.

That’s exactly how the trouser
tale is shaping up at the moment.
Flare seems to be the keyword this
season — from Tom Ford (in classic
black) to Marchesa (in metallic
sheen), Chanel (in shimmering pin-
stripes) to Tommy Hillfiger (all over
stripes), Donna Karan (in soft colours
accentuated with ribbons and
sequins) to Balmain (in pleated
sheers) — every high-end label is
embracing this style for
Spring/Summer 2015.

“The fluidity in your trousers makes
it bohemian. It’s like taking pajamas
to a sophisticated level,” says designer
Anamika Khanna. She offers some
interesting ideas and adds, “Invest in
an over all de-constructed look, i.e
pair your pajama-like trousers with a
loose top. I feel the palazzo sithouette
doesn’t compliment the Indian body ull
type, so avoid that.” (L to R) Models showcase var-

Keeping in mind the versatility that ious versions of flare pants
flared patterns offer, the ace designer that will be big this season.
is still in favour of going on with &ﬂ;?'arg\?vlael;barl\)/g}s/ﬁ% Joneja: dleft
dhoti or churidar style pants. ’ JUT I

This fusion look is a hit with bﬁ'r?r\(‘gnﬁ?mh Gupta; (right)
other Indian designers as well.

For instance, designer Harsh
Gupta has fused pants and tops - .
to create an interesting silhou-
ette. He also created a wide
leg shimmery pant with a
double breasted wrap vest
to make it look interesting.

“The loose dominance is
so strong right now, that
even denims have
unabashedly flared. The
top pick on the interna-
tional circuit is flared
culottes with a crop top,”
he points out.

According to designer
Zulekha Shariff, the
wide-legged trousers
and culottes trends

orous take on the trend. What
also works well is a high waist,
wide trouser paired with a crop
top to reveal a hint of skin. My
favourite style would be tak-
ing on the minimalist look
by keeping it simple, the
colour palette basic with
neutral make-up and wet
hair. Wide-leg trousers and
culottes look best in bold
colours like marsala and
cobalt blue.”

She adds a note of caution
and suggests, “Remember,
even the nicest wide-legged
pants won’t look stylish if you
choose the wrong shoes to
wear with them. So pick the
have re-emerged from right kind of footwear and
the seventies takingon e L | team them with your ensem-
a loose, laid-back vibe & Dble” '
that comes off as casual, L Another designer who is
sultry and sophisticated. 3% | drawing a connect between
She says, “This trend is ¥ 8 the wide-leg trousers and a
known for flattering the £ £ ' decade gone by, is Ridhika
body as it highlights the ¢ Khanna of Ridress label.
waist and curve. Pear- She says, “Back with a psy-
shaped women benefit from chedelic vengeance, this sea-
wearing wide legged pants ¢ son 1970s is making its pres-
as it draws attention to the ence felt with flared pants.”
ankle making the hip narrow.” She prefers separates to match

She lists her choices, “From the flare shape. “Flared cor-
patterned to solid, pleated and ¥ duroy trousers with bright
floor-sweeping — the wide-leg { colours will do well with an asym-
pants are really versatile this | M9 metrical top as well as a peasant top.
season. Seek them in double- ‘ . White and pastels will be preferred

e

faced satin, stretch wool, crepe \ colours, and cotton and sheers will
or silk for a laid-back, yet glam- be the fabrics of choice.” ‘

The fluidity in your trousers makes it bohemian.
It’s like taking pajamas to a sophisticated level
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National Handloom Expo is an initietive of the
office of Development Commissioner for
Handlooms, Ministry of Textilss, Government of
India throtgh National Handioom Development
Corporation (NHDC) Ltd. to provide direct
access to the handloom weavers to market their
products to consumers in various citiss of India.
The participants are from various State
Government Bodies/ Apsx Societies, Primary
Handigomn Weavers Co-pparative Societies and
Handloom Agencies. 60 agencies belonging to
15 states are participating. The exhibition has the
participation of three weavers who are recipients
of National Award for design.
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. these clothes. He al-

. ican

- there was a lot of
~ variation in size

_were able to get the :
act fit. This was a huge market
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- Women s apparel retaller eShakti.com offers

off-the-shelf as weII as customlsed clothes

N RAMAKRISHNAN
Being able to pivotand tweak the
business is what entrepreneurs
are known for.

That is ‘exactly what BG Krish-

'nan did with his online venture,
‘eShakti.com Pvt Ltd. He was sell-

ing lifestyle products to Indians
living abroad, particularly in the

-US. The merchandise included
Indian - clothes like salwarka-.
- meez. The salwar-kameez was al-

so custom-tailored to turn them
into tunics and pants. “We found
a lot of Americans were buying
them,” says Krishnan.

This roused Krishnan's
interest, who tried to un-
derstand why Ameri-
cans were buying -

so tried to figure
out what Amer-
fashion
was all about.
To his surprise,
he found -that

and. shape, and
not’ all Americans _
ex-

and, gradually; eShakti dropped

-all’ Indian llfestyle products -
~ films, movies, food and books -

and = started - hawklng only

- clothes.

“The 1dea of clothmg became

'stronger because it 'was a high
‘margin product and was servmg; )
Indians as well. Suddenly, the
. market expanded when ‘we
looked at clothing,” says Krish--

. the Indian clothing line

E: g Cn

. nan,.in his oﬂice located on’

Chennal S arterial Anna Salal

: Western line

Simultaneously, - eShakti

“launched its: western: line of-

clothes. This business grew and

accounted for a fourth of the
company’s total revenues. Krish-
nan wondered why Americans

preferred to buy Indian clothes,
rather than the western clothes
that were on sale. “I felt that™

our entire branding was obvi-
ously not cléar. We dropped

one fine day. In 2008,”
he recalls. This
change in

-
business seven years after the,
venture was. launched proved

to be a turning point for eShak-.
ti. “After that, we never looked

~ back. The volumes just multl- )

plied,” says Krishnan.

Was it not a difficult dec151on
to drop a business that account-
ed for three-fourths of his reve-

Ref: pmin.2015-03-10.42.12

Stitching up the US market with

nues? For an e'ntrepreneur,- itis;”

not such a difficult decision to

make, according to him. Entre-
preneurs go where the opporti-
. ‘hity is; he was starting fron a 25
© per cent base rather than a zero

base. The market size also played
a role. The Indian market in the

- US was about 1.8 million, while
" the US market was300-

‘ _ mil-
lion. “I felt that "
the 75 per cent
was holding
my other 25
per  cent
from grow-

NEJRON PHOTO/SHUTTERSTOCK.COM

ing. Iwante'd thé 1afger market -
_to be the one we served. I didn’t

want to be seen as soméone sell-
~ ing ethnic clothes, because the -
market then would be lll’l‘llted .

says Krishnan. .

Changein strategy

As if to approve eShakn’S change .
- in strategy; venture capital firm :
IDG Ventures invested $3 million -

in the company in 201. From

' then, the numbers have multi-."
plied ten-fold, Krishnan says,

without divulging details. Fur-
ther endorsement of the busi-
ness model came in September
2014 when eShakti raised anoth-

ing from IvyCap Ventures with
IDG also participating.

So, what does eShakti- do? It is-

an online women’s apparel re-
tailer that sells to customers in

the US, It sells, what Krishnan de-

scribes as, day-to-evening wear

‘clothes, kind of smart casuals,
-eShakti offers both off-the-shelf =«
‘and customised outfits and com- -
petes. \Nlth the best brands in the
_ most.competitive market in the
- world, says Krishnan.

Almost half the customers are

those who buy without any cus-

" tomisation. This, Krishnan says,

is an important index, as it

means that the fashion is com-
_peting Wlth other brands in the

market..

' eShaktl oﬂ?ers a full s1ze selec—-

tion, which means it" pretty .

much guarantees a woman that .
_her size will be available, Custom .
styllng includes changing the:
size to fit that particularcustom-
er’s requirements, be itinthe up- -

per body cut or the sleeve length

or to suit that person’s height. .

er $5 million, the bulk of it com-

‘measured moves

" um brands and eShakt1 says -

- stronger because it was a

high margin product and -

was serving indians as well.
Suddenly, the market
expanded when we looked at
clothmg ”

. ,BG KRISHNAN
Managmg Director, eShakn com .

' The standard' ger_ments intheUS

are for an average height. “In our

case, we go by the exact heightof |

~ the customer,” says Krishnan.
He says even though custom:- -
isation is the corhpany's USP, he
prefers to tell his customers to -

"“buy from him because “we make
~ clothes that make you look your

absolute best” ;

. They are not buying custom-.
- isation; they are buying clothes’
that give therna far better shotat :

good fit and fall.

In terms of pricing, there are'
‘the budget brands, the moder- -
ately priced ones and the premi- .

.‘ “The idea of clothing became -

“as' quickly as possible,” R
‘Krishnan, a physics ‘graduate '

Krishnan, has plonked 1tse1f a

notch above some of the moder-.
 ately priced brands, say, a notch

.abeveaJCPenney.
- eShakti was earlier stltchmg

the garments on its own, but has .

. now outsourced it to a company
in Gurgaon. eShakti has a design.
- director based in New Yorkanda

design team in India. It will ex-

pand the design téam and in-

crease the number of products
-on its site. It has a large pattern

studio. For all practical purpos-

es,-all garments dre made once’

virtually. Money Will go into fab-

rics, designers, sampling and-

strengthening the top manage-
ment team.

Fund raising plan

~ eShakti will look to raising the

third round of institutional capi-

.- talin the first quarter of the next

financial year, something up-
wards of $20 million.
Krishnan believes that eShakti

has built both scalability of the.
business. and competitive bar-

riers and what it needs to grow

- the business .is enterprise - vi-

sion, strategy, capital and team. -
- “We would ideally like to mea-

sure twice and cut once. At the -

‘same time, we don’t have the Jux-
ury of going too slow. Merely be-
‘,cause we don’t have any major

competitors now doesn’t mean. -
someone is not showing'up to-
- morrow. We- have fo get our-

selves to be the king of the heap ' -

Jfrom Loyola College, Chennai,

* and an MBA from Jamnalal Bajaj -
~Institute of Management Stud S

- des Mumbal,_

" says: -
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;Hlmatsmgka Seide armin pact with
fashion brand ‘kate spade new york’

OUR BUREAU ’
Bengaluru,March9
HimatsingkaSeide Ltd said its
subsidiary DWI Holdings has
signed a licence agreement to

manufacture and distribute.
‘the ‘kate spade new york’
‘brand of bedding and bath
products in North America

and certain other

geographies.

-Shrikant Himatsingka, Ex-

ecutive Director, said, “In line

with our strategy to augment

our brand portfolio, the new

‘ llcence with ‘kate spade .new E
york' is an extremely positive -
- development. It will signifi- -

cantly contribute to expand -

our reach in branded home‘

textiles space”.

Himatsingka shares closed
2.42 per cent higher in a weak
market at ¥86.90 on the BSE
on Monday..

The Himatsingka Group op-

erates over 12 brands globally

in the home textiles space. Its
brarid portfolio includes mar-
quee brands such-as Calvin

Klein Home, Barbara 'Berw, E_s- .
pirit, Bellora and atmosphere.

During 2013-14, the group
generated over T600 crore
from brands. The Himatsing- -
ka Group is exploring various
initiatives to augment its

‘brand portfolio and deepen:
its distribution network of

these brands. These initiatives
should potentially steer reve-
nues from brands to approxi- . -
mately %1,200 crore over the
next two years, the company
said in a statement.
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Remy Martin
Maker May Shut
India Office

Vijaya.Rathore
@timesgroup.com

New Delhi; Remy Cointreau,
maker of Remy Martin co-
gnac, is shutting its India of-
fice and is working on a new
distribution model to make its
products availablein the coun-
try. The French premium
drinks’ maker has already
served notices to over 30 em-
ployees of its five-year-old
wholly-owned Indian subsidi-
ary, several people familiar
with the developmenttold ET.

Remy Cointreau did not re-
spond to specific questions-
sent by ET about closing of its
India unit, but said that it is
working with along-term globh-
alvisioninmind.

Laetitia Delaye, head of in-
vestor relations for the com-
pany, in an e-mail reshonse
said that the company is
studyingvariousscenariosto
improve its presence inIndia .
and certainly not intending
to “move away”. “India re-
mains a strategic market for
‘usand has great potential, es-
peciaily inthe untapped pre-
mium and luxury segment,”
she said. Besides Remy Mar-
tin, its prestigious brands in-
ciude Louils XIII luxury co- -
gnac, Cointreau liqueur,
Mount Gay rum and Brui-
chladdich Scofch.

According fo an employee’
who did not wish to be identi-
fied, Remy Cointreau’s duty
free business in India was do-

. ing well, while its retail sales
had failed to pick up, largely
duetohighimportduty.

. While its future plans for the
country is not clear, sources
expect Remy to focus on duty

_free business in the country.

. Remy Cointreau India-had
in2613announcedajoint ven-
ture with Nashik Vintners,
owner of the country’s top

" wine producer Sula Vine-
yard, forlaunchingIndia-spe-
cificbrands.
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Deepak Khaltan dles at 59

BY Anigk PaulL
aniek.p@livemint.com
KOLKATA

f wishes were horses, Deepak

Khaitan would by now have lit
up every rural household in
India with battery-operated
lights and thoroughbreds would
have charged down Kolkata's
racing turf under floodlights.

Neither is likely to happen in
the foreseeable future,

aged 59 at his Queen’s Park
home in Kolkata, left for his suc-
cessors several unrealised
-dreams to pursue,

A second generation entrepre-
neur, the vice-chairman of the
Williamson. Magor Group had
inherited his father Brij Mohan

Khaitan's passion for horses.
Kolkata’s Royal Calcutta Turf
.Club. used to be Deepak

Khaitan’s second home.
Popularly known as DX, he
didn't take kindly to media
reports on his interest in horses
back in the 1990s—not surpris-
ingly, because it is said that
Khaitan senior had to acquire
what is now Eveready Indus-
iries India Ltd to persuade his
elder son DK to take a greater

| interest in the family businesses,

The apparent gamble paid off.

Paying $96.5 million, or close
to X300 crore at that time, the
Khaitans in September 1994
acquired a controlling stake in
the erstwhile Union Carbide
India Ltd (now known as
Eveready) from its US owners,

outbidding several keen con-’

tenders such as the Wadias of
Bombay Dyeing and Manufac-
turing Co. Ltd. ,

It was at that time the biggest
corporate takeoverin India, and
a leap of faith for the Khaitans.
Led by BM. Khaitan, who is now

but"
Khaitan, who died on Monday

y
Sharp negotiator: Deepak Khaitan.

Deepak Khaitan

1955-2015

87, the group was on ‘a buying
spree, snapping up engineering
firms and tea plantations.

Eveready Industries soon-
became the group flagship as the
group merged into it some of its;
key businesses, including tea.
While B.M. Khaitan quietly
worked out of 4 Mangoe Lane—
the group’s headquarters—DK
started to take a keen interest in
the new horse in the stable:
Eveready.

By the late 1990s, the Khaitans
were trying to stabilize the oper-
ations of the companies they
bad taken over amid mounting
debt and differences with their
partners in the plantation busi-.
ness—the Magors based in tony
London suburbs. By 2001, they
had separated their business
interests. The Khaitans slowly
turned the corner, and in June
2005, DK pulled off what was
perhaps ds big an acquisition as
that of Eveready: he managed to

persuade the Magors to sell their
plantations in India to him.

Quietly, DK Had also inherited
from his father an ability to
negotiate with estranged part-
ners. The acquisition of McLeod
Russel India Ltd from the
Magors catapulted the group to
pole position in tea production
globally. ~ ‘

His brother Aditya Khaitan,
who now looks after the busi-
ness, has since added more heft
by adding plantations in Africa
and South East Asia.

People who have known DX
closely, both at the turf club and
at Mangoe Lane, say he pursued
many dreams. One such was to
leverage Eveready’s core house-
hold battery business to sell light

‘bulbs where electricity hadn’t

penetrated. |
At one point, he was of the

. view that light bulbs could in the

long run turn in more profits
than batteries. His son-Amritan--

~..shu Khaitan has long taken over
“the reins at Eveready, while DK~

in the past few vears worked in a
supervisory role, partly because

- of prolonged illness.

Another of his dreams was to
create a new generation sporting
property out of racing under
floodlights. DK steered the turf
club out of financial difficulties
by cashing properties that it
could dispense with, but the
floodlights never arrived
because the ministiy of defence,
which controls Kolkata's racing
grounds, wouldn't play ball. }

Around two-decades ago, a
business newspaper reported
that DK and his brother were to
partition their business interests.
Till Monday morning, they lived
in the same house and ran their
businesses  together—unlike
many lustrious neighbours who

. parted ways generations ago.
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Arvind Life style ,
shutters Debenhams
stores in Indla

BY SAPNA AGARWAL &
VSUNEERA TANDON |

MUMBAI/NEW DELHI

rvind Llfestyie Brands Ltd a
unit of Arvind Ltd, has

closed Debenhams department
stores in India as it evaluates its.

strategy for the British retail
chain, said a senior executive.

Arvind Lifestyle acquired the

- franchise for Debenhams in Sep-

tember 2012 along with the busi-

ness of Nautica and Next from

Planet Retail Pvt. Ltd. At the

time- of acquisition, the company

proposed to ‘open six new Deben-
hams stores in the country by
2017 and said the acquired busi-

ness would grow to X500 crore
. said Amitabh Mall, partner .and
.d1rector,
.Group, a global management

from %70 crore over five years.

Wwith the closure of Debeﬁf

hams, the acquired businesses of

Planet Retail is now expected to

grow to X250 crore by 2017, said J
Suresh, managing director and
- chief executive of Arvind Lifestyle
Brands.
~ Since the acqu131t10n, Arvind
Lifestyle had not opened any new
Debenharns stores.

“Debenhams had very steep

price points and it was difficult

for us to make any changes in the
supply chain to bring down the
prices. The (store) locations were
also notright,” explained Suresh.

Arvind Lifestyle Brands is now

in talks with the British multina-

tional retailer to rework the strat-
egy for the Indian market, which

includes reducing prices and sale:

through e-commerce portals like
Flipkart and Amazon.com Inc.
“The ball is in their court.. They

have to come back to us, sald_r

Suresh.

Iix November, Timberland Lic,
the maker of hiking boots and
other outdoor gear decided to
exit from India after it failed to
make a dent in the market due to
the presence of a similar local
brand, Woodland. By the end of
March, Timberland which had 14
stores in India at its peak, will
have shutiered all its stores, Mint
reported in November.

“Marks & Spencer (M&S) India

had a rocky start when it first set’

up franchise shops in India in
2001. Prices were high and sales
were far from robust. “We got
positioned, incorrectly, as a very
expensive~ brand,” Venu Nair,

- managing director, M&S India
-said in an interview in November
" ..to Mint. In 2008, M&S scrapped

the franchise model, and formed
a joint venture (JV) with Reliance
Retail. The JV now has over 40
stozes. It also reworked its pncmg'
strategy i

- As online retail gains steam in:
India, brick and mortar retailers

-have been rethinking their strat-

egy. To be sure, some global fash-
ion brands like Dorothy Per-
kins, Desigual and Miss
Selfridge are available only on]me
and notin stores.

“Every retailer is looking for an -
online and offline presence either
through omni-channel or
through market place e-tailers;”

Boston Consulting

consulting firm.

Earlier this year, Shoppers '
Stop Ltd, India’s oldest depart-’
ment retail chain started selling
its private labels across most
major . e-commerce - platforms.
Likewise, Future Group has an
exclusive partnership with Ama-
zon. The retailers are also work-
ing on their omni«channel sales
strategy.

Even the Arvmd Group has set
up Arvind Internet Ltd and is in*

-the midst of launching an online:

custom clothing: brand Creyate’
and a multi-brand site by Octo-

ber. “In three years, online retail

which is 3-4% of our revennue now

~ will grow to 10%,” said Suresh.

In .the next five years, the
e-comumerce market is expected
to grow in India. “The share of
e-commerce is expected to jump
from 2% in 2014 to 11% in 2019,
while the share of physical,
organized or modern retail is
expected to fall from 17% to 13%,’
said Think India. Think Retail, a
February report by the property
consultant Knight Frank India
Pvt. Ltd and the lobby group

. Retailers Association of India.

The rest of the business, 76%, will
be accounted for by India’s tradi-
Honal retailers.

Arvind Lifestyle has licensing
relationships with international
brands such as Gant, Arrow, Izod,

-Energie, US Polo Association, -

Elle, Cherokee, Mossimo and
Geoﬂ'rey Beene. |
~.sapna.a@livemint.com



