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Indo Count: The

| Indo Count Textlleb appreciated 5, 600 percentin
the past couple of years, even as 1 kept saymg

vvvvvv

from its bottom levels, Hlmatsmgka

Seide stayed so terribly sluggish for

. months between I80 and I90 that
just when one gave up, the stock
doubled in four weeks.

It appears India’s domestic tex-
tiles segment is being re-rated. Indo
Count has been reporting stronger
margins — 12.6 per cent in the last

- guarter of 2013-14 to 17.6 per cent in
" the last quarter. It has been reporting

MARKET MIND

lext symphony

capdcity increase 88 per cerit at40 per cent of the
original greenﬁeld processing cost) expected to

Concurrently, Indo Count gradu— .
ated from the low-mid product seg-
ment to the mid-to-high (marked by
“progressively higher thread counts),
expanded horizontally-(from an exst-
while bed sheet focus tofashionbed-
ding, utility bedding and institu-
tional bedding), graduated from
‘made 10 stock’ to ‘made to order’,
increased inventory turns and com-
mitted to capital investments only
after receiving reasonable purchase

~ higher returns on employed capital
== 76 per cent in 2010-11 1o 34.5 per
. cent in 2014-15 (twice its largest com-
; 'petltor) It has transformed its bottom line from
- R10.66 crore in 2010-11 to ¥145.88 crore in 2014-15.
 Itwould be simplistic to ascribe this to the ‘tex-
. »tile cycle’. There is something deeper at work here.
In this capital-intensive sector, Indo Count
*graduated towards asset-lightness. The company

- began to experiment successfully with outsourc- -
ing (buying grey fabric from other companies)

. -over insourcing (backward integration) and focus-
_ing on grey fabric processing over manufactur-
_ing everything under one roof. The result: a supe-

tior return on employed capital in a
“capital-intensive sector translated into a consis-
tent increase in profitability.

. Evenas the company was a part of the corpo-
. rate debt restructuring programme, it expanded
. processing capacity from 36 million metres per
annum to 45 million metres per annum and
68 million metres per annum ~ through accruals.
in 2015, Indo Count will implement incremental
expansion at a substantially lower cost (processing

MUDAR PATHERYA

i commitments by customers.: . i
The result is that Indo Count exit-

ed from its corporate debt restruc-
turmg plan four years ahead of schedule, after
paying a recompense amount of ¥26 crote to banks,

-'in 2015 in lieu of the preponed exit.

One would assume the big play in Indo Countv '
would be over. Yes and no, Yes, because it would . :
be unrealistic to expect similar percentage returns
in market cap growth from this point onwards. No, .

because the company is likely to generate far more-

cash (following its low cost expansion) than it can .

hope to consume, helping pare (or even elimi-

nate) working capital.

When you have a topline of about %3,000 crore,
earnings before interest, taxes, depreciation, and
amwortisation margin of even 15 percent (ama
pessimist) and no debt on your books, you have
people willing to price you differently, -

Wonder if this could be the next symphony.

The authoris a stock market writer, tracking corporate
earmings and investor psychology to ga Hge where
markets are not headed
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JHARNA MAZUMDAR &
RITWIK MUKHERJEE

Mumbai/Kolkata

THE booming ethnic wear -
industry is driving apparel

sales and it is, therefore, no

wonder that retailers are

vying for a significant pie of

this segment.

Retailers say that ethnic
wear is shapmg the fashion
indbistry as in the past few
years its growth has attract-

as revenues are concerned,
we are happy with both.
The only challenge in the
online sector is that this
category is of a very touch-
and-feel kind; where the

-consumers have to check

the product before invest-
ing in them. So yes, I would
say that in our sector, we
gain more revenues from
the brick and mortar stores
rather than from online
sales,” Jashnani asserts.

4
ed many new entrants. The When Jashn had started Deﬂgners Qbr(](]d
market is getting redefined  off, ethnic wear for women
with brands and designers was considered a niche huve tﬂken "he
exploring new- opportuni- market. In a very short . o
ties, and targeting a new. span, ethnic apparel has ' InTerCUhUI‘ OI .
set 'of consumers based in’ generated a large customer Coe :
the domestic and overseas ' base among urban women. bu rrers Of the v
markets. “This” is the reason ps
" The ethnic wear market = Jashn has redefined tradi- world und
is expected to grow ata CA-  tional Indian clothing by

GR of 8 per cent and reach
$19,600 million: in 2018,
according to Technopak.
Rahul Jashnani, manag-
ing director of Jashn, says:
“Being the owner of one of

i the fastest grdwmg ethnic- ethnic wear. It can also be ' nated by western wear and  who forte liés in providing years, retailers and design- alone. It is spreading inter- ers of the world
‘brands I would say that I~ said that the ethnic con- make a niche market space. pure ethnic  products, ers have opted actively for nationally’ too. There is a ~ blurred them.:
sumer base is divided into - marked by the intersection . which are deep-rooted in the online market space. significant growth - in. the - “The influenc

giving - it 2 ‘'modern touch
that¥appeals to- contempo-
rary women. Today, all high
network places, along with

- boardrooms across | India,

are adapting to chic Indian

traditional and “modern,”

mainstream fashion domi- Meena“Bazaar and Vishal,

of the best of international’ - Indian ciltuire. The design-

GLOBAL DESI: Ethnic brands are reaching different corners of the world via online platforms as well as through physical presence

nessed in the last couple of

A few online - players

to the domestic market -

international - market and

blurred them‘: E

bly haven’t even realised it.
Designers abroad haye tak-
eh the intercultural barri-1

an. ethnic fashlon on
demaﬁﬂ“ﬁér}ﬁiﬁi@ﬁ o' Beor “Jlnﬁitistrya

2 -Jashnams U - b "‘Uﬂa st Hh-néifénd Indidnt featurés, aﬁd‘ ”éi‘ wear branids

s b The

Liliclaim thattthey are'¥rowing ' @1

women are fond of adorn: :
ting "themselves in western
- outfits, their love for ethnic+
.wear has not died" dowi.
Thi§ can be seen in the
- steady growth in the ethnic
_wear segment over the past
: years. This segment is pro-
“jected to grow further by
» 8.4 per cent over the next
- decade from the present Rs
- 61,679 crore.”
- Jashnani says that his
: focus for a very long timne
“ has remained on being an
offline player. But the times
are* changing as Indian
corisumers are becoming’
habituated to new trends in
terms of both products and
retail options. Convenience
of the customer is the key
here and the online -space
has changed the whole dy-
namics of buying habits.
So, Jashn is now present on
Jabong, Myntra, Snapdeal,
‘Amiazon and Flipkart.
“We also have an online
site where our products are
~available exclusively. As far

'

sive gr w’@h %'IUH&)
share  of - Inéhan ethnic
brands over the years and
this has resulted in a simul-
taneous influx'in the num-
ber of such brands. Owing
to fundamental - societal
factors such as rapidly in-
creasing female workforce,
disposable income, mall
culture, international
recoguition given to tradi-
tional Indian attires and

concerns for maintaining-
individuality, ethnic brands |

are-able to cut through the
competition posed by west-
ern- outfit -brands and at-
tract the interests of not
only middle-aged but also
young female population.
“Ethnic brands are no
longer seen as the carriers
of ancient cultural value
but their roles have evolved
to a point where they are
able to fuse power, femi-
ninity and modern fashion
with traditional dressing.
Factors like these have in-
spired brands like us to quit
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to this change in retail and S and so on, now present
designer label industries,” online, have also reached
according to Rupali Lakra, out to a wider consumer
fashion  designer and  base, Sinha explains.
founder of Pralii. ' The ethnic wear market

Praveen Sinha, manag- - of India stood at $13,100
ing ‘director and founder,, million in 2013 out of
Jabong.com, says that un-  which the contribution of
like yesteryears, ethnic men’s ethnic wear was only
brands now mirror the new 3 per cent. Contribution of
age Indian woman. They kid’s ethnic wear is 9 per
have “redefined traditional
Indian outfits as something
that-a woman can wear and
look simple and yet stylish.
“With a view to giving the
Indian woman variety in
her day wear and to infuse
a dose of excitement in her
wardrobe, brands like W,
Biba, Rangmanch,
Fabindia, among others
have bolstered their fare.
They offer their customers
contemporary, fashionable
and stylised garments to
suit different occasions,”
Sinha says.

Apart  from  these,
Jabong has brands like

According to Sinha, the
online apparel market in
India is flourishing like
never before, with more
and more consumers get-
ting wired to the internet.
Though the online space
has created a specific space
‘in the market, it is in the
offline market that the
growth has been particular-
ly tremendous.

The growth of ethnic
brands is largely offline at
the moment. However,
with the changing para-
digms of shopping wit-

cent and that of women's"
ethnic wear is 88 per cent.

i 40W\Lf

aster than thegé)fﬂé plé\,
ers,-as they hajvegcgreater
reach to the customers.
Manoj Gupta, founder,
Craftsvilla.com, says that,
going forward, new ethnic
brands will most likely
come from online players:

“There is a broader- trend -
that new brands are getting -
- created now online rather

than offline. The growth is
mainly coming from the
domestic market with in-
ternet disrupting this mar-
ket and' providing much
wider reach to tier-II and
tier-11I towns.

Gupta -said his compa-
ny’s target customers are
mostly in smaller towns
and smaller - metros. Vil-
lages and tier-IlI towns also
have potential buyers.

Animesh. Kumar, assis-
tant director - categories,
fashion, said, that online
retail is growing much
faster than offline, and eth-
nic wear sales are higher
than western outfits sale.
The trend is not restricted

the rise %&

across the; worl
potent1a1 markets._ are - the
~US, Australia- and Singa-
pore, says Sinha of Jahong.

Ethnic - brands are
reaching different corners

‘of the world via online plat-

forms as well as through
physical presence, and
NRIs and foreigners are
showing greater interest in
these brands. However, the
growth magnitude is much
higher in the domestic
market, says Lakra.
According to Gupia of
Craftsvilla, the company, at
present, has about 2 per
cent of their sales from in-
ternational markets. How-
ever, going forward, inter-
national ethnic is likely to
contribute 20 per cent of
Craftsvilla’s sales by 2017.
International = markets
have always had a fondness
for Indian: ethnic styles.
Ethnic wear has flooded
the  fashion = runways
through styles, designs,
colours, etc. and you proba-

¢ - ithieasurabl
L e

‘seen a bigrise in Iu a’s

B

ral markets, but ‘at tﬁe
same time the feedback
from the international

market is immense. We
have firmly placed roots in
the West Asian regions,
with three stores in UAE;
one in Dubai and two in
Abu Dhabi,” said Jashnam
of Jashn.

Craftsvilla, too,
launched services in Singa-
pore and Malaysia in June
2015, The other geogra- -
phies - on  the company’s
anvil are Thailand, Indeéne-
sia, Philippines, = Latin
America, Argentina and
Brazil. '

“We plan to enter these
countries and sell local eth-
nic products to the local
customers,” says Gupta.
“We believe that there is
potential to secure at least
a fifth of our sales from the
international business”, he
adds.

ritwikmukherjee
@mydigitalfc.com
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Raymond
slashes
lossby .
58 per cent

" OURBUREAU

Mumbai, August 2
Textile major Ray-
mond has reduced
its losses by 58 per
- cent from 33 crore
to %14 crore for the
first quarter -ended

- June 30,2015.

- . Net revenues in-
creased by 2 per cent
from 1,120 crore to
1,145 crore.,

In a statement,
Gautam Hari Singha-
nia, CMD, Raymond,
‘said, “The current
quarter witnessed a
subdued consumer

- sentiment in the do-
mestic market and
sluggish demand in
the export markets
particularly in the
garmenting and aw
tomotive segment.”
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{f you're wondering what Mika’s Rajasthanicon-
nection here is, it’s the regal look of that band-
& healo and its Rajasthani designer Himmat Singh.

The singer attended the recent launch of Himmat’s

store in Delhi’s Khan Market, where the desighen
+ will make available his royal designs for men, women

+.and children. ]

.Himmat’s USP is that regal look in clethmg like
sherwams, polo coats, breeches and Nehru jackéts,
“all of which display innovative style and have a'great
fit. Because of that, he is a favourite among erstwhile
“rajgharanas and also has people from Bollywood as ™
- clients - starslike Ajay Deven, Kapil Sharma, Shilpa -~
Shetty, Raj Kundra and others, B
“+ The Delhi store will showcase his most pox ular
“héritage Royal collection, which shows Studi
‘mat’s sighature style.
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met contemporary
twists on Day 4
ofthelndia 4
Couture W
Week 2015

Reynu took
inspiration from
Persia with a
collection called
Shahbanu,
presenting a
series of period
creations
comprising
shararas,
anarkalis

and

lehengas.

Seen here

is model
Nayanika

ROHIT BAL . | Chatterjee

Gudda’s collection
had intricate embroi-
dery and fine detail-
ing. The collection,
titled Husn-e-
Taairaat, was an ode
to artisans and
craftsmen. Flower
motifs, especially the
lotus, have been a
part of his creations
earlier, but this time
he created hand-em-
broidered bird and
animal motifs on

. jackets and coats.
Seen here is model
Rikee Chatterjee

DEBARUN

.J: 37
‘RIMPLE AND HARPREET
" Rimple and Harpreet presented a
collection inspired by Indian ma--
harajas and nobles and their
lifestyles from the era of the Raj,
which were influenced by their

travels to the West. Sgen here is
model Sonalika Sahay




