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A Tribute
It would not be wrong to say that PNA – as Amersey Saab was fondly called – was the Godfather of CMAI. He
set in motion several of the activities which succeeding Presidents built on. His conviction that Glamour should
be an integral part of an Exhibition led to the famous CMAI Fashion Shows – which over time attained the status
of a “must do” show for all Choreographers, Models, and other technicians. India’s top most Models would vie
for a slot in the CMAI Shows, often at half their normal charges. Many of them grew into famous Film Stars.
He was also instrumental in the setting up of AEPC, and its first Chairman if I mistake not, or at least one of
the first.
His contribution to CMAI apart – I am told there were times when he paid the expenses of the Association
from his own pocket, when it did not have sufficient funds – PNA can rightly be called one of the giants of
the early years of Indian Apparel Exports. He was one of the foremost exporters to Russia – the Vodka Trail
as it used to be known in closed circles. He was probably one of the first to set up offices outside India, and
introduce Professional Managers in his organization.
A man of indefatigable energy, he continued using his razor sharp mind well past the time other
contemporaries of his had retired. I remember as late as 2017 and 2018, he would often write to me with some
suggestion or idea that CMAI should take up. Never a criticism, always a positive input.
Many thought of him as aloof and distant, but in reality he was a fantastic, fun loving person, always ready
with some joke (usually on Parsees!) or a biting but humorous take on a current event or individual with as
straight a face as possible but with an unmistakable twinkle in his eyes. A late entrant to his circle, I was
fortunate to get his warmth and friendship for many years after he retired from CMAI. Saturday lunches at his
house were a treat I looked forward to, with unlimited Beer and sumptuous Gujju food. So were his slightly
more formal dinners, with the Beers replaced by the finest of Single Malts. He was the only host I knew who
had the audacity to write in his invitations ‘Dinner shall be served at 7.30pm”!!!
Every once in a while he would call me up and say – “Mr. President! We must meet up for a drink at the
Club sometime!” we did… but sadly, his last invitation was supposed to be ‘once things normalize’…. And
unfortunately, that as the last we spoke.
CMAI salutes you Sir. A man of incredible achievements, a kind soul with a great sense of humor, a bit of an
introvert, but gregarious amongst his friends.
Rest in Peace, PNA.

		

RAHUL MEHTA

		

Chief Mentor
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FROM THE PRESIDENT’S DESK

Dear Friends,
I do not think I ever expected that I would be writing my President’s Message
under such unusual circumstances.
As the Corona Pandemic continues its deadly progress, we all seem completely
foxed by its seemingly unstoppable march. And it is a highly debatable issue as
to what will be impacted more – the Health of the Population or the Economy of
the Nation.
The Garment Industry is at a virtual standstill since the last 4 months. With
Retail’s random and on-off unlocking, the immediate future seems equally bleak.
Considering that most Retailers would have carry-over stocks with them at the
start of the lockdown, and that Manufacturers too would have a fair amount of
ready stocks, it is going to be some time before new production can start in
our factories.
There are no quick-fixes or sure shot solutions on how to overcome this crisis
– nor indeed are there any crystal balls available to predict accurately when or
how this crisis will end. One can only attempt to give some suggestions to help
people think through their problems and arrive at their own dynamic decisions.
Here are some of my thoughts:
1. Be optimistic. This is not the first ever massive blow to the Economy. The
World has seen equally traumatic Recessions and Depressions in the past –
and come out of it. This too shall pass.
2. People are not going to stop wearing clothes. They may buy less, they may
buy cheaper, and less frequently – but they will still buy.
3. At the same time, be cautious. Today is not the time to be extravagant –
either in thought or deeds.
4. Review your business models. Rethink your strategies. What worked for you
in the past may not be appropriate going ahead.
5. Neither Offline Retail nor the MBO Sector is going to go away. Like all other
formats, they too will have their ups and downs – and their success stories
and failure stories. But they have been the backbone of our Industry and will
continue to be so.
6. You may want to look at Digital channels to strengthen your business.
Consumer behaviour is changing, and changing fast. You cannot ignore
these changes.
7. Movement is going to be restricted in the coming months. Travel between
cities, and even within cities is going to be limited. It is not going to be easy
for you to travel to your markets – nor for your Buyers to come to you.
Explore innovative Digital Trade Shows to participate in. Remember – you still
need to show your stocks to your Buyers, and sell them!
To meet the demands of today’s unprecedented crisis, CMAI has come up with
an innovative concept of a Digital Fair – India’s first in the Apparel Industry –
CMAI’S 71ST NGF NOW ONLINE. From 2nd September to 11th September.
It can help you beat the travel restrictions. It can help you meet, interact, and
deal with your Buyers from the safety of your Offices. It will help you to sell your
Inventory ready with you.
It will help you maintain your connect with your Buyers – and relationships you
have built over so many years.
Finally, on behalf of CMAI and me personally, here’s hoping you all emerge from
this crisis stronger, fitter, and raring to go.

RAKESH BIYANI
Help us improve Apparel. Please send in your suggestions and feedback to apparel.spenta@gmail.com
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CMAI Announces
tie up with GEAR, AMSI
and WBHA

The Clothing Manufacturers Association of India
(CMAI) announced the signing of MOUs with
three leading Associations in different Regions to
help broaden their reach and spheres of providing
service to the Indian Domestic Garment Industry.
Each of these Associations will become affiliated
to CMAI, which is also creating a National
Co-ordination Committee of Associations for
the Domestic Garment Industry, in which these
Associations will be represented, so that a
cohesive, comprehensive, and united voice of the
Industry can be created.
THE ASSOCIATIONS THAT HAVE TIED
UP WITH CMAI ARE:
1. GARMENT EXPORTERS ASSOCIATION
OF RAJASTHAN (GEAR)
Although initially formed to cater to the growing
body of Exporters of Rajasthan, particularly in
Jaipur, GEAR’s Membership has increasingly
turned to the Domestic market in addition to
their traditional Exports. Today close to 80 per
cent of their Members would be operating in the
Domestic sector directly or indirectly. They are a
progressive, forwardlooking, and serviceoriented Association
with ambitious
plans for the future,
and they will add
tremendous value
to CMAI Members
for any assistance
required in Rajasthan.
GEAR is a 42-year
old Association and
currently has over 275
Members.
2. WEST BENGAL HOSIERY
ASSOCIATION (WBHA)
WBHA Members are primarily
involved in Manufacture of
Hosiery Underwear Garments,
Lingerie, and Kids wear and cater largely to
the Domestic Market. Some of India’s Leading

Brands in Lingerie and Kids wear are based in
Kolkata. WBHA is a 50-year old Association and
currently has over 350 Members. It is providing
yeomen service to the Industry members of
West Bengal, and is one of the most important
voices for the Hosiery Industry. They will be an
important addition to the scope and spread of
services to the CMAI Membership.
3. APPAREL MANUFACTURERS
SOCIETY OF INDORE (AMSI)
One of the most Important Manufacturing
centres of Madhya Pradesh, Indore is also
a significant player on the National scene
especially in the Kids wear segment. Though
only six years old, AMSI’s young leadership has
been very active in development of Indore’s
Garment Industry, and has aggressive plans for
improving the Technology,
Productivity, and Progress of
its Member manufacturers.
CMAI’s CSR project of an
Eye Camp in Indore was
in collaboration with AMSI.
Here too, CMAI Members will
receive tremendous value for
any assistance required in
Indore. Currently they have
close to 170 Members, in
both Exports and Domestic
sectors.
Rakesh Biyani, President,
CMAI, welcomed this
development and hoped that
this will lead to a substantial growth in the
outreach of CMAI in these regions, and
at the same time promote the activities
of these Associations all across India,
through the medium of CMAI’s offices
and membership spread across India.
Rahul Mehta, Chief Mentor, CMAI
added “It gives me great pleasure
to see the signing of the MOUs,
as it marks the culmination of
efforts which have been on for
the last several months. I would
also like to thank and compliment
the leadership of GEAR, WBHA,
and AMSI, for their foresight and
initiative in partnering with CMAI”.
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CMAI requests
Government for temporary
levy of Additional Import
Duty on Import of
Readymade Garments
The Clothing Manufacturers Association of
India (CMAI), representing the interests of close
to 4,000 members and servicing over 20,000
Retailers, has written to the Hon Minister of
Textiles Smt Smriti Zubin Irani, and the Hon
Minister of Commerce and Industry Shri Piyush
Goyal, and has submitted a representation
to the Government to consider levying a
temporary Additional Covid Duty on all imports
of Apparel and Readymade Garments, including
on those garments imported from countries
with whom India has a Free Trade Agreement,
especially Bangladesh.
CMAI has for long been drawing the
Government’s attention to the dangers posed
by the Duty-Free Imports of Garments from
Bangladesh, and with it the back-door entry of
Chinese fabrics into India - and its consequent
impact on the MSME dominated Domestic
Garment Industry.
The significant rate of growth of these imports
are well documented, and need no repetition,
except to state that the surge continues
unabated, as the following table would highlight:

IMPORTS OF READYMADE GARMENTS
(IN MILLIONS OF US$)
2016–
2017

2017–
2018

2018–
2019

2019–
2020 (E)

				18-19/16/17
Total Imports

96

773

11061207

102%

From Bangladesh

140

201

365409

192%

% Share Of B’desh

23%

24%

33%

34%

The Government has in several of our discussions and
interactions also pointed out to the various treaties signed with
Bangladesh and other SAFTA countries, and that it would be
difficult, if not impossible, to dilute those agreements.

Amid temporary Store closures, Indian Fashion Retail
is heading towards uncertainty
Amidst the chaos of Covid-19, the world has witnessed a major collapse
in economy. Stock markets are crashing and business shutdowns have
delivered a powerhouse kick from which recovery will be painfully slow.
Multinational companies, manufacturing industries have become vacant
resulting in stagnancy of financial resources.
Apparel brands and retail companies are also being severely impacted as
governments order malls, shops etc, to shut down thus initiating lockdown
across states to combat the spread of Covid-19.
In such uncertain times,
near-term growth may see
sharp deceleration given higher
concentration of stores in metro and Tier I/II cities owing to lower footfalls. A
report shared by ICICI securities states that given higher operating leverage
(30-35 per cent of the fixed costs), near-term margins may be impacted.
Coupled with relatively higher valuation before Covid-19, the stocks are likely
to remain under pressure in the near term.— www.indianretailer.com
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Despite FDI relaxations,
Single Brand Retailers
choose Local Partners
for India
The Department for Promotion of Industry and
Internal Trade (DPIIT) recently clarified that single
brand retailers, owned by foreign companies, can
fulfil their local sourcing requirements by procuring
goods produced in units based in special
economic zones (SEZs). It also clarified these
goods to be sourced by the single brand retailers
that needed to be manufactured in India.
India allows 100 per cent FDI for single brand
retail. However, till 2018, these firms needed
DPIIT’s permission to invest 49 per cent in this
sector. In 2019, the government amended the
policy to allow single brand retailers to set up
online operations without having a physical store
in the country.
Regardless of these new amendments, foreign
retailers are not too keen to invest in India as
the government does not support them in either
procuring land and local sourcing or setting up
manufacturing facilities. Lack of skilled labour
and weak infrastructure also dissuade them from
investing in India’s single brand retail sector.
The Indian retail sector has been attracting foreign
investments through such
intermittent relaxations in
the last five years. This
has enabled globally
known retailers like H&M,
Starbucks, Walmart,
Nokia, Sony and IKEA to
establish and reinforce their
presence in India.—
www.dfupublications.com

Indian Fashion Brands eye
e-commerce, but Buyer
sentiment low
As lockdown continues across the
country with very low buyer sentiment
for garments, Indian fashion brands
are focussing on e-commerce.
Fashion shows have been cancelled
and supply chain management
has been severely affected. Many
start-ups are hoping the government
comes out with some relief measures
to compensate for their business
losses. Sarah and Sandeep’s focus
has shifted towards its e-commerce platform
and its international clients with whom it consults
over Skype, according to co-founder and director
Sandeep Gonsalves, who said the internal rules
are changing daily depending on the scenario.
A few trunk shows and client engagement
events across India also had to be postponed due
to the pandemic. The company has also extended
delivery periods for earlier orders. It expects to
break even at least for the coming month as it
has cut all unnecessary costs, Gonsalves told
Fibre2Fashion. — www.fibre2fashion.com

From V-Mart to V-Bazaar,
Citykart – here’s how
Retailers are testing the
waters in Tier IV Markets
Having established a strong foothold in Tier II and
III markets — which contribute over 75 per cent
to their revenues — value retailers such as V-Mart,
V-Bazaar, 1-India Family Mart and Citykart are
testing the waters in Tier IV markets. According to
industry experts, the value retail market in India is
estimated to be worth R400 crore, with organised
players commanding merely 12.5 per cent share.
However, these players have seen robust growth
in recent years. V-Mart, for instance, grew its store
presence from 108 in FY15 to 214 in FY19.
Value retail chains target customers at the
bottom of the pyramid — typically those with
monthly incomes in the R10,000-25,000 range.
The average bill size recorded by these players is
R750, while that of players such as Pantaloons
and FBB is around R1,800. —
www.financialexpress.com
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Hidesign to open Six
Flagship Stores in
2020, eyes larger sales
online

Future Lifestyle Fashions
Announces shut down
amid Coronavirus
outbreak

Hidesign, the
Pondicherry-based
premium leather
accessories maker,
aims to expand the
network in India and
overseas markets
this year. The 42-year
old brand, which
currently operates
102 exclusive stores
including 32 airport
stores in India and has a distribution network
across 25 countries, plans to open 20 new
outlets including six large-format flagship stores.
The first one will open at Lucknow very soon.
The company is also planning to expand in Sri
Lanka by adding another three to four stores.
“We are planning to open six flagship stores
this year and each of the large-format stores will
offer our entire range of products. We will also
offer customised products to our customers,”
said Dilip Kapur, founder of Hidesign. At the
flagship stores, customers can choose the
leather of their choice out of 15 different types of
leathers including Ostrich leather, New Zealand
deer, lamb, and Indian calf among others.
Every bag or wallet will be specially crafted
and manufactured with the customers' names
embossed. The products will be manufactured
at their factory in Pondicherry within 30 days
and shipped to customers anywhere in the
world, he informed. — www.deccanherald.com

Future Lifestyle Fashions Ltd has announced that
its fashion retail stores that include Central, Brand
Factory, All and other exclusive brand stores
have been temporarily shut down. In the wake of
the novel Coronavirus, the government of India
has issued an advisory to shut stores and take
preventive measures to stop the spread of the
virus. The lockdown
across the country is
expected to continue,
after which authorities
will and suggest the
way forward.
“In view of the
uncertainty created
globally by this
pandemic, the business
of the Company is
adversely affected
by temporarily shut
down of stores, degrowth of revenue,
drops in footfalls and
discretionary spending by the customer. The
expected impact of Covid-19 as of now is hard
to ascertain,” said Future Lifestyle Fashions in a
statement. — www.in.fashionnetwork.com

Chidiyaa pays Employees
under lockdown, shares
upcoming Design Ideas
Hand-block printed clothing brand Chidiyaa will continue to pay its staff and keep orders open to be fulfilled after lockdown
lifts as designer Deepanshu Ohlan shared future design ideas to keep customers engaged.
Chidiyaa shared a video on Facebook featuring the children of some of its workers playing at home and assured
its customers that its staff are “at home, safe and getting paid,” during the lockdown. As all non-essential commercial
operations have been halted till further notice, many brands are struggling to keep staff on but Chidiyaa is sending a
message that it will continue to support its staff. “These are the times which define one’s purpose, all in this together,”
wrote Chidiyaa on Faceook. — www.in.fashionnetwork.com
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Letters to Hon'ble Finance/Textile
Ministers for Decriminalisation of
Section 138
CMAI Vice President, Rajesh Masand recently wrote a letter to Smt Nirmala Sitharaman, Hon'ble
Finance Minister and Smt Smriti Zubin Irani, Hon’ble Textile Minister after recent media reports
suggested that Government was considering Decriminalisation of Dishonouring of Cheques under
Section 138 of the Negotiable Instruments Act
One of the largest Associations with
approximately 4,000 Manufacturers and
20,000 Retailers, CMAI is also one of the
oldest Associations in the Industry, having been
established in 1963. On behalf of the Members
of the Domestic Garment Industry of India,
CMAI expressed its shock and dismay of the
Government’s decision of decriminalisation of
Section 138 under the Negotiable Instruments
Act, pointing out to them that under the current
Covid-19 pandemic an economic crisis was most
likely to follow. An inevitable part of the crisis
would also include the inability of businessmen to
stick to their financial commitments and honour
cheques issued by them.
While under normal circumstances if a
deterrent dishonoured his cheques, this could

be taken as grounds for the affected party to
issue a notice under Section 138 and charge the
opposite party with a criminal offence. However,
with the decriminalisation of this clause, investors,
creditors, traders and businessmen could misuse
the amendment especially with payments to
MSME Vendors. Therefore this decriminalisation
will just become one more nail in the coffin for
small businesses that are today fighting to survive
the massive impact of this Economic shutdown,
the lasting effect of which will most likely be seen
in the next 12 months.
Mr Masand urged the Government in the
letter to understand the situation of small MSME
members who will be left helpless in the hands
of unscrupulous businessmen who may not play
fair and lure MSME Vendors with the safety of a
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REPORT

THE DECRIMINALISATION OF
THIS CLAUSE COULD LEAD TO
INVESTORS, CREDITORS, TRADERS
AND BUSINESSMEN TO MISUSE
THE AMENDMENT ESPECIALLY WITH
PAYMENTS TO MSME VENDORS
THUS BECOMING ANOTHER
NAIL IN THE COFFIN FOR SMALL
BUSINESSES THAT ARE FIGHTING
TO SURVIVE THE PANDEMIC
post-dated cheque. Mr Masand explained how
this action was uncalled for and urged them
furthermore to reconsider their decision and take
into account the following:
1. This unjustifiable move will choke and
strangulate businesses and investments
especially post the Covid Pandemic, thus
creating devastating consequences.
2. The Garment industry works almost wholly
on extended credit terms, ranging from 90
days to 180 days. These are normal and
well-accepted trade terms, and most of this
credit is extended on the basis of Issuance
of Post-Dated Cheque/s payable after
the same period. The risk of selling goods
on credit is possible only because of the
effective, efficacious and deterrent remedies
provided by virtue of Section 138 of the
Negotiable Instruments Act. In the event of
the decriminalisation of this Act, the sanctity
of each transaction will be lost, and the entire
chain of business would be compromised.
16
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3. Over the years this Act has achieved its goals
bringing trust, confidence, faith and assurance that
in case of failure to pay the dishonoured cheque
amount, Section 138 will take its own course. The
provisions of Section 138 instilled hope in CMAI
members, individuals and the business community
at large, helping generate economic as well as
business growth.
4. The proposed Decriminalisation of Section 138
of the Negotiable Instruments Act will likely
encourage mischievous offenders having criminal
tendencies to issue cheques in commercial
transactions casually without worrying about
consequences.
5. In order to carry out the legislative objective of
Section 138, it is absolutely reasonable to make it
more stringent and scrap the proposed move to
set an example in the minds of such offenders that
offences of such a nature will not be tolerated.
6. This Act should be imposed even more strictly in
present times, considering how financial stability
has been impacted and where misuse is likely to
be rampant.

REPORT

7. The proposed Decriminalisation will also cause
enormous suffering for investors, traders
and businessmen who would lose hopes
in the judicial and democratic system and
eventually resort to old modes of recovery.
The Decriminalisation will also erode public
and investor confidences since the entire
settled-business and trade-cycle works on
post-dated cheques.
8. The current law itself protects the interests of
honest and bona-fide Drawers/Defaulters at
different stages which are as under:
i] 		Section 138(c) in the Negotiable Instruments
Act contemplates issuance of statutory
notice before taking any action where the
drawer or defaulter is called upon and has
the opportunity to arrange the payment of
the amount covered by the cheque. It is only
when the drawer despite such notice and
the opportunity to make the payment within
the time stipulated under the statute does
not pay the amount that the dishonour would
be considered constituting an offence under
Section 138 of Negotiable Instruments Act
and will come into play.
ii] Furthermore to protect the interest of honest
and bona-fide drawers Hon’ble Supreme
Court has in a three Judge Bench Judgement
in the matter of C C Alavi Haji vs Palapetty
Muhammed, reported in (2007) 6 SCC 555
held as under:
Any drawer who claims that he did not receive
the notice sent by post, can, within 15 days
of receipt of summons from the court in
respect of the complaint under Section 138
of the Act, make payment of the cheque
amount and submit to the Court that he had
made payment within 15 days of receipt of
summons (by receiving a copy of complaint
with the summons) and, therefore, the
complaint is liable to be rejected.

9. Thus the Drawer of cheque will always have
a choice to make a payment upon demand
thereby avoiding being prosecuted.
10. Many of CMAI members already have civil
decrees in their favour but are not able
to execute the same in absence of any
attachable and unencumbered property in the
name of the defaulter. For years together the
same are lying idle, returned and unexecuted
on account of obvious reasons.
In conclusion, Mr Masand wrote that CMAI
strongly felt that such a situation is in fact the
right time to make the provisions of Sec 138
even stronger, so as to deter mischievous
businessmen from taking advantage of the
current economic crisis – failing which, the smaller
Manufacturers, members of the MSME Sector,
will have hardly any recourse to such cheating by
their customers, who will issue cheques and then
dishonour them with impunity. Therefore, instead
of protecting their rights it will demolish them.
Mr Masand also informed the Government
in his letter that decriminalisation efforts were
vehemently opposed by CMAI since it felt that this
amendment would certainly affect smooth and
healthy commercial activities, ultimately affecting
the economy of the country particularly post
Covid-19.
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MSME sector receives Financial
Relief post announcement of
Economic Package
CMAI welcomed the measure announced by
Hon'ble Finance Minister, Smt Nirmala Sitharaman
to support Small Businesses and Vendors

CMAI welcomed the measures announced
by Smt Nirmala Sitharaman, Hon Finance
Minister, especially those connected with the
Government’s support to the MSME Sector, on
May 14, 2020.
The enhancing of the upper limits of the sector,
the merging of the Manufacturing and Service
Sectors, and the addition of a Turnover based
criteria, was created to enable enterprises,
especially in the Garment Industry, to take
advantage of the various schemes under the
MSME umbrella.
The MSME sector will be backed by additional
Loans given by the Government and will require
No collateral or Guarantee. This will enable many
members to also get the much-needed working
capital assistance that the Industry needs to
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kickstart operations post lockdown. However,
it is important that Banks respond to these
measures and implement these loan schemes
within the next four to five weeks so as to allow
a quick start to operations to help the economic
growth in the country.
Since a majority of the Garment
Manufacturing units would come under the
MSME criteria, CMAI is of the belief that these
measures would be a boost for the sector.
A similar support is required for Garment
Retailers and Traders. Currently they are not
covered by MSME registration. The survival of
Retailers is important to create demand and
avoid bad debts to the MSME manufacturers.
Further many MSME members are dependent
on the sub-contract orders from Large
Manufactures, Exporters, and Retailers. Since
the entire value chain is impacted, support
package has to be made available to the entire
Textile and Apparel Value chain (Textile to Retail
– MSME and Large Companies).
CMAI requested the Finance Minister once
more to provide support to small manufacturers
by providing direct grants for payment of wages
in the lock down period up to September 2020.
Small manufacturers will not be able to sustain
the losses from lockdown and subsequent
slow-down in demand. Absence of such grants
could lead to up to 30 per cent of the units
closing down permanently leading to a loss of
almost one crore jobs in the Textile and Apparel
Value chain..

CMAI ALSO REQUESTED THE
HON'BLE FINANCE MINISTER TO
ONCE AGAIN PROVIDE SUPPORT
TO SMALL MANUFACTURERS
BY PROVIDING DIRECT GRANTS
FOR PAYMENT OF WAGES IN
THE LOCKDOWN PERIOD UPTO
SEPTEMBER 2020 OTHERWISE THEY
MAY NOT BE ABLE TO SUSTAIN THEIR
LOSSES FROM THE SUBSEQUENT
SLOW-DOWN IN DEMAND
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Is the Domestic
Garment Industry
Sinking or Swimming?
CMAI attempted to conduct a survey on the drastic decline of the Textile
and Apparel Sector during the Covid-19 lockdown situation

A Survey conducted by CMAI amongst
its Members at the end of May 2020
showed a stunning decline of Sales during
the month of May. Compared to the
corresponding period of May 2019, the
Members surveyed, indicated a drop of
84 per cent over the last year – and that
too primarily because some factories had
started manufacturing Masks and other PPE
products. The Domestic Apparel Business
has reported almost Zero production of
regular products in May 2020.
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ONLY 22 PER CENT OF FACTORIES
REMAIN OPERATIONAL
Contrary to what is thought, the situation has hardly
improved even after the easing of restrictions and
attempts to open up the Economy. Our Survey
showed that only 22 per cent of the Garment
Factories across India have started functioning
by the end of May. Factories are operating at an
average of 25 per cent of their capacity. 40 per cent
of the factories that have started functioning, are
engaged in the manufacture of current essential
products like Masks and PPE Products.

REPORT

UNLESS IMMEDIATE STEPS
ARE TAKEN TO PERMIT
UNFETTERD AND UNIFORM
OPENING OF ALL SHOPS,
MARKET COMPLEXES,
MALLS AND FACTORIES, AND
BANKS STEP IN TO ASSIST
THE INDUSTRY, THE APPAREL
SECTOR IN INDIA WILL
DEFINITELY HEAD TOWARDS
UNMITIGATED DISASTER
ARE BANKS REALLY HELPING?
CMAI’s Survey revealed the surprising fact that
as of May 15, 2020, only 26 per cent of those
who had applied for additional Working Capital
Loan (Covid Line) as directed by RBI had actually
received assistance from their Bankers. The
balance 74 per cent still had their applications in
the ‘processing’ stage.
INDUSTRY HEADING FOR DISASTER
The above findings clearly indicate that
the Garment Industry is going through an

unprecedented crisis and unless immediate
steps are undertaken to permit unfettered
and uniform opening of All shops, Market
Complexes and Malls (maintaining Social
Distancing and Health Check norms) as
well as Factories, and the Banks step in to
assist the Industry, the garment Industry
in India is heading towards an unmitigated
Disaster. Millions of Jobs are at stake. Timely
intervention by the Government and Reserve
Bank of India can save these jobs and help
the industry survive.
APPAREL
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NEWS
RENEWAL OF MEMBERSHIP OF THE ASSOCIATION
We would like to inform you that the Association has sent E-mails on 12th May 2020,
19th June 2020 and on 24th July 2020 to all the Members, with a request to Renew their
Membership of the Association for the Financial Year 2020-2021 by making the Payment Online
OR, alternatively, Remitting the Renewals through NEFT / RTGS to the Bank as per the Bank
Details given in the above said E-mails, below. Once the Payment is received, the Association
shall send the Tax Invoice and the Receipt to the Members .
As you are aware, you can Renew your Membership for 1/3/5 years. We give below a Table
for 1/3 or 5 Year Membership Fees for the Information of Members.
PRIMARY MEMBER
Membership
Period

One Year Subscription

3 Years 5 Years Subscription Subscription

18%
GST

Total
Amount

One Year

4,000

0

0

720

4,720

Three Year

0

10,000

0

1,800

11,800

Five Year

0

0

16,000

2,880

18,880

ASSOCIATE, AGENT & DISTRIBUTOR MEMBER
Membership
Period

One Year Subscription

3 Years 5 Years Subscription Subscription

18%
GST

Total
Amount

One Year

3,000

0

0

540

3,540

Three Year

0

7,500

0

1,350

8,850

Five Year

0

0

12,000

2,160

14,160

ORGANISATION
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Membership
Period

One Year Subscription

3 Years 5 Years Subscription Subscription

18%
GST

Total
Amount

One Year

5,000

0

0

900

5,900

Three Year

0

12,500

0

2,250

14,750

Five Year

0

0

20,000

3,600

23,600
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RETAILER
Membership
Period

One Year Subscription

3 Years Subscription

5 Years Subscription

18%
GST

Total
Amount

One Year

1,500

0

0

270

1,770

Three Year

0

4,000

0

720

4,720

Five Year
0
0
6,000
1,080
7,080
		
Members who have already Renewed their Membership may please ignore this.
In case you have any queries about the Renewal Process, please contact Mr Vijay Sharma, Dy. Secretary on his Mobile
No. 9820593780 and/or by E-mail to membership@cmai.in.
71ST NATIONAL GARMENT FAIR – ONLINE
We are glad to inform you that the Association will be Organizing the 71st National Garment Fair- Online from
Wednesday, 2nd September 2020 to Friday, 11th September 2020 (10 Days). Due to the Covid-19 Pandemic, the
Association could not organize the 71st National Garment Fair Physically hence the above Digital/ Online Fair is being
organised for the benefit of the Members of the Association.
PARTICIPATION IN THE 71ST NATIONAL GARMENT FAIR - ONLINE IS OPEN ONLY TO
CMAI MEMBERS.
Booking of Stalls commenced on Thursday, 9thJuly 2020 and the Last Date for Accepting Booking of Stalls is
Friday, 14th August 2020, Subject to Availability of Stalls in the respective Categories.
The Stall Categories and the Participation Charges are as under
1.		BRONZE CATEGORY: RS 20,000/- + GST
		[2 Video Chat Devices & 1 Product Video (60 Seconds)]
2.		SILVER CATEGORY: RS 35,000/- + GST
		[ 4 Video Chat Devices & 2 Product Videos (60 Seconds each)]
3.		GOLD CATEGORY: RS 50,000/- + GST
		[6 Video Chat Devices & 3 Product Videos (60 Seconds each)]
4.		PLATINUM CATEGORY: RS 75,000/- + GST
		[10 Video Chat Devices & 5 Product Videos (60 Seconds each)]
As there will be a limited Number of Stalls in Platinum, Gold and Silver Categories, Application will be accepted on
First-come First-serve basis only.
CANCELLATION POLICY: IN CASE THE PARTICIPANT WISHES TO CANCEL HIS/HER BOOKING, 100% OF THE
TOTAL PARTICIPATION CHARGES WILL BE FORFEITED.
BOOKINGS AND PAYMENTS OF THE STALLS FOR THIS FAIR WILL BE ACCEPTED ONLINE ONLY.
A detailed Circular to this effect has been sent by E-mail to all Members and also Uploaded on the Website of the
Association www.cmai.in
CMAI TIES UP WITH GEAR , AMSI & WBHA
We would like to inform the Members that the Association has consistently expanded its Membership base across
the Country, and is today acknowledged as a truly National Body representing the Garment Industry, especially in the
Domestic Sector. It is certainly one of the Oldest and Largest Body representing the Apparel Sector.
With a view to further strengthen our reach and enhance our ability to service our Members, the Association signed
an MOU with the Three leading Associations, namely Garment Exporters Association of Rajasthan ( GEAR ), Apparel
Manufacturers Society of Indore (AMSI) and West Bengal Hosiery Association (WBHA ) Kolkata who will provide our
Members with additional support in their respective areas.
We are, confident that these affiliations will result in great value add to our Members.
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RE-REGISTRATION OF EXISTING MSME ENTERPRISES
As you are aware, on 26th May 2020, while delivering the Economic Package, the Honourable Finance
Minister Smt Nirmala Sitharaman had announced Revisions in the definition of Micro Small and Medium
Enterprises (MSME) based on Composite Criteria of Investments put in and Annual turnover of the
Company. Distinction between Manufacturing and Service MSMEs was now removed.
The Ministry of Micro, Small and Medium Enterprises vide its Notification dated 26th June 2020 in
the Gazette of India has notified revision in the Criteria for Classification of MSME for Manufacturing
and Services Enterprises w.e.f 1st July 2020 for Registration of MSMEs for Udyam Certificates and also
notified the need for existing Udhyog Aadhar holders to Re-Register for these Udyam Certificates.
The Association has sent a detailed Circular to all Members of the Association on 11th July 2020 and
the same has been Uploaded on the Website of the Association.
All Existing MSME UAM holders are advised to Re-Register at the earliest.
MEETINGS, REPRESENTATIONS, CIRCULARS AND WEBINARS:
a. 		Several Meetings were held with Sh. Nitin Gadkari Hon. Min. of MSMEs (along with RAI), and Sh.
Rajeev Kumar, Vice Chairman NITI Aayog. Issues faced by the Apparel Industry in general and
Manufacturers, in particular, were taken up. Our discussions were a significant contributor to the
Government’s decision of expanding the scope of MSMEs and the opening up of Retail stores.
b. 		Several Surveys were conducted by CMAI amongst its Members, to get a feel of what is
happening at the ground level – on actual assistance received from Banks, the number of Factories
actually being able to open, and the impact of the current crisis.
c.		In line with the goal of increasing our communication with our Members, we sent 30 Circulars from
April to July 25th to the Members on various Industry related matters. In addition, 2 Webinars were
held for our members.
d.		We have also started several State level WhatsApp Groups, to continually communicate news,
developments, as also information regarding CMAI activities amongst Manufacturers, Retailers,
Agents, Distributors, and the industry members in general. These groups are not restricted to our
members, but open to all industry members. The increased interaction with our members has
been greatly appreciated and applauded.
e. 		We have made representations to various Central and State Government Authorities and Ministers
on: i) Imposition of a temporary levy on import of Garments especially from Bangladesh ii)
Clarification on Insurance Policies iii) Permission to start factories in Mumbai, MMR Regions and iv)
Request to waive Minimum charges for Power consumption during the lockdown period.
f.

The President and Chief Mentor have appeared on various TV Channels from time to time to talk
about the Industry issues.

g.

We will be replacing our physical APPAREL magazine with a virtual one from August 2020.

h.		We have also tied up with Udaan to convert our 71st NGF into a Digital or Virtual Fair. We have
organised a Webinar on July 28, 2020, for the Members, to know the features of the 71st National
Garment Fair - Online with help of Panellists from CMAI and Udaan who is associated with CMAI in
organising the said Online Fair.
i.		We have also made a Representation to Ministry of Textiles on 22nd July 2020 on IndoBangladesh Trade.
All the above Representations and Circulars have been Uploaded on the Website of the Association www.cmai.in
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DESIGNER SPOTLIGHT

A Thought That Counts
Mother-daughter designer duo, Anjana Bhargava and Ankita Bhargava Meattle speak of
Dhi, a venture launched to introduce timeless creations, in a chat with Brinda Gill

“Dhi means 'a thought' in Sanskrit. A thought is the
beginning of everything. Our label Dhi started as a
single thought about how to preserve Indian traditional
workmanship and craft while keeping them relevant in our
ever-evolving world. We wanted to create garments that
are rooted in Indian textile skills, and also have a global
appeal,” says New Delhi – based veteran designer
Anjana Bhargava, of Dhi, a designer label launched
in 2019 by her and her designer daughter Ankita
Bhargava Meattle who is based in Cambridge,
Massachusetts, USA.
Dhi’s expression of design showcases Anjana’s
aesthetics and design sensibilities. “Dhi is a
collaboration of designers, artists, artisans,
entrepreneurs and technologists led by me and
Ankita. When Ankita got married and moved
to the US in 2013, she found herself wishing
for Indian garments that had a contemporary
style and were not too ethnic.” The result of
this sentiment was the conceptualisation
and launch of their label that would
showcase garments stitched
with Indian fabrics following
traditional Indian patterns
and yet looking good in the
international market.
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PASSION FOR INDIAN TEXTILES
Anjana who began building her career in 1994
took a course in textile-designing in the mid-80's.
This piqued her interest in the field. She followed
it up with another intensive course in pattern
cutting in Mumbai, conducted by a pattern
cutter from France. This developed a love for
both textiles and pattern making in her. “Design
is about how you visualise your creations. While
textile design taught me about the touch and
feel of fabric, it was the course in pattern making
that taught me about design. Quality fabrics and
fluid silhouettes became the high point of my
garments,” says Anjana.
THE ANJANA BHARGAVA LABEL
Anjana finished her course in fashion styling
from St Martin's College London and launched
her label Anjana Bhargava in 1994. Her label
presented traditional Indian garments, at a
fashion show at the UNESCO Hall, Paris. Over
the years, the label grew steadily as she worked
with artisans, in different traditional textile clusters
in India, to design traditional Indian garments
with a new expression. She continues to only
work with fabrics of natural fibres because she
feels they add value to the fabric by way of subtle
surface design and embroidery. She also designs
garments comfortable for daily wear.
In 2000, Anjana was recommended by the
Ministry of External Affairs to represent 'Women
Entrepreneurs' at the OECD Conference held in
Paris. Over 300 women entrepreneurs across the
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globe shared their experiences at the conference.
She also participated at the Bollywood promotion
in Selfridges and was nominated for the
Breakthrough Designer of the Year award for
Lycra MTV style awards in 2003.
Anjana has presented her garments at
fashion shows in London, New York, Germany,
Sharjah, Miami, Kathmandu and Hong Kong. She
has also showcased her garments at the India
Fashion Week, Miami Fashion Week and Toronto
Fashion Week. Her label was one
of the first designer labels to stock with the
Westside group of stores pan India. Anjana
has designed and fabricated jackets for the
prestigious PATA Conference for Delhi Tourism,
she has designed for the Usha International group
of companies, and designed and fabricated
uniforms for Hotel Grand Intercontinental,
New Delhi and the ITC Group of hotels across
the country.
DESIGN PHILOSOPHY
“I believe in using high quality fabrics, handwoven with natural fibres, and in cuts designed
for comfort. This creates graceful silhouettes.
The Anjana Bhargava label resurrects patterns
and skills of ancient arts and brings them into the
rhythm of modern life. It also keeps the accent
on comfort, wearability and affordability. The idea
is to give importance to minimalistic styles while
extending comfort in understated elegance,” says
the designer, of her work that has evolved over
the past 25 years.

DESIGNER SPOTLIGHT

of fabric. Gussets are rectangular pieces of
natural fabric, inserted into the garment to make it
more comfortable.

Anjana has always looked at the possibility of
giving traditional techniques a new expression.
Her concept involves bringing two or more
techniques together such as kantha embroidery
on a Benares textile; and designing easy to wear
garments such as pre-pleated sarees. The Anjana
Bhargava label continues to innovate and present
two collections each year.
A YOUNG IMPRESSION
Anjana’s daughter, Ankita, grew up in an
environment of textiles and garments. Watching
her mother interact with artisans and design
garments, Ankita inculcated the same interests.
She completed her studies in Fashion Designing
at the London College of Fashion in 2004 and
then did BSc in Business Studies at Cass
Business School, London, (2005). In 2008,
the mother-daughter duo launched ANKY,
‘a label that is conceptualised on comfort
dressing and understated luxury’, thus launching
luxury street wear.
After moving to the US, she became keen to
design garments ‘that would cater to the needs
of global citizens and retain Indian culture and
tradition using sustainable Indian fabrics and
weaves’. Both Anjana and Ankita are committed
to the principles of zero wastage and re-inventing
traditional Indian patterns into modern day
classics. They want to show the world the beauty
of Indian textiles and the design philosophy of
traditional Indian pattern-making on garments
such as lehengas, kalidar and kurtas that are
cut and stitched with gussets and zero wastage

DHI: INDIAN AESTHETIC,
INTERNATIONAL APPEAL
Drawing from their Indian roots, Anjana and
Ankita create collections of trousers, dresses,
sheer overlays, shirts and blouses that are
designed out of hand-woven fabrics involving
zero wastage. Dhi’s fabrics are sourced from
weavers across the country with a preference for
softer colours like off-white, light pink and greys.
Inspiration comes to Anjana and Ankita from life
around them. Their inspiration can appear from
the sky, a bird, a particular colour or anything
beautiful. “For Dhi, our designing process is a bit
abstract. We think of a silhouette, make sketches,
think of which fabric and surface design will work
with it, make the first prototype and then see how
it evolves. We do a lot of sampling and go with
what we feel works. We believe in the simplicity
of design. Dhi is not about fast fashion. Once you
wear a Dhi garment its beauty stays with you. It
is classic, comfortable and luxurious,” informs
Anjana. The fabrics selected are soft to the touch,
fall beautifully, and the surface design, if worked
upon, is muted. Some garments in their latest
collections have a re-interpreted kantha stitch
by working it with a loop, thus giving the fabric a
three-dimensional effect.
Inspired by the flare and fluidity of the kalidar
lehenga, Anjana and Ankita designed the stylish
Dhi lehenga-inspired dress. “The traditional
lehenga is cut in triangular kalis. A lehenga can
have up to a hundred kalis. The way the fabric
is cut and the lehenga stitched promotes zero
wastage of fabric. At Dhi, the traditional Indian
lehenga has been re-interpreted into a modern
day dress designed with eighty kalis. The Dhi
lehenga-inspired dress presented at India Fashion
Week, Spring/Summer 2020 in December 2019
was stitched with a hundred kalis. This dress is
easy to wear and falls gracefully. It is a garment
that you can wear in any part of the world with
panache,” she says.
Looking back over her journey of 25 years,
Anjana says it is important for her as a designer
to keep adding to her skill set as it always adds
value. She is thoroughly enjoying focussing her
energies on Dhi and is looking forward to Ankita
taking it forward and making an international
name for the label. Presently Dhi garments are
available at Dhi Studio,135, Sunder Nagar, New
Delhi (by appointment only), Ogaan.com, and
Onitaa, at Chelsea, London. There will be more
multi-designer stores in the future.
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Fringe Me Up!

@Shutterstock.com

Are fringes making a comeback? Or is it just another infatuation with
western styles. What gives the basic fringe that sass and pizzaz? With
Zara having recently taken out its own fringe collection, it’s time we find
out too. Chitra Balasubramaniam dives deep into the world of fashion
to find out the answers...
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Fringes have been a rage in the fashion industry
for the longest time ever. Whether it is cowboy
jackets, or fringed boots, this boho chic look
has always found its way on the ramp not only
because it is chic, but also because they show off
one's rebel spirit.
Fringes owe their origins to the 70's when
the boho-chic look was extremely popular.
What makes fringes so interesting is that it can
be added to almost anything. Fringes can be
made in the same colour and fabric or they
can be an add-on. They can be made as an
accessory using lace, silk and embroidery or can
just be worn as is. They are fun, relaxed and a
passive-aggressive way of fighting against the
establishment of rules, with their and grungy
updo. Fringes aren’t about polish and glamour.
They can be of any length and be attached
anywhere. They can be added to hemlines,
bottoms of trousers, jackets and bags too.
Fringes can be made from almost any material.
What makes the concept of fringes so exciting
in India is its combination with sequins, zardozi
or glitter work. It is beautiful to see fringes being

FEATURE

incorporated into a choli or a ghaghra ensemble.
Kurtas too appear to have a longer look when
tassels are attached to them. Tassels and fringes
add a feminine charm to a garment. Unlike in
western outfits, where the fringe is suggestive of
being a free bird – a bohemian rebel, in India,
it is a symbol of grace, sensuousness and
femininity. A choli with fringes looks subtle
and elegant. It doesn’t have to be bold. It can
be very quiet and understated. Even stalwart
designers like Manish Malhotra and Tarun
Tahiliani have played with fringes in their
collections. Similar sentiments are reflected
by www.popxo.com. “We are all for this new
avatar of our favourite ethnic pieces. If you are a
beginner, we would advise you to wear a subtle
layering of fringes and dainty tassel details. Keep
it simple until you are well versed in how to wear
the trend.” www.popxo.com tracks lifestyle
trends.
Zara too has come out with a range of
fringe - dresses, just like Oscar de la Renta,
Burberry, H&M and Marks & Spencer. Zara
showcases a subtle detailing of the fringe
in its wraps, stoles and jackets. There
is also the fringe appliqué — which is
stitched onto the entire dress. This
gives a layered appearance to
the ensemble. And with a bit of
glitter thrown in, it becomes
an enchanting evening wear
piece. Fringes in blazers

UNLIKE IN WESTERN OUTFITS,
WHERE FRINGES ARE SUGGESTIVE
OF REBELLIOUSNESS, IN INDIA,
IT IS A SYMBOL OF GRACE,
SENSUOUSNESS AND FEMININITY
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too add a certain panaché
to a formal look. Shein, an
international fast fashion
e-commerce platform, has a
range of evening dresses with
fringes that are attractively priced with
contemporary designs.
Fringes have a personality of
their own. Their addition can add to
your personality, but they will never
overwhelm you. It is this versatility that
designers love to play with. So what is
it with fringes that has made it make a
huge comeback?
As www.stylecaster.com puts it,
“In some ways, it feels reminiscent
of last year’s infatuation with Western
styles. Everything from our boots to our
button-downs felt decidedly cowboyworthy—and fringe does, too. In other ways,
though, it speaks to summer’s consistent
bohemian aesthetic. Fringe details find their way
to flowy kimonos, flowy blouses and even more
flowy maxi dresses; this isn’t new, necessarily,
it’s just more abundant than usual. Or perhaps
our reignited passion for fringe is simply a natural
extension of our obsession with camp, with
kitsch, with maximalism. We’ve already adorned
our clothing with beads, sequins, feathers, ruffles
and everything in between—maybe the only
recently uncharted territory was fringe.”
In India, another trend that is visible while
buying fringes is that it comes in varying lengths.
You can buy short, long, thick or thin ones and
then dye it to match the colour of the main
apparel. The markets of Govindpuri, which are
ideal wholesale markets for accessories, buttons
and threads also sell fringes in varying colours.
The last few years have seen a wide range of

30

I APPAREL I

August 2020

FEATURE

wraps, ponchos and stoles adorned with fringes.
If made in pastel shades fringe-dresses look
demure and subtle. Leather or darker materials
on the other hand in black or dark blue shades
look bold and punkish.
In recent times, fringes can be seen
incorporated on blouse sleeves, long kurtas
and even sarees. Fringes to the pallu add
an extra gorgeous six to eight inches to
the garment giving the wearer a flowy
look. Today one can see a lot of mix and
match sarees, that are not made from a
single piece of cloth but have a different
border. Fringes look great on net
sarees, georgettes and even lehengas,
ghararas and shararas.
As www.stylecaster.com puts it,
“Fringe, Fringe and More Fringe —
let it all hang loose in 2020, baby!
Expect a major fringe trend from
all your favourite brands in the
coming season.” On a similar
vein, www.glowsy.com adds,
“Nouveau Fringe—we saw a lot
of dresses with fringe bottoms
in the previous season, so for
the spring 2020 fashion trends,
it was nice to see fringe make a
comeback as a trend, but in a
different manner. We were most
impressed with Area, where
it seemed as though every
fringe-embellished garment
was unique in its own way. We
saw glimmering fringed beltskirts, large fringes made of
fabric exploding from beneath
blazers, and even a totally fringed dress
towards the closing of the show.”
So take a look around and let it all in.
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A Sleep to Remember
The global sleepwear industry is expanding and India’s huge market potential is finally seeing
light at the end of the tunnel. Anurima Das explains how various industries are keeping up
with the increasing demands in this ‘new’ segment of the Apparel Industry…

SNOOZE FOR COMFORT
The sleepwear market over the last few years
has expanded drastically. Newer players right
from luxury to mass retail have become a part
of this segment and are creating ripples through
sales. This has created a good following at
every point across the supply chain. A study
by Technavio has brought to light the global
sleepwear and loungewear market which
will reach a CAGR of nine per cent by 2023
approximately. Industry experts too are of the
same opinion citing that the segment is ripe with
opportunities.
“The sleepwear culture and industry has
come to a full circle. A set that would cost
approximately R130, say about 30 years ago
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has now risen to R3000. The consumer demand
has grown and this means that its supply must
grow as well.
Sleepwear has an annual market of R4000
crore. Out of this R1200 is organised and the rest
is unorganised. However, this too is converting
rapidly into an organised business with large
private retailers and national omni-present
brands like Sweet Dreams making a place for
themselves in the market. The consumption of
sleepwear is growing at an annual growth of 12
per cent. This is pushing more competition into
the market. China had a R20000 crore market
for sleepwear when its economy touched USD 5
trillion,” explains Hitesh Ruparelia, Owner, Sweet
Dreams.
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UTILITY QUOTIENT
While catering to the mass, value addition and
comfort are the key pivots on which brands
like Sweet Dreams stand. According to Hitesh,
“Sleepwear is still not a mass category. However,
more people are realising the need to invest
in sleepwear. Credits for this change go to
the changing lifestyle – increase in live – in
relationships, more number of people living in
PGs and hostels and the more modern fad of
pajama parties. People who also like to travel are
interested in sleepwear. Sleepwear is another way
to pamper yourself too.”
“The chunk of our buyers are women aged
35 years and above. It is however, important to
note that while these women are the end buyers,
they are not the only users of our products. Such
women often buy for their entire family in one
purchase session. Therefore, need and intent
play a very big impact on the price a customer
decides to pay for the sleepwear,” he continues.
When asked about which platforms sell more,
Hitesh believes that nothing defeats the presence
of a store. His store has been selling sleepwear
for more than 30 years now, and while they may
be a new entrant in the digital space, he has no
doubt, that this creation of brand awareness will
make the store a greater rage.
“As a brand, our focus is on being an
integrated omni-present brand. We want to
leverage the power of social media and increase
brand awareness. We want to develop brand
equity and eventually translate that into sales
either online or offline. We release two collections
annually, a spring - summer and an autumn –
winter. Each of these collections has over a 1000
different styles of sleepwear and athleisure to
showcase. Our design team puts in incredible
effort in ensuring that the assortment includes

OUR SIZES START AT SMALL AND
GO UP TO 5XL. OUR COLLECTIONS
HAVE EVERYTHING FROM A PAIR OF
SHORTS TO A THREE-PIECE SATIN
SLEEPWEAR SET
something for everyone in terms of size and body
types. Our sizes start at small and go up to 5XL.
Our collections have everything from a pair of
shorts to a three-piece satin sleepwear set. We
choose simple fabrics that include hundred per
cent cotton, rayon and satin for our sleepwear
products. We also use a polyester spandex with
13 per cent spandex blend. This is rarely available
in the market,” he states.
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breakfast. We mostly observe mothers in the age
bracket of 20 – 40 years, spending on their kids
and themselves. Recently, we have seen a lot of
women ordering customised nightwear for their
birthday trips with friends.”
SELLING SOMETHING DIFFERENT
Catering to the mom and the child in the family,
Rashi G Manchanda and Aanchal G Bubna
owners and co – partners of Plum Bum have
introduced newer designs within the sleepwear
category, courtesy their innovative concept. “Our
journey started about three years ago. There were
only a handful of brands focusing on sleepwear
at the time. There has been a gradual sprouting
of more brands in the sleepwear segment. We
feel there is huge potential in this segment.
Additionally, the Men’s sleepwear segment is
still nascent. So that’s another place we hope
to grow into, in the coming years. Sleepwear is
an evolving industry. We now see more women
asking for good quality sleepwear. It has also
become great for gifting personalised nightwear.
In fact, we have specifically seen high demand at
this front,” asserts Rashi G Manchanda.
Talking about consumer awareness, Aanchal G
Bubna says, “People are ordering and reordering
our nightwear. A comfortable night’s sleep in a
quality set of pyjamas is not overrated anymore.
Consumers are specifically ordering twinning
options especially for mums with their children, or
siblings with each other. We have also received
orders in some cases for the full family! We feel
simply wonderful when clients send us their
family twining pictures on a Sunday morning
34
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GETTING TRENDY
“The sleepwear industry has changed a lot over
the years. In the past decade we have been
noticing a growing trend for people wanting cute,
comfortable and trendy nightwear. Gone are the
days when people would wear old clothes to
bed. Customers these days are very conscious
and want a separate nightwear collection. This is
an untapped market with very little competition.
Therefore, it has huge potential. I am sure that
we will see more brands in the future, catering
to customers wanting good quality trendy
nightwear,” explains Aarti Mittal, Founder and
Creative Director, Bloom & Co.
She further adds, “There is a huge demand for
nightwear. Customers between the age group of
16 and 35 are the ones driving sales.”
At the moment Shop Bloom caters to women
and kids. The brand will soon be launching a
men's collection and a monogrammed collection
too. They offer sizes from XS to 4XL for women.
Their collection caters to children between
newborns and 11 years of age. Explaining
her views on the online and offline sales, Aarti
explains, “I have been in this business for the
past 12 years and am relatively new to the online
industry. However, I feel that the response has
been very positive and has immense potential.
The future is definitely in online sales as it is more
convenient. In this day and age we understand
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that people have hectic lives and find it difficult
to go to the mall regularly. Social media too has
a huge impact on the younger generation. It also
helps bring more attention and exposure to a
brand thus building the brand image and also
driving sales.”
THE LUXE TOUCH
Bringing luxury sleepwear to the modern woman,
The Calm Collective, sets a new benchmark
within the sleepwear industry. Neha Gill, Founder,
The Calm Collective says, “The Industry has
evolved both in terms of market levels and design
in the last five years. Online platforms that enable
young brands like us to go direct to customers
have accelerated this change. In terms of market
levels, there are several long standing high
street brands and hypermarket brands that have
traditionally catered to sleepwear customers.
However, the newer entrants in the marketplace
have added a premium to luxury segments that
cater to a more discerning customer. These
are the ones who are well- travelled and who
understand quality and good fits and are willing to
pay for the same.”
She further adds, “In future, I expect that this
segment of premium to luxury sleepwear will
only continue to grow. Design has also evolved
over the years with different brands developing
individual handwriting to carve out their own
niche for the customers they cater to. The
response has been heartening, and we have
managed to reach pan – India. More customers
are getting comfortable shopping online. Even
Gen X is no longer hesitant while trying a new
brand online. So it`s not just millennials who are
shopping online.”
With The Calm Collective’s new Spring/
Summer 2020 collection Neha will continue to
expand the same signature handwriting in terms
of design aesthetics. They plan to launch brighter
colours as summer dawns. Peach, pink, navy

blue, grey, and green are some of the colours
included in the collection. Nightwear will include
various styles of shorts, pajamas, nightshirts,
kaftans and sleep dresses. Their sizes are cut
across XS TO XL.
Lastly, speaking in favour of the premium
pricing for sleepwear, she says “There is always
a threshold for every product in every market
level beyond which a customer will not convert.
However, that threshold has been pushed
substantially in the last few years and we have
found customers willing to spend more than they
have been known to in the past for a good pair of
pajamas that were well designed and finished.”
This goes to show that the industry is
indeed mapping newer growth contours at
every juncture and that more brands are likely to
enter the segment with trendier offerings in the
days to come.
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INDUSTRY INSIGHTS

A Monthly Update on
the Apparel Industry
CMAI gives Textile and Garment Manufacturers and Retailers a deep insight of
the Current Economic situation on the country’s Apparel Industry
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APPAREL INDEX OF INDUSTRIAL
PRODUCTION (IIP) UPDATE

APPAREL CONSUMER PRICE
INDEX (CPI) UPDATE

• The apparel IIP was valued at 117 in February
2020, recording an increase of three per cent
as compared to that in February 2019.
• However, as compared to January 2020,
the apparel IIP declined by three per cent in
February 2020.

• The apparel CPI remained constant at a
value of 151 in March 2020.
• As compared to March 2019, the apparel
CPI showed an increase of two per cent in
March 2020.
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MONTHLY APPAREL EXPORTS UPDATE
• The apparel exports in January 2020 stood
at US $1453 million, showing an increase of
three per cent from that in December 2019.
• As compared to January 2019, the apparel
exports decreased by five per cent in
January 2020.
COUNTRY WISE APPAREL EXPORTS
UPDATE
• The apparel exports to the largest market USA
increased by five per cent in Apr- Jan FY 2020
as compared to that in Apr- Jan FY 2019.
Apparel exports to Saudi Arabia also increased
by 34 per cent in the same period.
• However, the apparel exports to other major
markets, especially UAE and Germany,
declined considerably.
MONTHLY APPAREL IMPORTS UPDATE
• The apparel imports in January 2020 stood at
US $ 108 million, showing an increase of 12
per cent from that in December 2019.
• As compared to January 2019 also, the
imports have increased by six per cent in
January 2020.
• The cumulative apparel imports of April to
January 2020 also shows an increase of eight
per cent as compared to the same period in
the last financial year.
COUNTRY WISE APPAREL IMPORTS
UPDATE
• Apparel imports from Bangladesh and China
increased by 13 per cent each in Apr-Jan FY
2020 as compared to that in Apr-Jan FY 2019.
• India also reported an increase in apparel
imports from Hong Kong and Vietnam of 49
and 44 per cent respectively.

AS COMPARED TO JANUARY
2019 THE APPAREL EXPORTS
DECREASED BY FIVE PER CENT
IN JANUARY 2020
FINANCIAL HEALTH OF SELECT BRANDS,
RETAILERS AND MANUFACTURERS
Analysis of financial filings of select apparel
manufacturers and fashion brands and retailers
for Q3 FY 2020 over Q3 FY 2019 highlights the
following:
1. All of the considered fashion brands and
retailers have shown increase in their
operating revenue as well as Operating
Profit Margin (OPM).
2. Majority of the apparel manufacturers have
shown a decline in their OPM. However, Bang
Overseas has shown a significant improvement
in its OPM from 2.8 per cent in Q3 FY 2019 to
10.2 per cent in Q3 FY 2020..
Data Source: Ministry of Statistics and
Programme Implementation (MoSPI) Note:
Some data adjustments have been made
by MoSPI for 2018 and 2019
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Domestic Garment
Industry faces Economic
Meltdown due to Covid-19

CMAI attempted to Survey the Eonomic Impact that the Pandemic has had on its Members. Mr
Rahul Mehta, Chief Mentor, issued a Press Release on March 31, 2020, talking of the analysis…

Deeply concerned by the economic impact
caused by the lockdown in the country due to
COVID-19, CMAI conducted a Survey amongst
its members to better understand how they were
dealing with the current circumstances and what
their prediction for the post lockdown period was.
An analysis of the first 1500 responses, has
indicated that a significant crisis has been
brewing in the Domestic Garment Industry. Only
a comprehensive support package from the
Government can cushion a potential collapse of
the Industry. While several important measures
have been announced by the Government, it
is clear that the Industry, especially its MSME
members which constitute 90 per cent of the
industry, need more support. Wage subsidy and
Working Capital support for the long working
capital cycle is the need of the hour.
38
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HIGHLIGHTS OF THE SURVEY
• 20 per cent of the respondents closed their
business after lockdown.
• 59 per cent are expecting a revenue drop
of more than 40 per cent and 29 per cent
between 20 – 40 per cent.
• 81 per cent have received cancellation of
orders from their buyers.
• 80 per cent believe they will not be able
to sustain the current work force without
government support.
• 98 per cent are expecting their payments to
be delayed.
• 43 per cent expect their inventory to
increase by more than 40 per cent and
about 47 per cent expect an increase
between 20 - 40 per cent.

INDUSTRY INSIGHTS

ANALYSIS OF THE SURVEY
1. Drop In Sales: Demand for Apparels may
Shrink by Almost 40 per cent this year. More
than 1500 CMAI members with sales of
about R60,000 crores and employing more
than 4,00,000 people have reported that
there could be more than 40 per cent drop in
demand after the lockdown. Based on this,
CMAI which has close to 4000 members
primarily in the Domestic Branded Apparel
Manufacturing sector, believes that the
Domestic Apparel Industry could take a Hit of
almost one lakh crores due to the lockdown
and the expected significant slowdown in
economic growth once the lockdown is lifted.
2. Possible Job Losses: The estimated drop
in sales would mean that almost 50 lakh jobs
in the Apparel Industry are at risk. With the
global slow down, and the cascading effect
on other sectors of the Textile Industry, almost
one crore jobs may be lost in Textiles and
Apparels alone.
3. Down Sizing of Operations: About 80 per
cent of the members who participated in the
survey have indicated that they will need to
down-size their organisation immediately. A
minimum 30 per cent reduction in employee
count and about 20 per cent reduction in
salaries for all continuing employees is the
action that CMAI Members are likely to take to
ensure survival after the lockdown is lifted.

4. Working Capital Crunch and Losses due to
Bad Debts, Extended Credit and Inventory
Pile Up: 90 per cent of the Members expect a
30-40 per cent increase in inventory due to Zero
sales during the lockdown. Further, 100 per cent
of Members are worried of collections coming
from trade, post the lockdown. 25 per cent of the
collections may become bad-debts and members
expect a minimum 90-day additional delay in
collections. The choking of working capital, will
also lead to a delay in reviving factories and thus
75 per cent of the members expect normalcy in
the market only in FY 2021-22.
5. Possible Closure of Units: 20 per cent of the
Members have indicated that they may consider
closing down their business, as they will not have
the required additional resources to pay for costs
during lockdown.
The survey is the reflection of the bleak future that
awaits the Apparel and Textile Industry in India, due
to shut-down of economic activity in India. CMAI, has
appealed to Hon Prime Minister, Ministry of Textile,
Government of India, Finance Ministry, Government
of India and various State Governments to provide
support to the Domestic Apparel Manufacturers
to overcome the impact of lock-down and reduce
potential job losses.
CMAI’S APPEAL TO THE GOVERNMENT:
WAGE SUBSIDY:
(A) 50 per cent Wage Subsidy of up to R5,000/- per
month for five months from March 2020
to July 2020.
(B) PF and ESIC Contribution of Employer and
Employee to be done by Government for three
months (March to May 2020) for employee drawing
wage not more than R15,000 with no cap on number
of employees in the company.
INTEREST SUBVENTION:
All Banks to offer Interest Subvention of five per cent
on total borrowings.
WORKING CAPITAL:
25 per cent additional Working Capital to be made
available on a Mandatory Basis (not to the option of
the Bank), subject to available Drawing Power on
revised norms.
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SEBI MUST BE INSTRUCTED
TO PROIVDE RELAXATION IN
RULES FOR CAPITAL RAISING
FOR LISTED COMPANIES DUE
TO THE SUDDEN FALL IN
STOCK PRICES
MORATORIUM:
While RBI has already allowed a Moratorium of
three months on Term Loans and Working Capital
Loans, considering the long working capital cycle,
this needs to be extended to six months. Further,
Purchase Bills Discounting and Letter of Credits
dues must also be given a 90-day Moratorium.
SEBI:
SEBI must be instructed to provide relaxation in
rules for Capital Raising for Listed companies due
to the sudden fall in stock prices. Further, SEBI
must also provide a 90-day moratorium on Listed
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Debt Instruments which are used for financing
Working Capital and Term Loans.
ELECTRICITY:
Waiver of Minimum Demand Load charges for
four months from March 2020 to June 2020
must be excused. State Government to waive
Electricity Duties for four months.
GST:
An additional allowance of 90 days must be
given for depositing GST Dues for March and
an extra 30 days for GST for the months of May
and June 2020.

FASHION SPEAK

Kerala –
A Weaver’s
Dream
Grassroots’ top designer, Sreejith
Jeevan talks to Meher Castelino about
his passion for textiles, designs and
the importance of maintaining garment
simplicity with a touch of quirky...
PHOTOGRAPHS COURTESY:
SREEJITH JEEVAN AND LAKME FASHION WEEK
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Sreejith Jeevan born and raised in Kochi has
parents who were lawyers by profession but
never practised. His sister is a software engineer.
Textiles have been his passion every since he
graduated from the National Institute of Design,
Ahmedabad in 2009. He is also the alumni of
Ecole Nationale Superieuere Des Arts Decoratifs,
Paris. His experiences and knowledge have been
further honed when working with designer Rajesh
Pratap Singh, who runs a home furnishing export
house in Karur. Sreejith has also created block
prints for Soma Jaipur, worked with IKEA and
taught at the National Institute of Design.

42

I APPAREL I

August 2020

FIRST COLLECTION
It was in 2013 that the idea to start his brand
Rouka (Malayalam word for bodice) was born. It
has a strong creative fabric base that moves from
weaver to wearer. A rainy day in Kochi inspired his
first collection called ‘Weather Forecast’, which he
showcased at the Lakmé Fashion Week Summer/
Resort 2014 Gen Next show. The collection
created quite an impact on the ramp with
fashion connoisseurs.
“I started working on my first collection in
the month of July. This is typically a rainy and
stormy time in tropical Kerala. It was at this time
that I was travelling in a train across the state,
observing different weaving clusters and fabrics.
This is how ‘Weather Forecast’ came into being.
This was an extremely wearable collection that
used handloom fabrics and had an element of
quirk. Everyone loved this whimsical vibe this
collection brought to the ramp. The idea that
handlooms don’t have to be boring was also
celebrated. We showcased the clothes on
models who walked with umbrellas as props.
People still call me the pitter-patter boy because
of the fun factor that it brought to the Gen Next
show. It was a lot like Kerala - laidback, modern
and fun,” remembers Sreejith.

FASHION SPEAK

CREATING FASHION
Creating collections is something Sreejith
enjoys. “I love looking around and searching
for stories that make me want to create fun on
my clothes. Most stories come from my own
experiences. Whether it’s a narrative about
flower stringing or a mood board inspired by
the people who make clothes, I usually like to
stick to personal experiences instead of trying
to get inspired by something I haven’t seen or
experienced first hand.”
His boutique workshop has a small team
with tailors, embroiderers and designers. His
collections have a strong fabric base. “A lot of
our fabrics come from weaving clusters around
South India. We also collaborate and work on
our fabrics with different weaving societies like
the Chendamangalam weaving society and with
organisations like Aranya Natural in Munnar that
empower and train differently - abled artisans to
create beautiful Shibori.”

WORKING WITH WEAVERS
It is therefore little wonder that Sreejith’s
heart beats for the Kerala weavers. “We
have been sourcing fabrics from weavers
in Kerala since 2014 but when the floods
of August 2018 happened we rushed to
rebuild the cluster that was affected in the
waters. This brought them to the limelight
for a short while. This period of publicity,
not only made Chendamangalam popular,
but it also got people to understand the
feel of their fabric. This in turn helped us
convince the weavers that their products
had fans from across the world. We are
now making more modern sarees
with them.”
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INDO WESTERN LOOKS
Catering to the sartorial needs of the modern
Indian woman, most clothes stitched are Indowestern in nature with tunics being favoured
more. Sarees are a regular part of the collections
and are custom - made. “People love our
conversational sarees. They like their sarees to
speak about something. So we custom make a
lot of them. This is also the reason we stopped
doing collections and started calling them clothes.
So every season we add a few new styles to our
look book, which is called ROUKA TIMELESS.
About two to three sets of products get added
every year.” Besides Shibori, Shreejith uses resist
dyeing techniques like batik and ombré dyeing to
create engineered pieces for his collection as well.
He also makes clever use of Arashi, Nui
and Itajime and Shibori to add to the charm
of his creations.
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RETAILING, PRICES, EMBELLISHMENTS
Retailing for the Rouka label is through its
ecommerce site www.shoprouka.com and
through its store in Kochi. “We also showcase
our clothes through multi - brand stores across
the country.”
Prices for everyday pieces start from R3,000
upwards, while the signature pieces can go up to
Rs 25,000. Sreejith loves using silks, hand woven
cotton, natural dyed crepe, linen and cotton linen.
From inspiration to rack it takes about two weeks
for a collection to be ready, though at times
creations have taken four months too.
Sreejith’s favoured colour story is black and
white, besides natural dyeing hues of indigo,
madder red and ivory. He also likes to experiment
with seasonal shades like blush and yellow
for spring.
“We normally stay away from embellishments
but use embroidery to add quirk. We have also
created this range of garments that use fabric
excess to create textures and surface decor. I feel
carefully placed embellishments and motifs add a
lot of meaning and fun to the story-telling we do
through clothes.”

FASHION SPEAK

SUSTAINABLE FASHION
The Rouka label’s USP is simple, wearable
clothes made with love to be worn repeatedly
while still having a touch of quirk and
whimsy. Sustainability is an important part
of Sreejith’s collections.
“Sustainability is a subjective term. When
sustainability is implemented from the fibre
stage to the end product, a product becomes
so expensive that it just isn’t sustainable to the
customer. So we focus on adding at least one
element of love to our fabric by keeping a close
watch on the process. Some of our pieces have
zero waste, some use natural dyes, while others
are hand woven and use lesser energy. We keep
the processes ethical and ensure that what we
make is without damaging our environment.
We also stopped doing seasonal trend based
collections to encourage re-wearing of the
product. This makes the customer aware. The
fact that we now have fashion is not just driven
by pressure but also a conscious customer.
The products we have developed also help
create a lot more awareness thus making a
huge difference. I don’t believe 100 per cent
sustainability is possible, but questioning one’s
process and asking if we've been able to reduce
our footprint on the earth, while making or
wearing a product is a good start. It is heartening
that this too has started.”

THE KERALA BASE
Although far from fashion hubs like Mumbai,
Delhi, Kolkata and Bengaluru, Sreejith says, “I
think with social media and so much connectivity,
it definitely doesn’t feel like you are away. The
fashion fraternity has been very kind to keep us in
the loop of everything that is happening. That said
it does feel bad when we miss events that we are
invited to.”
When it comes to his personality Sreejith
confesses, “I'm an extrovert when it comes to
my work. But every now and then I have to take
some time for myself and become an introvert.
A balance works well for me.” Besides his state
Kerala, Sreejith also loves to visit Ahmedabad
and Delhi. He enjoys local cuisines and of course
Malayalee food.
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OVER THE YEARS SINCE HE
STARTED IN 2013 SREEJITH HAS
SEEN A FASHION CHANGE IN
INDIA. HIS FUTURE PLANS REVOLVE
AROUND ARTISAN PROGRESS
A FASHION CHANGE
Over the years since he started in 2013, Sreejith
has seen a fashion change in India. “I've seen
Indian fashion move from the wedding space
to the experimental phase and then to a more
democratised industry as well. A customer is
spoilt for choice once they get on Instagram. It’s a
kind of vibrant chaos which is equally fascinating.
While the wedding space has remained as is,
affordability and sustainability have gained a lot of
importance and will continue to have an influence
on fashion in the next five years.”
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FUTURE PLANS
Sreejith Jeevan’s future plans revolve
around artisanal progress. “Our attempts
at working with groups of artisans have
shown a lot of progress. My dream would
be to work with as many people as
possible. We want to create that space.
I'm looking forward to doing a lot more of
what we're doing now but with a lot more
understanding in terms of the customer.
We also want to expand but we'd love to
still stay true to our beliefs and roots.”
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