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

rajesh masand

Dear Friends,

It is a moment of great honour and prestige for me to be Elected the 
President of CMAI.

With a great sense of pride I look at the achievements of my 
Predecessors - Mr Rakesh Biyani,Mr Rahul Mehta, Mr Premal Udani 
- who have been responsible for keeping the CMAI Flag flying high 
since the last Two Decades. All three of them are dynamic, have a 
charismatic personality of their own and each had their own distinct 
approach of successfully leading the Association to its glory.  

I am fortunate to have worked and learnt under their leadership and 
am confident that Team

CMAI will work with resilience and continue to take the Association 
to greater heights. The combination of enthusiasm and fresh ideas 
brought by our newly elected Members along with the experience of 
our long-serving Seniors is in line with our long term vision.

Looking forward, since September first week, business has started 
picking up at wholesale and distribution level after the slump caused 
due to Covid. Retailers, too, are looking forward to the upcoming 
festive season business. With greater easing of restrictions happening 
in October, I am extremely hopeful that consumption will pick up 
at retail during the festival season and soon we could see more 
consumers frequenting markets and malls.

However, with the economy still in crisis, we all shall together strive to 
create more business opportunities for the industry and try to build a 
new ecosystem to benefit all stakeholders.

I appeal to everybody to be careful, follow all social distancing norms 
and take care of yourself and your dear ones at all times. Bidding 
everyone best wishes for the coming festival season - may the 
festivities bring an end to all the gloom.
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A New LeAdership   
At CMAi

CMAi’s New presideNt, OFFiCe BeArers ANd  
MeMBers OF the MANAGiNG COMMittee
The Newly Elected Members to the Managing Committee, at its Meeting held on October 7, 
2020, Unanimously Elected Mr Rajesh Masand as the New President of the Association for  
the Years 2020-21 and 2021-22.

Mr Rajesh Masand, the Newly Elected President, Nominated the following Members as  
Office Bearers of the Association for the Years 2020-21 and 2021-22 at the Adjourned 
Meeting held on October 10, 2020. The List of the Office Bearers & Members of the Managing 
Committee is as under:

OFFiCe BeArers:

President Mr Rajesh Masand M/s Gambit Clothing (India) Mumbai

Vice President Mr Jayesh Shah M/s M Square Clothing (India) Pvt Ltd, Mumbai

Vice President Mr Rohit Munjal M/s R S Creations, Mumbai

Hon Gen Secretary Mr Santosh Katariya M/s Peppermint Clothing Pvt Ltd, Pune

Jt Hon Gen Secretary Mr Naveen Sainani M/s Fritz Gaitri Clothing Co Pvt Ltd, Mumbai

Hon Treasurer Mr Ankur Gadia M/s Vinita Synthetics India Pvt Ltd, Mumbai

Jt Hon Treasurer Mr Paresh Vora M/s Unity Traders, Mumbai

MANAGiNG COMMittee MeMBers:

Mr Rakesh Biyani M/s Future Retail Ltd, Mumbai

Mr Anand Chokshi M/s Nebula Clothing Co, Mumbai

Mr Kirti Shah M/s Pragati Fashions Pvt Ltd, Mumbai

Mr Mukesh Jain M/S Vision Mode Pvt Ltd, Mumbai

Mr Prashant Shah M/s Krusha Apparels, Mumbai

Mrs Seema Mehta M/s Fusion Clothing Company, Mumbai

Mr Dinesh Nandu M/s Aari, Mumbai

Mr Ketan Sanghvi M/s Berge Sports & Fashion Pvt Ltd, Mumbai

Mr Ashok Thakkar  M/s Chintamani’s Nx, Mumbai

Mr Nirav Sanghavi M/s Mangalam, Mumbai

Mr Jagdish Harwani M/s Little Bull Clothing Co, Mumbai

Mr Nikhil Furia M/s Pooja Creations, Mumbai

Mr Rajesh Morbia M/s R K Creative Designers Pvt Ltd, Mumbai. 

CMAI's Newly Elected Members to the Managing Committee 
Unanimously Elected Mr Rajesh Masand as the New President of the 
Association for the Years 2020 - 21 and 2021 - 22.
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A step tOwArds 
the Future

Smt Smriti irani complimented 
the cmai for ‘GoinG from 
StrenGth to StrenGth’ and for 
‘beinG the foremoSt aSSociation 
in the domeStic Sector.’

CMAI’s 71st National Garment Fair, which was organized in an Online 
Format, was held from 10th September to 23rd September 2020 and was 
cited as an example of CMAI’s Commitment to Innovation, Change and 
Adaptation to the changing needs of the Market..

The 71st National Garment Fair – Online, 
Organised by CMAI, was Inaugurated by the 
Hon Minister of Textiles, Smt Smriti Zubin Irani, 
in the august Presence of Sh Ravi Capoor, IAS, 
Secretary (Textiles) and Sh Siddharth Bindra, 
Chairman, CMAI, Northern Region, on 10th 
September 2020

In her Address to the Exhibitors, Smt Smriti 
Irani Complimented the CMAI for ‘Going from 
Strength to Strength’ and for ‘being the Foremost 
Association in the Domestic Sector.’ She also 
cited the conversion of the National Garment 
Fair to a Digital Format as one more example of 
CMAI’s commitment to Innovation, Change, and 
Adaptation to the ever changing needs of the 
Market. She also reiterated that the Ministry of 
Textiles was there to Support the Growth of the 
Domestic Sector as much as it did for expanding 
the Growth of India’s Exports. She wished the 
Exhibitors all the very best for the coming Fair.

Sh Ravi Capoor, IAS, Secretary (Textiles) 
described CMAI as ‘One of the Pillars 
of the Domestic Garment Industry,’ and 
Complimented CMAI for its adaptation of 
Technology and Change. He stressed that 
this Fair will help ‘revive the Sector from its 
current crisis,’ and was confident that the 
revival will undoubtedly happen.

A Total of  269 Exhibitors, Showcasing 
327 Brands, Participated in this Fair.  Approx. 
6000 Retailers Visited during these 14 Days 
Online Fair. 
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57th ANNuAL 
GeNerAL MeetiNG

The 57th Annual General Meeting of the 
Association was held on Wednesday, 
September 30, 2020 at 901, Naman Midtown, 
A Wing, Behind Kamgar Kala Kenda, Senapati 
Bapat Marg, Prabhadevi (West) Mumbai 
400013.

Mr Rakesh Biyani, President, CMAI, 
Welcomed the Members present and started 
the Proceedings as per the Agenda sent to the 
Members on September 7, 2020.

The 56th Annual Report of the Association 
along with the Audited Statement of Accounts, 
Balance Sheet and Auditor's Report of the 
Association for the Financial Year 2019 - 20, 
were Approved by the General body.

The AGM also unanimously approved 
to Retain M/s M G Ved & Co., Chartered 
Accountants, as Statutory Auditors of the 
Association for the Financial Year 2020-21.

The Returning Officer read out the Report 
of the Elections Conducted by him to the 
Managing Committee as well as to the Regional 
Advisory Committees of the Association for 
2020-2021 and 2021-2022. 

President further informed the Members that the Association has 
received a couple of E-mails from the Members of the Association 
seeking Clarifications on the Working of the Association and the 
Income and Expenditure Statement which were discussed in detail 
for the Information of the Members.

There being no other Points for discussion, the 57th Annual 
General Meeting concluded with a Vote of Thanks to the Chair. 
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consumer spending leads US recovery, apparel sales to fall
Consumer spending is leading the US economic recovery from the COVID-19-induced recession, with retail sales 
exceeding pre-pandemic levels in the third quarter (Q3) of this year. Most apparel sales will continue to decline, 
particularly for fast fashion, party dresses, evening wear, career wear and tailored garments, according to research 
from US commercial real estate services and investment firm CBRE. Holiday sales of electronics, typically a very strong 
seasonal category, are expected to weaken after a summer surge in spending on home-office equipment, entertainment 
and remote learning. The top category sales this holiday season will include value and luxury lounge & athleisure wear, 
beauty, home furnishings & décor, tools, appliances, cooking & kitchen equipment, streaming & subscription services 
and at-home entertainment, gaming & fitness.

uK factory workers  
said to be robbed of 
millions in wages
The British Retail Consortium (BRC) and member 
of UK parliament Lisa Cameron, chair of the All 
Party parliamentary group for textiles and fashion, 
recently wrote to the home secretary to demand 
urgent action over labour exploitation. Garment 
workers are denied over £2.1million a week, 
which equates to £27 million in lost earnings 
since a previous letter in July.

A joint letter, signed by over 50 cross-party 
MPs and peers as well as a further 40 retailers, 
investors and non-governmental organisations 
was sent in July. This letter called for urgent 
action from the government to introduce a 
licensing scheme for garment factories in the 
United Kingdom. According to the letter, a 
'Fit-to-Trade' licensing scheme “would protect 
workers from forced labour, debt bondage and 
mistreatment, ensuring payment of National 
Minimum Wage, VAT, PAYE, National Insurance, 
holiday pay and health and safety”. This would 
also encourage retailers to source more of their 
clothing from the United Kingdom, supporting the 
development of an ethical, world-leading garment 
manufacturing industry, BRC said in a press 
release.
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egyptian garment  
units reduce 
production by half
Several Egyptian clothing units have halved 
production, while many others have stopped 
production altogether, according to the 
Readymade Garments Chamber chief 
Mohamed Abdel Salam, who recently said 
this dramatic slowdown is due to a projected 
decline in market demand for the Fall season. 
A massive overstock of summer clothing sat 
for months in factories. Egyptian factories have 
hardly sold 30 per cent of their summer season 
stock over the past three months. The demand 
for apparel is not expected to exceed half of the 
normal rate this fall, amid expectations that a 
second wave of the novel coronavirus will force 
the country into another lockdown, keeping 
people home and killing in-store shopping, 
Salam was quoted as saying by an Egyptian 
newspaper. Many Egyptians turned to online 
shopping amid the pandemic, with the country’s 
e-commerce sector already steadily rising pre-
pandemic.
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Fashion, textiles sector 
keen to go green despite 
pandemic
New research reveals the extent of the global 
fashion industry's commitment to sustainability, 
despite the pandemic, with sustainability ranked 
as the second most important strategic objective 
for businesses in the sector. It comes at a time 
when the industry finds itself at a crossroads: 
whether to continue to invest in sustainability or 
row back.

Research by the US Cotton Trust Protocol 
and the Economist Intelligence Unit (EIU) shows 
60 per cent of fashion, retail and textile leaders 
surveyed named implementing sustainability 
measures as the second top strategic objective 
for their business, the top being improving 
customers’ experience (ranked first by 64 
per cent). Only 15 per cent named rewarding 
stakeholders as a priority.

The survey, titled ‘Is Sustainability in Fashion?’ 
covered 150 leading executives from top fashion, 
retail and textile business across Europe and the 
United States, and interviews with leading brands 
like Puma, H&M and Adidas.

eastern india's largest logistic hub by amazon opens
West Bengal chief minister Mamata Banerjee on October 13 virtually inaugurated eastern India's largest logistic hub by 
e-commerce major Amazon at Uluberia in Howrah district, generating employment opportunities for more than 20,000. 
The complex would also cater to the demand from the seven states 
in the country’s North East and Sikkim, she said.

The Amazon logistics hub or fulfilment centre started operations 
yesterday. Banerjee said Flipkart has already begun functioning from 
March and invested R2,000 crore for setting up its logistics hub in 
Uluberia.

The chief minister hoped more logistics companies from across 
the globe come to West Bengal to set up similar facilities for 
customers, according to media reports from the state.

business continuity 
biggest challenge to  
indian firms: mfi
The biggest challenge Indian businesses will face 
is business continuity as several industries reel 
under the effects of a disrupted sourcing and 
supply chain, according to a study by Messe 
Frankfurt Trade Fairs India Pvt Ltd, which found 
those who held off purchases do so no longer 
due to cash flow issues observed in the earlier 
months, but rather because they can't find the 
right suppliers. 

A market survey of more than 1,000 
professionals from across India was conducted 
in June and September this year to examine the 
shifting business climate and the state of mind of 
the most senior buyers at Messe Frankfurt India 
(MFI) trade fairs during this period.

The key objective of the ‘Senior Management 
Survey’ was to gauge the business and purchase 
behaviour amidst the pandemic that has affected 
businesses of MFI stakeholders.
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57th ANNuAL GeNerAL MeetiNG OF the AssOCiAtiON
The 57th Annual General Meeting of the Association was held on Wednesday, September 30, 2020 
at 4.00 pm at 901, Naman Midtown, A Wing, Behind Kamgar Kala Kenda, Senapati Bapat Marg, 
Prabhadevi (West) Mumbai 400 013.

Mr Rakesh Biyani, President called the Meeting to order at the Scheduled time at 4.00 pm. A total of 
30 Members were Present.

President welcomed the Members present and started the Proceedings as per the Agenda sent to 
the Members on September 7, 2020.

The Minutes of the 56th Annual General Meeting held on October 22, 2019, Circulated to all 
Members along with the 57th Annual Report of the Association were Confirmed Unanimously.

Members unanimously approved the Annual Report of the Managing Committee along with the 
Audited Statement of Accounts, Balance Sheet and Auditor’s Report of the Association for the Year 
ended 2019 – 2020.

Members also unanimously decided to Retain M/s M G Ved & Co., Chartered Accountants, as 
Statutory Auditors of the Association for the Year 2020-21.

NEWS
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MANAGING COMMITTEE OF THE ASSOCIATION

 1 Biyani Rakesh /Mr of M/s Future Retail Ltd, Mumbai
 2 Chokshi Anand /Mr of M/s Nebula Clothing Co, Mumbai
 3 Furia Nikhil U /Mr of M/s Pooja Creations, Mumbai
 4 Gadia Ankur /Mr of M/s Vinita Synthetic Ind Pvt Ltd, Mumbai
 5 Harwani Jagdish G /Mr of M/s Little Bull Clothing Co, Mumbai
 6 Jain Mukesh /Mr of M/s Vision Mode Pvt Ltd Clothing, Mumbai
 7 Katariya Santosh /Mr of M/s Peppermint Clothing Pvt Ltd, Pune
 8 Masand Rajesh /Mr of M/s Gambit Clothing (India) Mumbai
 9 Mehta Seema /Mrs of M/s Fusion Clothing Co Mumbai
 10 Morbia Rajesh K /Mr of M/s R K Cretrive Designers Pvt Ltd, Mumbai
 11 Munjal Rohit /Mr of M/s R S Creations Mumbai
 12 Nandu Dinesh /Mr of M/s Aari, Mumbai
 13 Sainani Naveen /Mr of M/s Fritz Gaitri Clothing Co Pvt Ltd, Mumbai
 14 Sanghvi Ketan/Mr of M/s Berge Sports Fashion Pvt Ltd , Mumbai
 15 Sanghavi Nirav J /Mr of M/s Manglam, Mumbai
 16 Shah Jayesh /Mr of M/s M Square Clothing (India) Pvt Ltd, Mumbai
 17 Shah Kirti L /Mr of M/s Pragati Fashions Pvt Ltd, Mumbai
 18 Shah Prashant /Mr of M/s Krusha Apparels, Mumbai
 19 Thakkar Ashok K /Mr of M/s Chintamanis NX, Mumbai
 20 Vora Paresh /Mr of M/s Unity Traders, Mumbai

WESTERN REGIONAL ADVISORY COMMITTEE OF THE ASSOCIATION

 1 Agarwal Rajiv /Mr of M/s Little Ones, Pune
 2 Hatte Sanjay V /Mr of M/s S H Apparel, Pune
 3 Joshi Minal /Mrs of A V Clothing Co, Pune
 4 Mengji Sandesh /Mr of M/s Pearl craze, Pune
 5 Modgi Kiran /Mr of Modgie Creative Tex Print Pvt Ltd, Pune
 6 Mundada Dwaraka /Mr of M/s Pankay Garments, Pune
 7 Tejwaney Sumit /Mr of M/s Tejwaney Brothers, Pune
 

SOUTHERN REGIONAL ADVISORY COMMITTEE OF THE ASSOCIATION

 1 Hinduja Jagdish /Mr of M/s Gokaldas Images Ltd, Bengaluru
 2 Humayun Naseer /Mr of M/s Indian Designs, Bengaluru
 3 Panduranga K K /Mr of M/s Jorange, Bengaluru
 4 Prasad Deva /Mr of M/s Proline India Ltd, Bengaluru
 5 Subramanian A S /Mr of M/s Gartex Insta Apparels, Bengaluru
 

NORTHERN REGIONAL ADVISORY COMMITTEE OF THE ASSOCIATION

 1 Bindra Siddharth /Mr of M/s Biba Apparels Pvt Ltd, Gurugram
 2 Daga Anant Kumar /Mr of M/s TCNS Clothing Co Ltd, New Delhi
 3 Mohan Nikhil /Mr of M/s Mohan Clothing Co Pvt Ltd, Gurugram

The Returning Officer read out the Report of the Elections Conducted by him to the Managing 
Committee as well as to the Regional Advisory Committees of the Association for 2020-2021 and 
2021-2022 in alphabetical order of the Surname are as under:
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President further informed the Members that the Association has received a couple of E-mails 
from the Members of the Association seeking Clarifications on the Working of the Association and 
the Income and Expenditure Statement which were discussed in detail for the Information of the 
Members.

There being no other Points for discussion, the 57th Annual General Meeting concluded with a 
Vote of Thanks to the Chair.

CMAi siGNs MOu with AppOrt teChNOLOGies pVt Ltd tO prOMOte ANd 
MArKet QuiCKseLL 
We are glad to inform that the Association has Signed a Memorandum Of Understanding (MOU) 
with Apport Technologies Pvt Ltd on September 25, 2020 to Promote and Market their APP - 
QuickSell to the Entire Apparel Industry.

Apport Technologies Pvt Ltd shall Offer a 20 per cent Discount on all their Products to all CMAI 
Members. They shall also Offer a Special Introductory Offer of Rs 7500.00 to all CMAI and its 
Affiliated Members for its Basic App, which will also include the Multiple - Size Buying Option.

This Special Price will be available for a Period of 21 Days after Launch, post which the Regular 
Price of Rs 12,000 will be Applicable, Subject to the 20 per cent Discount.

The MOU is Valid for a Period of Three Years, subject to the same being Reviewed at the end of 
One Year.

CMAi siGNs MOu with iMG reLiANCe Ltd FOr prOJeCt su.re
As you are aware, the Union Minister for Textiles, Smt Smriti Zubin Irani Launched Project SU.RE, a 
Move towards Sustainable Fashion, at Lakmé Fashion Winter/Festive 2019, in Mumbai on August 
22, 2019.

Project SU.RE is a Joint Initiative of The Clothing Manufacturers Association of India (CMAI); 
United Nations in India; and IMG Reliance Ltd, the Organisers of Lakmé Fashion Week. 

The SU.RE Project is a Commitment by India’s Apparel Industry to set a sustainable pathway for 
the Indian Fashion Industry. SU.RE stands for ‘Sustainable Resolution’ - a firm commitment from the 
Industry to move towards Fashion that contributes to a clean Environment.

As Leaders and Representatives of the Industry, the Signatories to the pledge for Project 
SU.RE are Sixteen of India’s Top Fashion and Retail Brands and Value of the Resolution is around 
Rs,30,000 Crores. The Signatories have pledged to source/utilise a substantial portion of their Total 
Consumption using sustainable Raw materials and Processes, by the year 2025

We are glad to inform that the Association had Signed a Memorandum Of Understanding (MOU) 
with IMG Reliance Ltd, on August 28, 2020 for Project SU.RE for a Period of Six Years. 

represeNtAtiONs
The Association has signed a Joint Representation dated September 3, 2020, Addressed to the 
Hon’ble Prime Minister, Shri Narendra Modi, along with CITI, AEPC, PDEXCIL, and other Related 
Associations from South India , Gujarat, Maharashtra and HEPC, Appealing to Remove Anti-
Dumping Duty on Import of Viscose Staple Fibre (VSF) to help the MSME Textile Sector.

The Association has once again sent its Comments to the Ministry of Textiles, Govt of India dated 
September 3, 2020 regarding the Import of Worn Clothing and strongly recommended that in the 
current situation of Covid-19 crisis, all Policy measures must ensure that all Imports, especially 
where there is scope for mis-utilisation of Licenses and Permissions be strictly restricted.
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The Domestic Garment Industry is passing through turbulent times – and requires the protection 
from unregulated and clandestine competition.

For the sake of the health of our poor population and for avoiding clandestine competition with 
the domestic garment producers, import of all worn clothing which is not completely mutilated 
should be prohibited. We would again strongly suggest that with the uncertainties of communication 
of the Virus through clothing, the danger posed by import of worn clothing is even greater in today’s 
times.

Great stress is being laid by the Government on the ‘Make in India’ initiative of the Prime Minister. 
The Garment Industry, which is the highest employer after Agriculture, and hold close to Four per 
cent of the Global Trade in Garments, is the ideal industry to apply this initiative. Restricted imports 
of Used and Worn Clothing will go a long way in realizing the Prime Minister’s goal.

Import of worn clothing in completely mutilated form should be allowed only for actual users for 
the purpose of extracting fibres.

The vigil at SEZs should be enhanced to ensure that worn clothing imported into them does not 
get clandestinely diverted to the Domestic Market.

CirCuLArs:
Cir No 39 /H-2/20 dated September 7, 2020, sent by E-Mail to all Members of the Association 
informing them the strong support extended by CMAI in Celebrating Handloom Day by the Ministry 
of Textiles Govt of India. This Unstinted Support saw the Message of Support to Handloom being on 
an unprecedented scale to 30 Million Consumers across India.

Cir No 40 / A-3 / 20 dated September 7, 2020, sent by E-mail as well as by Courier to all 
Members of the Association giving Notice for the 57th Annual General Meeting of the Association 
Scheduled to be held on September 30, 2020 in Mumbai.

Cir No 41/ 71st NGF /20 Dated September 15, 2020 sent by E-mail to all Exhibitors at the 71st 
National Garment Fair- Online informing that the Association has decided to extend the Duration of 
the said Fair-by Three Additional Days ie up to September 23, 2020 as per requests received from 
the Exhibitors and Retailers who had faced Technical Difficulties in Navigating through the Online Fair 
initially.

Cir No 42/ 65th IIGF/ 20 dated September 17, 2020 sent by E –mail to all Members of the 
Association informing the Organising of the 65th India International Garment Fair – Virtual Fair 
(Spring-Summer 2021) from October 15 – November 20, 2020.

Cir No 43 / M-2 /20 dated October 8, 2020 sent by E-mail to all Members of the Association 
informing them that the Association has received a Letter from M/s Arvind Lifestyle Brands Ltd, 
Bengaluru informing us that they are looking 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.

Cir No 44 /C-2/20 dated October 12, 2020 sent by E-Mail to all Members of the Association 
attaching a mail written by the Association to 50 of top Brands and Retailers, urging them to 
consider some tie up with our smaller Members who would also be looking at expanding their 
sources of supply 
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MAKiNG A MArK
Chhapa is a brand that works with artisans and uses hand block printing techniques 

to give a contemporary spin to tradition. Bindu Gopal Rao writes about a young 
designer and her desire to bring back this art into the modern world
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fashion. A lot of artisans were on the 
verge of giving up practising this art 

because in today’s fast-paced world where most 
textiles are printed using high-end machines, 
such slow time-consuming methods are seldom 
given much opportunity. But I was determined to 
rejuvenate the art of block printing and give it a 
quirky dimension. This helped give the artisans 
more work, and helped us grow bigger.

whAt is the usp OF the CLOthes At 
ChhApA? whAt KiNd OF CLOthes dO 
yOu MAKe?
The uniqueness of Chhapa is mainly the 
prints. Our designs are modern, casual and 
contemporary. This has given the traditional 
block prints a new twist and has attracted the 
younger generation. Moreover, we are very 
particular about choosing the quality of fabrics 
so as to deliver a 100 per cent pure light and 
cottony experience to our customers. We have 
always wanted to connect with the younger 
audience and make them more conscious of 
fashion and thier environment. This is the reason 
we have a wide range of products that vary from 
womenswear (kurtas, dresses, tops, sarees), to 
men’s shirts, home decor, bags and accessories.

The Apparel industry may be dubious for 
being the second highest polluter, but there 
are conscientious brands that want to change 
this. Chhapa is one such brand, moving towards 
a greener world, one block at a time. Shilpa Patel, 
Founder and Head Designer, Chhapa tells us 
more in this exclusive conversation.

wheN ANd why did yOu  
stArt ChhApA?
‘Chhapa’ means to leave a chhap (an imprint) in 
Gujarati. When a design gets stamped on any 
material using a wooden block, this process is 
called a chhap (thus Chhapa). Since I wanted 
to rejuvenate the art of the block print, I decided 
to have all my products revolving around this 
technique. This technique led me to name my 
company Chhapa. Founded in June 2013, 
Chhapa is based out of Ahmedabad and Jaipur. 
It has been seven years since its launch. I cannot 
believe how time has flown. Jaipur is where our 
workshop is located and most of the artisans who 
practise this block art print are from this region. 
Chhapa was founded as an avocation for creative 
work and for the conduction of experiments in 
the field of block printing. I eventually found a way 
to make a small contribution towards conscious 
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teLL us MOre ABOut hOw yOu hAVe 
BeeN ABLe tO MAKe A diFFereNCe 
tO the LiVeLihOOd OF the ArtisANs.
When we started working with the family of 
artisans back in 2013, they were on the verge 
of giving up this art as they were not receiving 
enough work to be able to sustain their families. 
After they started working with us, we were able 
to give them not just enough work but they could 
also expand their printing facility to keep up the 
supply with the demand. We have given them 
more than R2,50,000 of work in 2019 alone. We 
are very proud of this. We have also educated 
them on how to keep safe while dyeing and 
printing. We have also ensured that there are 
proper waste management systems.

As hANdLOOMs Are A dyiNG  
CrAFt, whAt Are yOu dOiNG tO 
reViVe theM?
Handlooms are going through a very tough time. 
For the past couple of years we have consistently 
grown our customer base and developed 
products made from handloom fabrics. This has 
helped bring work to artisans. We are planning 
to collaborate with artisans in small villages too 
so as to practise the craft and produce great 
products. This will ensure fair pricing for the 
artisans and their hard work.

When We started Working With 
the artisans in 2013, they Were 
about to quit because they 
Were not receiving enough 
Work to be able to sustain 
their families.

whAt MAde yOu FOCus ON  
BLOCK priNtiNG?
My first encounter with block printing art was 
after my college days when I visited a small 
village near my hometown; Deesa in Gujarat. At 
the time I was in a dilemma wondering about 
what profession to pursue as a career. I had 
just completed my Bachelor’s in interior design. 
Being an art lover and an admirer of handmades, 
I was fascinated by the whole process of block 
printing. I visited a couple of the local artisans 
and finally convinced them to print a few 
samples. As I got more involved in  
the process, I realised that the artisans and 
their art were going through a terrible phase 

and were much in need of a re-haul. I do not 
want artisans to give up on the beautiful art 

which has been passed to them through 
generations.
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teLL us ABOut yOur wOrK with 
hANd BLOCKs ANd trAditiONAL 
textiLe CrAFt.
It was my idea to use hand block printing with 
quirky prints. This gave my clothing and fashion 
line a completely new look. However, for the past 
year we have been focusing on sarees more. 
This has helped us experiment with new textiles. 
We started off with cotton and have recently 
developed Chanderi silk and handloom fabric 
sarees. We plan to work with a few more fabrics 
soon.

hOw dO yOu iNCOrpOrAte 
sustAiNABiLity iNtO yOur CLOthes?
Our motto is to deliver environment friendly and 
socially responsible style statements. All the dyes 
we use are azo – free and are approved by the 
Government. We only use such that is neither 
harmful to the environment nor the artisans 
who work with it. Even our packaging does not 
contain any plastic. Currently we are in talks with 
a new startup that has developed dyes from 
waste bark around Mumbai. If that collaboration 
works out, then we would like to do an exclusive 

collection with dyes so as to help the 
startup grow faster and reach out to a 
wider audience.

hOw FreQueNtLy dO yOu BriNG Out 
New COLLeCtiONs?
We bring out new collections every summer for our 
apparel line. We also try to deliver a couple of new 
designs each month in sarees. Currently our summer 
collection is in the pipeline and has a range of new 
apparel which includes kids clothing and newborn 
swaddles. We also plan to bring out designs that will 
highlight the art and geometry of ancient Egyptians.

whAt Are yOur Future pLANs?
We are working on a couple of different marketing 
strategies that will reach a wider audience on social 
and other print media platforms. The future plan 
is to acquire more customer base and give more 
work to our artisans. This will also help expand our 
retail store footprint. With the success of both our 
Online and flagship retail store we will look into the 
possibility of getting funding in future. We are also 
open to franchise models for our retail footprint so  
as to grow faster. 
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Images courtesy: Mr Binanda Kalita, Loom Trainer,  
Kamrup, Assam for Antaran - a Tata Trusts Initiative

A gamosa is a length of woven cloth, 
synonymous with the Assamese culture and its 
identity. It is one of those things that make for a 
wonderful memento of the state. The skill and 
creativity of weavers, the simple beauty, and the 
pride of Assam, gamosas have evolved over the 
years its awareness has spread.

GAMOsAs –  
A GiFt OF respeCt ANd LOVe

A woven piece of cloth that can be worn 
on a daily basis or used to cover sacred 
texts, or sometimes gifted as a sign of 
respect, the gamosa has evolved over the 
years to become a very important part of 
Assamese culture. Brinda Gill explores...
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Since ancient times, Assam has been witness 
to the arrival of people from different parts of the 
subcontinent and other nations thus making it a 
multi-ethnic, multi-linguistic and multi-religious 
society. The state also has a range of woven 
wonders stemming from centuries-old tradition of 
production of silk from indigenous silkworms and 
of hand weaving. 

One of most famous silks produced by the 
Assamese is Muga silk. Endowed with a lovely 
gold hue, IT has long been produced in Assam by 
the spinning of muga cocoons obtained from the 
silkworm Antheraea assama. Another Assamese 
delight, the Eri silk has been produced from 
open-ended cocoons obtained from the silkworm 

Samia ricini. In this case as the moth has already 
emerged from the cocoon when it is gathered 
for processing it does not involve the killing of 
silkworms. Mulberry silk, locally called pat silk, 
obtained from the cultivated mulberry-fed silkworm 
Bombyx mori is also sourced for weaving. 

Thus, the availability of a variety of silk yarns 
as well as cotton and wool has led to a unique 
tradition of hand-weaving across the state. 
Sualkuchi, a town in the Kamrup district, on the 
northern bank of the Brahmaputra River, about 35 
kms from Guwahati, is known as a weaving village 
and is a household name for everyone involved in 
weaving. It is said to be one of the largest weaving 
villages of the world.
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GamoSaS have traditionally been 
hand-woven by women, workinG 
on handloomS at home. they 
are rectanGUlar in form with a 
white body bearinG patterned 
panelS acroSS the width on 
both endS and borderS alonG 
the edGeS of the panelS

1228 to 1826) had with this woven textile. It is 
said that Ahom soldiers wore a special gamosa 
called kavach-kapur when going to battle. This 
special gamosa was woven by their wives, the 
night before the force went to war, as a prayer to 
God for protection. It is said that while weaving 
the women chanted special mantras giving the 
scarves magical powers to protect their wearers. 
Rumour has it that this talisman protected them in 
battle and would help them return victorious too!

eVOCAtiVe MOtiFs
Typically called uka, the simplest gamosas (that 
are woven with simple red borders) are used 
to wipe the face or body, wrapped around the 

A trAditiONAL textiLe 
Assam’s wonderful tradition of weaving,  
manifests itself in the beautiful traditional 
garments and textiles worn and draped by 
Assamese men and women alike. Among them, 
is the elegant gamosa, a traditional textile akin 
to a scarf, worn by both men and women. 
Gamosas have traditionally been hand-woven by 
women, working on handlooms at home. They 
are rectangular in form, with a white body bearing 
patterned panels across the width on both ends 
and borders along the edges of the lengths. The 
body of the gamosa also often bears woven 
motifs placed at regular intervals. The motifs/
patterns on end-panels, borders and body are 
woven with supplementary yarns typically red in 
colour; occasionally green or blue yarns, which 
are mostly used to define motifs/patterns.

Meshed with seNtiMeNts
A narrative of the Gamosas reveals the deep 
sentiments the Ahoms (of the Ahom dynasty 
that ruled Assam for nearly 600 years; from 
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Gamosas with decorative motifs and patterns 
are placed on the shoulder or around the neck 
by men and women when visiting a temple, 
monastery or religious site, or while performing 
rituals too. During the Rongali Bihu festival (that 
celebrates the beginning of the Assamese New 
Year), gamosas with decorative motifs are worn 
wrapped around the head by men and around the 
waist by women. They are also wrapped around 
the dhol (drum) that is played during festivities; 
and offered to elders, relations and loved ones 
as a mark of respect and love. Gamosas are also 
wrapped around the head and around the dhols 
of the Hussori troupes, who go around singing 
from home to home, especially in rural areas. The 
ones with decorative motifs are gifted to guests 
and visiting dignitaries as a symbol of respect  
and welcome. 

“Gamosas are worn during the annual session 
of the Srimanta Sankardeva Sangha, held at 
Golaghat that is attended by almost 30 lakh 
men. There is a great demand for gamosas 
at the time”, says loom trainer Binanda Kalita, 
Handloom Trainer, at Antaran, an initiative of Tata 
Trusts, Kamrup, Assam. “Special gamosas are 
woven for weddings. These are single pieces so 
that they can be removed from the loom without 
the cutting of warp yarns and are gifted to the 
groom. As the yarns are not cut, this gamosa 
signifies unbroken bonds,” explains Kalita.

head while working, or used to wrap articles 
of everyday use. Since these are made of a 
very absorbent material, even the ones with 
decorative woven motifs become useful for 
various purposes. Other Gamosas that bear the 
decorative woven motifs and patterns include 
names of deities in the field and are used as 
covers at places of veneration, shrines and even 
used to wrap Holy Scriptures like the Bhagwad 
Gita in temples, monasteries, villages and home 
shrines. They are also used during prayers to 
ancestors, like the ‘Me-Dam-Me-Phi’ ritual of  
the Ahoms, held on the last day of January  
every year. 
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FrOM pAtterN tO weAVe
Gamosas by tradition are mostly 
woven by women. The loom, made 
of wood, is placed within the home 
and weaving is central to the daily 
life. For weaving to begin, a design 
is fist made on paper and then 
transferred on to graph paper to 
guide the weaver. Gamosas are 
woven with different yarns including 
cotton and silk of different varieties, 
such as tussar, pat (mulberry silk), 
muga and eri silk. Woollen yarn 
(natural and acrylic wool) may 
also be used for motifs. In fact its 
thickness gives the motifs a more 
raised effect. 

Gamosas are always rectangular and are 
woven in different sizes varying from 22 inches by 
52 inches to 24 inches by 54 inches or 27 inches 
by 60 inches to 32 inches by 78 inches and other 
similarly varying dimensions. Patterned gamosas 
can take up to three days or more to weave per 
piece, depending on the nature of the loom, that 
is, if it is completely manual or has a mechanism 
such as a jacquard shedding device incorporated 
in the loom. The time taken also depends on the 
intricacy of the pattern and the attention to detail/
quality of weaving given by the weaver. In 2013, 
a gamosa of a record length of 1,455.3 meters 
was woven. It bore motifs of traditional Assamese 
symbols and famous persons. 

trAditiONAL ANd NOVeL
Among the gamosas most widely seen are 
phulams, that are gamosas bearing floral motifs 
and flowing vines, inspired by nature. Motifs of 
orchids are also woven as Assam is home to 
a variety of endemic, exotic flora including rare 
orchids. In fact, the state flower is the foxtail 
orchid. Weavers create a spectrum of motifs 
drawing from nature including two birds under 
a tree, butterflies amidst flowers, and birds and 
animals set within a flowing form.

The most cherished gamosas bear traditional 
motifs that are indelible symbols of Assam 
and Assamese culture. These motifs are the 
revered xorai which is actually a metal offering 
tray on a stand with or without a domed cover 
traditionally used for making ritual offerings to 
deities, placing holy books and also performing 
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rituals. The jaapi, the traditional conical hat from 
Assam handcrafted from bamboo/cane and 
palm leaf; the pepa, the traditional horn pipe 
musical instrument played during festivals and 
celebrations; junbiri, a traditional Assamese 
necklace shaped like a crescent/half-moon; 
young men and women dancing as seen during 
Bihu festivities; the dhol (drum) played during 
festivities and celebrations; are other traditional 
motifs woven with motifs of birds (peacock) and 
flowers interspersed between them.

Given their weaving skills and creativity, weavers 
are wonderfully weaving new and novel motifs on 
gamosas thus making it a wonderful textile that 
takes on multiple roles. One interesting composition 
is the Kaziranga design featuring motifs of animals – 
the rhino, elephant, deer and tiger along with birds 
and animals - of which the rhino is the highlight. 
This composition conveys the rich natural life and 
biodiversity of the world famous Kaziranga National 
Park. The park is home to two-thirds of the world's 
great one-horned rhinoceroses and is a World 
Heritage Site.

Passionate conservationist Purnima Devi Barman 
who is dedicated to saving the endangered greater 
adjutant stork, has also founded the Hargila Army, a 
self-help group of women who are excellent weavers. 
She has guided the women to weave gamosas with 
motifs of the endangered greater adjutant storks. An 
academician in Rhode Island, USA, had gamosas 
woven with the words USA and India and gifted 
them to his colleagues. Thus, with creativity and skill 
emerges a novel traditional gamosa with a message 
(such as spreading awareness of the state’s culture 
an endangered bird or highlighting friendship ties) 
that can be worn, gifted and taken home by visitors 
as a precious memento of the state.

The Covid-19 pandemic which led to lockdowns 
and affected the sales of gamosasas has however, 
taken a positive creative turn with masks of gamosa 
fabrics becoming a popular demand by one and all. 
This year during the Rongali Bihu festival everyone 
was encouraged to gift and wear gamosa masks. 

You can get in touch with Antaran through their 
website: https://www.antaranartisanconnect.in/

Im
ag

e:
 @

S
hu

tt
er

st
oc

k.
co

m

Image: @Shutterstock.com



Brand Profile

26 I APPAREL I  October 2020

A
ll 

im
ag

es
: @

S
hu

tt
er

st
oc

k.
co

m

ABFRL, one of the largest manufactures and 
retail branded-fashion apparel companies, is 
worth about USD 48.3 billion under the Aditya 
Birla Group. With a revenue of R8,788 crores and 
spanning across a retail space of 8.1 million sq ft 
(last checked on March 31, 2020), it is India’s first 
billion-dollar pure-play fashion powerhouse with 
an elegant bouquet of leading fashion brands and 
retail formats under its wing. The Company has a 
network of 3,031 stores, and a presence across 
approximately 25,000 multi-brand outlets with 
more than 6,500 points of sales in department 

stores across India. Recently, the company  
has also closed two strategic investments in 
branded ethnic wear business with Jaypore  
and Shantanu & Nikhil.

Jaypore, from the house of Aditya Birla Fashion 
and Retail Limited, continuing on the brand’s 
unique ethnic offering has now collaborated with 
Creative Dignity to ensure the artisan community 
can reach customers digitally. The brand will offer 
a wider reach pan India through its e-commerce 
platform to artisans thus giving them access to 
new markets and a more sustained livelihood.

JAypOre CreAtes  
A strONGer BONd  
with ArtisANs

Amidst the raging pandemic and difficulties that have arisen because of lockdown, 
artisans have become some of the worst hit communities within the apparel domain. 
Anurima Das explains how Creative Dignity has been able to bring together all 
artisans under one platform to help them cope with the present times…
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Jaypore is also one of India’s leading 
destination brands for all things Craft and 
Artisanal across Apparel, Exquisite Jewellery and 
beautiful Home products. India has a rich heritage 
of handmade crafts and traditional products and 
Jaypore is committed to design, source and retail 
authentic Indian products suited for a modern 
lifestyle. The brand sources from more than 70 
craft clusters and curates it all on Jaypore.com. It 
has two stores, one each in Delhi and Bangalore.

Since then, the business has earned high 
respect with the craft-vendor community for 

showcasing products amongst connoisseurs 
and customers alike. The brand also runs an 
eponymous label called Jaypore that aggregates 
other artisanal based brands on its portal. 
Jaypore ships worldwide and also has a global 
audience. At the heart of everything we do is the 
commitment to offering sustainable products that 
elevate your everyday life. 

pArtNeriNG FOr A ChANGe
Jaypore has also partnered with Creative Dignity, 
a zero-margin voluntary platform, to provide relief 
to those artisan communities that were severely 
hit due to the COVID-19 pandemic. Under the 
‘Artisan Direct’ campaign of Creative Dignity, the 
collaboration will feature work of over 250 artisans 
and over a period of time will give them a platform 
to sell their products to customers across t 
he country. 

jaypore SoUrceS from more 
than 70 craft clUSterS and 
cUrateS it all on jaypore.
com. they have alSo partnered 
with creatibe diGnity to 
provide relief to thoSe artiSan 
commUnitieS that have been 
Severely hit by covid-19
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Creative Dignity and Jaypore will help artisans 
boost their business by providing them with 
training in the field of e-commerce. Jaypore 
will also include templates for catalogue 
making, photography, pricing, and logistics 
management. The sales campaigns are 
currently being promoted by FICCI FLO at the 
national level. The brand will not only provide 
an online marketplace to these artisans for 
marketing their products but will also help 
them train to make products look more 
attractive, appealing, and easily sellable across 
e-commerce platforms. These training programs 
will be backed by volunteers from premier 
Design Institutes in India as well as other 
designers and NGOs. Continuous training will 
be given to artisans by expert volunteers in their 
villages which usually have limited facilities.

Creative Dignity is a movement that has 
brought together diverse creative producers, 
practitioners and professionals to energise the 
ecosystem that Indian artisans need during and 
post Covid-19. Our focus is to provide relief, 
rehabilitation and rejuvenation of the artisans in 
a bid to ensure their sustained prosperity. It is a 
zero margin voluntary platform. In three months, it 
has collected over R50 lakhs in aid through Ketto 
and with support from Norwest Venture Partners, 
which is currently being distributed to artisans 
in distress. The second stage of rehabilitation 
has begun with digital literacy and on-boarding 
of artisans on to digital platforms for sales. A 
number of Design Institutes like IICD, Srishti and 
NIFT have also come forward to support artisans 
through training and handholding for making 
catalogs and digital alignment.
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Rashmi Shukla, Brand Head, Jaypore while 
talking about this collaboration mentioned, 
“Jaypore as a brand has always been vocal 
about local since its inception. India’s rich Craft 
and Craftsmen are at the heart and soul of the 
brand. We have always taken pride in providing 
a platform to the Craft and Artisan community 
to showcase India’s exquisite craft heritage. 
The ongoing pandemic however, has posed a 
severe challenge of sustenance to craftsmen 
across nation, thus endangering our craft and 
talent. We have partnered with Creative Dignity 
to support the craft community, by doing a 
non-profit engagement so that these artisans 
get the maximum benefits. This collaboration will 
help stimulate the handicraft environment once 
again in the country and ultimately strengthen our 
collective national motto of ‘Make in India’.”

tAKiNG it AheAd
The Artisan Direct Campaign which is being 
undertaken across India in collaboration with 
multiple online platforms, will see Jaypore as an 
important partner. This crisis is also a time for 
collaboration and survival of the most vulnerable. 
The campaign enables artisans to become 
digitally aligned while online partners voluntarily 
reduce margins to create attractive offers for 
consumers during the campaign periods. It 
becomes a win-win for all, as consumers shop 
feel good about helping artisans while still getting 
good prices on products. 

“The first edition which was recently concluded 
was of immense interest to Jaypore’s audience. 
Since the product was artisanal and completely 
in-line with what our customers were looking for, 

"jaypore aS a brand haS 
alwayS been vocal aboUt 
local Since itS inception. 
india'S rich craft and 
craftSmen are at the heart 
and SoUl of the brand."

sarees in ajrakh block prints, bandhani sarees, 
mud mirror work accessories, leather bags  
and more, became statements”, added  
Rashmi Shukla.

“The first batch of artisans that were welcomed 
on the Artisan Direct Campaign – Gujarat Edition, 
have already started to see results. They have 
been able to move stocks quickly and are 
overwhelmed with everyone’s support in putting 
this together. In times of crisis it is our duty help 
be in touch with our humane side,” said Meera 
Goradia from Creative Dignity.
Jaypore will help bring a positive impact on more 
250 artisans with this initiative over a period of 
time. The brand has also reached out to smaller 
enterprises like the ones who lack their own 
supply chain, women led enterprises and artisans 
that have built-up inventory and those who have 
been most vulnerable owing to their financial need. 
Jaypore is planning to engage these artisans on a 
continuous basis even post the campaign so as to 
continue to extend support to all artisans across 
the country. All artisanal products are available for 
purchase through the ‘Direct to Artisan’ page on 
Jaypore.com. 
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handmade in style
The ultimate one-stop shop for every avid shopper, NETE.IN is redefining fashion trends by 
putting together an esoteric collection of clothing. Anurima Das explores the brand that 
caters to fashion conscious individuals…

NETE.IN (pronounced as netty), is an 
endeavour that curates handmades. 
It makes them available to those 
people who love to flaunt stylish 
basics. NETE.IN was conceptualised 
and put into action to address niche 
shopping requirements. The platform 
filters through designers and their 
clothes, and creates a portal that is 
au fait with the latest fashion trends. 
This esoteric collection of clothing and 
accessories helps every shopper bring 
out their upbeat and obscure side. 
NETE’s innate sense of style features a 
playful juxtaposition between classics, 
glamorous movie star up-do, urban 
street style and casual hipster. NETE 
also supports organisations like – Slow 
Made, Fair Trade, Organic Clothing, 
Conscious Consumption, Handmade, 
Sustainable Fashion, Upcycling, and 
Recycling, that are trying to create an 
awareness of how consumerism is 
affecting the environment.
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“nete caterS to bUyerS 
who have an inclination 
for cUrated, SUStainable, 
handmade clothinG. it iS 
aboUt celebratinG chanGe” 

dOiNG sOMethiNG diFFereNt
When asked about her inspiration and what 
made her start the venture, Mariya expresses,  
“I always wanted to get into the e-commerce 
space for designer and locally-made fashion. As a 
student of Fashion Marketing and Management, 
I realised that nobody was in the business of 
sustainable fashion at the time when NETE.
IN was launched. This was positive as well as 
negative for me. I may have had the monopoly 
in this market, but it was not easy to source 
designers and their designs while keeping 
customers happy too.”

FrOM the stArt
The brainchild of Mariya Khanji, NETE.IN was 
conceptualised in 2013 and was launched in 
2015. NETE caters to style and environment 
conscious individuals. “A certain section of 
apparel buyers understand the need of the 
hour and have an inclination for curated, 
sustainable, handmade clothing. They respect 
the environment and do not want to invest in 
synthetic fabrics. These are the people who 
appreciate handmades and love to flaunt a 
hundred per cent natural wardrobe. NETE is for 
such a target audience. It is about celebrating the 
change,” says Mariya Khanji.

Mariya also mentions that initially it was a 
challenge for her to find designers who addressed 
this specialised audience. “I had to refuse several 
talented designers just because their ideals did 
not go hand in hand with our philosophy. It was 
not easy to curate the designers for the platform. 
But the response from the customers has been 
phenomenal,” informs Mariya. 
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“Although there are a few great e-commerce 
companies out there doing amazing work, Nete.
In offers an aesthetically curated, premium priced 
and sustainable selection. We don’t offer mass 
produced or couture clothing,” explains Mariya. 

NETE.IN offers beautifully handmade, 
crocheted and block printed accessories starting 
at R500. You can also choose dressier or festive 
occasion-wear which is priced up to R25,000. 
The brand is currently focussing on Indian textiles 
with modern silhouettes. “But NETE.IN isn’t an 
exclusively sustainable brand. We do however, 
heavily support and prioritise any designer/ label 
offering eco-friendly, slow made, conscious 
products. Apart from sustainable fashion being a 
trend, it is definitely the need of the hour. People 
are now becoming aware of unhealthy consumer 
behaviour and are moving towards careful 
consumption. We want to inspire this change and 
offer products to support this shift. Over the years 
we have created a community of like-minded 
designers who want to support this shift in the 
demand and make every effort to support local 
artisans, fair trade and zero waste. We’re a small 
boutique company with a strict belief that every 
aspect needs to be paid close attention to.  
This we fear might be lost with a large team,” 
asserts Mariya.
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“i'm open to expandinG offline 
aS lonG aS it remainS trUe 
to itS valUeS. SUStainability 
doeSn't neceSSarily SecUre itS 
fUtUre online”

“2020 for us will be curious as we’re expanding 
into different product categories and there are 
some really exciting brands coming on board,” 
she elaborates while talking of her future plans. 

FOCusiNG ON the CustOMer
Mariya wants to stick to the requirement of her 
customers and plans to begin the New Year by 
focussing on work wear. She also plans to launch 
holiday and resort collections soon. “As we move 
into the mid – year we will start to highlight our 
festive pieces and occasion – wear. We release 
two collections every week and are keen on 
expanding our offerings. We want to increase our 
verticals soon,” she adds.

Mariya wants to keep making Nete.In, stronger, 
better and more beautiful. “We are definitely 
growing into different verticals to increase our 
offerings, such as; home textiles, bath and skin 
care,” she says. 

While talking about her expansion plans and 
the switch over from online to offline, Mariya 
mentions, “I’m open to expanding offline as long 
as it remains true to its values. Sustainability 
doesn’t necessarily secure its future online. There 
is always the charm of walking into a boutique 
store and interacting physically with every product 
before purchasing it.”

Mariya concludes by explaining that she did not 
have to do much to entice her target audience. 
“Our consumers are highly aware and motivated 
to support sustainable brands. They understand 
the value and respect the story behind the 
process and effort of every piece. A lot of 
products are up-cycled and made by women who 
come from low-income homes. Today’s consumer 
is looking to actively support sustainability and 
similar business practices across all industries,” 
she signs off. 
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JCoronavirus has reshaped the world in more 
ways than we can comprehend. The pandemic 
did not only push us into our homes and stop 
us from following our normal lifestyle but it also 
altered the market. The fashion and apparel world 
has faced the maximum brunt of the pandemic. 
From store closures to bankruptcy and order 
cancellations the retail market has had to bear 
witness to severe outcomes which has lead to 
major changes in the economy. But as we slowly 
limp back into recovery, it is time to embrace the 
change the pandemic has brought upon us. 

Corona has made digital adaptations faster 
and is now making it inevitable for small and big 
brands alike to embrace this transformation. 
According to a Mckinsey report analysing the 

effects of corona, it was mentioned that from 
a revenue perspective, 2020 is looking grim 
for the global fashion industry as a whole. The 
report suggested that in the next five years even 
if positive growth does happen, the estimated 
revenues for apparel and footwear sectors will 
contract by 27 to 30 per cent in 2020 year-on-
year with even deeper declines in some sub-
sectors and geographies.

reViVAL thrOuGh teChNOLOGy
With Covid-19 continuing to rage through the 
world, brands may have reduced their marketing 
budgets. However, they have also amped their 
expenses towards technology expenditures and 
innovation. The Mckinsey report also warns of 

ACCeLerAtiNG GrOwth 
with teChNOLOGy suppOrt

As most of the global fashion industry continues to face a grim 
future in 2020 with regards to revenue, Anurima Das ventures into 
the scientific world to understand the new found roles of AI...
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digital escalation, another repercussion of the 
pandemic crisis which can push online channels 
to gain bigger market shares, thus making them 
contribute to a more volatile sales curve in the 
future. In this new normal, it will be paramount 
to improve full-price and product margins as 
well, the report emphasises. Further, managing 
sourcing costs will be paramount and this will 
help fashion companies achieve a demand-driven 
paradigm shift.

In terms of innovation the entire fashion value 
chain has overworked during the lockdown: from 
3D design, AI integration to merchandising and 
planning via virtual sampling or video signoffs to 
B2B sales via virtual showrooms. Innovation has 
now become a part and parcel of the fashion 
and apparel ecosystem without any exceptions. 
Take for instance the Just Walk Out Technology 
by Amazon, which allows you to shop what 
you want and walk out without paying anything. 

From RFIDs to sensors, your purchase gets 
monitored in real time through all the integrated 
technology installed within the stores. Once you 
finish shopping and move out of the store, the bill 
comes to you via the app, which you can then 
pay using varied payment methods. Imagine this 
set-up getting replicated all across your favourite 
fashion and apparel brand stores. This makes it 
so easy for you to shop and buy what you want in 
a contactless manner and without waiting in lines 
for trials or billing. 

once yoU finiSh ShoppinG and 
come oUt of the Store, the 
bill comeS to yoU via the app, 
which yoU can then pay USinG 
varied methodS of payment
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involved in the experiment, which lasted from 
August 14, 2020 to August 16, 2020, the mall 
shopping experience got quite enhanced.

That said, given the rise of social distancing 
norms, automation technology is also being 
brought to retail stores. From helping the 
audience abide by social distancing measures to 
safeguarding the retail staff from getting exposed 
to the virus, technology is playing a major 
role. In most cases the retailers are employing 
autonomous machines to relieve their workers. 
These machines are capable of pulling heavy 
inventory carts, cleaning floors and even sorting 
piles of inventory to some extent. Even though 
globally automated operations have received very 
good options, in India, other than the large format 
stores, the cost effectiveness of such technology 
is yet to be decided. 

disruptiNG the NOrMAL As we 
KNOw
The concept of trial rooms or the usual structure 
of shopping offline has also revived but it is hard 
to predict whether it will get back to the way 
it was in the near future. So, brands are not 
only using contact less payments but are also 
allowing you to connect to your favourite store 
offline through video calls or live chats so that 
you can choose what you want and shop for 
your favourites, without having to step out of your 
homes. 

In fact, recently Inorbit mall, Whitefield, 
Bengaluru came up with an interesting approach 
to uplift the moods of their customers ensuring 
a happy shopping experience with utmost safety 
at their doorstep. With some top brands like 
Celio, Skechers, Metro, US Polo, Flying Machine 
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of the pandemic, but this will typically stay on as 
conversational commerce in the days to follow. 

To put it simply, the basis of this medium will help 
customers interact with a brand more casually, 
and shop using voice recognition technology. In 
this era of contactless or touch-less business, 
voice commerce is bound to gain its own share 
of prominence. Reputed companies like Amazon, 
Microsoft, and Google, among others, are already 
using voice interface and chatbots. According to a 
recent report, the global market of smart speaker 
is expected to reach US$23,317 million by 2025, 
growing at a CAGR of 23.4 per cent.

Technology adaptation and digital transformation 
have become the need of the hour and apart 
from adapting to the on-ground technologies to 
strengthen offline store operations, brands are 
also riding on the trend and connecting the dots 
of retail sectors through a well-rounded omni-
channel presence. There is more to come, in terms 
of innovation. But what is already there is worth 
noticing too. 

it is the AGe OF the Ai
Covid-19 has certainly accelerated the adoption 
of AI into processes and systems. According to 
a report cited by Coresight Research in 2020 the 
consumer spending on reality technologies is 
projected to reach US$7 billion, and distribution 
and services spending on the technologies could 
reach US$4.4 billion. Both AR/VR have immense 
potential in changing every facet of the industry 
retail and thus, it is easy to understand why 
brands and retailers alike are depending on AI to 
streamline their functions. 

Alongside AI, voice commerce is also ruling 
the ramp. People all across the globe are armed 
with smart devices and voice assistants like 
smart speakers. Moreover, with the pandemic 
and its extremities on a rise, the adoption of 
these devices has been growing. That is why 
most retailers are finding voice assistants as a 
viable option after AI and are turning to voice 
assistants or voice-enabled commerce. This 
kind of commerce may have been an offshoot 
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FdCi – 
A Couturier’s dream

Meher Castelino takes a look into the first-ever digital edition of the 
Fashion Design Council of India’s India Couture Week 2020…
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The first-ever digital edition of the Fashion Design 
Council of India’s, (FDCI) India Couture Week 
2020 took place from September 18 to 23, 2020 
with 12 designers showcasing their bridal couture 
collections. The beautifully shot videos, shown 
on various FDCI social media platforms, were a 
treat for al fashion lovers as gorgeous creations, 
beautiful models, interesting choreography and 
great presentations added to the entire digital 
fashion experience.

GAurAV GuptA – NAMe is LOVe
To the soothing recitation of her poem ‘Name 
is Love’ by Navkirat Sodhi and the background 
score by Sahil Vasudeva, Gaurav Gupta’s opening 
show also called ‘Name is Love’ was a dramatic 
fashion presentation of 45 womens’ occasion 
wear and 20 mens’ outfits. The show was shot 
at the Oddbird Theatre, Dhan Mill compound. 

With love as the central theme, it was but natural 
that the word encompassed all genres that moving 
seamlessly from body shapes to ethnicities, 
sexualities, inclusivities and this new wave of social 
change that is affecting the fashion world. The 
collection once again revealed Gaurav’s mastery 
over construction as swirls of moulded fabrics in 
sheer and opaque forms turned into mind-boggling 
silhouettes for western wear predominantly. The 
sculpted shapes with Gaurav’s favourite bugle 
beading were the highlights of the ensembles. 
Offering glamorous gowns, sari-inspired creations 
and men’s evening tuxedos and suits in colour 
clusters; Gaurav ensured that his skills in draping 
were evident in every swirl that the models took. 
Glitter also played a major role, while the multi 
hues of the collection sprinkled with black and 
white brought forth a shade card ideally suited for 
evening glamour.
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AMit AGGArwAL –  
OCeAN, eArth ANd sKy
With a short 4.22-minute underwater video Amit 
Aggarwal revealed his couture fashion story with a 
very tightly edited line of 12 festive and occasion 
wears. Inspired by the ocean, earth and sky, the 
colour palette was mellow with nude, oyster, 
salmon pink, champagne, sea green suddenly 
exploding into electric and jade. The panelled 
diaphanous skirts worn with matching intricately 
crafted cholis with exaggerated shoulder 
extensions were stunning. Dupattas appeared 
from choli sleeves and merged fluidly as they 
trailed behind the garments. The polymer strips 
were also a constant, throughout the collection in 
geometric forms, while 3D appliqués highlighted 
the beauty of the lehengas, cholis and dupattas. 
Although the collection was based on the ethnic 
trio, it was very apparent that Amit wanted the 
look to be totally futuristic and organic in nature to 
match the theme of the show.

suNeet VArMA –  
tiMeLess By suNeet VArMA
Aimed at offering the Indian lady a perfect bridal 
couture trousseau, Suneet Varma’s ‘Timeless by 
Suneet Varma’ creations were just that. Putting a 
strong emphasis on ethnic wedding wear but with 
a theatrical presentation, Suneet’s lehenga, choli 
and dupatta trios were elaborately embellished 
with a visual feast of traditional and abstract 
motifs that shimmered on the ramp. Colours 
moved beautifully from sun yellow to strong 
tones of green, blue, pink, peach and red with 
generous doses of mirror work, crystals, sequins, 
3D embroidery and appliqués that highlighted 
the silhouettes. The saree remained a favourite 
staple but with luxurious, opulent embellishments 
that highlighted the drape of this traditional 
Indian garment. Minute attention was paid to 
detailing, as tiny beaded fringes with pearl drops; 
embroidered butterflies, birds and flowers also 
edged the garments. 

@
S

un
ee

t V
ar

m
a

@
S

un
ee

t V
ar

m
a

@
S

un
ee

t V
ar

m
a

@
A

m
it 

A
gg

ar
w

al

@
A

m
it 

A
gg

ar
w

al

@
A

m
it 

A
gg

ar
w

al

@
A

m
it 

A
gg

ar
w

al

@
A

m
it 

A
gg

ar
w

al

@
A

m
it 

A
gg

ar
w

al



Fashion speak

 I  41APPAREL I  October 2020

experiments were evident in the silhouettes as well as 
the fluid treatment given to the sleeves, which were 
highlighted with sensuous sheer trains.

J J VALAyA – BursA
Making his grand couture presentation J J Valaya 
unveiled ‘Bursa’ a 48-piece bridal collection for men and 
women inspired by the glorious Ottoman Empire. After 
his last collection ‘Tabriz’, Valaya continued his journey 
from Persia to the Ottoman Empire to create stunning 
men’s and women’s traditional saris, lehengas, cholis, 
dupattas, Sherwanis, angarkhas and shawls. Valaya’s 
research for the ensembles took him through Taswir 
(painted to illustrate manuscripts), Tezhip (ornamenting 
with gold), as well as the Topkapi palace jewels and 
Turkish flora, fauna and fruits that inspired his intricate 
embroidery. The result was a grand line not only rich 
and elegant to behold but also revealing in them a 
timeless quality. Zardosi was the centre of attraction but 
created with great thought and care.

rAhuL MishrA – the LOtus pONd
It was an embroidered fantasy of craft that 
Rahul Mishra unveiled with his collection ‘The 
Lotus Pond’ which was shot on location in the 
Tijara Fort Palace (Neemrana Hotels). The line 
of lehengas, cholis dupattas, gowns, saris and 
sprinkling of men’s wear paid homage to nature. 
The totally hand-embroidered collection, revealed 
life underwater as well as on land, in background 
tones of pastels with intricately encrusted, multi-
coloured embellishments. In spite of the intense 
lockdown that the country has gone through 
Rahul’s couture offering was aimed at the bridal 
and festive wear buyer and ‘The Lotus Pond’ was 
a collection that had large doses of global appeal.

dOLLy J – GuLeNAAr
Creating an almost dream-like ethereal collection 
called ‘Gulenaar’, Dolly J unveiled a mix of 
luxuriously designed gowns and traditional bridal-
wear termed as functional couture. The film shot 
at the Sujan Rajmahal Palace, Jaipur offered 
the perfect backdrop for the glittering creations. 
From pretty, feminine, pastels to the Sindoor 
red for wedding wear, the ensembles were an 
exuberant look at the festive season’s offering 
for the trousseau shoppers. The embellishments 
shimmered tantalisingly on creations, while 
the luxurious fabrics and the airy faux feathers 
added to the glamorous appeal of the garments 
that were also encrusted with chikankari. Some 
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reyNu tAANdON – surKh
Paying tribute to the rich craftsmanship of Indian 
embroiderers, Reynu Taandon’s ‘Surkh’ collection 
in varying shades of red along with pinks was 
encrusted with gold and shimmering embellishments. 
Shot against the beautiful backdrop of the Raja 
Nahar Singh Palace Ballabhgarh, Faridabad, 
Haryana, the 36 ensembles were a capsule look 
at traditional bridal wear. The exotic motifs and the 
traditional silhouettes of the angarkhas, shararas, 
ghararas, lehengas, cholis, dupattas and saris 
ensured that there were ensembles that would 
cater to every bridal event. There was a creative 
marriage of block prints with intricate embroidery that 
appeared in varying forms, as border edges and full 
creations as well. Emphasis was given to the very 
feminine styling of the cholis with a marked attention 
paid to the rear view of the garment. 

shANtANu & NiKhiL –the resurGeNCe
‘The Resurgence’ by designing duo, Shantanu & 
Nikhil shot in the surreal surroundings of Roseate 
Hotels and Resorts was a five-part film. The 
designing pair’s distinct, characteristic drapes were 
evident in the almost decadent gowns, while the 
men’s wear was crisp and edged with micro detailing 
like pleats and pin tucks or discreet embroidery. 
Segments like the resurrection and re-emergence 
in various forms and styling laid the tone for the 

film. Lavish hints of surface texturing along with 
drapes, layers, tiers and folds presented a look 
for women’s exotic occasion wear and an offering 
that would ensure accolades. Opulence was the 
key word for the collection with power dressing 
being the mainstay for both men and women. 
‘The Resurgence’ could be termed as a neo 
luxe bridal wear with its deep colour palette and 
almost Goth like patterns.

KuNAL rAwAL – hide ANd seeK
With the fashion film shot on the historic steps 
of the The Asiatic Society of Mumbai, Kunal 
Rawal’s debut at the FDCI India Couture Week 
2020 revealed a fabulous line of men’s collection 
named ‘Hide and Seek’. It was a line of occasion 
wear; with extreme surface ornamentation 
and detailing as the leitmotif of the garments. 
Deconstruction and layering played an important 
role along with functionality that gave directions 
of multiple uses for each garment. From neutral 
white and black, the collection had pastels and 
deep jewel tones for kurtas, jackets, bundies, 
button less Sherwanis, fitted pants and shirts. 
Colour blocking was occasionally seen as a 
major design direction for some of the kurtas and 
jackets. Displaying then nearly 80’s looks, Kunal 
proved that men’s wear could be elegantly stylish 
without being too flamboyant or extravagant.

@
R

ey
nu

 T
aa

nd
on

@
R

ey
nu

 T
aa

nd
on

@
S

ha
nt

an
u 

&
 N

ik
hi

l

@
K

un
al

 R
aw

al

@
K

un
al

 R
aw

al

@
K

un
al

 R
aw

al

@
S

ha
nt

an
u 

&
 N

ik
hi

l

@
S

ha
nt

an
u 

&
 N

ik
hi

l



Fashion speak

 I  43APPAREL I  October 2020

FALGuNi & shANe peACOCK –MArry 
Me iN JAipur
At the ballroom of the St Regis Hotel, Mumbai, 
Falguni & Shane Peacock recreated the 
backstage drama of a fashion show complete 
with flitting stylists, makeup/hair dressers, 
camera crew and film director for their fashion 
film ‘Spectacle Privé’ to display their fascinating 
collection ‘Marry Me in Jaipur’ inspired by the 
city. All the grandeur and pomp of the brand 
was visible in the lavishly embroidered and 
accessorised men’s and women’s wears in 
glorious bridal shades of white, pastels, black and 
fiery red. To complete the fashion show effect, 
Bollywood star, Shraddha Kapoor was introduced 
as the showstopper in a grand red lehenga, choli, 
dupatta, trio replete with heavy embroidery. 

ANJu MOdi –siNdOOri
Anju Modi’s ‘Sindoori’ collection was for the 
young feisty bride who is contemporary in 
behaviour but traditional in thought when it comes 
to her bridal attire and the ceremonies that go 
with the event. She dresses in white mul-flared 
skirts with tiny cholis for the haldi ceremony and 

then during the Saat Pheras opts for the Sindoor red 
and the bridal finery. The Sindoor red was reserved 
for the most important moment of her life, while 
other auspicious colours like ochré and moss green 
were revealed as ideal for other wedding festivities. 
There were light weight but diaphanous anarkalis 
with just a right touch of glitter, while the layered 
lehengas, ornate cholis, multiple dupattas and saris 
added to the beauty of the mix-and-match bridal 
offering. 

MANish MALhOtrA – ruhAANiyAt
Combining the style and beauty of Awadh with 
Punjab, Manish Malhotra’s ‘Ruhaaniyat’ collection, 
recreated the glory and colour of past ensembles 
shot at the Leela Palace Hotel, New Delhi. The men’s 
and women’s bridal wear had an old world charm 
about it as embroidered kurtas and angarkhas were 
lean or full flared. The lehenga, choli, dupatta trios 
were grandeur personified with luxurious trains 
floating behind the models. The embroidery was 
intricate, as scallops edged dupattas and impressive 
motifs highlighted the lehengas. The colours were a 
mix of rainbow hues for each ensemble, offering at 
times the possibility of mix and match options.. 
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“Fashions fade, style is eternal.” 
—Yves Saint Laurent

From the layman’s point of view, one must look at 
the stars, our very galaxy to understand how the 
fashion industry works. Just like our cosmos is 
surrounded by zillions of stars, comets, meteors, 
asteroids and black holes, so is the world of 
fashion replete with celebrities, some old some 
new, fashion designers, some talented some 
plagiarists, supermodels, most of them who 
have been shelved and the others who still think 
they can make a mark in our country. Just like 

our Milky Way which ultimately revolves around 
a black hole right at its centre, the fashion 
industry too revolves around the tiny supernova 
of fashion designers. Meher Castelino’s book 
Fashion Musings talks about the niche crowd, 
right from the super-talented designers who will 
only create collections hoping that people will 
fit in it to watching the ugly birth of daddy’s little 
girls and mama’s princesses piggybacking into 
undeserved stardom.

surViViNG the GLitz OF  
the FAshiON iNdustry
Meher Castelino’s book 
Fashion Musings takes the 
reader through the dizzying 
depths of the not-so-
glamorous fashion industry, 
advertisements and the world 
of modelling and Bollywood 
writes Ayesha Sultana 
Mohiuddin Gopalan…
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Delivering a sledgehammer blow to all those 
ideas that one has created while watching 
this glitzy glass palace as an outsider, Fashion 
Musings shatters one’s ideas of fashion, beauty 
and the film world. Meher’s unique style of 
writing in an inverted question answer manner 
not only leaves the reader in splits in certain 
sections, but also makes one ponder on the 
frivolity of the industry especially in recent times.

Fashion began when humans began wearing 
clothes. But it was in fact, Charles Frederick 
Worth who invented the idea of sewing 
labels on to his dresses in the 19th century 
which ultimately began the designer couture 
movement. As the industry grew, people 
like Coco Chanel, Gianni Versace began to 
make it to the top with their sheer talent and 
a lust for hard work. But what grew from the 
simplistic roots of sewing businesses and busy 
seamstresses turned out to be a far greater 
gem than what is considered as today’s talented 
fashion designer. Fashion Musings talks about 
those designers who do not want to take the 
effort of learning the right techniques. It talks 

about they who believe that a short course will fix 
their plain and crude concept of fashion, textiles, 
textures, fabrics, embellishments, etc. In these short 
tete-a-tetes which don’t last for longer than two 
pages, one gets to see designers such as those who 
are willing to plagiarise, others who would rather 
have their interns do the hard work and keep the 
glory for themselves and yet others who think that 
nepotism and a short course is all that they need to 
acquire stardom.

Meher not only talks about fashion designers in 
her book but also celebrities, models, photographers 
and even lawyers. With the fashion industry 
now moving towards ensuring sustainability and 
keeping in mind the harmful impact it has had on 
the environment over centuries, Fashion Musings 
explains the dilemmas that certain designers face 
since they believe it is a fad rather than the next step 
in the industry.

In the 21st century, fashion designing is no longer 
as innovative as it used to be. More designers tend 
to want to not experiment with designs and play with 
textures. While some designers prefer to hide behind 
their clothes and others to flaunt their egos with their 
garments, it is only a handful who actually maintain 
their stoic stance in this chaos. Meher tightly clinches 
all of these ideas in her book Fashion Musings, thus 
making it a delightful read and an eye opener for all 
those who aspire to become a part of this world.  
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As they say…
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