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Dear Friends,

At the outset, here’s wishing you all a Very Happy 2021, free from the trauma and 
trials and turbulations of the year gone by!

I am sure 2020 is a year most of us would like to forget. Indeed, there were several 
parts of the year we would not want to ever face again – the endless months of 
confinement and inactivity, the financial squeeze which we have probably never 
seen before, the failed businesses, loss of some near and dear ones, perhaps even 
personal tragedies and sufferings.

However, there is another side to all this. Many of us have picked up some very useful 
lessons during the year gone by.

The importance of maintaining a healthy balance sheet for one – avoiding reckless 
expansion or expenditure on the assumption that nothing will go wrong. Many of us 
expanded our businesses beyond our resources, and assumed that growth will take 
care of future needs;

The criticality of Liquidity and Profitability – the bottom line – and not just focus on the 
top line. One strategy that definitely took a huge beating during the pandemic was 
that if our Top line grows, profits will follow. A distinct possibility for sure – but one 
fraught with risks. One bad year, and the empire could collapse. That is a chance that 
many of us realized was far too dangerous at the end of the year;

The need to run a lean and mean organization, and control expenses. Many of us did 
not realize the wasteful expenditure we were indulging in simply because we could 
afford it – keeping five people where three were needed, sending couriers when 
ordinary parcel service could do, having a 5,000 sq ft. office when 3,000 sq ft. could 
have sufficed, hiring people at a lakh of rupees where equally good options were 
available at 50,000 – and so on and so forth. 2020 made us realize that we could run 
our organizations at half or at least 30 per cent lower costs without affecting results 
or performance;

The relevance of a Healthy Lifestyle and Fitness. Health is Wealth is what our 
forefathers taught us – but what we chose to ignore. At our peril, as we realized in 
2020;

The paramountcy of Family in our lives. So busy were we growing, expanding, 
making money – that we took our most important asset, our Family, for granted. 
Family was a necessary evil to tolerate, or so many of us thought. 2020 taught 
us to understand its value in our lives. 2020 taught us to appreciate the value of 
relationships in our life.

I could go on – but suffice to say that in spite of being a terrible year in many 
respects, 2020 has definitely been an eye opener in almost as many other respects. 
And those who are able to look beyond their immediate pain, have been able to 
perhaps build a foundation for a much better future. Some of us have restructured 
our business models, some have drastically altered our policies – and some have 
even discovered completely different businesses altogether.

It is therefore entirely up to us – to look at 2020 as a year to forget, or a year of 
learning, never to forget!

So once again – a Very Happy New Year to All!

Help us improve Apparel. Please send in your suggestions and feedback to apparel.spenta@gmail.com

RAJESH MASAND 
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Apparel Retail Revenues 
to fall 40-45 per cent in 
Financial Year 2021
India Ratings and Research (Ind-Ra) maintained 
its sombre outlook on the retail sector with 
apparel retailers closing FY21 with a 40-45 per 
cent decline in revenues. Food and grocery 
retailers are likely to report a five to ten per cent 
dip, it said in a note on Monday, while estimating 
a demand recovery for the sector in the second 
half of the year and well into FY22. The agency 
also estimates a threefold jump in online sales for 
retailers in the current fiscal. India’s lockdown has 
affected several retailers, but those in the apparel 
business saw a severe slump in demand as stay-
at-home consumers felt little need for formal and 
occasion wear. Lockdown and later restrictions 
on store operations crushed summer season 
sales too. It is only now that the clothing segment 
is clawing back thanks to the festive and wedding 
season sales. 
Excerpts from www.livemint.com 

Pre-Budget Recommen-
dations by CMAI
Mr Rajesh Masand, President, CMAI, sent a letter 
of Pre-Budget Recommendations  
of the Association for FY 2021-22, to Smt Nirmala 
Sitharaman, Hon’ble Minister of  
Finance, Government of India, New Delhi on 
December 26, 2020.

In his letter he wrote to the Minister to allow 
banks to continue giving drawing power to 
companies based on their 2019-20 performance, 
and not give weightage to the 20-21 numbers. 
He further mentioned that while under normal 
circumstances ‘Loss’ Return in Income Tax 
would attract an automatic application of scrutiny, 
considering the past year most Firms would 
show losses. Therefore, in such a situation, the 
Loss mentioned must not make the company an 
automatic candidate for scrutiny. 

His second suggestion spoke about sales 
targets for the MSME sector, which constitutes 
about 80 per cent of the Garment Industry. 
He suggested that the current distinction in 
GST below and above R1,000 be removed, 
and a uniform rate of Five per cent be applied. 
Undoubtedly this decision can ultimately be taken 
only by the GST Council, though the Budget 
can certainly indicate and direct the Council to 
seriously consider this suggestion.

His third suggestion was to offer Working 
Capital Interest Rates at the same rate 
as Exporters for one year to Domestic 
Manufacturers. This will provide a huge relief to 
the Domestic Manufacturers.

Mr Masand's last suggestion was to bring 
down the minimum turnover criteria from R100 
crores to R50 crores for this scheme to be 
effective. If the Government continues to keep the 
qualifying criteria as the latter while contemplating 
on converting to an FPLI scheme, only a 
miniscule number of manufacturers will qualify.

Webtalk on Material Efficiency and Fibre Recycling in 
Textile Spinning
The first VDMA technology webtalk of 2021, is scheduled for January 21, from 2.00 pm – 4.00 pm (CET). The discussion 
will have three experts giving an overview of the recycling processes that turn old clothes into high-quality yarns and 
fabrics. Dr. Bettina Temath, Truetzschler Group will demonstrate how production waste from spinning preparations can 
be recycled. René Bucken, Saurer Group, will be offering solutions for different materials and fibre compositions in order 
to optimize spinning for all kinds of fibres. Michael Wolf, imat-uve imat will show, using a specific project as an example, 
how high-quality yarns can be developed and produced from old clothing using blended fibres. After their presentations, 
the three experts will be available entertain questions from participants.
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Second Wave Threatens Post-Festive Demand for Apparels
As the second wave of Covid-19 threatens to devastate India’s top cities once again, consumer goods manufacturers 
are closely monitoring its impact on the post-festive demand. Retailers of apparel, electronics and packaged consumer 
goods expect the current demand to continue till December before subsiding in the last quarter of this fiscal. This is one 
of the reasons why retailers are unwilling to commit beyond December, observed Kumar Rajagopalan, CEO, Retailer’s 
Association of India (RAI). Suresh Narayanan, Chairman and Managing Director, Nestle India also believes that retailers 
will be able to truly gauge their consumers’ intentions only post Diwali. Till then, they must wait and see whether things 
have really stabilised or whether this was all a result of pent-up demands.  
Excerpts from www.dfupublications.com  
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Did Diwali shine any  
good Sales Numbers  
for Retailers?
“With stores reopening, we have seen some 
buoyancy returning to retail. Of course, Covid-19 
has had a significant impact on business and with 
the changes in local rules of business operations; 
we have had to deal with a more dynamic 
situation. There has also been steady recovery 
every month, across the retail sector. While 
customers are getting used to the new normal, 
and the safety measures taken by the Garment 
Industry have increased consumer confidence 
– a direct reflection of which can be seen in the 
sales numbers. We are also seeing variations 
in different markets and formats. For example, 
Tier-1 markets have had a slower recovery rate 
compared to other tiers. Stand-alone stores too 
have shown better sales recovery compared to 
mall stores. However, the mall business seems 
to be catching up,” informed Vinay Chatlani, Co-
founder and Executive Director, Soch Apparels.  
Excerpts from www.apparelresources.com

Indian e-commerce 
industry to grow to $200 
billion by 2026
Indian e-commerce industry is expected to grow 
to $200 billion by 2026 recording a double digit 
growth YoY, says a Financial Express report. 
This growth has primarily been driven in very 
few categories such as fashion, consumer 
electronics, mobile phones, books amongst 
others. The Covid-19 situation has forced FMCG 
players to step out of their comfort zones and 
adapt their product portfolio/mix in sync with the 
sudden change in consumer purchase behaviour. 
This situation has also fuelled the growth of 
e-commerce with many large players like Swiggy, 
Facebook, Reliance Jio, etc., entering this space.

The entry of these players is likely to change 
the retail landscape as they will pump millions of 
dollars to build the necessary infrastructure and 
bring in a structure that will drive a high level of 
efficiency in retail operations. This will also drive 
stickiness towards this sector and bring in droves 
of consumers who have started embracing 
digital mode of shopping through shopping 
apps, e-commerce websites or messaging apps. 
New robust hyper-local platforms are also likely 
to emerge out in micro-ecommerce spaces to 
connect and deliver value to all these FMCG 
players. These platforms will facilitate smooth 
flow of supplies and financial resources to kirana 
stores and end-consumers.   
Excerpts from www.dfupublications.com
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A GLORIOUS COMEBACK

The 72nd National Garment Fair organised by 
CMAI has always been exciting and much-
awaited for by Manufacturers, Retailers and 
Industrialists. However, this year’s will be 
Inaugurated and hosted with even more pomp 
and fanfare, so as to attract the right crowd and 
initiate the redevelopment of the Garment and 
Textile Industry, which fell into depression during 
the Lockdown.

To encourage further Growth and hopefully 
push India’s Economy back to the Fifth position, 

CMAI’s 72nd National Garment Fair which will be 
held from February 22 to 24, 2021 at Hotel J W 
Marriott, Sahar, Chatrapati Shivaji International 
Airport, Andheri East, Mumbai – 400 099 will 
witness Approximately 248 Exhibitors who will be 
showcasing almost 306 Brands.

The 71st National Garment Fair, for the first 
time turned out to be a Digital Edition. While the 
lockdown may not have deterred CMAI from 
organising its First Online Fair, it did not live up to 
everyone’s expectations, like most Fairs the past 

The 72nd National Garment Fair organised by CMAI will be a post-lockdown comeback on an 
even Larger Scale with an Approximate Footfall of almost 8000-10000 Trade Visitors. Apparel 
takes a sneak peek into what is in store for Visitors
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But compared to the footfall of January  
2020, the 72nd National Garment Fair may 
reflect the current sluggish market conditions. 
Therefore there will be a marginal drop in visitors 
as compared to the 2020 edition. However,  
it will definitely be far better than the October 
2020 edition in lieu of the definite improvement 
seen in the last couple of months in the Textile 
and Garment Industry. 

While the past few years saw Fairs being 
organised across sprawling acres, this time,  
they will revert to their previous format of 
conducting it within a Hotel, after a lapse of 
almost 25 fairs. However, the displays throughout 
the Fair will be more muted with the focus 
likely to be more on conducting business than 
showcasing the Brand Image. There will also be 
a more stringent set of security rules, so as to 
ensure only genuine Buyers enter the Fair thus 
minimalising the risk of spread.

The 72nd National Garment Fair will essentially 
be the beginning of the return to the glamour 
world of Fashion. 

year. While Phygital may become the future for 
the Fashion Industry if the viral strain continues to 
rage across the World, the Digital format unlike 
the former may not become popular ever.

Spread across Four Floors, First Floor for Men, 
Second for Kids, Third Floor for Women and Kids 
and Fourth Floor for Women only, CMAI has given 
utmost attention to following all SOP protocols 
given by the Government to ensure the safety 
and security of all participants and visitors. An 
approximate of 8000-10000 Trade Visitors are 
expected at the Fair. 



COVER STORY

16 I APPAREL I  January 2021

WITNESSING A 
YOUTHFUL GROWTH
As the pandemic slows down, the retail market, like all other markets has begun to reopen 
in light of the new normal. Anurima Das explores the shopping tendencies and consumer 
perceptions post lockdown in the kidswear segment…

Kidswear saw a huge jump in sales a few months 
into the lockdown, as parents rushed to replace 
wardrobes for infants and toddlers before the 
latter outgrew them. With offline restrictions on 
store openings, online consumerism had become 
a sweet spot. But, since only essentials were 
ruling the ramp, stores selling kidswear returned 
to operation within two to three months post 
lockdown. Companies including Arvind Fashions, 
Flipkart, Amazon, Madura Fashion and Lifestyle, 
Puma, Myntra, Bestseller India and Snapdeal saw 
a heavy footfall in sales post April, post tackling 
their logistics problem. 

KIDS' CLOTHING IS A NECESSITY
As the country went into a strict lockdown 
mode, most people who hadn’t lost their jobs, 
switched to the ‘Work from Home’ lifestyle. 
This helped them pay more attention to their 
children, thus also making them realise that 
children outgrow clothes at a fast pace. 
Therefore a pent-up demand for necessity 
buying began to rise during the lockdown. 
However, with extreme inflation and reduced 
buying power thanks to a negative GDP, fashion 
and brands went out of the window. Value 
while being cost effective is what mattered. 
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An affordable price tag in kidswear became a 
popular demand. This led to stores like V Mart, 
etc witness very good sales for kidswear.

As per reports, kidswear sales jumped three 
times the average before lockdown. Newborn 
clothing too saw a very high demand towards 
the second half of March 2020. The kidswear 
market for ages 0-14 years has projected to grow 
at a compounded annual rate of 17.9 per cent 
from 2018 to 2023, according to Euromonitor 
India. As per reports by this market research firm 
the segment is to grow faster than the dominant 
menswear and womenswear categories, which 
are projected to expand by only 14.6 per cent 
and 12.6 per cent, respectively.

COUNTING ON THE NEW TRENDS
While high street stores and mall stores became 
operational towards the latter half of March and 
the beginning of April in certain cities, local stores 
in most metros continued to remain shut owing 
to a higher number of cases. However, most local 

THE KIDSWEAR MARKET FOR AGES 
0-14 YEARS HAS PROJECTED 
TO GROW AT A COMPOUNDED 
ANNUAL RATE OF 17.9 PER CENT 
FROM 2018 TO 2023, ACCORDING 
TO EUROMONITOR INDIA.

kidswear stores across Mumbai, Bengaluru, and 
Delhi began operations post June. While stores 
in Ahmedabad, Kolkata, and similar cities were 
in operation sparingly post-April, the offline sales 
numbers weren’t that promising. The scare of 
stepping out amidst rising Covid cases made 
people opt for online sales. Many prominent 
retailers in both Tier One and Two cities shifted 
their attention to online and WhatsApp sales. 

In the absence of a website, local stores 
began tapping into their loyal database through 
WhatsApp messages and calls, sending photos 



COVER STORY

18 I APPAREL I  January 2021

Festivities for brands and retailers selling 
value-clothing within a budget have also been 
good. However, with job losses and financial 
insecurities, the pocket size for most people has 
reduced. This has led to consumers wanting to 
buy more at a lower rate while also remaining 
conscious of the quality they want their kids to 
wear. The budget for most parents is also tight 
and shops that sell their goods at a steep price 
– especially ones that include niche kidswear 

of their inventory so as to take in more 
orders. This gave them an opportunity 
to release pent up stock and fulfill 
orders using delivery apps such as 
WeFast, Swiggy Genie, etc post the 
payment of a small delivery  
fee. This helped retailers stay  
on track and not lose out on  
their businesses. 

RETAILERS GET A 
BREATHER IN THE FESTIVE 
SEASON
Diwali came as a blessing to small 
retailers who began to experience 
a higher demand for kids' clothing 
just before the festive season 
began. With occasions having been 
reduced to just essential causes, 
kids were restricted to indoor spaces 
during birthdays, parties, to further 
cut down costs while maintaining 
safety and hygiene. This led to a fall in 
the demand for party and occassion 
wear for kids. Since celebrations were 
conducted only within the four walls 
of everyone’s homes, a form of revenge 
buying began to arise irrespective of 
age once the lockdown had been lifted. 
Parents shopped amply for their children, during 
the Diwali season thus raising sales and bringin 
new life to many prominent stores like Devils 'n' 
Angels in Jaipur, Darpan in Kolkata, Doyne's 
Children's Wear and The Little Rabbits Kids Wear, 
several of which recorded heavy footfall and good 
pre-Diwali sales. They are hopeful that the market 
will pick up from here on and that sales will return 
to their normal pre-COVID numbers. 
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Prominent retailers like Born too had to shut 
shop. Born is a high-end kids label, offering 
eco-friendly garments made with organic and 
natural fabrics. Born has been serving a niche 
audience through its posh Bandra store, but due 
to the pandemic, the brand had to shut offline 
operations. In the #NewNormal, they are retailing 
online through their website and social media 
channels. Born has introduced a bespoke home 
shopping experience too for its Mumbai clients. 

While real estate costs continue to remain a 
bother for brands and retailers across segments, 
the Diwali season has brought in a positive 
change to the falling economy and brought offline 
stores back on track. With the Pfizer vaccine 
being a ray of hope the market is certainly hopeful 
about the turn of fate in the New Year. 

brands – will not witness enough sales if  
they do not come up with a creative way to  
sell their products. 

COMFORT AND CONVENIENCE IS  
HERE TO STAY
The post-lockdown era is witnessing every 
segment of clothing marked by comfort tags. 
Parents are buying clothes that kids can 
wear around the clock. Since the number of 
celebrations or occasions have gone down, 
unless it is a major holiday, parents do not see 
the need to waste money on creating a varied 
wardrobe. This consumer demand reorientation 
has not been good for retailers who are facing 
difficulties maintaining the high rent for their offline 
stores in cities like Mumbai and Delhi. 
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RENEWAL OF MEMBERSHIP SUBSCRIPTION WITH THE ASSOCIATION 
The Association has sent the Final Reminder to those Members whose Membership  
Subscriptions were in Arrears as on December 17, 2020 requesting them to Renew their  
Membership with the Association by December 31, 2020 to enable the Association to provide  
them with undisrupted Services.

Members have also been informed that if the Renewal of the Subscription is not received by the 
Association by December 31, 2020, they shall cease to be a Member of the Association from that 
Date and the Association will be compelled to Stop Sending all information pertaining to the Trade as 
well as Apparel to them. Any fresh Application for Membership cannot be entertained thereafter for a 
period of Six Months from the Date of Cessation. The Managing Committee has the right to accept or 
reject such an Application if received for fresh Membership.

72ND NATIONAL GARMENT FAIR 
The Association has received an Overwhelming response from its Members towards Participation in 
the 72nd National Garment Fair scheduled to be held from February 22 to 24, 2021 at J W Marriott, 
Mumbai Sahar, Near Chatrapati Shivaji International Airport, Andheri, Mumbai 400 099.

All 299 Rooms and Four Studios have been booked. The Draw of Lot for Allotment of Rooms is 
Proposed to be held in Mid January 2021 in Mumbai. The exact Date, Venue and Time will be intimated 
to the Exhibitors at a later Date.

NEWS



CMAI CAPSULE

 I  21APPAREL I  January 2021

CONCILIATION & ARBITRATION SUMMARY REPORT FOR THE MONTH OF 
NOVEMBER & DECEMBER 2020

Particulars Nov-20 Dec-20
No of Files Amount No of Files Amount

Opening Total Cases pending 
resolution

2,253 R438,283,850 2,250 R437,464,097

New Complaints 0 R0 10 R1,663,867
Complaints resolved fully in the Month 3 R249,580 18 R506,405

Amount Collected in the Month 20 R570,173 18 R1,060,889
Total Cases pending resolution as on 

month end
2,250 R437,464,097 2242 R437,560,670

Current Payment 18 R436,663 17 R978,830
Post Dated Cheque Received 2 R133,510 1 R82,059

Amount Collected in the Month 20 R570,173 18 R1,060,889
C Forms Collected in the Month on 

behalf of Members
R0 R0

REPRESENTATIONS, CIRCULARS AND WEBINARS:
The Association has sent its view on November 26, 2020 to Smt Smriti Zubin Irani, the Hon’ble Minister 
of Textiles, on the draft Focused Product Linked Incentive (FPLI) Scheme of the Govt of India as a 
support measure to revive the Economy, and in particular the Schemes announced to encourage 
Production Linked Incentive, with the focused Product being MMF based Apparels.

The Association has sent its Pre-Budget Recommendations to the Hon’ble Minister of Finance, 
Textiles and Micro, Small and Medium Enterprises, Govt of India on December 26, 2020 requesting 
them to consider the Suggestions/ Recommendations of the Association favorably by the Government 
in the coming Budget.

The Association has requested the Development Commissioner, Micro Small and Medium 
Enterprises, requesting them to consider whether MSME/NSIC can Support our Members who 
would be Participating in the 72nd National Garment Fair under the MSME Procurement and Market 
Supporting Scheme by offering them Financial Assistance.

CIRCULARS:
Cir No 53 /V-1 /20 dated November 30, 2020 sent to all Members of the Association by E-mail 
informing them that the Association is taking a New Initiative to bring Additional business to its 
Members and that they were requested to fill up the Details in the Form sent to them in a Link so that 
the same can be sent to all major Brands, Retailers and Exporters, and also Upload the same on our 
Website as a permanent feature.  This will benefit the Members looking for Vendors.

Cir No 54 /M-3 /20 dated December 2, 2020 sent to all Members of the Association as a Service, by 
E-mail informing them that M/s Tuckatech, One of the leading Technology firms in the Apparel Industry, 
especially in the field of Cutting and Spreading is organising the YouTube Premiere to be held on 
December 2, 2020 and join them if any members are interested.

Cir No 55/M-2 /20 dated December 22, 2020 sent to all Members of the Association by e-mail 
informing them that the Association has once again received a Request Letter from M/s Arvind Lifestyle 
Brands Ltd, Bengaluru informing us that they are looking for Additional Production requirements 
towards expanding their Garmenting Partner Base to cater to the Future Growth in Business and in 
case Members are Interested to building a Long Term Relationship with M/s Arvind Lifestyle Brands Ltd 
, may directly contact them.  However, the Association has passed on this Information to its Members 
purely as a Service and Information, and the Association is not involved or liable in any manner in any 
resultant Transaction between the Member and M/s Arvind Life Style Brands Ltd. 
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Mira Gupta is a textile expert, designer and curator, 
who is passionately interested in crafts, fashion, history, 
art and culture. She shares her thoughts with Brinda 
Gill on the history and reach of Madras checks

From Fishing Village 
to Fashion Capitals

EXPLAIN THE CONCEPT OF THE 
FAMOUS MADRAS CHECKS.
Madras checks are one of the most visible 
textiles of India. While in the past, there have 
been other popular fabrics like chintz and 
muslins exported from India, the appeal 
of Madras checks have always remained 
evergreen. However, over a period of centuries, 
what was once a bustling trade, slowly 
began to dry out despite the increase in their 
popularity. Like denims, Madras Checks too 
can be worn by everyone right from the streets 
of Chennai to high street fashion couture that 
includes Ralph Lauren, Valentino and Péro. This 
patterned cloth is also used in a variety of other 
products and accessories apart from just being 
a form of fashionable clothing.

WHAT WAS THE HISTORY BEHIND 
MADRAS CHECKS? HOW WOULD YOU 
DEFINE THEM?
Madras checks derived their name from 
Madraspatnam, a small fishing village which 
was conquered by the East India Company 
who encouraged weavers to settle there 
around the mid-17th century. The village then 
developed into a trading post from where 
textiles, specially checked cotton cloth, was 
exported by the British and other European 
powers. The checked cloth woven and @
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“IT IS SAID THAT ORIGINALLY THE 
CLOTH WAS PATTERNED WITH 
HAND-BLOCKS, AND LATER THE 
SAME PATTERNS CAME TO BE 
CREATED BY WEAVING THEM.”

exported from here came to be called Madras 
checks. Over centuries the village grew into what 
is now called Chennai. The origins of Madras 
checks go back at least six centuries if not more. 
It is said that originally the cloth was patterned 
with hand-blocks, and later the same patterns 
came to be created by weaving them. The 
Madras checks cloth at the time was a loose 
weave, of cotton yarns, and of a limited colour 
palette that included black, red and blue natural 
dyes. Rice gruel was used as an adhesive for the 
colour. Madras checks is very comfortable and 
easy to wear as a lungi for men, and is well suited 
for the hot and humid weather.

HOW ARE MADRAS CHECKS 
DIFFERENT FROM THE SCOTTISH 
TARTANS OR PLAIDS?
Plaids and tartans are technical words. Plaids 
refer to a cloth with crisscross pattern, and 
tartans are plaids specific to clans in Scotland. 
Madras checks are a looser term referring to the 
spectrum of checks and patterns originally woven 
in Madras. While there have been cross influences 
– like when they were exported overseas and 
a Scottish Regiment based in Madraspatnam 
influenced some of its pattern, they have retained 
their own sanctity and design aesthetics. These 
are mostly hand-woven with naturally-dyed cotton 
yarns and have a unique character. The fabric is 
breathable, the yarns have slubs, and the colours 

run smoothly, thus giving the fabric a beautiful 
vintage look with each wash.

HOW DID THIS TEXTILE LEAPFROG 
FROM INDIA TO ACROSS THE SEAS?
There were many routes and channels by which 
Madras checks were exported. The Europeans 
in Madraspatnam exported Madras checks 
from India. But since there was a tax on ready-
made garments, the cloth was cut in specific 
dimensions; eight metres long, 36 inches wide, 
which were later cut into smaller three squares 
called Real Madras Handkerchief (RMHK). These 
were exported and either used as head scarves 
or made into garments once they reached their 
destination. In the past, Madras checks squares 
were also used by Haj pilgrims and I believe a 
version of the checks still persist as Hajj rumals 
today. Madras checks were also used as head 
scarves by women in West Africa or made-up 
into dresses. It is interesting to know that this 
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Yale was involved in illegal slave trade while in 
India and was removed from his post. 

HOW DID THIS TEXTILE EVOLVE OVER 
THIS LONG PERIOD OF TIME?
Madras checks have evolved organically over 
time responding to local and export demands, 
and changes in yarns and colours. The design, 
colour and yarn palette have expanded to include 
a seemingly endless range of patterns created 
with thick and thin lines in varied placements, 
that have been created in different colour 
combinations. Apart from cotton yarns, Madras 
checks have come to be woven in silk, wool, 
linen and polyester yarns as well. Madras checks 
are now used/seen not only to make lungis, but 
also saris, and Western wear that include easy 
loungewear to stylish casual, formal and designer 
wear too. Saris such as Kanjeevarams also came 
to feature checks much later on. Today the yarns 
are dyed in fast colours so that garments can be 
machine washed making them easy to maintain. 

DID THE COLOUR BLEEDING OF 
EARLIER FABRICS CREATE A PROBLEM 
FOR THE TEXTILE?
It once so happened that an importer realised 
that the fabric bled colour. But what was viewed 
as a fault later turned into an attribute. Madras 
checks were woven only with naturally dyed yarns 
in the past. For instance, turmeric would be used 
for yellow and indigo for blue, and when washed 
the colours ran. Yet, this was an accepted facet 
of the textile. 

In 1958 Captain Nair, who later founded The 
Leela Group of hotels, showed the Madras 
checks to William Jacobson, an American, 
who imported 10,000 yards of the cloth which 
were stitched into garments and sold at Brooks 

cloth was also used in rituals in Africa. It was 
regarded so valuable, that Nigeria's Kalabari 
tribe, even used it as currency! Sadly, what was 
cut into the shape of handkerchiefs however, 
and bought by traders, was also used to barter 
or buy slaves from West Africa. 

Madras checks took Europe by storm in 
the 19th century when women had clothes 
for different occasions and used this cloth to 
stitch dresses for their walks. It was regarded 
as casual and trendy. In the 1930s Madras 
checks became popular in the United States 
as well when their ‘preppy’ look came into 
fashion. They became very popular as vacation 
wear too, in places like Cape Cod where it was 
regarded as a fashion statement. 

Interestingly, Elihu Yale, Governor of Madras, 
in the 1680s, sent a donation of books, a 
portrait of King George I and Madras checks in 
1713, to the Collegiate School in Connecticut, 
USA. The gift was sold and the money used 
to build a block named after him - which was 
ultimately called Yale University. Unfortunately, 
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Brothers, New York. Though Captain Nair had 
mentioned the cloth ran colour this was not 
conveyed to Brooks Brothers. To cut a long 
story short, there was a meeting with the Editor, 
Seventeen magazine, explaining the nature of the 
fabric and the magazine soon ran a story titled 
‘Bleeding Madras- Handwoven in India of 100 
per cent Cotton’ telling people of a fabric that 
had been especially woven for Brooks Brothers. 
Suddenly, Madras checks garments had become 
cool and desirable, and the fault touted as a 
virtue. In the 1950s, advertisements by David 
Ogilvy, regarded as the Father of Advertising, 
highlighted Madras checks shirts as being crafted 
from Indian handlooms and guaranteed to bleed 
making them distinct from mass produced 
shirts. This clever move became a benchmark in 
advertisement history.

HOW CAN THE INDIAN TEXTILE/
APPAREL INDUSTRY CAPITALISE  
ON THE POPULARITY OF THE  
MADRAS CHECKS?
The Indian apparel industry has used Madras 
checks – the fabric and surface design - 
extensively. As the fabric is comfortable on the 
skin and the pattern has a universal appeal, it has 

been used for fashioning garments for children, 
women and men, across economic classes and 
styles from routine wear to fashion. 

Unlike in the West, where Madras checks 
made its mark in couture, Indians have been 
hesitant to wear them as luxury. For Indians 
luxury wear is synonymous with opulent fabrics 
and grandiose surface designs. In the West, the 
understanding of luxury embraces simplicity. I feel 
Madras checks in spite of having been explored 
extensively, can still be explored further because 
it lends itself very well to a variety of surface 
treatments and techniques such as embroidery 
and appliqué, as well as patchwork. 

“IN THE 50'S, ADVERTISEMENTS 
BY DAVID OGILVY, HIGHLIGHTED 
MADRAS CHECKS SHIRTS AS 
BEING CRAFTED FROM INDIAN 
HANDLOOMS AND GUARANTEED 
TO BLEED MAKING THEM DISTINCT 
FROM MASS PRODUCED SHIRTS.”
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FIRST PERSON

Quality is an intangible attribute. But for the Apparel 
and Textile Industry, certifications help in letting 
the consumers know what you are selling and 
how environment-friendly is your collection. Global 
Organic Textile Standard (GOTS) certifies such textile 
companies, writes Anurima Das. 

CERTIFICATIONS FOR 
AN ORGANIC PURPOSE

Sumit Gupta is a ‘sustainability’ professional in the field of Textile 
Processing. He has more than 12 years of experience in Eco-
Fashion, RSL, Chemical Compliance, Sustainability Management, 
Social Compliance, Technical Certifications, Eco-Labels, Content 
Marketing and Consulting. He is currently working with the German 
Standard Organisation - Global Organic Textile Standard (GOTS) as 
their ‘Deputy Director Standard Development & Quality Assurance’ 
as well as ‘Representative in India & Bangladesh’. As Deputy 
Director, he supports the company in international activities that 
include Standard Revision, Standard Comparisons, supporting 
GOTS Approved Certifiers, and various other activities related to 
progress and interpretation of the standard. As the Representative, 
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DOMESTIC SALES OF GOTS 
CERTIFIED ORGANIC TEXTILES 
SAW GOOD GROWTH SINCE 2018. 
IT STILL NEEDS TO CATCH UP IF 
COMPARED WITH TRADITIONAL 
TEXTILE BUYING MARKETS, LIKE 
GERMANY, SCANDINAVIA, USA, ETC

his role involves creating more interest and 
awareness about ‘Organic Textiles’ for producers, 
exporters, retailers, educational institutes and 
consumers. His role also involves maintaining a 
liaison with the media, trade organisations and 
the government. He has also presented at various 
international conferences, seminars, colleges and 
companies and has extensively worked to create 
awareness about the importance of Chemical 
RSL, Traceability, Social and Environmental 
compliances in textile industry. 

A conversation with Sumit Gupta, gives an 
insight into how GOTS standards are gaining 
importance in the present scenario. 

COVID IMPACT ON GOTS 
CERTIFICATIONS: SPOTTING THE 
TREND 
As per the 2019 data, there are 7,765 facilities 
certified to GOTS in 70 countries across the 
world. While South Asia, India, Bangladesh and 
Pakistan were among the top 10, Sri Lanka 
had only 62 facilities. In 2019, GOTS witnessed 
the highest growth ever, with a 35 per cent 
increase from 5,760 to 7,765 facilities and the 
highest increases came from South Asia, led 
by Bangladesh (+505) and India (+438). While 
the pandemic and lockdown due to Covid-19 
impacted newer queries during March-May 
2020, June 2020 witnessed several new 
textile and chemical suppliers showing keen 
interest in associating with GOTS again. With 
an ever-rising awareness about organic textiles 
and sustainability growing in international and 
domestic markets, we expect this positive trend 
to continue.

GOTS WITH RESPECT TO THE 
DOMESTIC MARKET 
Domestic sales of GOTS certified organic textiles 
saw good growth since 2018. However, it still 
needs a bit of catching up to do when compared 
with traditional textile buying markets, like 
Germany, Scandinavian countries, USA, etc. 
You can find GOTS labelled products in online 
and offline stores in India, particularly in metro 
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garments, home textiles, mattresses, personal 
hygiene products, food contact textiles as well 
as combined products. Certified companies 
get their license numbers and are visible on the 
GOTS ‘Public Database’.

GOTS serves as a credible third-party to 
verify environmental and social credentials 
of a supplier. Most of the conformance 
requirements under GOTS are applicable for 
the whole year, even when GOTS goods are 
not being processed at a facility. This includes 
social criteria, environmental criteria, ethical 
business behaviour, etc. Two percent of certified 
entities undergo a surprise audit every year 
to ensure that these criteria are consistently 
being followed. Buyers prefer GOTS certified 
companies over uncertified ones even for the 
orders that do not include organic textiles. Anti-
microbial treatment using synthetic chemicals 
is not permitted under GOTS. Other treatments 
can possibly be included if they meet GOTS 
criteria for approval of inputs and wet processing 
of textiles.

cities. In spite of all these measures, there are still 
dozens of misleading or false claims present in 
the market. We continue to work on educating 
all stakeholders to avoid mistakes since this is 
still the beginning. It is important to look for the 
GOTS label on the ‘final’ product and not trust 
self-claims. Consumers may verify the status of 
a company under the ‘Public Database’ of the 
GOTS website.

GOTS CERTIFICATION ACCEPTANCE 
AND BENEFITS
Due to the pandemic, consumers have realised 
that living in harmony with nature is necessary for 
human health and well-being. So, as they return 
to shop for clothing, they will certainly ask more 
questions on the origin and ecological footprint 
of the products they buy. There may also be 
a temporary drop in demand due to financial 
uncertainties, but organic textiles and sustainable 
fashion are here to stay. 

GOTS certification opens access to a huge 
organic textile market for suppliers. This includes 
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OVERCOMING HURDLES
Certification services for GOTS are offered by 
GOTS Approved Certifiers. Most of them have 
local teams of inspectors for on-site audits. A 
general approval has been given to certifiers that 
they may extend an existing scope certificate 
for three months. On-site inspections have also 
started in some parts of the world. I, myself 
remotely observed one in Turkey in August 2020.  
For the areas where travel restrictions are still in 
place, certifiers may decide to conduct a virtual 
audit. A new GOTS certificate can also be issued 
via virtual audit. But wet processing units shall 
have to wait for an on-site inspection since they 
carry a higher risk. 

While the exact timeline to return to normalcy 
is still unsure, people are getting back to their 
routine life in most parts of India. Besides, with 
proliferation of technology and growth of online 
marketplaces, consumers can buy organic 
textiles online, from the comfort and safety of 
their homes. Always look for the GOTS label, with 
the GOTS logo, license number and reference 
to certifier while purchasing an organic textile 
product. 

DISCUSSING FUTURE PLANS
GOTS will continue to work in collaboration 
with its stakeholders to achieve the stated 

WHILE THE EXACT TIMELINE TO 
GET BACK TO NORMAL IS STILL 
UNSURE, PEOPLE ARE GETTING 
BACK TO ROUTINE LIFE IN MOST 
PARTS OF INDIA.

mission, “the development, implementation, 
verification, protection and promotion of 
GOTS”. While we shall maintain the current 
system of oversight from the Accreditation Bodies 
over Certification Bodies, GOTS will invest more in 
its own quality assurance mechanisms. Besides, 
we are also in the process of hiring a regional 
representative in South Asia, who will be in close 
contact with textile and chemical industries in 
India, Bangladesh, Pakistan and Sri Lanka. 
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Impact of COVID-19 on the Garment 
and Apparel Industry in India
While the Garment and Apparel Industry was struggling to stay afloat in India, before the 
pandemic, the problem worsened during lockdown and forced businesses to face an 
unprecedented disruption from production to supply chains reports Samir Alam

compounded pre-existing problems and forced 
businesses to face an unprecedented disruption 
right from production to its supply chains. As a 
result, it raised the grave question of whether the 
industry would survive this turmoil or not.

UNPRECEDENTED AND WIDE  
SPREAD IMPACTS
The effects of the pandemic forced the nation 
into a state of lockdown shuttering operations 
in one fell stroke. As some of the most severe 

Even before the pandemic had entered India, 
the Garment and Apparel Industry had been 
struggling to stay afloat. Until 2019, the Garment 
and Apparel Industry had had a lion’s share of 
export earnings. Nearly 15 per cent of all earnings 
were from textiles and apparels. Moreover, 
according to KPMG, the industry also employed 
four and a half crore workers, making it one of 
the largest employers in the nation. However, 
the industry was far from its peak even before 
the arrival of Covid-19 in India. The pandemic 
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AS THE PRESSURE CONTINUED TO 
MOUNT, BUSINESSES CONTENDED 
WITH STAGNANT INVENTORIES 
DUE TO A PRECIPITOUS FALL IN 
DEMAND. MOST MANUFACTURERS 
BETWEEN APRIL AND MAY 2020 
HAD TO SHUT DOWN AS ORDERS 
ABROAD ALSO DROPPED BY 
ALMOST 50 PER CENT

industry shrinking by approximately 30 per cent 
in the first quarter of 2020. But, the business 
numbers were not the only casualty of the 
pandemic.

Amidst all this chaos, other Asian countries 
– which are also supply hubs for textiles – such 
as Bangladesh, Sri Lanka and Vietnam were 
given preferential access in North American 
markets once lockdowns eased across the 
world. Meanwhile, domestic consumption 
dawdled and new retail openings were completely 

lockdowns were brought into effect, premier 
garment manufacturing hubs in the country such 
as Noida, Delhi, Jaipur, and Bengaluru were 
forced to shut shop. With the pressure continuing 
to mount over time, businesses began to contend 
with rising levels of stagnant inventory due to a 
precipitous fall in demand. Most manufacturers 
even had to shut down businesses between April 
and May 2020, as orders to Europe and United 
States dropped by almost 50 per cent.

As the weeks turned to months, more 
businesses began to face a real threat to their 
finances. This ultimately lead to a domino 
effect across the board. Within a matter of 
months, more than 30 to 40 per cent of the 
entire workforce had lost their jobs in the 
second and third quarter of 2020 and many 
families, dependent on the woman's income 
(who constituted almost 80 per cent of the 
workforce) lost their primary livelihoods. It became 
abundantly clear that the Garment and Apparel 
Industry in India had reached a tipping point 
towards Economic Depression. The only way to 
endure this setback would be with the joint efforts 
of businesses and governments.

THE HUMAN IMPACT ACROSS 
UNORGANISED SECTORS
The pandemic brought in enormous suffering 
for the workforce and major financial woes 
for all manufacturers, who were mostly in the 
unorganised sector. This led to upstream issues 
across business operations too. Given that this 
particular sector is heavily dependent on credit, 
the payment recovery from retailers ultimately 
came close to nil. As a result, India’s share of 
global exports is expected to fall from its current 
six per cent by a notable figure.

While textiles were poised to grow at a CAGR 
of 10 per cent to 12 per cent and reach $220 
billion in 2025-26, that now seems like a distant 
dream. These figures fell drastically with the 
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pressures. Because of the Minimum Wage 
Act, pay cuts too were not drastic but due to 
unavailability of labour, manufacturing had to be 
stalled. Working capital issues became a problem 
and lack of clarity on duties and incentives by 
the government didn't help much either. But 
the pandemic has opened up a new avenue 
of growth for ailing manufacturers and workers 
which may light the way forward.

GOVERNMENT RESPONSES TO 
MITIGATE THE IMPACT
Since safety and hygiene became critical 
requirements, the Government of India began to 
initiate steps to seize any new opportunities that 
came its way. Most textile producers are now 
being encouraged to manufacture PPE Kits, face 
masks, disposable towels and bed sheets, to 
meet the rising demand. Since the production 
focus has shifted, most garment factories are 
now becoming hubs for the manufacture of safety 
gears for consumers worldwide. According to 
KPMG, India has reached the second spot in 
manufacturing protective gear in the world with 
more than 600 certified manufacturers in the fray.

Along with encouraging safety gear 
manufacturing, the Central Government has 
also announced a flurry of schemes to boost 
the textile sector along with a host of other 
small-scale sector initiatives. A key step included 
allowing 100 per cent FDI by the automatic route 
for the textile sector. There have also been steps 
taken to move the industry with Integrated Textile 
Parks (SITP) and Technology Upgradation Fund 
(TUF). According to reports from the India Brand 
Equity Foundation, 21 readymade Garment 
Manufacturing Units spread across seven states 
were been announced for modernisation and 
production to boost textiles.

The Government additionally, also offered to 
provide relief to the Micro, Small and Medium 
Scale enterprises or MSMEs. This included 
collateral free loans with a moratorium of 12 

stopped. Summer sales and discounts which are 
typically the hallmark every year saw a complete 
closure. Exporters too dumped their products 
into the domestic market thus reducing prices 
significantly. This led to reduced margins for 
producers who ideally witnessed a footfall in sales 
during the summer.

The textile industry as a whole experienced 
glaring cash flow constraints too. A major decline 
in yarn exports also hit profitability hard. The 
problem of cheaper imports pouring in from low-
cost labour, made matters worse for the ailing 
sector. Consumer sentiment became a major 
factor in exacerbating the problems within the 
post-pandemic domestic market. Since a lot of 
people had lost their jobs due to the pandemic, it 
directly impacted the buying power of the urban 
population.

This drastically reduced the number of women 
staffers who voluntarily opted out of production 
due to strict social distancing and socio-cultural 
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INDIA HAS A REAL OPPORTUNITY 
TO BE A TEXTILE BEHEMOTH IN THE 
AFTERMATH OF THE PANDEMIC. 
BUT IT CAN’T COME AT THE COST 
OF ITS PEOPLE

months on principal repayments and interest 
payments. A 25 per cent reduction in tax 
collected at source or TCS, and TDS or tax 
deducted, at source was also initiated to improve 
the liquidity and marginal reduction of two per 
cent in Employer and Employees’ contribution to 
the Employment Provident Fund. Around 45 lakh 
small businesses were given three lakh crores 
of collateral free automatic loans to encourage 
business too. The long awaited demand of Textile 
and Apparel Producers for redefining the position 
of MSMEs also realised amongst a host of other 
measures.

FACING THE NEW NORMAL  
IN THE PANDEMIC
Just as the immediate fallout of the pandemic 
was harsh and unpredictable, KPMG suggests 
that the possibilities of myriad opportunities 
will also vary in the new normal. To rejuvenate 
the sagging morale in the market, Indian 
manufacturers have to recalibrate their approach 
to both production and marketing of finished 
goods. Many in the sector are now focussing 
on competing in the luxury goods market, 
that is traditionally dominated by China-based 
companies.

Since consumer apathy to Chinese goods has 
been rising, India can also leverage its low-cost 
base to produce high-valued products. This also 
translates to allied areas, as India is also the 
second largest producer of synthetic fibre in the 
world after China. With supply chains recovering 
from initial blockages, the world is expecting 
India to step-up its raw material production 
to fill the void there. Indian manufacturers can 
also leverage the relatively younger workforce 
to reinforce value in the production chain and 
minimise costs. A younger workforce is easily 
employable and more productive.

India has a real opportunity to be a textile 
behemoth in the aftermath of the pandemic. 
But it can’t come at the cost of its people. With 
the Atmanirbhar Bharat initiative, the Indian 
Government plans to bring in more scientific 
innovation into the Garment Manufacturing Sector 
which needs to be complemented by upskilling 
and training investments as well. While the focus 
on infrastructure development is key, businesses 
and governments also need to support the long 
suffering workforce and ensure that the industry’s 
success is commensurate with those of its 
workers. 
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and import duties also encourage more trade and 
investment, and build supply chains that are less 
affected by disruptions thanks to the ongoing 
pandemic. So given all these benefits - why did 
India decline to join? And what are the variables 
at play? Let’s take a closer look.

INDIAN TRADE AND RCEP
The RCEP is intended to be a trade hub between 
South Asian economies. Functionally, it will allow 
for the creation of distribution hubs in participant 

The Regional Comprehensive Economic 
Partnership or the RCEP is a trade agreement 
signed on November 15, 2020 between the 10 
member states of ASEAN or the Association 
of the Southeast Asian Nations and the Free 
Trade Agreement (FTA) partners that include 
China, Japan, South Korea, Australia and New 
Zealand. It calls out for a common set of rules on 
tariff reduction in trade. This pact leads to fewer 
bureaucratic delays and easier circulation of 
goods within the specified market. Lower taxes 

RCEP and its Impact 
on Indian Trade
Will India declining to join the RCEP impact its trade position, its taxes and import duties among 
other things? Samir Alam finds out...
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DESPITE BEING A PART OF THE 
NEGOTIATIONS FOR NINE YEARS, 
INDIA WAS THE ONLY COUNTRY 
TO NOT SIGN THIS MOMENTOUS 
TRADE PACT. THIS CAME AS A 
SURPRISE FOR MANY, GIVEN INDIA’S 
PATIENCE AND PERSISTENCE WITH 
ON-GOING NEGOTIATIONS

Therefore, while India has gradually lowered 
barriers to trade and commerce, this has also 
slowed its capacity to capture a notable share of 
Asian markets. It is increasingly difficult for India 
to compete on labour and tax variables when 
compared to competitors such as the communist 
dictatorship of China. This is a key reason why 
Chinese exports have risen significantly in ASEAN 
while exports from India have been comparatively 
slow in growth. In fact, the Niti Aayog in 2019, 
stated that while India has a bilateral trade deficit 
with most RCEP members, it is particularly 

countries that streamline trade on a global scale. 
Despite these benefits, India, an FTA partner with 
Brunei, Cambodia, Indonesia, Laos, Malaysia, 
Myanmar, Philippines, Singapore, Thailand, and 
Vietnam, formally backed out of the final accord 
citing an unfair trade imbalance tilted against it. 
Being the largest trade agreement of its kind in 
the world, covering a population of 2.2 billion 
people with a combined GDP of $26 trillion, not 
joining the RCEP was not a trivial decision as in 
either case it has the potential to radically impact 
India’s trade and growth in the future.

Despite being a part of the negotiations for nine 
years, India was the only country to not sign this 
momentous trade pact. This came as a surprise 
for many, given India’s patience and persistence 
with on-going negotiations. But all the while, 
the Indian government had clear reservations 
regarding various key terms of the agreement. For 
instance, issues like rules of origins, movement 
of persons, and trade in services continued 
to be divisive points. Furthermore, there were 
claims from the Indian contingent that there was 
confusion regarding intellectual property rights 
of certain goods and services, particularly in 
pharmaceuticals.

It is also important to remember that despite 
the recent trends by the Indian government 
towards liberalisation, the national economy 
continues to rely on public support. There are 
various critical safeguards and governmental 
protections holding up numerous industries. By 
consenting to the RCEP, India would be required 
to cut these systems and force the economy to 
remain open to global market conditions. This 
would impact key factors such as reduction in 
import duties in key areas such as manufacturing, 
agriculture and dairy which will adversely impact 
millions of Indian people and businesses.
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appeasement to the hardliners who oppose 
China on a geopolitical basis.

RCEP AND THE IMPACT ON INDIA'S 
TRADE POSITION

Currently, trade unions, farmers, and 
representatives from across various Indian 
industries are breathing a sigh of relief. But there 
are legitimate opponents to the position the 
government has taken. They point out that by 
India foregoing participation in the trade pact, it 
will lead to an imbalance in trade practices that 
may hurt an already faltering Indian economy. The 
manufacturing sector and the farming sector have 
already seen negative growth in the post-Covid 
economy which makes these concerns acute in 
the mind of detractors. 

So while India has made a political point by 
not ceding the country’s vast market to trade 
liberalisation commitments of the RCEP, there 
will surely be a downstream cost, perhaps 
inordinately high. Proponents of the RCEP still 
argue for a deferred entry to the pact, pointing out 
the advantages India can have. With global trade 
seeing a steep decline due to the pandemic, 
RCEP can serve as a bulwark in arresting this 
free fall in the global economy and re-energising 
production activity at home.  

Moreover, in terms of geopolitics, India would 
also be in a prime position to wield it’s accrued 
reserves of soft power to challenge China in a 
global forum. This in fact, can convert the RCEP 
into a spoke of the wheel that will help kick start 
India’s industrial recovery. In particular, this view 
holds promise as China’s position has been 
tarnished under the shadow of the pandemic 
and may create a leadership void that India is 
aptly suited to fill. Moreover, India also has the 
capability of offering itself up as an alternative 
manufacturing and trading hub to a China-wary 
global market. 

Experts believe that the trade gains in the 
future could be in India’s favour were it to take up 

imbalanced with China. According to the 
Ministry of Commerce, Government of India, the 
trade deficit with China is even higher than the 
remaining RCEP constituents put together.

There is also a geo-political perspective to 
be considered regarding RCEP membership. 
Since China enjoys a vast access to markets for 
its goods and services in the region, India has 
concerns that the RCEP will act as a means for 
China to expand its economic hegemony across 
the political and economic landscape in member 
countries. Already, in the post-pandemic reality, 
there is growing resentment against Chinese 
goods in India, which is further exacerbated by 
on-going border skirmishes. Backing out of the 
RCEP is seen by many as the government’s 

ACCORDING TO THE MINISTRY OF 
COMMERCE, GOVERNMENT OF 
INDIA, THE TRADE DEFICIT WITH 
CHINA IS EVEN HIGHER THAN THE 
REMAINING RCEP CONSTITUENTS 
PUT TOGETHER.
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AUSTRALIA AND JAPAN ARE A 
CASE IN POINT AS THEY CHOSE 
TO BURY THEIR GEOPOLITICAL 
DIFFERENCES WITH CHINA TO 
PRIORITISE THE TRADE DEAL THAT 
WILL CLEARLY IMPACT THE ASIA-
PACIFIC REGION.

RCEP membership and give voice to reshaping 
its mandate from within. Perhaps this could also 
be in tandem with India’s Act East Policy. In this 
regard, Australia and Japan are a case in point as 
they chose to bury their geopolitical differences 
with China to prioritise the trade deal that will 
clearly impact the Asia-Pacific region. 

Experts also point to the fact that not signing 
the trade deal will also renege on the promise 
of liberalising the Indian economy. Skewed 
trade numbers are a direct result of an inefficient 
manufacturing sector, unreformed farm sector 
and archaic labour laws. The government, they 
argue, must bring down the cost of capital and 
reduce deficit financing. Indian business, they say, 
is not competitive even by Asian standards. The 
balance of trade numbers is also not in favour 
of the Indian manufacturers because of a lack of 
rationalisation of indirect taxes and levies.

OPPPORTUNITIES AHEAD
While many believe that India needs to enter 

RCEP at any cost, there is perhaps a middle 
road option. It is possible for the government to 
make core structural changes that strengthen 
India’s position as it enters the RCEP within 
the 18 months’ grace period that is active. Like 
other participant nations, India needs to focus on 
improving transaction costs and enhancing its 
'ease of doing business' index. 

Since the pandemic hit, the Indian government 
has pushed its Atmanirbhar Bharat initiative that 
aims to create new supply chains in India to 
counter a global shortage of goods and services. 
Not joining the RCEP will derail these efforts. 
Remaining outside of the pact’s ambit can have 
an adverse impact on exports to the RCEP 
members who enjoy lower tariffs thanks to the 

deal. The signatories to the trade deal will also be 
seen as better investment destinations than India 
and therefore attract more FDI from outside the 
Asia-Pacific.

Despite having the third largest GDP in Asia, 
India still is not a trading-based economy as 
opposed to being a demand-driven economy. 
Its reluctance to sign the treaty on protectionist 
concerns is too alarmist and knee-jerk given 
the global context. In terms of the export of 
pharmaceuticals and IT services, India still has the 
edge in the region and needs to drive it forward 
with innovation and systemic enhancements to its 
economic system. 
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VOCAL FOR LOCAL 
The Make in India Campaign has been receiving a lot of positive reviews, especially because of 
the encouragement it has given to designers, retailers and manufacturers to create and produce 
locally during the lockdown of 2020. Chitra Balasubramaniam analyses…

facilitate investment, foster innovation, enhance 
skill development, protect intellectual property 
and build the best in class manufacturing 
infrastructure in the country. The campaign’s 
latest focus is on the ‘Vocal for Local’ aspect of 
the campaign which has given a lot of importance 
to local manufacturing and supply chains amidst 
the Covid-19 crisis. This campaign has in no 
way had a negative connotation or impact on 
the country's economy. It doesn't encourage 
boycotting products from abroad either. Instead, 
it focusses and emphasises on production within 
the country. The ultimate goal of the campaign 
is to boost local industry and production 

These strange times have made us take a 
pragmatic approach to life. In the dark hours 
that followed post the spread of the virus, when 
the entire world was under strict lockdown, 
economies began to shut down and what was 
once an open market soon closed. This made 
Indians call for a more Swadeshi outlook towards 
life thus helping not only the needy and the 
unemployed but also ensuring that the production 
in their own country continued to thrive.

The ‘Make in India’ campaign which was 
launched under the Atmanirbhar Bharat Abhiyaan 
program has been receiving a lot of positive 
reviews because of the support it gives to 

A
ll 

im
ag

es
: @

S
hu

tt
er

st
oc

k.
co

m



INNOVATIONS AND INSIGHTS

 I  39APPAREL I  January 2021

THE PRIME MINSTER’S MAKE IN 
INDIA AND MAKE FOR WORLD 
CAMPAIGNS EMPHASISE ON THE 
POLICIES AND INCENTIVES THAT 
ARE LIKELY TO BE DIRECTED 
TOWARDS FULFILLING THIS 
OBJECTIVE AND DIRECTION. 

from their handwoven fabrics, and even the 
President’s wife sewed masks to encourage 
growth within the sector. 

From being a medical necessity to becoming a 
fashion accessory, the sheer variety in masks has 
within a matter of months become unbelievable. 
Enterprising artisans began shelling out indigo 
dyed masks, ones made from Eri silk (Eri has 
thermostatic properties making it keep a person 

by augmenting and utilising locally available 
resources and manpower. 

The Atmanirbhar Bharat Campaign or creating 
a self-reliant country, is a means to make India 
highly competitive in the global arena. This 
campaign hopes to give a thrust to local brands 
and production. The Prime Minster’s Make in 
India and Make for World initiatives emphasise on 
the policies and incentives that are to be directed 
towards fulfilling this objective and direction. 
Therefore, the solution to achieve an ‘Aatmanirbar 
Bharat’ depends on how much of thrust is given 
to the Vocal for Local Campaign. This will in turn 
encourage self-reliance while also pushing Indians 
to use more local products. The use of local 
products will give a boost to local production and 
encourage them to ultimately make better and 
more competitive products. It will also encourage 
local manufacturing. This in turn will ensure a 
bigger manufacturing base in India thus resulting 
in higher economic growth, more jobs in smaller 
towns and villages and an indirect decrease in 
the migration of workers. Above all it will result in 
creation of more jobs.

THE SUCCESS STORY OF MASKS – AN 
EYE OPENER IN VOCAL FOR LOCAL
During the period of complete lockdown, no 
one knew what lay ahead. Sanitisers, masks, 
PPE kits were only available in limited amounts 
and were the hottest products on the shelves. 
Most factories that were importing their garment 
wares turned to the ‘Vocal for Local’ campaign. 
This saved the day for Indians. It also created an 
excess in masks, thus making them affordable 
and bringing out a wide range to choose from. 
Handloom and weaver’s units began churning 
out double to triple layer masks, almost overnight 
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turned towards sustainable fashion, wanting 
to collaborate with village artisans from places 
like Mangalgiri, Venkatagiri, thus reviving some 
excellent designs. Ikat weavers from Orissa 
began crafting success stories, while weavers 
from Nagaland specialising in loin loom creations 
churned out multiple beauties of their own. 
Banarasi, Lucknow Chikan, and Tangaliya 
weavers from the Kutch region wove their magic 
with Kala cotton (the locally available variety of 
cotton) too. Some have even chosen to transform 
their traditional motifs woven on wool, to cotton. 
Even shawl motifs have been transformed onto 
cotton saris in their eye catching colours and 
grand finished ends.

The pull of desi brands on the Vocal for  
Local platform has been a huge success. 
Gocoop, the website which promotes products 
made by various cooperatives has even had a 
‘Swadeshi week’ that offers discounts to buyers. 
Paytm too has a coupon scheme that runs for 
brands sold under the Vocal for Local campaign. 
Therefore when a buyer purchases something 
from these brands and uses Paytm as a payment 
mode, they receive a voucher or a scratch card 
with a discount, as per the scheme running 
during that point of time. This not only gives a 
boost to the brand but also enthuses the buyer 
with incentives.

In the last four months, several brands have 
made bold beginnings on the Vocal for Local 
platform. Bharat Jain, an engineer who for the 
love of handlooms gave up a cushy job to set 
up his own handloom unit in Ajmer weaves his 
fabrics there. He has been preparing for various 
handloom and crafts fairs that dot Delhi to sell his 
wares. However, with the strict implementation 
of the lockdown, fairs were nowhere to be seen 

cool in the summers without suffocating them 
and warm during the winter months) and some 
very artistic madhubani painters have even hand-
painted and embroidered pieces to give the cover 
a cool touch. Imagination is the key to all things 
beautiful. It is astounding to the see the variety of 
masks that have become available in such a short 
amount of time. 

DESI BRANDS
It is however within the sphere of desi brands 
that we seem to be thriving the most. During 
the lockdown, countless numbers of designers 

MOST FACTORIES THAT WERE 
IMPORTING THEIR GARMENT 
WARES TURNED TO THE ‘VOCAL 
FOR LOCAL’ CAMPAIGN. THIS 
SAVED THE DAY FOR INDIANS.
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IN A RARE SHOW OF SOLIDARITY, 
THE NGOS - SHRUJAN, KALA 
RAKSHA, KHAMIR, QASAB AND 
VRDI, LAUNCHED THE KUTCH 
CRAFTS COLLECTIVE TOGETHER.

in the near horizon. Therefore, he began to churn 
them into value added products. The mask 
was the first obvious step which proved to be 
a winner. However, post lockdown Jain is also 
block printing using indigo and ajrakh prints for his 
fabrics, saris and stoles. The lovely handwoven 
cotton with ethnic prints are a novelty under his 
home grown brand ‘Bharatesh Vaibhav.’ Another 
similar initiative has been the coming together 
of some major brands /NGOs working in Kutch. 
In a rare show of solidarity, the NGOs - Shrujan, 
Kala Raksha, Khamir, Qasab and VRDI, launched 
Kutch Crafts Collective together. Their aim is to 
pool in resources and use one platform to sell 
and share their story of crafts and how they were 
able to successfully revive the industry. Facebook, 
Instagram and Whatsapp is also resounding with 
such small brands making their foray in to the 
Indian brand and retail space.

THRUST AREAS UNDER THE VOCAL 
FOR LOCAL CAMPAIGN
Under the Vocal for Local campaign India’s 
home grown companies must be encouraged 
to expand their business thus indirectly resulting 
in more manufacturing bases. Indian companies 
and home grown brands such as Fab India, 
Pantaloons, Nalli, Biba, W for Woman, RCKC, 
Manyavaar, Raymond, Arvind, Ritu Kumar, 
Sabyasachi, Anita Dongre (AND) must use India 
for domestic and exports since they have a good 
customer base abroad as well. Raymond and 
Arvind too have brought in several foreign brands 
into the country. The concentration of production 
for all of this in India will help encourage more 
brands to manufacture within the country rather 
than outsourcing it to third party manufacturers in 
other countries.

MNCs too must be encouraged to shift 
production bases to India instead of importing. 
This will give further impetus to production 
in India with brands like Nike, Uniqlo, M&S 
already showing the way forward by setting up 

production bases in India. This will provide a 
boost to the domestic apparel manufacturing 
industry since India is a strong ground for fabric 
thus making this an extension of that capacity. 

At the moment a lot of initiative is being taken 
by individuals, mentors, trusts, activists, NGOs, 
local brands and more. The Government too is 
encouraging local growth in terms of incentives 
and support for setting up manufacturing bases 
in terms of single window clearances, specialised 
parks for production, better connectivity in terms 
of air, road and of course airports, rail linkages. 
These will definitely boost sales and create a 
better livelihood for Indians in the near future. 
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GLAMOUR 
UN - MASKED

Chitra Balasubramaniam uncovers 
the latest trend in masks, a perpetual 
accessory during this raging 
pandemic, including embroidered, 
lace and even bejewelled ones that 
are set out to make this wedding 
season an absolute delight

“Purdeh mein rehne do, purdah na uthao...” 
Remember that song? In such times as these, 
it is important to contemplate on the above 
words. A perpetual accessory nowadays, the 
mask which started off as a protective gear worn 
only to ward off Covid-19, pretty soon diversified 
into various avatars and as the wedding season 
kicked off, took a dip into the world of glamour 
as well. While Pfizer may have begun vaccination 
one country at a time, masks will continue to 
remain a necessary accessory at least until the 
near future. 

So what happens to someone who is all 
decked up for a wedding but has to wear a 
horrible blue hospital mask to protect themselves 
from Covid-19? They would be absolutely 
frustrated! That is what started the craze for 
wedding masks, bejewelled masks, etc. While 
these were initially manufactured for basic 
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protection, the second phase of the lockdown 
saw experimentation with fabric, embroidery and 
quirky patterns. However, the third phase now 
seems to have shifted on to a completely new 
tangent as experiments have begun with colour 
co-ordinations and adding a sense of drama to 
outdoor ensembles.

Designers and manufacturers are also 
experimenting with embellishments, natural dyes 
with medicinal properties, use of eco-friendly 
or organic material and even the use of silver, 
gold, diamonds, precious pearls and crystals! 
The online store Etsy even has a guide to masks 
being sold everywhere. While the efficiency of 
these masks against protection from Covid-19, is 
quite questionable, the sheer range of these little 
beauties is breathtaking. 

WEDDING FRENZY
Wedding bells had stopped tolling since February 
2020. This had begun to agitate people, as 
most countries went into severe lockdown mode 
with no group outdoor activity or socialisation. 
However, as the year drew to a close and 
government norms relaxed, weddings returned 
with an equal gusto, albeit with a smaller head 
count even after the introduction of the vaccine. 
This also gave monetary freedom to the bride 
and groom who could now play around with their 
dresses and accessories. At certain wedding 
parties bridesmaids dresses were also bought 
with matching masks just to colour coordinate the 
entire group! 

From crystals to satins, dainty laces and burnt 
etchings, these ranges carry it all. Every bridal 
dress-maker has ensured coordination including 

ETSY HAS A GUIDE TO MASKS 
BEING SOLD EVERYWHERE. 
WHILE THE EFFICIENCY OF THESE 
MASKS AGAINST COVID-19, 
IS QUITE QUESTIONABLE, THE 
SHEER RANGE OF THESE LITTLE 
BEAUTIES IS BREATHTAKING.
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of the groom is fashioned into masks. Matching 
cloth is also used for making these masks.  
Thus, the masks look glamorous and perfectly 
colour coordinated.

Velvet is another material which has become 
very popular at weddings along with chiffon 
and crepe. Indian weddings with their bling and 
grandiosity always include zardozi, kamdani, 
badla et all on velvets or chiffons. In certain 
cases similar bridal work is done on the masks 
as on the garment, so as to give it a complete 
look while also taking care that nothing pierces 
the skin or the mouth through the fabric. These 
masks complete the entire ensemble cinching 
the look perfectly with its subtle and snazzy 
feel. For example, red velvet teamed with gold, 
makes for a beautiful mask for the bride and is a 
favourite this wedding season.  Some beautiful 
colour coordinated ones with bridal outfits are 
also available. These are worked upon in zardozi 
and kamdani just like the wedding outfit. The 
overall appearance together with the bridal outfit 
is almost like a purdah worn attire. Many Indian 
designers also offer colour coordinated masks for 
weddings. 

Lace is also becoming a rage this wedding 
season with brides, because it is not only sleek 
but also chic. White, ivory, rose and black are 
other popular colours with brides. The lace 
produced can either be machine-made or even 
handmade. Several lace making organisations 
especially those affiliated with the Church make 
exquisite lace affixed to a base. Called convent 
embroidery or convent lace, these are always 
in  high demand just like the Cluny lace from 
Pondicherry, and several others from Kerala too. 
Most of these lace masks have a base made from 
silk or lace, and are more on the lines of fashion 

matching ones for the groom. Each mask is 
adjustable at the ear lobes so that one can wear 
these and forget about them. There are also 
daintily knit ones further embellished with glitter. 
While in some cases dainty lace is appliqued 
on to masks to give them more oomph, on the 
other hand, crystals too have become a huge 
draw with several designers showcasing them 
on their pieces.

MATERIAL MANIA
Weddings and silk go hand-in-hand. This 
makes silk becomes a die-hard favourite. It is 
smooth and luxurious on the skin and does not 
cause itchiness either. Its richness also makes 
it apt for weddings. Silk can be pleated and 
can have smocking on the edges. It can be 
embroidered too. It can also be combined with 
lace, beads, patchwork or applique. In many 
cases, left over bits from the bridal wear or that 
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GLAMOUR AND GLITZ IN INDIA
The love for glitter and glamour in India is well 
known. An enterprising businessman named 
Dipak Choksi of D Kushalbhai Jewellers based 
in Surat came up with the novel idea of using 
diamond studded masks for weddings. The 
reason was not difficult to see. Surat, the 
diamond cutting and polishing hub of India has 
since the lockdown come under severe financial 
pressure. Their only way out has been through 
the making of these innovative masks priced 
between R1.5 lakhs to R4 lakhs, which has grown 
exceedingly popular with the wedding crowd. 
The gold and diamonds can later be re-used or 
re-set once the mask is not required. Choksi also 
has a way of cleaning the mask so that it remains 
clean after repeated use.  Another enterprising 
man from Pune crafted a gold mask while a 
silversmith from Belgaum has come up with a 
silver mask which is more affordable and is finding 
new takers. Silver masks cost about R2500 or 
more as compared to the gold and diamond 
ones which run into lakhs. Not to be outdone 
internationally an Israeli jewellery has come up 
with another bewitching mask. As Robb Report, 
the byword in luxury says, “The World’s Most 
Expensive Face Mask Is Covered With 3,600 
Diamonds and Costs $1.5 Million. The glitzy mask 
weighs 100 times more than a standard surgical 
mask. It is made by Yvel owner Issac Levy.” 

than meant for protection. Another famous lace 
produced in Kerala is the Bruges Lace that 
originated in Belgium. Over a 100 years ago, two 
Catholic missionary sisters came to Kerala to take 
care of orphans. They set up The Sisters of the 
Immaculate Heart of Mary and taught the villagers 
this art of lace-making, using the extremely 
difficult Bobbin Method. The Convent continues 
to teach, make and sell these beautiful laces even 
today. It is possibly the only place that continues 
to make the coveted Bruges Lace. While the lace 
is used for a lot of things, masks have taken over 
precedence due to the current global situation. 
The bridal wear masks being produced with lace 
edgings and embroideries provide not only a 
dainty but also a very elegant look. The smocking 
technique is also quite popular with bridal masks.

Beaded masks though a rarity are gradually 
coming into vogue too. The beads could range 
from the less expensive glass or plastic ones to 
the more beautiful diamonds and pearls. The 
use of white pearls on white based masks is also 
becoming very popular in European weddings.
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Antiviral Clothes 
are the New Black!
As the pandemic continues to claim its victims around the world, safety has become a priority. 
This has led anti-bacterial and anti-viral clothing make a strong comeback to wardrobes writes 
Bindu Gopal Rao

Antimicrobial technologies have progressed very 
rapidly this year. Earlier the coatings were able to 
eliminate microbes such as viruses and bacteria 
in hours. Now new coatings are being developed 
with no cytotoxicity that can be washed over 50 
times and still eliminate microbes quickly.

DO THE NEW
During this pandemic, people have started giving 
more importance to safety. These lifestyle safety 
gears ensure protection for an individual, as they 
step out of their house. Kavin Kumar Kandasamy, 
founder and CEO of MY says, “The new launches 
from MY includ scarves and overalls with anti-viral 
and anti-microbial properties that can prevent 
possible viral penetration. In heavily polluted 
areas and places where risks due to air-borne 
contaminants are high, MY scarves can help 

one stay protected from pollutants. MY Overalls 
are another fashionable garment that prevent 
viral penetration while traveling in public spaces. 
Designed as a coverall worn over clothes, this 
full-body protection cloak keeps one protected 
for the entire duration of the journey, be it on a 
plane, a taxi, a metro or any other form of public 
transport. It can be taken off after reaching one's 
destination.” All Turms products have anti-
bacterial, anti-fungal and anti-germ properties. 
They have also added anti-viral clothes to their 
existing products including recent launches such 
as Turms innerwear, socks and new lines such as 
the Winter 2020 collection with Warm-in, Turms 
tricot tees, Turms super-stretch jeans, etc.

GARMENT SHIELDS
There are several clothing finishes available that 
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COVEST COMES WITH A VIROBAN 
NANO FINISH. IT ALSO RECEIVES 
ADDITIONAL PROTECTION FROM 
AIR-BORNE BACTERIA AND 
VIRUSES, WHILE THE INSIDE HAS A 
FRAGRANT FINISH TO DE-STRESS 
THE WEARER.

GREEN FASHION
Joy of Life in collaboration with 
Navya Fashions has launched a 

unique range of truly sustainable 
technical textiles called ‘Nature 
Shades’ that caters to Green 
Fashion and Active wear 
with comprehensive herbal 
hygiene function (6 in 1) that 
includes Antimicrobial, Anti-
viral, Anti-fungal, Anti-odour, 

UV Resistant and Mosquito 
Repellent properties tested as 

per AATCC 100-2012 standards 
in the most reputed laboratories. 
“Internationally Patented 
Technology (US, Europe and India) 
known as ‘ENLIVEN – 100 per cent 
Herbal and Safe, comprehensive 
Hygiene Function (6 in 1) with 
Self Binding Technology’ can 

ward off viruses; such as ViralOff and Viroban. 
However, the problem with most of these brands 
is that they deal with droplet issues. While this 
kind of material proves useful for masks, since 
those don’t need to be washed so frequently, it is 
not so useful when it comes to proper clothing. 
“Another launch has been that of CoVest and 
CoVer. They offer better protection than just a 
surface finish. CoVest is a SMART Jacket with 
inbuilt technology that helps in prevention from 
Covid-19 and allows the wearer to follow all 
the required guidelines prescribed by the World 
Health Organisation (WHO) and ICMR. CoVest 
comes with a ViroBan nano finish. It also receives 
additional protection from air-borne bacteria and 
viruses, while the inside has a fragrant finish to 
de-stress the wearer. Made in Ajrakh printed 
fabrics by Crafts too has been integrated for 
the first time in to SMART wear,” says Prof 
Somesh Singh, Co-founder of Craft Village 
and India Craft Week. Dollar Industries Limited 
has also joined hands with Australian-based 
company, HealthGuard to curate a new 
range of anti-viral products. “Our anti-viral 
product is treated with safe cosmetic based 
chemistry of HG AMIC which not only 
ensures an efficiency of about 99.94 per 
cent against coronavirus and other similar 
viruses, which but is also 100 per cent 
skin-friendly. It continues to retain anti-viral 
abilities even after multiple washes,” says 
Vinod Kumar Gupta, Managing Director, 
Dollar Industries Limited.
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Wool, Modal, Tencel, Viscose, Eco-Vera, 
hemp, etc and their blends are dyed herbally 
alongside ENLIVEN.

MASKING IT
A must have accessory today is the mask. 
Several organisations are coming up with 
masks that eliminate viruses in a few 
seconds. INMASK will soon launch masks 
that will eliminate up to 99 per cent viruses 

in 60 seconds. It is essential to have High 
Filtration Efficiency masks in order to make use 
of antiviral coatings. Sanjeev Swamy, Inventor, 
Founder and CEO, Livinguard AG explains, 
“We have redesigned our existing face mask 
to provide users with the ultimate protection 
against COVID-19, along with the necessary 
testing and regulatory clearances to support it. 
We have also launched a first-of-its-kind reusable 
antimicrobial N95 ULTRA face mask with four 
layers of protection. Treated with the patented 
revolutionary Livinguard Technology, it has 
been proven to destroy almost 99.9 per cent of 
bacteria and viruses, including SARS-CoV-2, the 
virus that causes COVID-19. Most recently, we 
launched reusable street gloves treated with the 
same Livinguard Technology.”

TECH TALK
Currently Nano-Silver and Copper based coatings 
are available to eliminate viruses within 24 hours. 
“Antimicrobial technologies are now going green 
too by using plant-based additives. Since they 
are used in masks, heavy metals such as copper 

also be incorporated on all kinds of natural and 
manmade fibres-based textile products. ENLIVEN 
is a vegan decoction/ mixture of healing herbs, 
‘generally recognised as safe (GRAS– USFDA)’, 
and is universally known for its natural immunity 
boosting, skin-fortifying and anti-oxidant 
properties. It is a gift from Mother Nature for 
mankind and is non-toxic for the planet,” says 
Rajiv Rai Sachdev, CMD, Advantage Nature, a 
unit of ATPL, Joy of Life. ‘Nature Shades’ textiles 
are truly sustainable as they are made of Organic 
Cotton, Recycled Polyester, Bamboo, Linen, Silk, 

“WE HAVE REDESIGNED OUR 
EXISTING FACE MASK TO PROVIDE 
USERS WITH THE ULTIMATE 
PROTECTION AGAINST COVID-19, 
ALONG WITH THE NECESSARY 
TESTING AND REGULATORY 
CLEARANCES TO SUPPORT IT.”
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“WE HAVE NOW TAKEN THIS ZINC 
ION TECHNOLOGY FURTHER BY 
COMBINING IT WITH SPECIAL 
ORGANIC COMPOUNDS FOUND IN 
COCONUTS WITH FATTY ALCOHOL 
CHEMISTRY TO CREATE OUR ANTI-
VIRUS TECHNOLOGY.”

PANDEMIC IMPACT
Almost all reputed brands and textile companies 
have launched their textile products using different 
antimicrobial technologies across world. The 
awareness and demand for textiles which can 
really help in safeguarding a human body from 
Covid-19 virus and have made people more 
receptive and willing to use these collections over 
conventional textile products. Anti-viral and anti-
bacterial clothing were already present before the 
world was hit by Covid-19. 

and silver are not recommended because 
they may interact negatively with the body. 
New coatings are also being developed 
with no cytotoxicity. Soon to be released, 
the INMASK Saviour 2.0 mask will be the 
first of its kind to use these coatings,” says 
Gaurav Logani, Founder, Inmask. Livinguard 
Technology is entirely different from other 
technologies since it is non-leaching and 
is permanently bound to the textile. It has 
also been found to be safe for use on skin and 
mucous membranes. This makes the technology 
the safest of its kind. Rameswar Misra, CEO and 
Co-Founder, Turms explains. “Turms products 
were always anti-bacterial. This was achieved 
with a unique Zinc Ion Technology. We have 
now taken this Zinc Ion technology further by 
combining it with special organic compounds 
found in coconuts with fatty alcohol chemistry to 
create our anti-virus technology. This also helps 
in giving a special nano-finish to all our products.” 
Textile nano finish is also being explored for 
better finish and protection, since it has durability 
and can stand washing conditions. From using 
active Silver to Copper as nano materials in 
finishes, a lot of focus has been given to minerals 
and materials that offer better protection thus 
embedding them in different fabrics - woven 
or non-woven. Antimicrobial, antiviral and 
antibacterial solutions for textiles and apparel 
have gone into overdrive in the last few months. 
Metal-based treatments to ammonium-quart 
based active ingredients all lend properties to 
fabrics as well.
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Meher Castelino gives us a glimpse into Lakme Fashion Week 
2020 Digital First Season Fluid Edition which was hosted from 

October 20 to 25, 2020 and showcased 37 designers unveiling 
their collections for the festive season

A Fluid  
Flow in Digital 

Fashion
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GEN NEXT SHOW
This season three INIFD Gen Next stars 
showcased their looks from the 30th batch. 
Anmol Sharma’s label Dhatu Design Studio 
showcased his ‘Dress to Reform’ look, a men’s 
wear line in non violent Ahimsa Bhagalpur 
silk, hemp, naturally dyed denim, hand woven 
pure Pashmina and Mangalgiri cotton. Aarushi 
Kilawat’s ‘Between the Lines’ collection displayed 
Arashi Shibori in Chanderi, cotton silk and matka 
silks for her label The Loom Art that showcased 
mix and match options for skirts, dresses, 
jackets and pants. The Mishé label by Bhumika 
and Minakshi Ahluwalia unveiled the ‘Shuwa’ 
collection that featured the art of Japanese 
pattern making along with strategic cut-outs 
made from banana and orange peel fabrics, 
recycled, hand woven cotton and jute fabrics.

As the pandemic continues to rage across the 
world, the fashion industry has moved into digital 
mode. Lakmé Fashion Week 2020 Digital First 
Season Fluid Edition which was hosted from 
October 20 to 25, 2020 followed the same 
global digital trend and gave designers and 
fashion followers a taste of what it is like to see 
crisp, fashion films in five to ten minute videos 
from the comfort of their homes. 37 designers 
unveiled their collections for the festive season 
while webinars on fashion were held on different 
subjects.

OPENING SHOW
The fashion week kick-started with designer 
Manish Malhotra’s opening show ‘Ruhaaniyat’ 
that called attention to Mijwan artisans. The 
line featured grand bridal wear inspired by the 
beauty of Awadh and the grandeur of Punjab 
with touches of Kutch embellishments. It was an 
opulent presentation, ideal for bridal couples.
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TWO SUSTAINABLE FASHION DAYS
October 21 and 22 were reserved for two 
Sustainable Fashion Days this season. Malai 
the winners of the Circular Design Challenge 
during Lakmé Fashion Week Summer/Resort 
2020 showcased a full collection of accessories 
comprising visors, caps, hand bags, totes, 
wallets, laptop bags based on bacterial cellulose 
grown on water from mature coconuts and 
natural fibres that could be an alternative to 
leather. The accompanying resort wear garments 
were made from mundus with cyanotype printing 
of coconut leaves and plants.

Gaurang Shah’s line of 30 saris called 
‘Taramati’ featured textiles splashed with 
embroidery techniques from across India. Sanjay 
Garg’s Raw Mango label went to his home state, 
Rajasthan, to display the ‘Moomal’ collection 
recreating the beauty of the state’s costumes 
while imbibing inspirations from Marwari bridal 
wear.

Péro worked with nearly 500 weavers for her 
collection ‘Locked in Love’ which was a fun 
line inspired by Japanese street style and the 
Harajuku touch. 11.11/Eleven Eleven, a very 
sustainable label, launched its App, the Near 
Field Communication (NFC) button, which was 
attached to each garment allowing the wearer to 
track the origin of the apparel from fibre to rack, 
as well as keep artisans involved in the Meet the 
Maker segment of the web.

Amit Wadhwa dedicated his collection to Khadi 
fabric with the ‘Re-image-IN’ line of ethnic men’s 
wear and saris for women, while Kaveri’s ‘Cocoon 
collection included about linen and organza 
in ethereal layered outfits with delicate thread 
embroidery.

ALL ABOUT INDIA SHOW 
As part of the Sustainable Fashion Days The All 
About India Show, which was an IMG Reliance 
initiative, featured six designers incorporating 
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various crafts and weaving techniques into their 
capsule line of four garments.

Rajesh Pratap Singh brought ikat from the 
Puttapka region of Telangana to the forefront in 
a black and white monochrome line of saris for 
Satya Paul. Payal Khandwala also showcased 
saris, but in jewelled tones with a jamdaani 
weave and floral block prints on the pallu 
created by the artisans of the Phulia region in 
West Bengal. Urvashi Kaur showcased ‘Tahul’ 
collection in Shibori craft with artisans from 
Faridabad and Jaipur villages like Lakkarpur and 
Ramganj. The collection displayed her boxy line 
of men and women’s wear. Anavila’s ‘Dhanak’ 
displayed linen and khatwa work from Jiyajor, 
Mohanbuna, Gabharna, Kakania and Lakda for 
saris and outfits. Suket Dhir paid importance to 
the brocades of Benaras from skilled handloom 
weavers for his range of Jackets, skirts, shorts, 

tunics and pants. Abraham & Thakore brought 
hand block prints to the limelight with sand and 
gold printed lines on maxis, pants, blouses and 
jackets, featuring the work of artisan Arun Parihar 
from Farrukabad. 

GRAND FINALE
The Grand Finale featured two designers 
celebrating Lakmé’s latest line of ‘Spotlight’ eye 
shadow. Rimzim Dadu and Saaksha and Kinni 
unveiled diverse looks giving different fashion 
directions for the festive season. While Rimzim 
Dadu’s ‘Kinetic’ collection had intense detailing 
with large doses of metallics, pin tucks, wiring 
and cut outs aimed at formal-wear dressers, 
artfully moulded and sculpted to perfection, 
Saaksha and Kinni restricted their look to a mix 
and match tribal feel that included printed options 
inspired by the Banjara tribe for a line of garments 
called ‘Gor’.
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SPONSORED SHOWS
A variety of sponsors also teamed up with 
designers for the season including Pankaj 
and Nidhi who worked with R|Elan fabric and 
presented their ‘Talisman’ collection. It was a 
great travel worthy line with geometrics, cutwork 
and appliqués as the base along with matching 
accessories. Kunal Rawal’s ‘Process’ showcased 
in grey, black and off-white colours matching 
the NEXA colours for men and women’s wear 
that featured Neo ethnic wedding attire. Amit 
Aggarwal’s ‘First Light’ collection for TRESemmé 
was all about light as air ethnic bridal wear in 
jewel tones made from Chanderi and matka silks.

Hemang Agrawal worked with the Bemberg 
fibre to include brocade Banarasi weaves for 
his ‘Tattva’ collection of bridal wear for men and 
women. Jade teamed up with Lakmé Salon for 
the ‘New School of Brides’ Collection unveiling a 
line in shades of red.

Ajio.com brought a range of sneakers from top 
global brands for the ‘Sneakerhood show,’ while 
Masaba created colourful patterns for her new 
line of boAt headphones.

BRIDAL AND FESTIVE WEAR
Designers also aimed their creativity at the bridal 
and festive wear seasons giving an impetus to 
fashion business after the pandemic. Aisha Rao’s 
‘Pastiche’ collection was ornate and created from 
sock waste. Jayanti Reddy’s ‘Rouge’ brought red 
to the forefront with glittering gold embroidery. 
Ridhi Mehra’s ‘Reflections’ range offered a variety 
of festive wear, while Pink Peacock Couture 
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unveiled ‘Adorn’, displayed glamorous western 
and fusion looks for evening wear impact. Punit 
Balana’s ‘Muneer’ line was a mixed offering of 
stripes and block prints in natural organic dyes, 
featuring western and Indian apparel as well as 
saris.

Sukriti and Aakriti paid homage to Phulkari with 
the ‘Neo Phulkari’ range that was re-imagined 
in a contemporary form. Anushree Reddy’s 
‘Nazira’ collection promoted a grand and feisty 
line of bridal lehengas, cholis and dupattas with 
katdana, 3D crystals and delicate thread work. 
Disha Patil’s ‘The Labyrinth’ collection for the New 
Age bride was splashed with beadwork, paillettes 
and sequins.

While Mishru’s unveiled ‘The Lost Summer’ 
collection in happy colours of blush and pink for 
pre-draped saris and gorgeous lehengas, Farah 
Sanjana’s line called ‘Reset Restart’ was funky 

but festive with prints inspired by the timeless 
grandeur of Barcelona’s Sagrad Familia to which 
she added a touch of glittering gold inputs.

FASHION WEBINARS
To keep the fashion week momentum intact 
digitally, there were webinars discussing various 
topics connected with the business of fashion. 
The Podcast with Nonita Kalra had a panel 
discussing various angles of the media. The 
Lakmé makeup master class by Namrata Soni 
demonstrated the glamorous art of applying the 
new Spotlight line of eye shadow. The Circular 
Changemakers by Circular Design Challenge 
and Circular Apparel Innovation Factory had six 
companies presenting their innovations to a panel 
of judges. The Voice of Fashion webinar was on 
Fashion Journalism conducted by editor Shefalee 
Vasudev. 
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SATYA PAUL
A Flashback of 

Memorable Collections

The Indian sari, has been a much favoured drape across centuries 
for casual and formal occasions. Satya Paul's unique usage of 
fabrics and prints made him a favourite in ethnic fashion.

The fashion designer's creative sojourn began in 1980 when he 
started L’Affaire the first sari boutique in India. In 1986, he started 
his designer label ‘Satya Paul’ with his son Puneet Nanda. The 
brand was taken over by Genesis Colors Pvt Ltd in 1998. Some of 
his most memorable collections over the decades are listed below.

COLLECTION 1991
In 1991 Satya Paul's collection of saris featured weaves,  
black prints and abstract patterns for ‘The Signature Series’,  
‘The Avant Garde’ line and the ‘Renaissance Collection’ at the 
Interplaza in Mumbai.

SATYA PAUL 2003
The Satya Paul Spring/ Summer Collection of 2003 created by 
Puneet Nanda was a tribute to Raja Ravi Varma the legendary 
painter. The ‘Satya Paul Heritage Collection’ too, was a clever 
interplay of colours moving from traditional to contemporary through 
rich embroidery. The ‘Antique Metallic Collection’ showcased rich 
burgundies, purples, crimsons and reds while the gushing rivers and 
waters of India inspired the ‘Rivering Collection’ in soft pastel blue 
and pink with hand painted borders.

Meher Castelino reminisces the stalwart designer’s 
love for draping saris, his unique vision and 

mesmerising creations...
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SATYA PAUL X RAZA 2003
In 2003, Satya Paul’s line metamorphosed four 
of S H Raza's paintings and reproduced them 
as a limited edition of silk scarves.

WIFW SPRING/SUMMER 2009
The launch of the ‘Satya by Satya Paul 
label', by Puneet Nanda  was an extended 
affordable line. ‘The Lineara Collection’ 
was a mix of geometric designs, 
asymmetric shapes in shades of blue, 
green, brown, burgundy and vibrant 
orange. ‘Satya’ was profiled as the prét 
series, while ‘The Signature Series’ 
remained a top end luxury line.

LFW SUMMER/RESORT 2010
This collection showcased exquisite 
saris, cocktail dresses and gowns with 
Bollywood stars walking the aisle on 
Women’s Day at Lakmé Fashion Week 
Summer/ Resort 2010. The collection 
was named ‘Zen, Zest, Zip, Zap and Zing.’ 

LFW WINTER/FESTIVE 2010
Satya Paul’s fashion prediction by Puneet 
Nanda at Lakmé Fashion Week Winter/Fashion 
2010 was a great success. ‘The Bridal Tarot 
Line’, as it was called, was an extension of the 
'Art of Tarot' collection and became a ‘must 
have’ for trousseau shoppers. The famed tarot 
symbols like the Empress, Lovers, Wands and 
Chariots inspired Puneet, the brains behind this 
revolutionary line.  

LFW SUMMER/RESORT 2011
‘The Jewels of the Sea’ collection presented  
by the Satya Paul brand for was an ethnic  
and western offering inspired by the elements  
of the sea. 

MASABA GUPTA CREATIVE DIRECTOR 
2012 -2014
Masaba Gupta became Creative Director from 
2012 to 2014 for the label and the designer 
presenting two collections in 2013 for the Wills 
India Fashion Week Autumn/Winter 2013 and 
another two for the FDCI Couture Week 2013. 

LFW SUMMER/RESORT 2015
To celebrate 30 years of Satya Paul in the 
fashion industry, style icon Gauri Khan’s 
exclusive debut collection was showcased at 
Lakmé Fashion Week Summer/Resort 2015. 
Keeping the brand’s design sensibilities intact, 
Gauri presented ‘A Tropical Wonder’ which 
included a collection of luxurious prints for 
casual and occasional holiday wear. 

@All images: FDCI, LFW and WILLS INDIA LIFESTYLE FASHION WEEK

RAJESH PRATAP SINGH CREATIVE 
DIRECTOR 2020
The latest Creative Director for the label, now part 
of the Reliance Brands Ltd since 2018, is Rajesh 
Pratap Singh who presented his first collection 
at the Lakmé Fashion Week 2020 Digital First 
Season Fluid Edition with a capsule line of four 
saris in ikat weave while creating a focal attention 
in multi colours on a black and white base. 
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Read on about the brands in vogue...

COMPANY
CACHET

FOLLOW THE YELLOW RIDER ROAD

An overnight plan created by a group of four 
friends, Sandeep Jain, Raj Chordia, Lalith 
Kumar and Deepak Surana, Yellow Rider 
Events is not just a company, but a vision to 
organise events, fashion shows, B2B fairs, 
B2C fairs and also launch products. They 
plan to release their B2B market place App to 
promote trade in the Garment Industry.

Yellow Rider Events aims to create a single 
platform for Tamil Nadu for exhibitions and 
showcasing of textiles and garments. Having 
a strong background in the garment industry 
encouraged the four to organise events while 
keeping in mind new ideas, new visions and 
new concepts for their company.

“Yellow Rider Events was born in August 

2019. Our first show was also in the same month. 
While the first Fashion Garment Fair kick started 
with only 70 brands, the second became South 
India’s largest garment Fair spread across 1,00,000 
sq ft. We conducted two more physical fairs, one 
in February 2020, before the lockdown and one in 
September 2020, after the rules had been relaxed. 
Incidentally the latter was also the first physical fair 
post Covid,” says Sandeep Jain.

Yellow Rider Events is all set to launch their 4th 
Fashion Garment Fair at the Chennai Trade Centre, 
Chennai from February 15-17, 2021. Their 5th 
Fashion Garment Fair will be showcased in Madurai. 
While the Covid crisis may have temporarily halted 
Fairs, post lockdown the team is back in action with 
more zeal than before. 



We believe that your brand and services are best served by reaching out regularly to your stakeholders.  
Hence, custom publications to us are Relationship Publishing, that effectively strengthen your  

brand with your customers.

With a portfolio of over 35 custom magazines, 7 consumer titles, 3 event properties,  
a state-of-the-art printing press, more than 80 clients for web-based publishing solutions  

and a growing list of clients for content services and book publishing,  
Spenta Multimedia Pvt Ltd has an average monthly readership of over 5.5 million across the genres of 

travel, retail, lifestyle, beauty, pharma, finance and management.

Contact us to see how you and your brand can grow  
with India’s leading media house.

Premium Banking

january-march 2020

MaldivesSwim, surf, and 
smile by the beach

Embrace the ocean at 

How super is your meal
Add superfoods to your 
menu with these easy, healthy recipes

Follow us on  www.facebook.com/cmaiapparel

OFFICIAL MAGAZINE OF THE CLOTHING MANUFACTURERS ASSOCIATION OF INDIA

Weaving  a Legacy Explore the rich tradition of Maheshwari saris, a legacy that is 
being upheld by the 

Rehwa Society

The Conscious ConsumerConsumers, fashion designers and production artists are growing more aware of the impact their choice of clothes 
are having upon the environment

BUILDING A TIMELESS TREND

VOL. 40 - ISSUE 11  

NOVEMBER - DECEMBER 2020

Spenta Multimedia wins four 
awards at the 57th (ABCI)
Association of Business 

Communicators of India-Annual 
Awards 2017.
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FEBRUARY 2021
CABANA VIRTUAL MARKETPLACE 2021

Feb 01- 28, 2021
Cabana is the premier destination for the latest  
resort and travel lifestyle brands. The show includes 
more than just trade – taking cues from the diverse 
people, places, and stories we encounter around the 
world. It is an experience that immerses our community 
in a world of inspiration.  
VENUE I Online 
DEMOGRAPHY I International 
CITY I Online

MAGIC DIGITAL 2021

Feb 01 – Mar 01, 2021 
MAGIC DIGITAL features a comprehensive collection of 
the latest in women’s young contemporary and trend-
driven apparel, accessories, and select footwear brands.  
VENUE I Online 
DEMOGRAPHY I International 
CITY I Online

INDX WOMENSWEAR & FOOTWEAR 2021

Feb 02 – 04, 2021 
INDX Womenswear and Footwear provides an 
informal and professional buying environment while 
also presenting a focussed exhibitor selection across 
womenswear, headwear and footwear.

VENUE I Cranmore Park Cranmore Ave Shirley  
Solihull B90, UK 
DEMOGRAPHY I International 
CITY I Solihull, United Kingdom

4TH FASHION GARMENT TRADE FAIR

Feb 15 – 17, 2021 
Organised by Yellow Rider Events, the Fashion Garment 
Trade Fair is one of the largest trade  
fairs in South India. It provides a platform for Tamil Nadu 
to showcase garments and textiles to  

retailers, manufacturers, distributors and agents  
across the country. 
VENUE I Chennai Trade Centre, Nandambakkam, 
Chennai 
DEMOGRAPHY I National 
CITY I Chennai, India

72ND NATIONAL GARMENT FAIR

Feb 22 —24, 2021 
The 72nd National Garment Fair being organised by 
The Clothing Manufacturer's Association of  
India (CMAI) the Spring/Summer Show 2020-21,  
will be held in February 2021. One of India's  
Largest Apparel Shows, the 72nd NGF will be  
the perfect platform to connect Garment 
Manufacturers, Distributors, and Agents across  
the Country.

VENUE I JW Marriott, Mumbai Sahar, Chatrapati Shivaji 
International Airport, Mumbai - 400099 
DEMOGRAPHY I International 
CITY I Mumbai

MARCH 2021
SOUTHERN WOMEN’S SHOW - MEMPHIS 2021

Mar 05-07, 2021
Southern Women’s Show - Memphis will discover 
hundreds of boutiques filled with the latest fashions, 
trendy jewellery, gourmet treats, health and beauty, and 
so much more. Enjoy fashion shows, top chefs, and 
celebrity guests.

VENUE I Agricenter International, Memphis, USA 
DEMOGRAPHY I International 
CITY I Memphis, USA

I L M WINTER STYLES -INTERNATIONAL LEATHER 
GOODS FAIR - 2021

Mar 06-08, 2021
The ILM International Leather Goods Fair in Offenbach 
am Main is a great place to meet people from the 

EventsCalendar
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and screen printing sectors for graphics, signage, 
décor, packaging, industrial and textile applications.

VENUE I RAI/Amsterdam, Europaplein, Amsterdam, 
Netherlands 
DEMOGRAPHY I International 
CITY I Amsterdam, Netherlands

MOS SHOES 2021

Mar 09-12, 2021
Mos Shoes exhibition is the largest in the industry 
business platform, uniting all players in the shoe 
market. Its exhibitors have become the largest 
suppliers and manufacturers of footwear, bags, 
accessories and components.

VENUE I Crocus Expo International Exhibition Center, 
Krasnogorsk, Russia 
DEMOGRAPHY I International 
CITY I Krasnogorsk, Russia

FIMEC 2021

Mar 09-11, 2021
The FIMEC (International Fair of Leather, Chemicals, 
Components, Machines and Equipment for Footwear 
and Tannery) is the only fair in the world that has 
everything. The fair will feature news on hides and 
skins, chemicals, components, machines, technology 
and innovation for footwear.

VENUE I Fenac Exhibition grounds, Novo Hamburgo, 
Brazil, Novo Hamburgo, Brazil 
DEMOGRAPHY I International 
CITY I Novo Hamburgo, Brazil

APRIL 2021
FEBRATEX - BRAZILIAN TEXTILE EXHIBITION 2021

Apr 13-16, 2021
Febratex is the largest fair for the textile industry in 
America. It will showcase new technologies, products, 
services, and also help conduct good business with 

leather trade. Make new contacts and meet old friends 
at the ILM Offenbach, one of the largest and most 
important fairs of its kind. 

VENUE I Messe Offenbach GmbH, Offenbach, 
Germany, Offenbach, Germany 
DEMOGRAPHY I International 
CITY I Offenbach, Germany

NORTHWEST MARKET ASSOCIATION MARKET 2021

Mar 06-09, 2021
The ultimate Pacific Northwest regional buying - 
show, for women's, men's, and children's apparel, 
footwear, lingerie and undergarments, handbags, 
accessories and gifts. 

VENUE I Embassy Suites by Hilton Portland 
Washington Square, 9000 SW Washington Square Rd, 
Tigard, OR 97223, USA 
DEMOGRAPHY I International 
CITY I Tigard, Oregon, USA

SPINEXPO SHANGHAI 2021

Mar 09-11, 2021
Spinexpo Shanghai is an exhibition of top quality 
and creativity yarns and fibres for knitwear, circular 
knits, woven fabrics for clothing and upholstery, lace, 
socks, technical end uses, hosting spinning mills, 
knitwear manufacturers and top-level ODM knitwear 
manufacturers selected for their creativity.

VENUE I Shanghai World Expo Exhibition and 
Convention Center, Shanghai, China 
DEMOGRAPHY I International 
CITY I Shanghai, China

FESPA GLOBAL PRINT EXPO 2021

Mar 09-12, 2021
FESPA Global Print Expo 2021 - Where Colour Comes 
Alive is Europe’s largest international speciality print 
exhibition. Hundreds of exhibitors will showcase their 
latest innovations and product launches for the digital 
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brands presented by national and international 
exhibiting companies.

VENUE I German Village Park R. Alberto Stein, 199 
- Velha, Blumenau - SC, 89036-200 Brazil 
DEMOGRAPHY I International 
CITY I Blumenau-SC, Brazil

CAITME 2021

Apr 13-15, 2021
CAITME is a unique international exhibition of 
technologies for the textile and clothing industry. It 
allows you to demonstrate in action new items of 
textile machinery and technologies from the world's 
leading manufacturers for the entire production 
chain - from yarn production to finished sewing and 
knitted products.

VENUE I Uzekspocentre Exhibition Centre 107 
Tashkent 100084 Uzbekistan 
DEMOGRAPHY I International 
CITY I Tashkent, Uzbekistan

APRIL ATLANTA APPAREL 2021

Apr 13-17, 2021
April Atlanta Apparel 2021 provides an excellent 
platform for business to business contacts  
and helps producers, manufacturers, importers  
and exporters network with international traders  
and wholesalers. 

VENUE I AmericasMart Atlanta, Peachtree Street 
Northwest, Atlanta, GA, USA 
DEMOGRAPHY I International 
CITY I Atlanta, USA

QUILT, CRAFT AND SEWING FESTIVALS 
PORTLAND 2021

Apr 15-17, 2021
Quilt, Craft and Sewing Festivals Portland is a 
platform to find a wide variety of sewing, quilting, 
needle-art and craft, handmade jewellery, home 

decor, clothing, body care products, glass art, gourmet 
treats, and much more.

VENUE I Portland Expo Center, 2060, N Marine Dr, 
Portland, OR 97217, USA, Portland, USA 
DEMOGRAPHY I International 
CITY I Portland, USA

AUSTRALASIAN QUILT CONVENTION 2021

Apr 15-18, 2021
Australasian Quilt Convention and Expo specialises 
in patchwork and quilting, quilting services, quilting 
accessories and equipment, fabrics and sewing 
machines, books and tools. The event has delivered 
great experiences to visitors through social events, 
entertainment and informative lectures.

VENUE I Royal Exhibition Building, Carlton Gardens, 
Melbourne 
DEMOGRAPHY I International 
CITY I Melbourne, Australia

EUROPEAN BRIDAL WEEK 2021

Apr 17-19, 2021
The European Bridal Week is the trade fair in the 
bridal industry which provides the attendees with the 
opportunity to get the first look at the seasons collections 
from some 300 labels from over 40 countries and 
includes many of the finest national and international 
names in bridal and evening manufacturing, as well as 
cutting-edge designers who innovate and set the trends.

VENUE I MESSE ESSEN GmbH Norbert 2 45131  
Essen Germany 
DEMOGRAPHY I International 
CITY I Essen, Germany

For more information, log on to www.fibre2fashion.com 

In lieu of the ongoing Global Health Emergency due 
to COVID-19 & travel restrictions imposed on various 
countries, we request you to check the actual status of 
the event directly with the organisers first.
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