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PRINCE PIPES AND
FITTINGS LIMITED

T HAS BEEN A 3-DECADE IJOURNEY FOR PPFL. WHAT ARE 
PRINCE PIPES' CORE VALUES 

THAT HAVE BEEN PASSED ACROSS 3 
GENERATIONS OF 
ENTREPRENEURS?

The journey that started in 1987 
con�nues to be gra�fying and 
exci�ng. Over the years, PPFL has 
emerged as one of India’s largest & 
fastest growing mul� polymer 
processing company providing 
integrated piping solu�ons.

Our core values are the way of life 
at PRINCE. A strong system-based 
approach has ensured transparency 
and reflected in every aspect of the 
business.

Also being a compassionate 
corporate ci�zen and promo�ng 
societal welfare – have been very 
fundamental traits carried forward 
across genera�ons. These aspects 
remain unchanged and drive us to 
develop global exper�se to offer 
best-in-class products and build a 
value crea�ng business.

The one thing that is common 
across genera�ons has been 
passion for this business. All our 
strategic efforts towards business 
growth and expansion are guided 
by our core values centring on 
ethics and integrity. 

THE INDIAN PIPES AND FITTINGS 
MARKET HAS BEEN GROWING AT A 
CAGR OF 10-12% AND EXPECTED 
TO GROW FASTER. WHAT ARE THE 
GROWTH DRIVERS? AND WITH 
GROWING COMPETITION, HOW 
DOES PRINCE PIPES DIFFERENTIATE 
ITSELF FROM THE COMPETITION?

India con�nues to be in a 
precarious situa�on with around 
600 million facing high to extreme 
stress over water. 

The Government of India has 
undertaken �mely efforts 
recognising the urgent need to 
address the safe water 
transporta�on issues. Ini�a�ves 
including Swachh Bharat Mission – 
to achieve universal sanita�on 
coverage and awareness crea�on, 
Amrut – providing basic civic 
ameni�es like water supply, 
sewerage and improve overall 
quality of life and Smart City 
Mission – to drive economic growth 
and improve the quality of life.

We con�nue to expand our 
distribu�on network and reach 
across urban, semi-urban, and rural 
India and our growth strategy of 
‘Winning in many Indias’ has been 
playing out well. It establishes our 
differen�a�on within the industry 
while enabling us to expand market 
share. We have also been able to 
offer world class product quality by 
integra�ng newer technology and 
enhancing our manufacturing 
efficiencies.

With several drivers that have 
compelled industry consolida�on, 
we are very aggressively leveraging 
such opportuni�es by studying 
consumer preferences, inves�ng in 
brand awareness, premiumiza�on 
and market educa�on. All these 
ini�a�ves are already delivering 
strong outcomes in riding the shi� 
from the unorganised to organised 
play. 

Other key factors such as rapid 
urbanisa�on which we believe will 
con�nue to drive demand, also 
signals the importance of new 
market penetra�on and making 
new in-roads for our wide bouquet 
of products already available.

Leveraging both strong head and 
tail winds, Prince Pipes has focussed 

on building very strong capabili�es 
in manufacturing, product 
innova�on and diversifica�on and 
forging global alliances for quality 
enhancement and technical 
knowledge. All these strategic 
growth efforts con�nue to sharpen 
our compe��ve edge.

CAN YOU DEFINE THE PLANS FOR 
THE FUTURE IN TERMS OF 
EXPANSION AND GROWTH?

All our strategic efforts undertaken 
are now delivering visible results. 
We have always remained ahead of 
the curve as in 2008 we were the 
1st company to venture into North 
India and established a plat at 
Haridwar, in 2012 we acquired the 
Chennai and Kolhapur plant, in 
2014 PPFL was an early mover into 
Eastern India with a unique asset 
light model. Subsequently in 2020-
21 our associa�on with Lubrizol – 
the inventors & largest producers of 
CPVC compound in the world, to 
market the brand under the Prince 
Flowguard Plus has been gaining 
ground strongly and in 2021 we also 
inaugurated our 7th manufacturing 
facility in Telangana to address the 
Southern markets. All these 
strategic efforts con�nue to 
augment our growth plans, also 
supplemented by the consolida�on 
within the industry, as well as our 
high decibel targeted branding and 
marke�ng ini�a�ves.

In addi�on to leveraging the 
opportunity to cross sell PVC and 
CPVC systems, our focus is now on 
the secondary retail network. We 
are the first in the industry to 
launch Udaan a loyalty program for 
retailers and plumbers through 
which we have been able to build a 
strong connect with retailers and 

plumbers across the country. We 
are ramping up investments in 
technology to strengthen Udaan. 
This will help us to increase the 
visibility and accuracy of plumber 
level data and help us to 
intelligently use a data driven pull 
system of sales rather than a 
conven�onal push system. Product 
expansion, project forays and team 
building are other pillars of growth 
that in process of being explored. 

We recently launched water tanks 
majorly on asset light model & 
products pertaining to Industry & 
Project network shall also be in 
focus.

WHAT STRATEGIES DOES PRINCE 
PIPES HAVE IN PLACE TO IMPROVE 
YOUR SUPPLY CHAIN AND BUILD 
LONG-TERM RELATIONSHIPS WITH 
KEY SUPPLIERS?

Considering the current disrup�ons 
globally, coupled with the rising 
demand for polymers, securing 
supplies will remain key. We have 
been partnering with key suppliers 
to ensure security of supply and to 
leverage compe��ve pricing. We 
are undertaking several ini�a�ves 
to build greater synergies between 
Despatch, Warehouse teams, 
Produc�on planning & Scheduling. 
We also consistently review other 
important aspects like good credit 
terms, develop long term strategic 
partnerships to drive volumes, 
value-driven rela�onship across all 
levels or �ers of suppliers and are 
also widening our supplier base. We 
have a strong Dealer Management 
System and clear MOUs with key 
vendors to ensure a robust supply 
posi�on considering our 
requirements in advance.

Towards strengthening the business 
model, our vision of developing an 
asset light model – has been 
posi�vely suppor�ng our financial 
health. We also have our own 
manufacturing units and depots to 
service the market be�er. Towards 
adop�ng a more futuris�c supply-
chain discipline, we are exploring 
new technologies to help us plan 
demand-supply modali�es be�er.

Over 3 decades, we have built 
strong trusted rela�onships with 

our suppliers and vendors that have 
helped both par�es to navigate 
such challenging �mes together.

SUSTAINABILITY AND FOCUS ON 
THE TRIPLE BOTTOM LINE HAS 
GAINED CENTRE STAGE. CAN YOU 
ELABORATE HOW PPFL IS AIMING 
TO ATTAIN TBL GOALS? 

These challenging �mes during the 
pandemic showcased the value of 
environment and sustainability. We 
are dedicated to manufacturing 
products which are smart, 
resourceful and pro-environment. 
Our plants set up over the last few 
years, are designed & aligned to 
latest energy saving techniques. 

Our TBL goals towards Financial, 
Environmental and Social are well 
defined and focus on embracing 
green energy across factories, 
improving equipment efficiency and 
machine output and consistent 
energy audits to curb energy 
leakages. 

These efforts con�nue to be 
translated into visible results as we 
have reduced greenhouse 
emissions by over 23% over the 
past 4 years, we are replacing 
conven�onal high energy 
consump�on with energy efficient 
equipment and our implementa�on 
of solar panels in manufacturing 
facili�es have saved electricity 
equivalent to burning 2.7 million 
pounds of coal burned per year. 
Suppor�ng the plumber’s 
community through our annual 
flagship event on The World 
Plumbing Day, building industry 
awareness, undertaking various 
labour oriented welfare schemes 
are various ways we implement our 
focus on social and community 
welfare.

WHAT ARE THE MAIN CHALLENGES 
IN THE INDUSTRY AND WHAT 
NEEDS TO BE DONE TO EXPAND 
THE USE OF HIGH QUALITY, 
RELIABLE PIPING SYSTEMS AND 
PRODUCTS?

The industry con�nues to witness 
heavy dependence on raw material 
imports driving price vola�lity & 
irregular supplies during 
unprecedented �mes like Covid 19.

Other issues like duplicate, fake and 
low quality products are serious 
challenges. Prince Pipes is taking 
strict ac�on against duplicates and 
all such cases are already being 
dealt with swi� legal ac�on. We are 
constantly undertaking market 
scans to weed out such cases 
swi�ly as they are serious offences 
on brand iden�ty. Offenders are 
being dealt with stern ac�on to 
protect Prince Pipes’ credibility 
which con�nues to be nurtured 
over 3 decades. 

The ini�a�ves taken by GOI in 
implemen�ng stricter control over 
inappropriately marked ISI products 
shall add strength to the efforts 
made by the Industry. 

Role of Social media has been 
instrumental in reaching out to a 
large number of audiences in 
educa�ng them about the merits of 
Branded Products, and helping end 
users being part of the decision 
making typically for products like 
ours that are hardly seen by the 
User.

This leads to crea�ng a strong 
awareness with end-users about 
fake, duplicate & low-quality 
products which will help in phasing 
this challenge out. Brand awareness 
also entails making the right 
product available for right 
applica�ons. We are already 
ac�vely implemen�ng these efforts 
in driving a shi� from choosing 
unbranded to high quality, reliable 
branded products which includes 
working to bring about a change in 
the mind set of Indian customers to 
becoming brand and quality aware.

Another key point is to create 
awareness about the innova�ve 
products which are replacing the 
conven�onal products and to guide 
not only end users but also key 
par�cipants in the supply-chain 
process; how and where to use 
those products. For eg. larger 
diameter underground sewerage 
applica�ons instead of RCC we 
should use DWC pipes, for lower 
diameter we should use Foam fit 
pipes.

THE EXECUTIVES INDIA

Ul�mately, It's our consumer who has to win
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Mr. Ravi Sanghi - CMD

SANGHI INDUSTRIES

AN YOU PLEASE GIVE AN COVERVIEW OF YOUR 
PROFESSIONAL 

BACKGROUND LEADING UP TO 
AND INCLUDING YOUR CURRENT 
ROLE?

It all begun when I was a small kid 
and use to assist my mother in her 
Handcra� business.  A�er 
gradua�ng in Commerce, I worked 
for a Tex�le Mill prior to star�ng a 
tex�le-processing unit in 1979 at 
Sanghinagar, at the outskirts of 
Hyderabad. The journey that 
started there reached to 
establishment of a large scale 
industrial township - Sanghi Nagar 
at Hyderabad. My commitment to 
expand the business to newer 
horizons and the entrepreneurial 
gut brought me to Kutch – Gujarat 
in 1993 and then with a vision to 
make Kutch – ‘Singapore in making’, 
we established one of the world’s 
largest single stream cement plant 
along with a full fledged township 
named Sanghipuram. Currently I am 
working in the capacity of Chairman 
and Managing Director of Sanghi 
Industries Limited, which has 
business interest in Cement, 
Infrastructure, Power and 
Hospitality industries.

WHAT HAVE BEEN SOME OF THE 
SIGNIFICANT HIGHLIGHTS OF 
SANGHI INDUSTRIES LIMITED 
HISTORY?

I s�ll remember the day when I first 
visited the current Sanghi Cement 
Plant site loca�on literally on a 
camel cart. It was a completely arid 
region with prac�cally nothing 
around. The moment I saw this 
place, I was very clear to make the 
place an oasis in the desert. We s�ll 

boast of having a plant with full 
infrastructure facility like Power 
Plant, own je�y, fully opera�onal 
township and road network 
connec�vity from day one of our 
opera�ons. 

The major milestones of Sanghi 
Industries were Commissioning of 
One of the world’s largest single 
stream cement plant and the 
launch of ‘Sanghi Cement’ in 
Gujarat market in the year 2003, my 
children Aditya and Alok joining our 
business in the year 2005, 
expansion of the Clinker capacity to 
6.6 MMTPA and Cement capacity to 
6.1 MMTPA. Expansion of the 
Power Plants to 143 MW capacity, 
establishment of Bulk Cement 
Terminals at Navlakhi in Gujarat, 
Dharamtar in Maharashtra and at 
Kochi at Kerala. On the sales front, 
we have expanded our markets 
from Gujarat state to Rajasthan, 
Maharashtra, Madhya Pradesh and 
Kerala. Sanghi Cement has become 
one of the most trusted and 
preferred brand. In the export 
market we went on to became 
biggest exporter of bagged cement 
from India.

However on the personal front, 
direct or indirect difference to 
thousand of residents via 
community and regional 
development is the key milestone 
that I feel I have achieved during 
the journey.

WHAT ARE SOME OF SANGHI 
INDUSTRIES' KEY VALUES AND 
BELIEFS? HOW IMPORTANT IS 
CUSTOMER’S SATISFACTION?

We at Sanghi have always believed 
in inclusive growth. Our vision is to 
be the business leader, delivering 
superior value to all our 

stakeholders. On the similar lines 
we govern our Company with a 
mission to achieve profitable 
growth and customer delight 
through innova�on, opera�onal 
excellence, leadership and 
teamwork to add value for all 
stakeholders and society. Our core 
values are : Care for all 
stakeholders, Con�nuous learning 
and growth, Commitment to 
excellence, Concern for society and 
Corporate governance based on 
trust and integrity. 

Customer sa�sfac�on has always 
been our utmost priority. Since we 
operate in an industry which has 
connect to one’s life thorough out 
his / her life via building their 
dream house or any long term 
construc�on related to one’s career 
like his factory, office etc., we are 
more concerned about them and 
assist them via various ini�a�ves to 
take informed decisions. We were 
pioneer in many Customer centric 
services like Shak� Rath – Onsite 
Concrete Tes�ng services and 
establishing Consumer Care Centers 
– a one stop Construc�on solu�on 
shop at majority of the ci�es we 
operate in. 

We are recognised by many 
Government and other ins�tutes of 
repute for our products and 
services including “most preferred 
Cement brand of the year” awards.

WHAT DO YOU THINK SETS YOUR 
BUSINESS APART FROM ITS 
COMPETITORS?

• Key loca�on of our plant with 
all required raw material 
available in surrounding area

• Superior quality of our raw 
material

Leaders drive the culture
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mission to achieve profitable 
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connect to one’s life thorough out 
his / her life via building their 
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more concerned about them and 
assist them via various ini�a�ves to 
take informed decisions. We were 
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shop at majority of the ci�es we 
operate in. 
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services including “most preferred 
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BUSINESS APART FROM ITS 
COMPETITORS?

• Key loca�on of our plant with 
all required raw material 
available in surrounding area

• Superior quality of our raw 
material
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• Our lean opera�onal structure 
powered by innova�ons, 
opera�onal excellence and fast 
adop�on of latest technological 
innova�ons 

HOW HAVE YOU FOUND THE 
MANUFACTURING INDUSTRY IN 
INDIA?

Manufacturing is emerging as one 
of the highest growth industry in 
India. With Government’s clear 
focus and large scale momentum 
programs like “Make In India”, India 
has become one of the most 
a�rac�ve des�na�on for 
investment in manufacturing sector. 
Many of the Global top 
manufacturing companies have 
either established their 
manufacturing facili�es in India or 
are in process of se�ng up their 
plants. This is apart from the fact 

that most of the Indian origin 
manufacturing companies are doing 
exceedingly well in India and 
abroad. 

The manufacturing sector of India 
has the poten�al to reach US$ 1 
trillion by 2025.  Further, a 
popula�on of 1.36 billion people, 
will be a big draw for investors. 

Also, Government’s focus on 
developing Industrial Corridors and 
smart ci�es coupled with robust 
logis�cal infrastructure will ensure 
holis�c development of the 
manufacturing industry in India. 

HOW IMPORTANT IS CULTURE TO 
THE BUSINESS? HOW DO YOU 
INSTIL THIS IN YOUR EMPLOYEES?

Organiza�on Culture is very vital 
component as it shapes the 
corporate iden�ty and the growth 
of any organiza�on, paving the way 
to success and a las�ng legacy.  
Apart from rou�ne training / 
seminar sessions, we run 
‘Management interac�on  
with juniors program’ on regular 
basis. We also run employee 
wellness and recrea�on programs 
wherein we ensure that the en�re 

family of the employee par�cipate. 
We have made it a prac�ce to 
celebrate all fes�vals together at 
our Company township, Corporate 
Office and all branch offices. We 
also encourage  Social interac�on, 
promote team building and team 
work and have created 
environment that lead to open 

communica�on. Finally, gra�tude is 
one very important part of our 
posi�ve culture and we never miss 
a chance to mo�vate / enhance our 
employees socially by means of 
awards, cer�fica�on and 
recogni�on. 

WHAT ARE THE PLANS FOR THE 
FUTURE IN TERMS OF EXPANSION 
AND GROWTH?

We are happy to share that we have 
very recently completed a major 
Capex successfully by raising our 
Clinker Produc�on capacity to 6.6 
MMTPA, Cement Capacity to 6.1 
MMTPA and Power Genera�on 
capacity to 143 MW. We now plan 
to expand our domes�c market to 
cover more parts of Maharashtra, 
MP and other states on the West 
Coast of India. We also plan to add 

more bulk cement terminals at 
places like Goa, Karnataka. Further 
we plan to export Clinker and 
Cement. We have taken up a 
challenge to completely digi�se our 
opera�ons and pu�ng in place all 
possible automa�on to seal the 
minutest of the leakages in the 
system and improve our efficacy at 

every single point possible. We 
have always been focussing on 
sustainable development and we 
will further invest in steps to ensure 
lowering of CO2 emissions and aim 
to become a Carbon neutral cement 
company. 

WHAT STRATEGIES DOES SANGHI 
INDUSTRIES HAVE IN PLACE TO 
IMPROVE YOUR SUPPLY CHAIN 
AND BUILD LONG TERM 
RELATIONSHIPS WITH KEY 
PARTNERS?

We have a fairly simple approach 
towards managing our supply chain 
and our key partners. We always 
focus on crea�ng win-win situa�ons 
between us and our key partners. 
This has really worked well for us 
and we have most of our key 
partners – vendors working with us 
since our incep�on. To define it in 
depth – with an inclusive approach 
we have created a Supply chain 
council that consists of Senior and 
Junior management level execu�ves 
that manages and control key 
supply chain func�ons like 
op�mizing the Company owned 
inventories, improve our 
distribu�on network, iden�fy the 
newest and relevant technological 
innova�ons to help improve our 
efficacy, build cordial rela�onships 

with our exis�ng suppliers and 
constantly scout for improvement 
avenues with them, review all 
processes and results thereof and 
iden�fy the scope of improvements 
and implement them. We are also 
encouraging socially responsible 
and “green” ini�a�ves designed to 
improve our workplace for the 
greater good of our vendors, 
channel partners, employees, 
community around and thereby the 
en�re organiza�on itself. 

ANYTHING ELSE YOU WOULD LIKE 
TO ADD OR EXPAND UPON?

Sanghi's commitment for posi�ve 
transforma�on has resulted in 
conver�ng the arid landscape of the 
nearby area into a green and clean 
zone. This is achieved as a result of 
Sanghi's mammoth ini�a�ve of 
cul�va�ng 400,000 plants in and 
around its campus in Kutch. Sanghi 
Cement firmly believes in its role as 
a responsible corporate ci�zen and 
strives to be a proac�ve contributor 
to the na�on's growth story. We 
have contributed towards se�ng up 
of advanced Educa�on, Healthcare 
and Hygiene facili�es within area of 
our opera�on. Our water 
conserva�on ini�a�ves like making 
check dams, conver�ng mined pits 
to water reservoirs, recycling of 

waste water, implementa�on of 
water saving techniques like drip 
irriga�on etc has paid off well 
transforming a water scarce 
region to a water posi�ve region 
today. Since the incep�on of our 
plant, we run various community 
development programs be it 
preserving and enhancing local 
art and culture, partnering locals 
in enhancing their livelihood 
opportuni�es to establishment 
of places like Dada-Dadi park – 
our tribute to the senior ci�zens 
of the area. Further being a 
Socially Responsible Corporate 
Ci�zen, we have always 
extended help to the locals at 
much needed �mes via relief and 
rehabilita�on programs during 
the natural calami�es like the 
current Covid Pandemic, 
devasta�ng earthquake of 2001, 
cyclones and droughts. 

To sum it all....I would say that 
this is how we build a be�er 
state, strong India and a clean-
green world, not just by 
manufacturing cement but also 
by human approach. At Sanghi, 
we believe that the future is 
already concrete....

THE EXECUTIVES INDIA THE EXECUTIVES INDIA
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Mr. Chandrashekar H.G. - Founder & MD

SASMOS HET
TECHNOLOGIES LIMITED

Bangalore based SASMOS HET 
Technologies Limited, 
manufacturer of wiring 

harness, electro-mechanical 
assemblies and unit integra�on 
products delivered to global OEMs

SASMOS founder and managing 
director Mr.  HG Chandra Shekar 
interact with The Execu�ves India 
Magazine and shared his insights

star�ng with Make in India is an 
inspiring concept. “Because a very 
strong thought is being 
communicated to look within the 
country. We are excited at the new 
opportuni�es offset has given us,” 
he says.

It needs a lot of hard work to live to 
a Boeing mandate. We decoded 
their expecta�ons. We mo�vated 
ourselves. And, we knew if we did it 
once, we could do it again and 
again,” says Chandra shekar. While 
the rules of game didn’t permit him 
to share any technical details of the 
electrical panels nor the numbers, 
all he could say was it plays a 
mission-cri�cal role.......

strategy of being located globally in 
rela�vely low-cost footprints, 
something he believes is extremely 
important in mee�ng customer 
expecta�ons. Chandra shaker 
describes customer focus as 
“paramount”, no�ng it as a crucial 
facet to how it approaches business 
culture and rela�onships. “We 
strongly believe that our 
customers‟ their success is our 
success. It's more like a partnership 
rather than a vendor– customer 
kind of rela�onship. We expect the 
same thing with our suppliers 
because, like our customers, they 
are more like an extension of us,” 
he explains.

I strongly believe that culture is the 
founda�on for any business. At 
SASMOS , the customer centric 
culture based on trust, 
transparency and teamwork as 
values forms the founda�on. And 
with the guiding principles like 
Passion for innova�on, Opera�onal 
excellence, Global strength and the 
sense of responsibility towards our 
customers, business partners, 
employees

we wanted the flow of 
communica�on and needs including 
compliance expecta�on to be 100% 
aligned with our partners. Our 
partners at �mes remain the face to 
our customers doing the first mile 
and last mile legs or suppor�ng an 
integral part of the supply chain. 

Hence our partners play an 
extremely significant role & we 
collaborate with them in mul�-
dimensions. Collabora�on starts 
with win-win posi�ons for both 
organiza�on, technology 
advancements, that will allow our 
partners to work with us 
collabora�vely. We treat them as 
one among us than our “Supplier” 
which again gives them an inclusive 
approach towards business needs. 
Not only is everything in-house, but 
we also have a very good supply 
chain and teams of trusted partners 
who really support us in all aspects 
of the manufacturing process. Their 
support gives us a huge advantage 
when it comes to keeping costs low.

Chandra shekar points out that 
proximity is vital not only in terms 

Innova�ons & Clear vision
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of geography, but also in building 
customer trust. “We are very close 
to our customers. We want to 
engage with them in the long-term 
and create a win–win partnership 
for both sides. Our customers trust 
us to perform outsourced processes 
for them. The aerospace industry 
has very strict requirements in 
regard to quality, because obviously 
we want people to be safe when 
they fly,” he explains.

“So, there’s a need to be a safe 
system and ensure the quality of all 
our steps in the supply chain. Our 
customers know that SASMOS is the 
leading company in doing that, as 
we’ve been providing this assurance 
since long  years in working for all 
the Government  and Tier-1 
companies in the industry. Our  
customers very much value this 
exper�se that we have gained over 
the years.”

In addi�on to developing more 
infrastructure in growth regions, 
SASMOS is inves�ng heavily in its 
people and systems. “People skills 
are very important, so we invest a 
lot in training our teams. It’s very 
important for us to have the right 
people at the right place, serving 
our customers,” says Chandra 
shekar, adding that technology is 
also important.

“People skills are very important, so 
we invest a lot in training our 
people.”

“It’s about making sure that we 
have the right IT systems and 
infrastructure to be closely 
connected to our customers.”

SASMOS also maintains close �es 
with its suppliers in the region. “We 

already have a well-established 
supply base globally, but it’s going to 
grow as the aerospace and avia�on 
industry grows,” Chandra shekar 
explains.

We have processes to con�nuously 
dialogue with our employees, 
understand the challenges and 
derive solu�ons to co-create the 
future. With true empowerment we 
create ‘Leadership at all levels’ and 
drive the culture of 
entrepreneurship, with Customers 
being the focal point. It is important 
to develop a strong value system 
and work culture to ensure a 
healthy and professional work 
environment among employees and 
keep them mo�vated. We believe in 
our value system and work culture 
to inculcate good work culture and 
team work in our team. We focus on 
fair and ethical values.

One of the most important lessons 
Chandra shekar has learned from his 
�me in the  industry is the value of 
having a long-term vision

“Some�mes, it gets shaky and there 
are lots of ups and downs, but that 
is very normal, and if you get 
distracted by this then you forget to 
have a long-term view. It’s the same 
in the aerospace industry. So, I think 
the best advice is to fasten your 
seatbelts and look ahead. You need 
to think long-term; don’t lose your 
direc�on.”

business prac�ces, professional 
approach with mutual respect, 
customer orienta�on, striving for 
excellence, innova�on and passion 
which are our guiding principles to 
drive our business. 

We commi�ed to innova�on and 
growth in products and services 
offered by us

As previously stated Our mission, 
vision and values are already there 
on our domain. We are driven by 
our vision and values that 
recognizes the contribu�on of every 
individual employee. Thanks to a 
strong value system we are charged 
up as a vibrant team to accomplish 
any tasks/projects in a �me-bound 
manner. Our core values includes 
respect people, honor systems and 
process, be fair and ethical, be 
customer centric, strive for 
excellence and ins�ll passion.

SASMOS is a highly reputed 
organiza�on in the country, 
absolute technology driven 
company and most importantly  
Long term plans & vision. 
company's incredible growth and 
expansion, trust and transparency 
that we follow throughout the 
years.

Mr. Rajeev Kapur - MD

THE EXECUTIVES INDIA
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STEELBIRD HELMETS 

While Steel bird 
con�nues to innovate 
with research, crea�ng 

thousands of products helmets 
fundamentally it’s the company ’s 
hooks which fascinate consumers. 

This is part of our unique ‘Way 
Forward’ – it’s not only about 
remaining a technology leader and 
driving innova�on, it’s about how 
we do business, how we respond to 
COVID-19 triggered market decline, 
and how we set ourselves up to be 
profitable in the long-term. Those 
are tall orders – but our global team 
has never had an issue with rising 
to the challenge.”

The company’s passion for  
explora�on is driven by its 
commitment to understand 
customer needs and develop 
solu�ons relevant to the 
marketplace. He says it’s the vast 
“go-to market” that protects it from 
the ups and downs of the economy. 
“Obviously last year was very 
different, but because of the 
diversity of the por�olios we offer, 
Steelbird has been able to navigate 
through. While some areas may be 
down, others are up, and it’s that 
diversifica�on that has helped us 
get through many, many challenges 
over the years.

But to me, as the Managing 
Director, what really makes a 
difference is our people; how 
passionate and smart they are 
about developing and bringing 
solu�ons to the marketplace. That 
dedica�on, combined with our 
culture of collabora�on, diversity 
and inclusion, definitely makes Steel 
bird a very unique organiza�on.”

Describing his latest role as MD, he 
says it’s an opportunity for the India 
and South Asia region to have a 
voice.

“Even more importantly, it gives 
that line of hope to all the India and 
global countries working with us 
that there is a clear career path for 
them in the future. And at the same 
�me, it gives them the opportunity 
to be�er connect with the local 
team, and to voice their concerns 
and explore opportuni�es.”

Meanwhile, Rajeev Kapur 
adventurous personality likes to 
explore opportuni�es himself, 
spending �me travelling the world 
extensively with his family  to 
discover different cultures and 
geographies. Communica�on, in 
�mes of uncertainty, is cri�cal. It’s a 
very challenging world, but the 
main emphasis for us is to look 
ahead at the horizon and keep a 
posi�ve mindset. Even in hard 
�mes, you have to try to find that 

silver lining and remember that life 
has two rules: one, never quit; and 
two, never forget rule number one.

Company's core and ethical values, 
quality and innova�ve products, 
Inves�ng in R&D, Technology 
driven, Team work, world class 
standards, Honor & commitments, 
Never Give-up, Just keep moving, 
rise of Steel bird, flexibility, 
Integrity, Produc�on ability

Technology driven company, adding 
new products and models on a 
regular basis for customer 
deligh�ul, significant growth and 
expansion plans

We at Steel bird engage with each 
and every employee of the 
company to train and work with 
them to building a healthy 
environment atmosphere

Steel bird as a company follow 
certain standards in order to 
maintain the quality in our 

products. in the near future many 
new helmets with different and 
unique specifica�ons. 

We keep on launching new 
products. In coming days, we had 
taken 1200 retailers, dealers and 
distributors to Thailand to witness 
the Steel bird Excellence Awards in 
2018 &19. During the Award 
Ceremony we had launched 15 new 
products, and we are con�nuing to 
launch new products . The details of 
the products can not be disclosed 
right now, but will surely share at 
the right �me. A lot of Innova�on 
will seen in the Steel bird products 
in the coming years.

While you can have standards that 
need to be met, there are different 
people and different ways you can 
deal with them to reach those 
standards. The more transparency 
in what you’re trying to achieve and 
how each person plays a part in 
that, the greater the engagement is. 
When people are given the chance 
to have their say, ask ques�ons, feel 
like they actually have a chance to 
influence outcomes, then you 
create an engagement that is quite 
contagious and fills the culture, 
which in turn improves 
performance significantly.”

That surely makes for a sustainable 
work environment.

This is part of our unique ‘Way 
Forward’ – it’s not only about 

remaining a manufacturing player 
and driving innova�on, it’s about 
how we do business, how we 
respond to COVID-19 triggered 
market decline, and how we set 
ourselves up to be profitable in the 
long-term. Those are tall orders – 
but our global team has never had 
an issue with rising to the 
challenge.”

In India, the demand will be for 
more than 100 million helmets a 
year. Now the ma�er comes, how 
we drive this. As of now, we are 
producing more or less 25 million 
new two wheelers that means two 
helmets for each two wheeler, 
leading to use of 50 million helmets 
each year for the new two wheelers 
only. Talking about the current 
condi�ons, the helmet is 
mandatory only in Delhi, 
Chandigarh and Jaipur, where the 
law is enforced. The Government 
should make helmets mandatory 
Pan India. As per the WHO Report, 
30% of the riders and 10% of the 
pillion riders are wearing the 
helmet in India. Now, we have to 
consider that in India on road, there 
will be 180 Million two wheeler into 
2 helmets, leading to minimum 300 
Million helmets will be required to 
fill the gap of the two wheelers on 
the road. And, if we say the life of a 
helmet is five years, means every 
five years there will be demand to 
replace the helmet, leading to a 

total demand of the Indian market 
of 100 million helmets annually.

We see ourselves in a way that we 
should be having 30% of the share 
and based on that con�nuously, 
year by year, we are increasing our 
produc�on capacity. Now, at the 
Steelbird Manufacturing Plant, we 
have built up 200, 000sq more. By 
2021, we will be having a capacity to 
produce 43,000 helmets per day. 
We are surely working on our 
produc�on capacity, keeping in 
mind the future demands and 
requirements of the Indian Market.

adding to that my message and a 
humble request to the two wheeler 
riders is to always wear good quality 
helmets which follow the 
regula�ons prescribed by the 
Bureau of Indian Standards. If a 
dealer is offering you a helmet at a 
cost below Rs 450, then you must 
know that it is surely a local or fake 
ISI helmet which can be really 
harmful just like fake medicines.

THE EXECUTIVES INDIA
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Mr. Paritosh Agarwal - MD

SURYALAKSHMI
COTTON MILLS 

It is also about crea�ng a more 
fulfilling and safer workplace. 
Paritosh Agarwal  is proud of 

how far Suryalakshmi has come. 
During his �me in the business, one 
of the greatest lessons he has 
learned is the importance of quality. 
“Without quality, a customer can 
never be happy,” he says.
“Some companies can gain 
customers by offering lower prices 
but, ul�mately, what customers 
want is be�er quality. At 
Suryalakshmi, we make quality our 
highest priority.”
In the future, Paritosh is looking 
toward greater expansion within 
the business. “Suryalakshmi is 
planning to increase the opera�on 
in many sectors,” he says. “We are 
planning to invest in synthe�c yarn, 
fibres, digital prin�ng and many 
other sector of the tex�le industry.”
We are partnering with partners for 
a disrup�ve technology in the way 
fabric will be colored. This is a very 
important part of our strategy. We’ll 
be offering that capability in most 
of the regions where we operate. A 
combina�on of our disrup�ve fabric 
technology and our  supply chain 
can hopefully give a more holis�c 
solu�on to our customers, 
especially a�er this coronavirus 
crisis,”  Paritosh says.
adding company's credibility, 
expanding plants ac�vely, strong 
product development, fully 
integrated company moderniza�on, 
quality products, environment 
friendly, core values, significant 
growth. 
Suryalakshmi has implemented 
several strategies to further 
improve its opera�ons and stand 
out from its compe�tors. It has 
increased the number of 
automated machines, priori�zed 
sustainability, adhered to 
compliance and focused on using 
recycled products.

In the constantly evolving world of 
tex�les, the stability of reliable 
suppliers is vital, with the secret to 
development lying in successful 
collabora�on. Suppliers include 
major  machines , industrial 
machines,  and  chemical solu�ons.
What makes Suryalakshmi stand out 
as a valuable addi�on to its 
suppliers’ customer base is that it 
naturally views suppliers as 
partners. For example, the garment 
maker works alongside a lot of the 
companies from which it sources 
dyes and chemicals.
The result is a supply chain 
characterized by collabora�on and 
communica�on. Suryalakshmi 
customers give it ideas about the 
kind of product they want and, in 
turn, Suryalakshmi provides 
feedback to its suppliers and work 
with them on a long term base.
At the end of this process, garments 
are made according to the 
requirements of the customer base. 
Without a close rela�onship with its 
partners, Suryalakshmi  wouldn’t 
have achieved the success it has 
enjoyed these many  years.
“This industry is never sta�c, it’s 
always changing and evolving and 
the only way to have the edge over 
your compe��on is to focus, 
understand the needs of the 
customers and respond quickly. We 
have to be proac�ve to create and 
develop the products they are 
looking for and this requires 
collabora�on. Actually, you have to 
give them solu�ons, not a product, 
and that’s one of our greatest 
strengths. We believe in being 
proac�ve, not reac�ve, and 
con�nuously encouraging greater 
crea�vity is one of our main 
differen�a�ng factors against our 
compe�tors.”
This means improving our 
processes while maintaining 

quality,” he explains. Over the next 
years, we need to consolidate what 
we have while s�ll developing and 
adding new products.
All our top execu�ves are from 
Suryalakshmi and it’s been like that 
right from the beginning. We have 
never brought people in from 
outside, they have all been 
homegrown people. This has 
created an ethical culture based on 
honesty, integrity and transparency. 
We respect human values, we 
believe in teams and opera�ng on 
openness, trust and the flow of 
ideas. These are the core values 
Surylakshmi Spinning Mills has built 
over the years.”
New products, new development – 
that is a mantra for us,”  He added. 
“We search, we develop, we listen 
to our customers and look at other 
compe�tors so we are always ahead 
of the game. It’s con�nuous. You 
cannot stop.
Customer loyalty, some of it 
stretching back more than 15 years, 
is important and safeguarded by 
consistency.
“We retain our customers by always 
offering quality, supply and 
developments,” he says. “It’s 
another important thing on which 
we judge ourselves.
“Whether it be with a supplier or a 
customer, we build rela�onships. 
A�er all, they help us grow. One 
example of this is allowing our 
suppliers of tex�le machinery, raw 
materials suppliers in dyes, 
chemicals and packaging, all our 
partners to experiment with new 
technology and equipment in our 
plants. 
I’m in a business that employs a lot 
of people, so when we make a 
proposal, we impact people’s lives. 
We are in a very polluted industry. If 
we can do something right, we 
impact the planet and the 
environment.”

Fabrica�ng the future
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 VIBGYOR GROUP
OF SCHOOLS 

HAT ARE VIBGYOR'S WCORE VALUES? 

We launched VIBGYOR back in 2004 
with a genuine sen�ment to bring 
about desired changes in the 
educa�onal landscape. Tradi�onally, 
most learning mechanisms had 
been rote-driven and academic-
focused with li�le scope for extra-
curricular ac�vi�es like sports, 
music, performing arts and the likes. 

For instance, in the early 2000s, my 
son was a na�onal level tennis 
player, but he o�en had to miss his 
school to par�cipate in 
tournaments, in most instances due 
to the rigidness, for lack of a be�er 
term, of the en�re academic 
structure. 

However, over the last few years, 
our mechanisms have evolved 
significantly and we are in a much 
be�er posi�on today when it comes 
to priori�sing a balanced curriculum 
for our children. 

Our renowned curriculum focuses 
upon modern interna�onal 
methodologies as greatly as it 
focuses upon extra-curricular 
ac�vi�es. Our deep-rooted passion 
for providing holis�c educa�on for 
our young students was also 
recently encoded in the Na�onal 
Educa�on Policy, 2020 – a valida�on 
of sorts for our beliefs since our 
incep�on. 

We strive to ENTHUSE our students 
with fascina�ng learning 
experiences. With our well-
researched structured curriculum, 
new-age teaching methodologies, 

 Responses on behalf of_Ms. Kavita Sahay Kerawalla, Vice Chairperson VIBGYOR Group of Schools 

digital learning tools and a wide 
range of extra-curricular ac�vi�es 
and facili�es, we offer students a 
value-added, in-depth educa�on 
experience. We also work to 
ENLIGHTEN our students so they 
can discover and harness their full 
poten�al. We constantly endeavour 
to guide our students, nurture their 
interests, and channelise their 
energies into refining their skills, 
talents and abili�es – whether in 
academics, sports or performing 
arts. Through our integrated 
curriculum, holis�c educa�on 
experience and emphasis on 
developing new-age skills, we 
EMPOWER students to be ready for 
the dynamic world of 2030. 

The three core values men�oned 
above (3 Es) are our mo�vators to 
ensure that our students are ready 
whenever it is �me to spread their 
wings and fly into the outside 
world. 

We believe that every child is 
unique and presents dis�nc�ve 
developmental trajectories and 
learning techniques, varied 
intellectual, crea�ve and emo�onal 
abili�es and so on. 

It is our moral responsibility to 
provide our li�le ones with quality 
educa�on in an enabling 
environment in order to rightly 
mould them into tomorrow's 
leaders of their respec�ve fields. 

HOW DOES THE VIBGYOR GROUP 
DIFFERENTIATE ITSELF FROM THE 
COMPETITION? 

We have been pioneers of holis�c 
educa�on for nearly two decades 
now.

Our constant focus on all-round 
development of our students has 
proven to be an effec�ve facilitator 
in showcasing their talents and 
personal interests while also 
enhancing their cri�cal thinking 
abili�es and decision-making skills. 
Addi�onally, our programmes on 
offer also priori�se inculca�ng a 
genuine spirit of teamwork via 
extensive peer-to-peer 
collabora�on. 

We provide students with a 
seamless blend of modern 
academics, professional sports. 
music, performing arts, real-life 
community experiences and 
relevant experien�al learning 
programmes. Our first-of-its-kind 
Sports & Performing Arts curriculum 
has been well-integrated with 
classroom learning to help strike a 
fine balance between the various 
facets that cons�tute a symmetrical 
learning process. 

We also do our level best to support 
our students who choose to further 
pursue their extra-curricular 
ac�vi�es professionally (whether 
interna�onal, na�onal or state-level) 
by conduc�ng addi�onal classes, 
gran�ng leaves and so on, 
depending upon the situa�on. 

Another key differen�ator is our 
scripted curriculum methodology 
which ensures that academic 
content is delivered simultaneously 
across all our schools. The scripted 
nature of our curriculum guarantees 
consistency in the content delivery 
mechanisms while also covering all 
learning aspects in an appropriate 

Educa�onal Excellence
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about desired changes in the 
educa�onal landscape. Tradi�onally, 
most learning mechanisms had 
been rote-driven and academic-
focused with li�le scope for extra-
curricular ac�vi�es like sports, 
music, performing arts and the likes. 

For instance, in the early 2000s, my 
son was a na�onal level tennis 
player, but he o�en had to miss his 
school to par�cipate in 
tournaments, in most instances due 
to the rigidness, for lack of a be�er 
term, of the en�re academic 
structure. 

However, over the last few years, 
our mechanisms have evolved 
significantly and we are in a much 
be�er posi�on today when it comes 
to priori�sing a balanced curriculum 
for our children. 

Our renowned curriculum focuses 
upon modern interna�onal 
methodologies as greatly as it 
focuses upon extra-curricular 
ac�vi�es. Our deep-rooted passion 
for providing holis�c educa�on for 
our young students was also 
recently encoded in the Na�onal 
Educa�on Policy, 2020 – a valida�on 
of sorts for our beliefs since our 
incep�on. 

We strive to ENTHUSE our students 
with fascina�ng learning 
experiences. With our well-
researched structured curriculum, 
new-age teaching methodologies, 

 Responses on behalf of_Ms. Kavita Sahay Kerawalla, Vice Chairperson VIBGYOR Group of Schools 

digital learning tools and a wide 
range of extra-curricular ac�vi�es 
and facili�es, we offer students a 
value-added, in-depth educa�on 
experience. We also work to 
ENLIGHTEN our students so they 
can discover and harness their full 
poten�al. We constantly endeavour 
to guide our students, nurture their 
interests, and channelise their 
energies into refining their skills, 
talents and abili�es – whether in 
academics, sports or performing 
arts. Through our integrated 
curriculum, holis�c educa�on 
experience and emphasis on 
developing new-age skills, we 
EMPOWER students to be ready for 
the dynamic world of 2030. 

The three core values men�oned 
above (3 Es) are our mo�vators to 
ensure that our students are ready 
whenever it is �me to spread their 
wings and fly into the outside 
world. 

We believe that every child is 
unique and presents dis�nc�ve 
developmental trajectories and 
learning techniques, varied 
intellectual, crea�ve and emo�onal 
abili�es and so on. 

It is our moral responsibility to 
provide our li�le ones with quality 
educa�on in an enabling 
environment in order to rightly 
mould them into tomorrow's 
leaders of their respec�ve fields. 

HOW DOES THE VIBGYOR GROUP 
DIFFERENTIATE ITSELF FROM THE 
COMPETITION? 

We have been pioneers of holis�c 
educa�on for nearly two decades 
now.

Our constant focus on all-round 
development of our students has 
proven to be an effec�ve facilitator 
in showcasing their talents and 
personal interests while also 
enhancing their cri�cal thinking 
abili�es and decision-making skills. 
Addi�onally, our programmes on 
offer also priori�se inculca�ng a 
genuine spirit of teamwork via 
extensive peer-to-peer 
collabora�on. 

We provide students with a 
seamless blend of modern 
academics, professional sports. 
music, performing arts, real-life 
community experiences and 
relevant experien�al learning 
programmes. Our first-of-its-kind 
Sports & Performing Arts curriculum 
has been well-integrated with 
classroom learning to help strike a 
fine balance between the various 
facets that cons�tute a symmetrical 
learning process. 

We also do our level best to support 
our students who choose to further 
pursue their extra-curricular 
ac�vi�es professionally (whether 
interna�onal, na�onal or state-level) 
by conduc�ng addi�onal classes, 
gran�ng leaves and so on, 
depending upon the situa�on. 

Another key differen�ator is our 
scripted curriculum methodology 
which ensures that academic 
content is delivered simultaneously 
across all our schools. The scripted 
nature of our curriculum guarantees 
consistency in the content delivery 
mechanisms while also covering all 
learning aspects in an appropriate 
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manner. Our scripted curriculum 
also makes it possible for students 
to shi� seamlessly from one 
VIBGYOR centre to another. 

As an example, if a student's family 
relocates from Bengaluru to 
Mumbai on a Friday evening and 
the student a�ends her/ his new 
school in Mumbai on Monday 
morning, she/ he would have not 
missed out a single class, from an 
academic point of view. 

With VIBGYOR schools being 
present in most major Indian ci�es, 
especially for sake of parents who 
are o�en reloca�ng, our scripted 
curriculum provides the added 
benefit that their children's 
academic progression is not 
affected in any way, regardless of 
when they choose to relocate. 

WHAT ARE THE PLANS FOR THE 
FUTURE IN TERMS OF EXPANSION 
AND GROWTH? 

Well, firstly, I'm genuinely grateful 
that we are now present in 14 
major Indian ci�es. It is only due to 
our parents' unwavering faith in us, 
along with the love of our students. 

Over the years, our network of 
schools has been growing steadily 
and now includes the preschools, 
VIBGYOR Kids and VIBGYOR Roots, 
while the primary and secondary 
schools are under the names 
VIBGYOR High and VIBGYOR Rise.

WHAT STRATEGIES DOES VIBGYOR 
GROUP HAVE IN PLACE TO 
IMPROVE THE BUSINESS? 

We also take pride in having stayed 
ahead of the curve, primarily 
through our innova�on and 
pragma�sm. 

Our latest successful endeavor was 
to create a virtual classroom 
pla�orm with relevant content, 
prac�cally overnight, when the 
pandemic had hit us last year. 

We, therefore, launched VIBGYOR 
Virtual to facilitate regular online 
classes, supplemented with digital 
lesson plans, detailed student 
discussions, and even parent-
teacher virtual feedback sessions. 

We have also started organising 
virtual student trips to museums, 

na�onal parks and zoos so that the 
experien�al learning's of students 
can con�nue despite the recent 
travel restric�ons. 

As we eagerly look to emerge from 
the pandemic, with schools 
reopening gradually, we are 
planning to introduce a modified 
version of 'blended learning'. 
Through this approach, we intend 
to facilitate a smooth transi�on for 
students from at-home learning of 
the past one year to conven�onal 
classroom learning. 

Our teachers are now well-trained 
to deliver educa�onal content via a 
balanced mix of classroom teaching 
and virtual resources, which would 
provide students with the added 
flexibility of freely tailoring their 
learning methodologies as per their 
preferences. 

WHAT ARE SOME OF THE KEY 
GOALS THAT MS KAVITA SAHAY 
KERAWALLA AND VIBGYOR GROUP 
HAVE ACHIEVED SINCE THEY'VE 
BEEN THERE? 

Apart from our passion and 
mo�va�on, VIBGYOR was also 
established with a goal to create a 
vast network of schools, which 
would be perpetually-evolving 
models of excellence while 
adhering to the latest interna�onal 
standards. 

A�er establishing 40 schools since 
our launch, we know that we have 
already come a long way, but there 
is s�ll some distance to be covered. 

For now, we are looking to get back 
to school as soon as we possibly 
can! 

ADDITIONAL QUESTIONS: 

PLEASE TELL US ABOUT YOUR 
JOURNEY AS A WOMAN 
ENTREPRENEUR IN THE 
EDUCATION SECTOR 

I started teaching in schools in the 
early 90s. A�er a li�le while, I 
realised that my students were also 
learning from the same books 
which I had, when I was in school. It 
seemed like the world outside was 
rapidly changing but our teaching-
learning methodologies had 
remained sta�c through the years. 

Hence, during the incep�on of 
VIBGYOR, when I led a team of 
teachers and professional 
educators, our key focus was to 
design a curriculum that blended 
modern global learning 
methodologies with our tradi�onal 
Indian school curriculum. I 
genuinely wished for our young 
children to be learning and applying 
more advanced levels of knowledge 
than the earlier genera�ons. 

Even a�er the VIBGYOR launch, my 
entrepreneurial ini�a�ves did not 
cease. Soon, I introduced VIBGYOR 
Viva, which is an annual interschool 
cultural fes�val that offers a 
pla�orm for students to showcase 
their talent on a grand stage. 

VIBGYOR Model United Na�ons was 
then launched to acquaint students 
with the various prevalent 
challenges which we face as a 
global community. The innova�ve 
solu�ons provided by our students 
over the years truly make me 
believe that a few of them are 
already on their way to the United 
Na�ons and World Health 
Organisa�on in the near future! 

I addi�onally also launched several 
other campaigns, like Novella and 
VIBGYOR Voyageur which focus on 
holis�c development of our 
students while also being 
interes�ng for them. 

Each day, I do my best to keep the 
entrepreneurial spirit alive within 
me, which will hopefully inspire our 
li�le students to become even 
greater entrepreneurs in the future. 

HOW WOULD YOU DEFINE TRUE 
ENTREPRENEURSHIP? 

Apart from working long hours, true 
entrepreneurship is also about 
adap�ng and evolving with the 
changing �mes. Entrepreneurship 
provides you with a genuine 
opportunity to make a real impact 
on society in an appropriate 
manner. Hence, it is impera�ve for 
an entrepreneur to realise the 
actual worth of her / his product or 
services, along with also being 
equally accommoda�ng towards 
the realigning of certain goals, if 
need be. 

WHAT HAS BEEN YOUR 
EXPERIENCE OVER THE YEARS 
WORKING IN THE EDUCATION 
SECTOR? 

I started teaching at a �me when 
teachers were only supposed to 
teach what they themselves had 
studied in school, with prac�cally 
no differen�a�on in the delivery 
mechanisms when compared with 
the earlier genera�ons. Though 
computers arrived much later, they 
ini�ally had minimal impact on 
student learnings, and were more 
of an aesthe�cal inclusion for most 
schools. For a long �me, the main 
purpose of schooling was limited to 
preparing students for their board 
examina�ons so that a pres�gious 
college would be within reach. 

Going forward, I intend to make 
learning even more rounded by 
integra�ng prac�cal life subjects 
into our curriculum, like basic 
carpentry, cooking, electronics skills 
and so on. 

The above skills are fairly easy to 
master and are o�en handy in day-
to-day life. Since they cannot be 
taught in isola�on, we are looking 
at ways towards integra�ng them 
with our exis�ng classroom 
concepts. 

Besides being adept at academics 
and extra-curriculars, our students 
should also be self-reliant if the 
situa�on arises, knowing how to 
correctly change a light bulb, 
prepare their own delicious meals, 
or fix a broken table. 

Hence, in 2021, I feel lucky to not 
just have witnessed the coming-of-
age of our curriculum and delivery 
mechanisms, but to also have been 

a significant contributor towards 
this impending transforma�on. 

WHAT HAS MADE YOU SO 
SUCCESSFUL AS AN 
ENTREPRENEUR 

I would like to believe that our 
entrepreneurial success over �me 
has primarily been due to our 
constant focus on making quality 
educa�on accessible for as many 
students as possible. 

From a single brick-and-mortar 
centre in 2004, to the 40 schools we 
operate today, our growth story 
could be termed inspiring for many. 
However, we have not let this 
upward graph impact the quality of 
our service, or our core values, in 
any way. With each new centre, we 
are even more determined to climb 
higher, while always holding our 
beliefs close to our hearts. 

Our comprehensive training and 
retraining programmes for our 
teachers, along with our scripted 
curriculum, have ensured overall 
uniformity and high-quality output 
levels to a significant degree 
without any compromises. 

However, for ascending to the 
ul�mate summit of success, there is 
no subs�tute for hard work, as an 
entrepreneur, as a student or 
otherwise. 

AS A WOMAN LEADER, WHAT IS 
YOUR ADVICE TO WOMEN WHO 
WANT TO START THE 
ENTREPRENEURIAL JOURNEY? 

According to a recent survey, there 
are presently more than eight 
million women entrepreneurs in 
India alone. This number is 

increasing each day and bringing 
about a radical change in the 
demographics of the tradi�onal 
'business world', which is highly 
encouraging for us as a na�on. All-
women and women-led 
organisa�ons are now playing a 
more significant role in the 
economic and social growth of our 
country, and genera�ng large-scale 
employment. 

Despite the more than eight million 
women entrepreneurs already 
present in India, I would ideally like 
to see even more women 
entrepreneurs taking charge, 
especially a�er the pandemic, 
which has inevitably ensured a 
fresh start for numerous sectors 
and industries, with a plethora of 
new opportuni�es surfacing for 
budding women entrepreneurs. 

My advice to women entrepreneurs 
would be to stay focussed on your 
goals, have a great sense of self-
belief and never stop innova�ng. In 
most cases, there will be a fair 
share of challenges and obstacles 
which could some�mes be 
demo�va�ng, but with dedica�on, 
pa�ence, hard work and a genuine 
intent, success will always be 
around the corner. 

Especially because it's Women's 
Day, I would also want to add that it 
is important for women 
entrepreneurs to also empower 
other women wherever possible. 
This mul�plier effect will go a long 
way in ensuring gender equity and 
social harmony. 

Wishing you all a very Happy 
Women's Day! 
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manner. Our scripted curriculum 
also makes it possible for students 
to shi� seamlessly from one 
VIBGYOR centre to another. 

As an example, if a student's family 
relocates from Bengaluru to 
Mumbai on a Friday evening and 
the student a�ends her/ his new 
school in Mumbai on Monday 
morning, she/ he would have not 
missed out a single class, from an 
academic point of view. 

With VIBGYOR schools being 
present in most major Indian ci�es, 
especially for sake of parents who 
are o�en reloca�ng, our scripted 
curriculum provides the added 
benefit that their children's 
academic progression is not 
affected in any way, regardless of 
when they choose to relocate. 

WHAT ARE THE PLANS FOR THE 
FUTURE IN TERMS OF EXPANSION 
AND GROWTH? 

Well, firstly, I'm genuinely grateful 
that we are now present in 14 
major Indian ci�es. It is only due to 
our parents' unwavering faith in us, 
along with the love of our students. 

Over the years, our network of 
schools has been growing steadily 
and now includes the preschools, 
VIBGYOR Kids and VIBGYOR Roots, 
while the primary and secondary 
schools are under the names 
VIBGYOR High and VIBGYOR Rise.

WHAT STRATEGIES DOES VIBGYOR 
GROUP HAVE IN PLACE TO 
IMPROVE THE BUSINESS? 

We also take pride in having stayed 
ahead of the curve, primarily 
through our innova�on and 
pragma�sm. 

Our latest successful endeavor was 
to create a virtual classroom 
pla�orm with relevant content, 
prac�cally overnight, when the 
pandemic had hit us last year. 

We, therefore, launched VIBGYOR 
Virtual to facilitate regular online 
classes, supplemented with digital 
lesson plans, detailed student 
discussions, and even parent-
teacher virtual feedback sessions. 

We have also started organising 
virtual student trips to museums, 

na�onal parks and zoos so that the 
experien�al learning's of students 
can con�nue despite the recent 
travel restric�ons. 

As we eagerly look to emerge from 
the pandemic, with schools 
reopening gradually, we are 
planning to introduce a modified 
version of 'blended learning'. 
Through this approach, we intend 
to facilitate a smooth transi�on for 
students from at-home learning of 
the past one year to conven�onal 
classroom learning. 

Our teachers are now well-trained 
to deliver educa�onal content via a 
balanced mix of classroom teaching 
and virtual resources, which would 
provide students with the added 
flexibility of freely tailoring their 
learning methodologies as per their 
preferences. 

WHAT ARE SOME OF THE KEY 
GOALS THAT MS KAVITA SAHAY 
KERAWALLA AND VIBGYOR GROUP 
HAVE ACHIEVED SINCE THEY'VE 
BEEN THERE? 

Apart from our passion and 
mo�va�on, VIBGYOR was also 
established with a goal to create a 
vast network of schools, which 
would be perpetually-evolving 
models of excellence while 
adhering to the latest interna�onal 
standards. 

A�er establishing 40 schools since 
our launch, we know that we have 
already come a long way, but there 
is s�ll some distance to be covered. 

For now, we are looking to get back 
to school as soon as we possibly 
can! 

ADDITIONAL QUESTIONS: 

PLEASE TELL US ABOUT YOUR 
JOURNEY AS A WOMAN 
ENTREPRENEUR IN THE 
EDUCATION SECTOR 

I started teaching in schools in the 
early 90s. A�er a li�le while, I 
realised that my students were also 
learning from the same books 
which I had, when I was in school. It 
seemed like the world outside was 
rapidly changing but our teaching-
learning methodologies had 
remained sta�c through the years. 

Hence, during the incep�on of 
VIBGYOR, when I led a team of 
teachers and professional 
educators, our key focus was to 
design a curriculum that blended 
modern global learning 
methodologies with our tradi�onal 
Indian school curriculum. I 
genuinely wished for our young 
children to be learning and applying 
more advanced levels of knowledge 
than the earlier genera�ons. 

Even a�er the VIBGYOR launch, my 
entrepreneurial ini�a�ves did not 
cease. Soon, I introduced VIBGYOR 
Viva, which is an annual interschool 
cultural fes�val that offers a 
pla�orm for students to showcase 
their talent on a grand stage. 

VIBGYOR Model United Na�ons was 
then launched to acquaint students 
with the various prevalent 
challenges which we face as a 
global community. The innova�ve 
solu�ons provided by our students 
over the years truly make me 
believe that a few of them are 
already on their way to the United 
Na�ons and World Health 
Organisa�on in the near future! 

I addi�onally also launched several 
other campaigns, like Novella and 
VIBGYOR Voyageur which focus on 
holis�c development of our 
students while also being 
interes�ng for them. 

Each day, I do my best to keep the 
entrepreneurial spirit alive within 
me, which will hopefully inspire our 
li�le students to become even 
greater entrepreneurs in the future. 

HOW WOULD YOU DEFINE TRUE 
ENTREPRENEURSHIP? 

Apart from working long hours, true 
entrepreneurship is also about 
adap�ng and evolving with the 
changing �mes. Entrepreneurship 
provides you with a genuine 
opportunity to make a real impact 
on society in an appropriate 
manner. Hence, it is impera�ve for 
an entrepreneur to realise the 
actual worth of her / his product or 
services, along with also being 
equally accommoda�ng towards 
the realigning of certain goals, if 
need be. 

WHAT HAS BEEN YOUR 
EXPERIENCE OVER THE YEARS 
WORKING IN THE EDUCATION 
SECTOR? 

I started teaching at a �me when 
teachers were only supposed to 
teach what they themselves had 
studied in school, with prac�cally 
no differen�a�on in the delivery 
mechanisms when compared with 
the earlier genera�ons. Though 
computers arrived much later, they 
ini�ally had minimal impact on 
student learnings, and were more 
of an aesthe�cal inclusion for most 
schools. For a long �me, the main 
purpose of schooling was limited to 
preparing students for their board 
examina�ons so that a pres�gious 
college would be within reach. 

Going forward, I intend to make 
learning even more rounded by 
integra�ng prac�cal life subjects 
into our curriculum, like basic 
carpentry, cooking, electronics skills 
and so on. 

The above skills are fairly easy to 
master and are o�en handy in day-
to-day life. Since they cannot be 
taught in isola�on, we are looking 
at ways towards integra�ng them 
with our exis�ng classroom 
concepts. 

Besides being adept at academics 
and extra-curriculars, our students 
should also be self-reliant if the 
situa�on arises, knowing how to 
correctly change a light bulb, 
prepare their own delicious meals, 
or fix a broken table. 

Hence, in 2021, I feel lucky to not 
just have witnessed the coming-of-
age of our curriculum and delivery 
mechanisms, but to also have been 

a significant contributor towards 
this impending transforma�on. 

WHAT HAS MADE YOU SO 
SUCCESSFUL AS AN 
ENTREPRENEUR 

I would like to believe that our 
entrepreneurial success over �me 
has primarily been due to our 
constant focus on making quality 
educa�on accessible for as many 
students as possible. 

From a single brick-and-mortar 
centre in 2004, to the 40 schools we 
operate today, our growth story 
could be termed inspiring for many. 
However, we have not let this 
upward graph impact the quality of 
our service, or our core values, in 
any way. With each new centre, we 
are even more determined to climb 
higher, while always holding our 
beliefs close to our hearts. 

Our comprehensive training and 
retraining programmes for our 
teachers, along with our scripted 
curriculum, have ensured overall 
uniformity and high-quality output 
levels to a significant degree 
without any compromises. 

However, for ascending to the 
ul�mate summit of success, there is 
no subs�tute for hard work, as an 
entrepreneur, as a student or 
otherwise. 

AS A WOMAN LEADER, WHAT IS 
YOUR ADVICE TO WOMEN WHO 
WANT TO START THE 
ENTREPRENEURIAL JOURNEY? 

According to a recent survey, there 
are presently more than eight 
million women entrepreneurs in 
India alone. This number is 

increasing each day and bringing 
about a radical change in the 
demographics of the tradi�onal 
'business world', which is highly 
encouraging for us as a na�on. All-
women and women-led 
organisa�ons are now playing a 
more significant role in the 
economic and social growth of our 
country, and genera�ng large-scale 
employment. 

Despite the more than eight million 
women entrepreneurs already 
present in India, I would ideally like 
to see even more women 
entrepreneurs taking charge, 
especially a�er the pandemic, 
which has inevitably ensured a 
fresh start for numerous sectors 
and industries, with a plethora of 
new opportuni�es surfacing for 
budding women entrepreneurs. 

My advice to women entrepreneurs 
would be to stay focussed on your 
goals, have a great sense of self-
belief and never stop innova�ng. In 
most cases, there will be a fair 
share of challenges and obstacles 
which could some�mes be 
demo�va�ng, but with dedica�on, 
pa�ence, hard work and a genuine 
intent, success will always be 
around the corner. 

Especially because it's Women's 
Day, I would also want to add that it 
is important for women 
entrepreneurs to also empower 
other women wherever possible. 
This mul�plier effect will go a long 
way in ensuring gender equity and 
social harmony. 

Wishing you all a very Happy 
Women's Day! 
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FOREVER 
CLOTHING !

he RealReal, the world’s Tlargest online marketplace 
for pre-owned luxury goods, 

said Gucci is the most bought and 
sold brand, according to its latest 
2021 Luxury Resale Report.

The report charts the current state 
of luxury resale, including the 
pandemic’s las�ng impact on how 
people are buying and selling, 
based on the behaviors of The 
RealReal’s 23+ million members and 
the data behind its 19+ million 
items sold.

GUCCI IS THE MOST BOUGHT AND 
SOLD BRAND OF THE YEAR

The company said purchases 
increased 62 percent and 
consignments grew 61% year on 
year. Gen X, the original thri�ing 
genera�on, are Gucci’s No. 1 buyers 
and consignors. Louis Vui�on, 
Chanel, Prada and Dior rounded out 
the top five.

Telfar is the emerging brand of the 
year, with demand for its bags up 
590 percent. Streetwear, 
surprisingly, lost its lustre, with 
mainstays like Yeezy and Supreme 
falling out of favour as shoppers 
returned to streetwear’s preppy 
roots and blended the outdoors 
into their street style, driving major 
growth for brands like Casablanca, 
up 358 percent and Salomon, which 
saw an increase of 188 percent.

EMBRACING THE CIRCULAR 
ECONOMY

In a press release The Real Real said 
more people bought and sold into 
the circular economy over the past 
year than ever before with 29 
percent of buyers making their first 
pre-owned luxury purchase in the 
past year. 45 percent of The Real 
Real's new consignors in the first 
quarter of this year had never 
consigned before.

Shoppers are becoming increasingly 
conscious consumers, with 40 
percent of The RealReal’s shoppers 
turning to luxury resale as a 
replacement for fast fashion and 43 
percent of buyers ci�ng 
sustainability as a key driver to 
embrace luxury resale.

“Luxury resale is experiencing 
record growth, with 6 million new 
members joining The RealReal since 
the end of June last year,” said Ra� 
Sahi Levesque, President of The 
RealReal. “We’re seeing evolving 
Covid restric�ons and reopenings 
significantly impac�ng shopping 
behaviors. Savvy shoppers are 
latching onto luxury investments, 
with the most significant growth 
among millennial and Gen Z — 
whom our data suggests will be the 
most conscious shoppers yet. 
Shoppers are also drawing 
inspira�on from the past, driving 
demand for heritage street wear 
and vintage Japanese menswear.”

GUCCI

he concept of an “extended Tclothing lifespan” is not new, 
but something that was lost 

in �me as the world took to 
consuming more and indulging in a 
throwaway culture. The long 
forgo�en prac�ces of rentals, 
seconds and repairs are silently but 
steadily staging a comeback.

 If one were to narrow the story 
down to the tex�les-apparel-
fashion industry, it rung truer here 
than in most other industries. 
Some�me in the la�er part of the 
last century, �me-honoured 
tradi�ons were thrown to the 
winds. Age-old prac�ces of 
repairing garments were frowned 
upon, and the ritual of handing 
clothes down a genera�on was 
scoffed at. Consumerism was 
heralded as the only way of looking 
at life, and consuming more was the 
mechanism of implemen�ng it. 
Clothes were unceremoniously 

discarded with nary a thought or 
feeling, and with the boom in fast 
fashion this meant that clothes 
needed to be thrown away sooner 
than later.The mindless hedonism 
and reckless throwaway culture 
pushed the planet to a �pping 
point.

Measures and ideas to counter this 
had always existed, but would 
unfailingly be drowned in the din of 
the impassioned and raucous 
debates that have con�nued over 
the subjects of 
sustainability/circularity in recent 
years. As in the case of many other 
aspects of the industry, the 
pandemic has fuelled this debate 
too and counterideas are 
increasingly seeing the light of day 
as tangible business ini�a�ves. The 
primary keywords here are 
recommerce (i.e. secondhand 
clothing), rental and repair. Then, 
there are the related keywords like 

repurpose (i.e. alter) and repeat. 
There are many more, and quite a 
few of them overlap or complement 
one another. But the underlying 
sen�ment remains the same: 
extended clothing lifespan.

There's just one problem: the idea 
can't easily cut ice with industry. 
For, this necessarily means that you 
ought to expect to sell less not just 
during the lockdown days but �ll 
eternity, and can't for the same 
reason grow at the frene�c pace of 
the pre-pandemic days of 
extravagant glory. Yet, industry can't 
turn ostrich on reality— it’s not 
going to go away. All the while that 
talks about circularity were going 
on, many felt that circularity simply 
meant that all that came out of the 
end-of-life of a garment would go 
back into the system, and you could 
keep growing as the circle grew 
larger. Given the reali�es, 
complexi�es and conflicts (of 
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for pre-owned luxury goods, 

said Gucci is the most bought and 
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RealReal’s 23+ million members and 
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GUCCI

he concept of an “extended Tclothing lifespan” is not new, 
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too and counterideas are 
increasingly seeing the light of day 
as tangible business ini�a�ves. The 
primary keywords here are 
recommerce (i.e. secondhand 
clothing), rental and repair. Then, 
there are the related keywords like 

repurpose (i.e. alter) and repeat. 
There are many more, and quite a 
few of them overlap or complement 
one another. But the underlying 
sen�ment remains the same: 
extended clothing lifespan.

There's just one problem: the idea 
can't easily cut ice with industry. 
For, this necessarily means that you 
ought to expect to sell less not just 
during the lockdown days but �ll 
eternity, and can't for the same 
reason grow at the frene�c pace of 
the pre-pandemic days of 
extravagant glory. Yet, industry can't 
turn ostrich on reality— it’s not 
going to go away. All the while that 
talks about circularity were going 
on, many felt that circularity simply 
meant that all that came out of the 
end-of-life of a garment would go 
back into the system, and you could 
keep growing as the circle grew 
larger. Given the reali�es, 
complexi�es and conflicts (of 
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interest), can one even expect 
industry to reconcile to the fact that 
there is a big sec�on of 
people—expanding by the 
day—who want their garments to 
last long, preferably into a life�me? 
Does the business of fashion make 
business sense anymore? With big 
players already tes�ng the waters 
and finding some currency, would it 
mean that the small fishes would 
die out as the fight for survival 
becomes tougher? These are not 
easy ques�ons to answer, but it is 
important to see what's going on in 
the market.

UP FOR HIRE

Clothing rental is an age-old 
business, but not in the way we 
might understand it now. Film and 
theatre produc�on units and 
companies, for instance, have 
always rented apparel for their 
produc�ons. But those were niche, 
highly-customised businesses and 
had precious li�le to do with 
ordinary people, save for those rare 
occasions when people would hire 
clothes for par�es, etc.

But today clothing rental is a 
consumer market segment, with big 

brands foraying in one by one. It's a 
trickle now, but not that faint that it 
cannot be no�ced. The latest big-
�cket happening is that of Rent the 
Runway reportedly filing paperwork 
in mid-July with US regulators for an 
ini�al public offering (IPO).Founded 
in 2009, New York-based Rent the 
Runway is allowing customers to 
rent clothes and shop secondhand 
merchandise from over 750 
designer brands. The company had 
raised funds in 2020 at a valua�on 
of $750 million.

This came shortly a�er luxury 

department store Harrods was 
reported to be launching a fashion 
rental service in partnership with 
My Wardrobe HQ. The feature will 
be hosted on My Wardrobe HQ’s 
website, besides exis�ng 
simultaneously as a pop-up store at 
Harrod’s Knightsbridge outlet. The 
range will include 1,000 statement 
pieces by designers such as Huishan 
Zhang, Rotate, Roksanda and 
Zimmermann, available for 
customers to rent for 4-14 days, or 
to purchase. The cost for a four-day 
rental would range from £23 to 
£400.

Only the previous month, hi-end 
store chain Selfridges introduced a 
rental offering online. It had already 
launched an in-store rental service 
early 2020 for the first �me via a 
pop-up in a deal with rental 
pla�orm Hurr Collec�ve. The new 
ini�a�ve too uses Hurr technology 
but with the products this �me 
being curated by the Selfridges 
buying team “from the best new-
season womenswear, menswear 
and accessories”. Items would be 
available to rent for four, eight, 10 
and 20-day periods. Prices start at 
£20 for a four-day rental.

It would seem that luxury brands 
and retailers who had felt quite the 
pinch during the most stringent 
lockdown phases are seeing rentals 
to be the best way out.

But, no. In April, Swedish fast 
fashion giant H&M created a flu�er 
when it introduced its first rental 
clothing service One/Second/Suit. 
The programme is geared towards 
young men on the hunt for a job, 
who may not have the means to buy 
their own suit or professional wear. 
It was ini�ally launched in the UK 
and started rolling out across the US 

the following month. Sara Spannar, 
head of marke�ng & 
communica�ons at the company, 
was clear about the target 
audience: "Job interviews can be a 
nerve-wracking experience. But we 
believe nothing should hold you 
back. Least of all what you wear. 
The One/Second/Suit is ready-to-
wear confidence. A signal to the 
world and a reminder to yourself 
that you've got what it takes." 
Rentals seem to work well for 
customers with specific goals.

H&M has been checking things out. 
In October 2019, its Sergels Torg 
store in Stockholm started offering 
through a customer loyalty 
programme the possibility to rent 
select party dresses and skirts from 
its 2012-19 Conscious Exclusive 
collec�ons.The space offered a few 
unique pieces designed with 
inspira�on from that fall’s 
Conscious Exclusive collec�on. At 
that �me, Pascal Brun, head of 
sustainability at H&M, had 
indicated that this was a sign of 
things to come: "We have looked at 
clothing rental for quite some �me 
and are so happy to offer fashion 
fans the possibility to rent some 
stunning pieces from our Conscious 
Exclusive collec�ons. We look 
forward to evalua�ng this as we are 
dedicated to change the way 
fashion is made and consumed 
today."

The company is known to spot 
trends early on, and it had in 2019, 
the same year that Banana 
Republic, Scotch & Soda and Urban 
Ou�i�ers had all launched clothing 
rental services.

Again, in January this year, H&M 
Group’s Arket brand launched a 
rental for kidswear “to encourage 
reuse and re-wear” as sustainability 
increasingly becomes a key priority 
for millennial parents. It started 
offering products for rent from its 
children’s collec�on via a 
partnership with Amsterdam-based 
online shop and clothing 
subscrip�on business Circos. The 
subscrip�on was available to 
European customers from €19.50 a 
month. Rented clothes could be 

“kept and used for as long as they 
fit and returned when it’s �me to 
size up or update the wardrobe for 
a new season”. In fact, this year 
there have been many 
developments on this front. 
Sustainable fashion brand Mother 
of Pearl in April partnered with 
online fashion rental service Onloan 
for an ini�a�ve to increase 
circularity. Called the Full Circle, it 
aims to break the tradi�onal 
“linear” retail model and extend the 
lifecycle of garments by linking up 
with Onloan’s rental and pre-loved 
garment services.

But not before American label 
Ralph Lauren announced a 
subscrip�on-based pla�orm called 
The Lauren Look that would offer 
apparel from its sub-brand Lauren. 
A customer can sign up for the 
service, launched in North America 
in March, for $125 a�er which a 
virtual closet is created for the user. 
A customer needs at least 10 items 
in the closet to automa�cally trigger 
the first box. The company 
recommends maintaining 24 items 
for a seamless service. Next, it ships 
four items at a �me from your 
Closet, based on item availability, to 
wear for as long as one would like. 
When the subscriber is ready for a 
new box, one can return all four 
items or buy the favourites at a 
members-only discount. Clearly, 
rentals either as one-offs or driven 
through subscrip�ons come in all 
shapes, sizes and customisa�ons. 
This is where brands will need to 
experiment considerably.

With rental/subscrip�on services 
announcements coming every other 
week, brands are also choosing to 
divulge their programmes in a way 
so as to be no�ced. Danish fashion 
label Ganni released its rental-only 
line of clothing �tled Stage at the 
digital version of the Copenhagen 
Fashion Week in February. The 
collec�on consists of 26 reworked 
pieces from Ganni’s previous 
season that had been modified and 
re-imagined through embroidery, 
spray-paint and embellishment. 
Available ini�ally in the UK and 
Denmark, the pieces could be 
rented out for one, two or three 

weeks at a �me and prices ranged 
from £26 to £78. Fashion weeks 
henceforth could see more of such 
launches.

But, can or will this form of sales 
work out for industry? That would 
be difficult to say in these early 
days. What is certain is that if done 
and handled well, brands have 
nothing to lose. On the other hand, 
whether the rental/subscrip�on 
segment will grow big will depend 
on how consumers take to the habit 
of hiring clothes. According to 
Dublin-based Future Market 
Insights, the online clothing rental 
market will see solid growth 
between 2021 and 2031. The firm 
says the market will reach $1.8 
billion this year and rise at a 
compound annual growth rate 
(CAGR) of 11 per cent between now 
and 2031. The US is expected to 
lead, and the UK is expected to do 
be�er than Germany and France. In 
Asia, the demand for rentals in 
China and South Korea will be 
higher than in Japan.

 It’s in the nature of fashion that 
vanity should come tagging along. 
And nothing can be more vain than 
u�er derision for both secondhand 
clothes and the people who wear 
them. Yes, once upon a �me it was 
not so. But with globalisa�on, 
burgeoning middle classes and fast 
fashion, people not just took pride 
in brand new clothes butalso forgot 
to give clothes a second lease of 
life.

However, �des are a turning. 
According to ThredUp, an online 
consignment and thri� store where 
people can buy and sell high-quality 
second hand clothes, the US 
secondhand market is projected to 
double in the next five years, 
reaching $77 billion. The 2021 
Resale Report reveals new insights 
on tailwinds propelling resale in the 
pandemic recovery, and asserts that 
the resale sector grew during the 
pandemic and is projected to 
accelerate in the recovery. Second 
hand is now a $36 billion market, 
and resale is expected to grow 11 
�mes faster than retail clothing 
over the next five years. Assigning 
numbers to the lockdown year, the 
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interest), can one even expect 
industry to reconcile to the fact that 
there is a big sec�on of 
people—expanding by the 
day—who want their garments to 
last long, preferably into a life�me? 
Does the business of fashion make 
business sense anymore? With big 
players already tes�ng the waters 
and finding some currency, would it 
mean that the small fishes would 
die out as the fight for survival 
becomes tougher? These are not 
easy ques�ons to answer, but it is 
important to see what's going on in 
the market.
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Clothing rental is an age-old 
business, but not in the way we 
might understand it now. Film and 
theatre produc�on units and 
companies, for instance, have 
always rented apparel for their 
produc�ons. But those were niche, 
highly-customised businesses and 
had precious li�le to do with 
ordinary people, save for those rare 
occasions when people would hire 
clothes for par�es, etc.

But today clothing rental is a 
consumer market segment, with big 

brands foraying in one by one. It's a 
trickle now, but not that faint that it 
cannot be no�ced. The latest big-
�cket happening is that of Rent the 
Runway reportedly filing paperwork 
in mid-July with US regulators for an 
ini�al public offering (IPO).Founded 
in 2009, New York-based Rent the 
Runway is allowing customers to 
rent clothes and shop secondhand 
merchandise from over 750 
designer brands. The company had 
raised funds in 2020 at a valua�on 
of $750 million.

This came shortly a�er luxury 

department store Harrods was 
reported to be launching a fashion 
rental service in partnership with 
My Wardrobe HQ. The feature will 
be hosted on My Wardrobe HQ’s 
website, besides exis�ng 
simultaneously as a pop-up store at 
Harrod’s Knightsbridge outlet. The 
range will include 1,000 statement 
pieces by designers such as Huishan 
Zhang, Rotate, Roksanda and 
Zimmermann, available for 
customers to rent for 4-14 days, or 
to purchase. The cost for a four-day 
rental would range from £23 to 
£400.

Only the previous month, hi-end 
store chain Selfridges introduced a 
rental offering online. It had already 
launched an in-store rental service 
early 2020 for the first �me via a 
pop-up in a deal with rental 
pla�orm Hurr Collec�ve. The new 
ini�a�ve too uses Hurr technology 
but with the products this �me 
being curated by the Selfridges 
buying team “from the best new-
season womenswear, menswear 
and accessories”. Items would be 
available to rent for four, eight, 10 
and 20-day periods. Prices start at 
£20 for a four-day rental.

It would seem that luxury brands 
and retailers who had felt quite the 
pinch during the most stringent 
lockdown phases are seeing rentals 
to be the best way out.

But, no. In April, Swedish fast 
fashion giant H&M created a flu�er 
when it introduced its first rental 
clothing service One/Second/Suit. 
The programme is geared towards 
young men on the hunt for a job, 
who may not have the means to buy 
their own suit or professional wear. 
It was ini�ally launched in the UK 
and started rolling out across the US 

the following month. Sara Spannar, 
head of marke�ng & 
communica�ons at the company, 
was clear about the target 
audience: "Job interviews can be a 
nerve-wracking experience. But we 
believe nothing should hold you 
back. Least of all what you wear. 
The One/Second/Suit is ready-to-
wear confidence. A signal to the 
world and a reminder to yourself 
that you've got what it takes." 
Rentals seem to work well for 
customers with specific goals.

H&M has been checking things out. 
In October 2019, its Sergels Torg 
store in Stockholm started offering 
through a customer loyalty 
programme the possibility to rent 
select party dresses and skirts from 
its 2012-19 Conscious Exclusive 
collec�ons.The space offered a few 
unique pieces designed with 
inspira�on from that fall’s 
Conscious Exclusive collec�on. At 
that �me, Pascal Brun, head of 
sustainability at H&M, had 
indicated that this was a sign of 
things to come: "We have looked at 
clothing rental for quite some �me 
and are so happy to offer fashion 
fans the possibility to rent some 
stunning pieces from our Conscious 
Exclusive collec�ons. We look 
forward to evalua�ng this as we are 
dedicated to change the way 
fashion is made and consumed 
today."

The company is known to spot 
trends early on, and it had in 2019, 
the same year that Banana 
Republic, Scotch & Soda and Urban 
Ou�i�ers had all launched clothing 
rental services.

Again, in January this year, H&M 
Group’s Arket brand launched a 
rental for kidswear “to encourage 
reuse and re-wear” as sustainability 
increasingly becomes a key priority 
for millennial parents. It started 
offering products for rent from its 
children’s collec�on via a 
partnership with Amsterdam-based 
online shop and clothing 
subscrip�on business Circos. The 
subscrip�on was available to 
European customers from €19.50 a 
month. Rented clothes could be 
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for an ini�a�ve to increase 
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But not before American label 
Ralph Lauren announced a 
subscrip�on-based pla�orm called 
The Lauren Look that would offer 
apparel from its sub-brand Lauren. 
A customer can sign up for the 
service, launched in North America 
in March, for $125 a�er which a 
virtual closet is created for the user. 
A customer needs at least 10 items 
in the closet to automa�cally trigger 
the first box. The company 
recommends maintaining 24 items 
for a seamless service. Next, it ships 
four items at a �me from your 
Closet, based on item availability, to 
wear for as long as one would like. 
When the subscriber is ready for a 
new box, one can return all four 
items or buy the favourites at a 
members-only discount. Clearly, 
rentals either as one-offs or driven 
through subscrip�ons come in all 
shapes, sizes and customisa�ons. 
This is where brands will need to 
experiment considerably.

With rental/subscrip�on services 
announcements coming every other 
week, brands are also choosing to 
divulge their programmes in a way 
so as to be no�ced. Danish fashion 
label Ganni released its rental-only 
line of clothing �tled Stage at the 
digital version of the Copenhagen 
Fashion Week in February. The 
collec�on consists of 26 reworked 
pieces from Ganni’s previous 
season that had been modified and 
re-imagined through embroidery, 
spray-paint and embellishment. 
Available ini�ally in the UK and 
Denmark, the pieces could be 
rented out for one, two or three 

weeks at a �me and prices ranged 
from £26 to £78. Fashion weeks 
henceforth could see more of such 
launches.

But, can or will this form of sales 
work out for industry? That would 
be difficult to say in these early 
days. What is certain is that if done 
and handled well, brands have 
nothing to lose. On the other hand, 
whether the rental/subscrip�on 
segment will grow big will depend 
on how consumers take to the habit 
of hiring clothes. According to 
Dublin-based Future Market 
Insights, the online clothing rental 
market will see solid growth 
between 2021 and 2031. The firm 
says the market will reach $1.8 
billion this year and rise at a 
compound annual growth rate 
(CAGR) of 11 per cent between now 
and 2031. The US is expected to 
lead, and the UK is expected to do 
be�er than Germany and France. In 
Asia, the demand for rentals in 
China and South Korea will be 
higher than in Japan.

 It’s in the nature of fashion that 
vanity should come tagging along. 
And nothing can be more vain than 
u�er derision for both secondhand 
clothes and the people who wear 
them. Yes, once upon a �me it was 
not so. But with globalisa�on, 
burgeoning middle classes and fast 
fashion, people not just took pride 
in brand new clothes butalso forgot 
to give clothes a second lease of 
life.

However, �des are a turning. 
According to ThredUp, an online 
consignment and thri� store where 
people can buy and sell high-quality 
second hand clothes, the US 
secondhand market is projected to 
double in the next five years, 
reaching $77 billion. The 2021 
Resale Report reveals new insights 
on tailwinds propelling resale in the 
pandemic recovery, and asserts that 
the resale sector grew during the 
pandemic and is projected to 
accelerate in the recovery. Second 
hand is now a $36 billion market, 
and resale is expected to grow 11 
�mes faster than retail clothing 
over the next five years. Assigning 
numbers to the lockdown year, the 
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report says 33 million consumers 
bought secondhand apparel for the 
first �me during the year in the US, 
and 76 per cent of those first-�me 
buyers plan to increase their spend 
on second hand in the next five 
years.

And it’s not just the US. A recent 
report from Carousell, one of 
Southeast Asia’s most popular 
secondhand marketplaces, Hong 
Kong’s millennial are purchasing 
second hand as part of their 
sustainability efforts. The 
marketplace’s study, which defined 
millennial as users below the age of 
35, pointed out that this genera�on 
was using the pla�orm as part of 
their sustainable lifestyle. In Hong 
Kong, an overwhelming 93 per cent 
of millennials said they were 
purchasing second hand on the app 
because they felt that it was the 
more sustainable choice.

Even during the pandemic itself, 
industry leader Levi’s understood 
the growing popularity of thri�, 
vintage and consignments and 
made the big move. In October 
2020, Levi’s announced a move to 
extend the lifespan of its jeans with 
the launch of Levi’s Second Hand, a 
buy-back programme for customers 
to purchase second hand jeans and 
jackets on Levi.com while also 
giving customers the opportunity to 
turn in their worn jeans and jackets 
in Levi’s stores for a gi� card 
towards a future purchase.

The deal was simple. Resellers 
would receive between $15 and 
$25 in store credit for their old 
Levi’s jeans, and quality would 
determine the price. The pla�orm 
would then relist the garments for 
between $30 and $100 for shoppers 
to purchase. For pairs too well-worn 
to be resold, Levi’s would offer $5 
credit for a future purchase and 
recycle the unusable pair of jeans 
with its Sweden-based sustainable 
partner. Levi’s partnered with Trove 
to handle the backend opera�ons 
of their sale pla�orm including 
cleaning, inventory processing, and 
fulfilment. Trove, a re-commerce 
technology and logis�cs start-up, 
was already providing similar 

services to Eileen Fisher, Patagonia, 
REI and some others. For Levi’s, it 
was a con�nua�on of its 
sustainability efforts. A few months 
earlier, it had launched a 
sustainable jeans developed in 
partnership with newcell. The jean 
was made with 60 per cent organic 
co�on and Circulose,newcell’s 
breakthrough material that includes 
20 per cent recycled denim and 20 
per cent sustainably sourced 
viscose.

Levi’s also threw up numbers. 
According to Jennifer Sey, chief 
marke�ng officer of the brand, 
buying Levi’s jeans through Second 
Hand would not only help save 
around 80 per cent of carbon 
dioxide emissions, but also 700 
gram waste when compared to 
purchasing a new pair of jeans from 
the brand. The company was 
already tes�ng how rentals worked 
on the ground. In August, Levi’s 
joined hands with Ganni for a 
denim rental collec�on, a three-
piece women’s capsule collec�on 
that included garments made with 
up cycled vintage Levi’s and 
repurposed denim. It is no surprise, 
thus, that there is also a new term 
to go by these days: Resale as- a-
Service (RaaS), and there has been 
a flurry of ac�vi�es on this count in 
2021.

In July, Thred Up Inc entered into an 
agreement to acquire Remix Global 
AD,one of Europe’s leading fashion 
resale companies. This is in line 
with the company's plans for 
Europe where the second hand 
market was es�mated to be $21 
billion in 2020 and is expected to 
grow to $39 billion in another four 
years. Thred UP has already inked 
RaaS deals with Vera Bradley, Far 
fetch, LG and Made well. Later in 
the month, Thred Up announced a 
public offering.

Earlier, in February, Reflaunt 
secured $2.7 million in pre-Series A 
funding, led by the investment arm 
of MadaLuxe Group, a leading 
worldwide distributor of luxury 
fashion. The investment will enable 
Re flaunt to add top talent to its 
technology and business 

development teams as it executes 
its growth strategy and offers a 
variety of resale models to more 
leading global brands. Others who 
have raised big monies include 
Lithuanian clothes and home goods 
marketplace Vinted,and Depop 
which was acquired for $1.62 billion 
by Etsy.

All this while people have been 
splurging on pre-owned garments. 
Till May this year, luxury resale site 
The Real Real reported to its 
investors, the total value of goods 
sold on the site was about $239 
million, up 53 per cent from the 
same period in 2019. “Our GMV 
(gross merchandise volume) growth 
rate quarter to date reflects the 
strong momentum we are 
experiencing coming out of COVID, 
highlighted by accelera�ng growth 
year over year versus the equivalent 
period in 2019. Encouraging early 
results in our neighbourhood 
stores, growing contribu�ons from 
a return to in-home consignments 
and strong resale market trends are 
all contribu�ng to our performance. 
As we build on our recent 
momentum, we remain laser 
focused on driving scale and 
opera�ng efficiency gains as we 
march toward profitability,” Julie 
Wainwright, founder and CEO of 
The Real Real, said.

Meanwhile, seconds—especially 
the online pla�orms—can have the 
same problem that ecommerce 
sites have always faced: that of 
sizing. Herein, fechfech companies 
have already started catching on. 
Israeli developer and creator of 
smart phone measurement 
solu�ons, MySize Inc, in June 
announced that it is developing an 
AI-driven sizing solu�on specifically 
for second-hand clothing retailers. 
The pla�orm is designed to help 
online shoppers find their correct 
size in pre-owned apparel, and is 
intended to provide a full end-to-
end solu�on for merchants to cut 
down on return rates.

The company sizes up the problem 
thus: “Many second hand garment 
retailers offer items from a wide 
variety of brands, which use 

different measurements and sizing 
charts, leaving customers in the 
dark when it comes to a single 
table that they can reference to 
find their size. Addi�onally, vintage 
items are o�en based on sizing 
models which are no longer 
relevant in the fashion industry 
today. For example, a customer 
buying a size 8 from 20 years ago 
will likely receive an item that's 
sized differently than a modern-
day size 8. With up to 40 per cent 
of online apparel returned, and 
poor fit cited as the most common 

reason, wrongly sized items cost 
retailers billions annually.”

MySize has found a role to play, as 
well as others. As the segment 
grows, it is likely to spawn a whole 
new sub-ecosystem of players who 
will provide ancillary

support to the seconds market 
segment. Sooner or later this will 
include traceability. Something 
along these lines is already in the 
market. New York start up Eon has 
started a service wherein brands 
can upload data about their 
products to its Connected Products 
pla�orm, an IoT solu�on that 
tracks fashion items throughout 
their lifecycle. The pla�orm gives 

each item a digital birth cer�ficate 
which includes informa�on about 
where and when it was made and 
what it’s made from. This segment 
is all set to see a lot of tech-play.

WEAR AND REPAIR

The world of readymade garments 
and fast fashion has had one 
casualty that none talk about: the 
neighbourhood tailor, who has all 
but disappeared. An en�re 
profession has been driven either 
inside humongous garmen�ng 
factories or le� to salvaging the 

last remains of clothes of the less-
privileged who cannot afford 
another set to wear. Vanity has had 
a role to play here too.

Once again, it is not just the case of 
fashion, but a problem with 
manufacturing across sectors. One 
cannot now keep using a phone if 
the ba�ery runs out, and laptops 
become redundant a�er a point 
even if it remains sturdy otherwise. 
You got to keep buying stuff to 
keep living.

It is on this front that we are likely 
to see much trac�on and a lot of 
ac�on as well. And, much of it has 
already started, though in other 
industries. Right to repair laws are 

coming soon in Great Britain, the 
European Union and in 14 of the 
United States. The right to repair rules 
in Britain are meant to tackle "built-in 
obsolescence" where manufacturers 
deliberately build appliances to break 
down a�er a certain period to 
encourage consumers to buy new 
ones. Manufacturers have a two-year 
window to make the necessary 
changes to abide by the new law, 
introduced in July. As of now, the 
legisla�on only covers dishwashers, 
washing machines and washer dryers, 
refrigera�on appliances besides 

televisions and electronic displays. 
Some non-consumer products are also 
included like electric motors, retail 
refrigerators and light sources. Smart 
phones and laptops have been 
exempted, but could figure in the list 
as campaigns hot up.

Under new EU rules in effect since 
March 1, manufacturers will have to 
ensure parts are available for up to a 
decade; some will only be provided to 
professional repair companies to 
ensure they are installed correctly. 
New devices will have to come with 
repair manuals and be made in such a 
way that they can be dismantled using 
conven�onal tools when they really 
can't be fixed anymore, to improve 
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report says 33 million consumers 
bought secondhand apparel for the 
first �me during the year in the US, 
and 76 per cent of those first-�me 
buyers plan to increase their spend 
on second hand in the next five 
years.

And it’s not just the US. A recent 
report from Carousell, one of 
Southeast Asia’s most popular 
secondhand marketplaces, Hong 
Kong’s millennial are purchasing 
second hand as part of their 
sustainability efforts. The 
marketplace’s study, which defined 
millennial as users below the age of 
35, pointed out that this genera�on 
was using the pla�orm as part of 
their sustainable lifestyle. In Hong 
Kong, an overwhelming 93 per cent 
of millennials said they were 
purchasing second hand on the app 
because they felt that it was the 
more sustainable choice.

Even during the pandemic itself, 
industry leader Levi’s understood 
the growing popularity of thri�, 
vintage and consignments and 
made the big move. In October 
2020, Levi’s announced a move to 
extend the lifespan of its jeans with 
the launch of Levi’s Second Hand, a 
buy-back programme for customers 
to purchase second hand jeans and 
jackets on Levi.com while also 
giving customers the opportunity to 
turn in their worn jeans and jackets 
in Levi’s stores for a gi� card 
towards a future purchase.

The deal was simple. Resellers 
would receive between $15 and 
$25 in store credit for their old 
Levi’s jeans, and quality would 
determine the price. The pla�orm 
would then relist the garments for 
between $30 and $100 for shoppers 
to purchase. For pairs too well-worn 
to be resold, Levi’s would offer $5 
credit for a future purchase and 
recycle the unusable pair of jeans 
with its Sweden-based sustainable 
partner. Levi’s partnered with Trove 
to handle the backend opera�ons 
of their sale pla�orm including 
cleaning, inventory processing, and 
fulfilment. Trove, a re-commerce 
technology and logis�cs start-up, 
was already providing similar 

services to Eileen Fisher, Patagonia, 
REI and some others. For Levi’s, it 
was a con�nua�on of its 
sustainability efforts. A few months 
earlier, it had launched a 
sustainable jeans developed in 
partnership with newcell. The jean 
was made with 60 per cent organic 
co�on and Circulose,newcell’s 
breakthrough material that includes 
20 per cent recycled denim and 20 
per cent sustainably sourced 
viscose.

Levi’s also threw up numbers. 
According to Jennifer Sey, chief 
marke�ng officer of the brand, 
buying Levi’s jeans through Second 
Hand would not only help save 
around 80 per cent of carbon 
dioxide emissions, but also 700 
gram waste when compared to 
purchasing a new pair of jeans from 
the brand. The company was 
already tes�ng how rentals worked 
on the ground. In August, Levi’s 
joined hands with Ganni for a 
denim rental collec�on, a three-
piece women’s capsule collec�on 
that included garments made with 
up cycled vintage Levi’s and 
repurposed denim. It is no surprise, 
thus, that there is also a new term 
to go by these days: Resale as- a-
Service (RaaS), and there has been 
a flurry of ac�vi�es on this count in 
2021.

In July, Thred Up Inc entered into an 
agreement to acquire Remix Global 
AD,one of Europe’s leading fashion 
resale companies. This is in line 
with the company's plans for 
Europe where the second hand 
market was es�mated to be $21 
billion in 2020 and is expected to 
grow to $39 billion in another four 
years. Thred UP has already inked 
RaaS deals with Vera Bradley, Far 
fetch, LG and Made well. Later in 
the month, Thred Up announced a 
public offering.

Earlier, in February, Reflaunt 
secured $2.7 million in pre-Series A 
funding, led by the investment arm 
of MadaLuxe Group, a leading 
worldwide distributor of luxury 
fashion. The investment will enable 
Re flaunt to add top talent to its 
technology and business 

development teams as it executes 
its growth strategy and offers a 
variety of resale models to more 
leading global brands. Others who 
have raised big monies include 
Lithuanian clothes and home goods 
marketplace Vinted,and Depop 
which was acquired for $1.62 billion 
by Etsy.

All this while people have been 
splurging on pre-owned garments. 
Till May this year, luxury resale site 
The Real Real reported to its 
investors, the total value of goods 
sold on the site was about $239 
million, up 53 per cent from the 
same period in 2019. “Our GMV 
(gross merchandise volume) growth 
rate quarter to date reflects the 
strong momentum we are 
experiencing coming out of COVID, 
highlighted by accelera�ng growth 
year over year versus the equivalent 
period in 2019. Encouraging early 
results in our neighbourhood 
stores, growing contribu�ons from 
a return to in-home consignments 
and strong resale market trends are 
all contribu�ng to our performance. 
As we build on our recent 
momentum, we remain laser 
focused on driving scale and 
opera�ng efficiency gains as we 
march toward profitability,” Julie 
Wainwright, founder and CEO of 
The Real Real, said.

Meanwhile, seconds—especially 
the online pla�orms—can have the 
same problem that ecommerce 
sites have always faced: that of 
sizing. Herein, fechfech companies 
have already started catching on. 
Israeli developer and creator of 
smart phone measurement 
solu�ons, MySize Inc, in June 
announced that it is developing an 
AI-driven sizing solu�on specifically 
for second-hand clothing retailers. 
The pla�orm is designed to help 
online shoppers find their correct 
size in pre-owned apparel, and is 
intended to provide a full end-to-
end solu�on for merchants to cut 
down on return rates.

The company sizes up the problem 
thus: “Many second hand garment 
retailers offer items from a wide 
variety of brands, which use 

different measurements and sizing 
charts, leaving customers in the 
dark when it comes to a single 
table that they can reference to 
find their size. Addi�onally, vintage 
items are o�en based on sizing 
models which are no longer 
relevant in the fashion industry 
today. For example, a customer 
buying a size 8 from 20 years ago 
will likely receive an item that's 
sized differently than a modern-
day size 8. With up to 40 per cent 
of online apparel returned, and 
poor fit cited as the most common 

reason, wrongly sized items cost 
retailers billions annually.”

MySize has found a role to play, as 
well as others. As the segment 
grows, it is likely to spawn a whole 
new sub-ecosystem of players who 
will provide ancillary

support to the seconds market 
segment. Sooner or later this will 
include traceability. Something 
along these lines is already in the 
market. New York start up Eon has 
started a service wherein brands 
can upload data about their 
products to its Connected Products 
pla�orm, an IoT solu�on that 
tracks fashion items throughout 
their lifecycle. The pla�orm gives 

each item a digital birth cer�ficate 
which includes informa�on about 
where and when it was made and 
what it’s made from. This segment 
is all set to see a lot of tech-play.

WEAR AND REPAIR

The world of readymade garments 
and fast fashion has had one 
casualty that none talk about: the 
neighbourhood tailor, who has all 
but disappeared. An en�re 
profession has been driven either 
inside humongous garmen�ng 
factories or le� to salvaging the 

last remains of clothes of the less-
privileged who cannot afford 
another set to wear. Vanity has had 
a role to play here too.

Once again, it is not just the case of 
fashion, but a problem with 
manufacturing across sectors. One 
cannot now keep using a phone if 
the ba�ery runs out, and laptops 
become redundant a�er a point 
even if it remains sturdy otherwise. 
You got to keep buying stuff to 
keep living.

It is on this front that we are likely 
to see much trac�on and a lot of 
ac�on as well. And, much of it has 
already started, though in other 
industries. Right to repair laws are 

coming soon in Great Britain, the 
European Union and in 14 of the 
United States. The right to repair rules 
in Britain are meant to tackle "built-in 
obsolescence" where manufacturers 
deliberately build appliances to break 
down a�er a certain period to 
encourage consumers to buy new 
ones. Manufacturers have a two-year 
window to make the necessary 
changes to abide by the new law, 
introduced in July. As of now, the 
legisla�on only covers dishwashers, 
washing machines and washer dryers, 
refrigera�on appliances besides 

televisions and electronic displays. 
Some non-consumer products are also 
included like electric motors, retail 
refrigerators and light sources. Smart 
phones and laptops have been 
exempted, but could figure in the list 
as campaigns hot up.

Under new EU rules in effect since 
March 1, manufacturers will have to 
ensure parts are available for up to a 
decade; some will only be provided to 
professional repair companies to 
ensure they are installed correctly. 
New devices will have to come with 
repair manuals and be made in such a 
way that they can be dismantled using 
conven�onal tools when they really 
can't be fixed anymore, to improve 
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recycling. The new legisla�on came 
into effect a�er the European 
Parliament voted in favour of 
establishing stronger “right to 
repair” rules, par�cularly to reduce 
electrical waste, which has been 
increasing due to greater 
manufacturing. Meanwhile, US 
President Joe Biden signed an 
execu�ve order direc�ng the 
Federal Trade Commission (FTC) to 
dra� new regula�ons limi�ng device 
manufacturers’ ability to restrict 
independent repairs of their 
products. The new rules are aimed 
at banking, tech pla�orms, labour 
markets, internet service providers, 
and airlines—with the collec�ve 
goal of increasing compe��on 

across the US economy. The decree 
came in the wake of the FTC's 54-
page report to Congress that 
concluded “there is scant evidence 
to support manufacturers’ 
jus�fica�ons for repair restric�ons.”

While all these new laws are meant 
for the US and European countries 
and confined to electronic/electrical 
goods, they are bound to have far-
reaching effects in other countries, 
and soon spread to other sectors 
and industries too.

It’s, however, not that related laws 
for the clothing sector do not exist. 
In early 2020, the French parliament 

passed an an�-waste law to prohibit 
designer clothes and luxury goods 
firms from destroying unsold or 
returned products, and ensuring 
their reuse, recycling and 
redistribu�on. The country had 
already banned supermarkets from 
throwing away unsold foods and 
forced them to donate them to 
chari�es. The new law will come 
into effect from 2023. The backdrop 
to this had been a lot of bad press 
for big brands. The 2017–18 annual 
report of Burberry had revealed that 
the “cost of finished goods 
physically destroyed in the year was 
$37.8 million” up from $35.6 million 
for 2017. H&M, around the same 
�me, was alleged to have burnt at 

least 60 tonnes of unworn apparel.

The repair aspect of the “extended 
clothing lifespan” is a tad different 
from that of rentals and seconds in 
that this could be driven by both 
legisla�on and ac�vism. There’s no 
running away.

There have been ini�a�ves and 
measures on repair, though those 
are too few and far between. 
Nevertheless, they work, and add to 
the sustainability quo�ent of 
brands.

A stellar example here is that of 
Nudie Jeans, for “every pair of Nudie 

Jeans comes with a promise of free 
repair.” As the brand says, “We don’t 
call our stores ‘Repair Shops’ for 
nothing. Just as important as selling 
jeans it is for us to repair what we 
once sold. Wash your jeans and hand 
them in at your closest Nudie Jeans 
Repair Shop. When they’re done you 
have a new version of your old 
favourite. Making your mark on your 
things adds value to them and make 
them worth caring for. The idea 
behind the Nudie Jeans Repair Shops 
is that they are hubs for our jeans to 
be repaired, resold as second hand 
or even donated to the Nudie Jeans 
recycling programme.” In addi�on, 
there are the Repair Partners, who 
are fully equipped and do it for free 

as well. Then, there are repairs on 
wheels touring around the globe in 
the form of Mobile Repair Sta�ons. If 
there are no Repair Shops closely or 
planned visits from the Mobile 
Repair Sta�on, one can order a free 
of charge Repair Kit. In 2019, Nudie 
Jeans “repaired 63,281 pairs of 
jeans, which means we prolonged 
the life of 50,000 kg of clothes. 
That's an increase of 15 per cent up 
on 2018. If each person who 
repaired their jeans with us had 
decided to buy a new pair, the 
produc�on of these jeans would 
demand 443,000 tons of water, an 
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amount that would fill 177 Olympic 
swimming pools.”

Luxury fashion pla�orm Farfetch in 
February joined hands with The Re-
story to power its luxury a�ercare 
service, Farfetch Fix. The services 
will be provided directly by the 
la�er, and is an outcome of the 
Posi�vely Farfetch strategy, through 
which the company aims to become 
the “pla�orm for good in luxury 
fashion.” A�ercare isto help 
customers extend the life of their 
purchases.

It’s not that the idea is a new-
fangled one; it’s just that it has not 
taken off in a big way yet. There are 
already big brands and retailers 
who offer such services. In June 
2018, when H&M reopened its 
flagship store in Paris, it was the 
first to permanently feature the 
company's “Take Care” service, 
which was launched as a pilot in 
Hamburg two months earlier. The 
“Take Care” service allows 
customers to repair their clothes in-
store, buy garment-care products 
and get advice on how to take 
be�er care of their pieces. The 
H&M Take Care sec�on on its 
website offers �ps and hacks on 
how to repair, remake and refresh 
the clothes to make them last 
longer. Similarly, the Levi's Tailor 
Shop offers countless 
measures—from embroidering 
jackets to using laser technology for 
adding pa�erns and colours. It’s 
only that not too many people were 
interested in doing so. Or, knew 
either. In 2014, American 
researchers had found that a 
significant gap existed in the 
amount of “common” clothes repair 
skills possessed by members of the 
baby boomer genera�on and 
millennial. Pamela Norum, a 
professor in the department of 
tex�le and apparel management in 
the MU College of Human 
Environmental Sciences, found that 
there was a need for increased 
educa�on on what once was 
considered common clothing 
maintenance knowledge.

Norum concluded: “Tradi�onally, 
these skills were learned in the 
home or in secondary school. With 

the increase of women in the 
labour force and the decrease in 
funding for family and consumer 
sciences (FACS) programmes, the 
opportunity to acquire such skills 
has diminished for young 
Americans. Exis�ng FACS curriculum 
may want to �e in sewing/mending 
skills with sustainable consump�on 
as a way of appealing to younger 
genera�ons while providing the 
skills they need.” The pandemic has 
forced many reali�es, and 2021 is 
not 2014. Brands and retailers can 
earn revenues from rentals and 
seconds, but repair is a different 
ballgame. It is a follow-up service 
for garments, and needs to be 
offered as a perquisite and not as a 
paid-for ministra�on. This face is 
not a trickle, but once big players 
get started the floodgates will be 
opened.

GOING AROUND IN CIRCLES

This brings us back to where we 
started. Debates and policies on the 
subject of a circular economy, or 
specifically in our case that of 
circular fashion, have been more 
insistent on ge�ng end-consumer 
waste back into the system than 
spending more �me on advoca�ng 
the extension of product life spans. 
This has led to a substan�al chunk 
of industry heads believing that 
going circular is all fine as long as 
you get everything back and make 
the circle bigger by the

Such a misconcep�on would belie 
the overarching principle of the 
sustainable Development Goal 

(SDG) #12: Sustainable Consump�on 
And Produc�on. Sustainability needs 
to be seen and understood as a 
consump�on issue, not just as a set 
of hardcoded abili�es and measures 
to get the raw materials back. 
Extending the lifespan of garments 
factored in as much.

Levi’s has started asking buyers to 
buy less. Not in as many words, but 
s�ll. The new Levi’s brand spring 
campaign is urging people to “Buy 
Be�er, Wear Longer” — raising 
awareness and speaking to “our” 
shared responsibility on the 
environmental impacts of apparel 
produc�on and consump�on. 
“Ul�mately, Levi’s denim is meant to 
be worn for genera�ons, not 
seasons,” Jen Sey, brand president, 
said during the launch. “So, we are 
also using this campaign to 
encourage consumers to be more 
inten�onal about their apparel 
choices: to wear each item longer, 
for example, to buy Second-hand, or 
to use our in-store Tailor Shops to 
extend the life of their garments.”

There have been similar statements 
in the past, but a seasonal campaign 
by a leading brand carries the 
message far and wide. Nevertheless, 
there is so far nothing to indicate 
that rentals, seconds and repairs 
have become mainstream, leave 
alone become a watchword of life. 
Sure, that would be looking for 
something in the wrong place. The 
correct way would be to heed John 
Milton’s “The childhood shows the 
man/ As morning shows the day.” 
The morning is here.
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recycling. The new legisla�on came 
into effect a�er the European 
Parliament voted in favour of 
establishing stronger “right to 
repair” rules, par�cularly to reduce 
electrical waste, which has been 
increasing due to greater 
manufacturing. Meanwhile, US 
President Joe Biden signed an 
execu�ve order direc�ng the 
Federal Trade Commission (FTC) to 
dra� new regula�ons limi�ng device 
manufacturers’ ability to restrict 
independent repairs of their 
products. The new rules are aimed 
at banking, tech pla�orms, labour 
markets, internet service providers, 
and airlines—with the collec�ve 
goal of increasing compe��on 

across the US economy. The decree 
came in the wake of the FTC's 54-
page report to Congress that 
concluded “there is scant evidence 
to support manufacturers’ 
jus�fica�ons for repair restric�ons.”

While all these new laws are meant 
for the US and European countries 
and confined to electronic/electrical 
goods, they are bound to have far-
reaching effects in other countries, 
and soon spread to other sectors 
and industries too.

It’s, however, not that related laws 
for the clothing sector do not exist. 
In early 2020, the French parliament 

passed an an�-waste law to prohibit 
designer clothes and luxury goods 
firms from destroying unsold or 
returned products, and ensuring 
their reuse, recycling and 
redistribu�on. The country had 
already banned supermarkets from 
throwing away unsold foods and 
forced them to donate them to 
chari�es. The new law will come 
into effect from 2023. The backdrop 
to this had been a lot of bad press 
for big brands. The 2017–18 annual 
report of Burberry had revealed that 
the “cost of finished goods 
physically destroyed in the year was 
$37.8 million” up from $35.6 million 
for 2017. H&M, around the same 
�me, was alleged to have burnt at 

least 60 tonnes of unworn apparel.

The repair aspect of the “extended 
clothing lifespan” is a tad different 
from that of rentals and seconds in 
that this could be driven by both 
legisla�on and ac�vism. There’s no 
running away.

There have been ini�a�ves and 
measures on repair, though those 
are too few and far between. 
Nevertheless, they work, and add to 
the sustainability quo�ent of 
brands.

A stellar example here is that of 
Nudie Jeans, for “every pair of Nudie 

Jeans comes with a promise of free 
repair.” As the brand says, “We don’t 
call our stores ‘Repair Shops’ for 
nothing. Just as important as selling 
jeans it is for us to repair what we 
once sold. Wash your jeans and hand 
them in at your closest Nudie Jeans 
Repair Shop. When they’re done you 
have a new version of your old 
favourite. Making your mark on your 
things adds value to them and make 
them worth caring for. The idea 
behind the Nudie Jeans Repair Shops 
is that they are hubs for our jeans to 
be repaired, resold as second hand 
or even donated to the Nudie Jeans 
recycling programme.” In addi�on, 
there are the Repair Partners, who 
are fully equipped and do it for free 

as well. Then, there are repairs on 
wheels touring around the globe in 
the form of Mobile Repair Sta�ons. If 
there are no Repair Shops closely or 
planned visits from the Mobile 
Repair Sta�on, one can order a free 
of charge Repair Kit. In 2019, Nudie 
Jeans “repaired 63,281 pairs of 
jeans, which means we prolonged 
the life of 50,000 kg of clothes. 
That's an increase of 15 per cent up 
on 2018. If each person who 
repaired their jeans with us had 
decided to buy a new pair, the 
produc�on of these jeans would 
demand 443,000 tons of water, an 
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amount that would fill 177 Olympic 
swimming pools.”

Luxury fashion pla�orm Farfetch in 
February joined hands with The Re-
story to power its luxury a�ercare 
service, Farfetch Fix. The services 
will be provided directly by the 
la�er, and is an outcome of the 
Posi�vely Farfetch strategy, through 
which the company aims to become 
the “pla�orm for good in luxury 
fashion.” A�ercare isto help 
customers extend the life of their 
purchases.

It’s not that the idea is a new-
fangled one; it’s just that it has not 
taken off in a big way yet. There are 
already big brands and retailers 
who offer such services. In June 
2018, when H&M reopened its 
flagship store in Paris, it was the 
first to permanently feature the 
company's “Take Care” service, 
which was launched as a pilot in 
Hamburg two months earlier. The 
“Take Care” service allows 
customers to repair their clothes in-
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PUMA LAUNCHES ECO-FRIENDLY
CAPSULE COLLECTION

port’s brand Puma has Slaunched a new ‘Down to 
Earth’ capsule collec�on 

inspired by eco-friendly prac�ces, 
with apparel and footwear created 
using recycled materials.

The “do good, look good” capsule 
features apparel pieces that are 
clean and minimal with fun, playful 
graphics, created with at least 30 
percent recycled co�on. While the 
footwear designs feature at least 20 
percent recycled materials at the 
upper and bear the legend “respect 
mother earth”.

The new drop is a nod to Puma’s 
challenge to do be�er across ten 
social and environmental areas that 
they believe will have the biggest 
impact. As part of their 10for25 
strategy, Puma is aiming to increase 
the propor�on of sustainable raw 
materials used to make products by 
2025. This includes commi�ng to 
sourcing 100 percent of co�on, 

polyester, leather, down feathers, 
and cardboard from more 
sustainable sources.

Puma’s ‘Down to Earth’ collec�on is 
available from Puma stores and 
online at Puma.com, with prices 
star�ng from 25 pounds.

Image Courtesy -  Internet 

Image Courtesy -  Internet 
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SMART WATCHES

he infamous calculator watch Thas been around since the 
1970s, but smart watches 

have finally reached the point that 
they're, well, smart. From running 
apps, to displaying smart phone 
no�fica�ons, to monitoring your 
heart rate, the latest crop of smart 
watches do a lot more than just tell 
�me. But which one should you 
buy? We've rounded up our top-
rated op�ons to help you decide. 
It's also important to know what to 
look for, so keep the following 
advice in mind when shopping 
around.

PICK A WATCH THAT WORKS WITH 
YOUR PHONE

Naturally, the first thing you'll want 
to consider when buying a smart 
watch is compa�bility.

All Apple Watch models run watch 
OS, Apple's smartwatch opera�ng 
system, and connect strictly to iOS-
powered devices, so they're iPhone-

only. Samsung's latest 
smartwatches, the Galaxy Watch4 
and Watch4 Classic, run the new 
Wear OS pla�orm, and only work 
with Android.

Meanwhile, all the other models on 
this list work with both Android and 
iOS smartphones.

THE BEST SMARTWATCH APPS

What separates a smartwatch from 
a dumb watch? Lots of things, but 
as smart phones have taught us, 
apps might be the most important.

Most of the watches we like feature 
full-fledged app stores, bringing 
everything from Spo�fy and Yelp 
to—yes, a calculator—to your wrist. 
Much like smart phones, app 
availability is a good way to 
determine which product to get, so 
make sure to check out the app 
selec�on for each watch before 
buying in.

APPLE WATCH SERIES 6

If you're looking for apps, Apple is 
your best bet. The Apple Watch has 
the largest number of high-quality 
apps and big-name developers, by 
far.

Wear OS also has its fair share, but 
third-party developers s�ll seem 
more interested in crea�ng for 
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Apple wearables. But now that 
Wear OS is running on Samsung's 
latest smartwatches, it might 
garner more developer interest.

In the Google Play Store on the 
Galaxy Watch4 series, you can 
already find some big name apps 
like Any.do, AccuWeather, 
Citymapper, Google Fit, Google 
Keep, Google Pay, Google Slides, 
IFTTT, iHeartRadio, Lifesum, Nike 
Run Club, Kamoot, Pandora, 
Shazam, Telegram, and Todoist. 
Moreover, Samsung and Google 
say YouTube Music and Bitmoji, as 
well as revamped versions of 
Spo�fy, Calm, Strava, adidas 
Running, Swim.com, and Flo 
Period Tracker, will also be coming 
to their unified Wear OS pla�orm. 

S�ll, some popular apps available 
on the Apple Watch are missing 
from Wear OS, including Audible, 
CNN, Facebook Messenger, ESPN, 
Runkeeper, Starbucks, The 
Weather Channel, and Uber.

Samsung Galaxy Watch4 Classic

SMART WATCHES VS. FITNESS 
TRACKERS

Unless you want a gadget on both 
of your wrists (not the best look), 
you'll want a smart watch that can 
do double duty as a fitness 
tracker—or any other wearable 
gadget you were thinking about 
ge�ng. Most smart watches are 
capable of tracking basic ac�vity, 
like steps, but you need to pay 
close a�en�on to any addi�onal 

features.

The Apple Watch Series 6, for 
instance, features GPS so it can track 
your runs without the help of a 
companion device. It also has a heart 
rate sensor, an ECG func�on that 
allows you to generate a PDF of your 
heart rhythm you can share with 
your doctor, and an SpO2 sensor that 
measures your blood oxygen 
satura�on level on demand. The 
Samsung Galaxy Watch4 also offers 
ECG and SpO2 apps. Of course, 
they're among the most expensive 
products on this list.

The Fit bit Versa 3 costs less and 
tracks plenty of fitness and sleep 
metrics, but has less in the way of 
third-party apps, so there's some 
trade-off.

Look closely and choose a watch that 
tracks the ac�vi�es and health 
metrics you want to monitor.

Does Your Smart watch Need 
Cellular Connec�vity?

A cellular connec�on allows you to 
make calls, send texts, stream music, 
download apps, and do anything else 
that requires an internet connec�on, 
without actually needing to be 
connected to your phone. The 
cellular Apple Watch Series 6 carries 
a $100 premium over the standard 
version, and you also have to pay to 
add it to your phone plan—most 
carriers charge an addi�onal $10 per 
month.

Whether this convenience is worth it 
for you depends on what you plan to 

use your watch for. If you want to 
be able to stream music while you 
exercise, but you want to leave your 
phone back in the locker room or at 
home, a cellular connec�on can 
certainly come in handy. If you 
always have your phone on you, 
however, you can probably save the 
money and skip it.

HOW LONG DO SMART WATCHES 
LAST?

You don't want a smartwatch with 
good ba�ery life, right? Good, 
because you're not going to get it. 
Watches with full-color, 
smartphone-like displays, like the 
Apple Watch and Wear OS watches, 
only last for about a day on a single 
charge. Features like always-on 
displays and GPS tracking are 
handy, but they drain ba�ery life 
quickly.

The Series 6 only gets around 18 
hours of ba�ery life, so you’ll need 
to find some �me to charge it 
during the day if you plan to use the 
sleep tracking feature. That could 
mean sacrificing some ac�vity 
tracking during the day.

In general, you'll get the best 
ba�ery life with one of the Fit bit 
watches. They typically last around 
six days before needing a charge. 
That means you can wear them to 
bed to track your sleep, something 
you can't do with a watch that 
needs to be charged every night.

Fitbit Versa 3

THE EXECUTIVES INDIA

HOW MUCH SHOULD YOU SPEND 
ON A SMARTWATCH?

Smartwatches can be very 
expensive, but that doesn't mean 
you need to spend a lot of money 
to get a good one. Yes, the $1,229 
Apple Watch Hermès is sure to 
draw a lot of a�en�on, but for that 
price, you could buy five Fitbits.

If you're a first-�me smartwatch 
buyer, you might want to think 
about going the less-expensive 
route in case you wind up not 
wearing it all that much. The $20 
Wyze Watch and the $159 OnePlus 
Watch are two affordable op�ons, 
but be sure to read our reviews so 
you're aware of their limita�ons 
before spending your money on 
them.

 Garmin Lily

THE BEST ANDROID WATCH

As men�oned, with the excep�on 
of the Apple Watch, all of the 
models on this list work with 
Android.

The Samsung Galaxy Watch4 is our 
current favorite for its streamlined 
design, excellent health and safety 

features, and useful calling and 
tex�ng features. The Galaxy Watch4 
and many other Android-
compa�ble watches support 
standard watch straps, making your 
aesthe�c op�ons virtually limitless.

The Fitbit Versa 3 is another good 
op�on. With support for 
smartphone no�fica�ons, Amazon 
Alexa, Fitbit Pay mobile payments, 
Deezer and Pandora music and 
podcast storage, and Spo�fy music 
controls, the Versa 3 is one of the 
most feature-rich Android-
compa�ble smart watches in its 
price range.

BUY IT FOR LOOKS, DON'T BUY IT 
FOR LIFE

Let's not forget: You're also going to 
wear this thing. And unlike your 
Timex, it's probably not going to 
remain in style for years. Smart 
watch design is rapidly changing, so 
hold out un�l you find something 
you actually want to wear. And keep 

in mind that smart watches are s�ll 
gadgets. The coming year is sure to 
bring new itera�ons of pre�y much 
every watch on this list, not to 
men�on plenty of completely new 
ones.

The ba�le for wrist real estate is 
quickly hea�ng up. That's good 
news for consumers, since it's likely 
to result in even be�er—and 
be�er-looking—devices. I wouldn't 
be surprised if this list reads 
completely differently the next �me 
you see it. But if you're looking for 
the best smart watch available 
today, the op�ons here are the 
finest we've seen so far.

THE EXECUTIVES INDIA
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Mrs. Paru Jayakrishna - CMD

HAT ARE ASAHI WSONGWON COLORS  
LTD.’S CORE VALUES ?

The Core values of Asahi Songwon 
Colors are as under:

• Team Work

• Integrity

• Professionalism 

• Transparency

• Business Ethics

HOW DOES ASAHI SONGWON LTD. 
DIFFERENTIATE ITSELF FROM THE 
COMPETITORS?

Asahi Songwon colors Ltd. is 
different from its competetors in 
following areas:

• Quality Product Supplier

• REACH Compliance

• Zero Defect & Timely shipment 

• Customer Sa�sfac�on

• Technology

WHAT ARE THE PLANS FOR THE 
FUTURE IN TERMS OF EXPANSION 
& GROWTH ?

The Company has already set up an 
Azo Pigment Plant at Dahej in joint 
venture with TTC of UK.for future 
Growth.

The Pigment alpha Blue is running 
with full capacity and company is 
hopeful to double its capacity in 
next one year.( Expansion)

The CPC Blue Crude Plant is running 
at fullest capacity and achieved the 
maximum produc�on. The company 
is planning to enhance its capacity 
in near future.(Expansion)

The Company has iden�fied certain 
API’s (Ac�ve Pharmaceu�cal 

Ingredients) who are having good 
demand in India & abroad. The 
working on these API are under 
progress.(Future Growth Plan)

WHAT ARE STRATEGIES DOES 
ASAHI SONGWON LTD.IN PLACE TO 
IMPROVE YOUR SUPPLY CHAIN 
AND BUILD LONG TERM 
RELATIONSHIPS WITH KEY 
SUPPLIERS?

Asahi Songwon Colors Ltd. has 
taken many steps to build the 
rela�onship with Overseas Buyers. 
Few strategies are highlighted as 
under:
• Complying the regula�ons 

enforced in Buying Country.

• Timely Shipment and 
Processing of Documents within 
short �me.

• Measuring the Customer 
sa�sfac�on in terms of 
Repeated orders / Solving 
Complaints / Timely Payment / 
No Penalty imposed / Pre 
Shipment sample approval / 
Price / Credit Limit.

• Conduc�ng Ecovadis audit as 
s�pulated by Key Buyers.

WHAT ARE SOME OF THE KEY 
GOALS MR.PARU M JAYKRISHNA 
AND ASAHI SONGWON LTD.; HAVE 
ACHIEVED SINCE THEY HAVE BEEN 
THERE ?

The Company has achieved 
following key Goals since its 
incep�on:

• Asahi is one of the largest 
Manufacturer and Exporter of 
CPC Blue crude in India. (2021)

• Joint Venture with Songwon 
Colors Co.Ltd.of South Korea. 
(2005-06)

• Technology �e up with DIC 
corpora�on of Japan to 
manufacture Pigment Beta 
Blue.(2007-08)

• First �me Pressure technology 
being adapted by Asahi 
Songwon Colors Ltd.in 
India.(2005) -  in CPC Blue 
Cruide

• Addi�ons of New Products in 
Asahi’s Baskets every year:

• Pigment Beta Blue - 
15.2/15.3(2008)

• Pigment Alpha Blue - 15.0 / 
15.1(2020)

• Ammonium Sulphate ( Powder ) 
from Waste Liquor(2009) -  
made from waste ammonia 
water 

• Recently Entered into Azo 
Pigment Business with 
Jt.Venture with TTC Group of 
UK.(2021)

• Se�ng up of an R&D centre to 
develop High Performance 
Pigments at Padara Loca�on. 
(2012)

RECIPIENTS OF MANY AWARDS 
FROM STATE AND CENTRAL 
GOVERNMENT AGENCIES:
• A.Best Exporter Award from 

CHEMEXCIL.
• B.Adjudged as Best SME by 

Bradstreet & Fullerton in 2008.

• C.Best Export Performance 
award by Govt.of Gujarat.

• D.Best Exporter Award from 
GDMA - No.of �mes.

THE EXECUTIVES INDIA

Customer centric
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with full capacity and company is 
hopeful to double its capacity in 
next one year.( Expansion)

The CPC Blue Crude Plant is running 
at fullest capacity and achieved the 
maximum produc�on. The company 
is planning to enhance its capacity 
in near future.(Expansion)

The Company has iden�fied certain 
API’s (Ac�ve Pharmaceu�cal 

Ingredients) who are having good 
demand in India & abroad. The 
working on these API are under 
progress.(Future Growth Plan)

WHAT ARE STRATEGIES DOES 
ASAHI SONGWON LTD.IN PLACE TO 
IMPROVE YOUR SUPPLY CHAIN 
AND BUILD LONG TERM 
RELATIONSHIPS WITH KEY 
SUPPLIERS?

Asahi Songwon Colors Ltd. has 
taken many steps to build the 
rela�onship with Overseas Buyers. 
Few strategies are highlighted as 
under:
• Complying the regula�ons 

enforced in Buying Country.

• Timely Shipment and 
Processing of Documents within 
short �me.

• Measuring the Customer 
sa�sfac�on in terms of 
Repeated orders / Solving 
Complaints / Timely Payment / 
No Penalty imposed / Pre 
Shipment sample approval / 
Price / Credit Limit.

• Conduc�ng Ecovadis audit as 
s�pulated by Key Buyers.

WHAT ARE SOME OF THE KEY 
GOALS MR.PARU M JAYKRISHNA 
AND ASAHI SONGWON LTD.; HAVE 
ACHIEVED SINCE THEY HAVE BEEN 
THERE ?

The Company has achieved 
following key Goals since its 
incep�on:

• Asahi is one of the largest 
Manufacturer and Exporter of 
CPC Blue crude in India. (2021)

• Joint Venture with Songwon 
Colors Co.Ltd.of South Korea. 
(2005-06)

• Technology �e up with DIC 
corpora�on of Japan to 
manufacture Pigment Beta 
Blue.(2007-08)

• First �me Pressure technology 
being adapted by Asahi 
Songwon Colors Ltd.in 
India.(2005) -  in CPC Blue 
Cruide

• Addi�ons of New Products in 
Asahi’s Baskets every year:

• Pigment Beta Blue - 
15.2/15.3(2008)

• Pigment Alpha Blue - 15.0 / 
15.1(2020)

• Ammonium Sulphate ( Powder ) 
from Waste Liquor(2009) -  
made from waste ammonia 
water 

• Recently Entered into Azo 
Pigment Business with 
Jt.Venture with TTC Group of 
UK.(2021)

• Se�ng up of an R&D centre to 
develop High Performance 
Pigments at Padara Loca�on. 
(2012)

RECIPIENTS OF MANY AWARDS 
FROM STATE AND CENTRAL 
GOVERNMENT AGENCIES:
• A.Best Exporter Award from 

CHEMEXCIL.
• B.Adjudged as Best SME by 

Bradstreet & Fullerton in 2008.

• C.Best Export Performance 
award by Govt.of Gujarat.

• D.Best Exporter Award from 
GDMA - No.of �mes.
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THERE’S A VACATION. THEN, 
THERE’S A VILLA VACATION. 

We’ve located the ideal villa 
proper�es in some of the world’s 
most popular tropical des�na�ons – 
Turks & Caicos, Greece, Thailand 
and the Maldives. Features such as 
in-villa wine cellars and private 
guest beaches make these spots 
special. But what really catches our 
eye, (and protects our pocketbook), 
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is the fact that each of these luxury 
villas has been verified* for having a 
best rate guarantee when you book 
directly with them.

Pop the bubbly and read on, because 
you’re about to embark on an 
interna�onal journey for the best 
possible price. And once you arrive, 
you’ll have an en�re villa to celebrate 
in.  

GREECE

Mykonos Village 

Pris�ne beaches and endless views 
of deep blue are perfectly placed 
against cool white architecture. 
Notorious for nightlife, yet home to 
relaxing spas and world-class 
eateries, Mykonos a�racts solo 
jetse�ers and travel groups alike. 
These villas are the epitome of 
Grecian luxury, with open-air floor 
plans and private infinity pools. 
With town centre close by, the 
cosmopolitan buzz is just a quick 
shu�le away. 

SANTORINI VILLAS

An island that became famous 
following a volcanic erup�on, 
Santorini has made its mark in the 
luxury travel world. Radia�ng 
romance and delivering unmatched 
views, it’s obvious why. The town’s 
history can be felt in these classy, 
tradi�onal villas and its fresh fish 
can be enjoyed at a collec�on of 
nearby culinary dives. 

TURKS & CAICOS

North Shore

Tucked away on a ten-acre 
beachfront enclave in 
Providenciales, these villas embody 
premier island living. They’re 
posi�oned amongst dense and 
bright vegeta�on, each complete 
with a private beach. Inspired by an 
open Caribbean living concept, the 
vaca�on homes feature wide glass 
doors, mul�ple terraces, private 
infinity pools and outdoor showers. 
Elevated views of the North Shore, 
Princess Alexandra Na�onal Park 
and the barrier reef make for a well-
rounded experience of the en�re 
island.

LONG BAY

The five brand-new, custom-

designed villas of Long Bay are 
perched upon a 3-mile white sand 
beach – a beach that just so 
happens to rank among the Top Ten 
in the world. Occupying its own 0.7 
acres of oceanfront property, each 
villa has much land to wander and 
discover. Because of the area’s 
trade winds, the turquoise waters 
are ideal for water sports and kite 
boarding.

THAILAND

Phuket Villas

Perched upon the northern �p of 
Phuket Island, Anantara Mai Khao 
Phuket Villas sit atop a golden 
beach outlined by a lush na�onal 
park. Three miles of shoreline 
property is home to an array of villa 
styles – from spacious, designer 

residences to in�mate bungalows 
for two. Inspired by Southern Thai 
village living, the popular pool villas 
are clustered around a lagoon. 
Ac�vi�es speak to the local culture, 
including sunrise yoga, Muay Thai 
at dawn or Thai treatments at the 
sanctuary spa. To enjoy a grand 
view of Thailand’s horizon, guests 
can rent private yachts by day. 

MALDIVES

Kihava Maldives Villas

Situated on the Baa Atoll in a 
UNESCO Biosphere Reserve, 
Anantara Kihavah Maldives Villas 
overlook a tranquil lagoon 
surrounded by jungle. All 
residences feature the latest in 
technology via 24-hour iPad 
concierge, as well as an in-villa wine 
cellar. For guests looking to explore, 
the area is known for its snorkeling 
– done with mantas or Hawksbill 
sea turtles.  

*These proper�es have been BRG 
cer�fied by HotelsVillasDirect, the 
world’s largest search engine for 
top-�er hotels and villas dedicated 
to offering travelers a best rate 
guarantee for booking direct. 
Search Best Luxury Villas for more 
op�ons.
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posi�oned amongst dense and 
bright vegeta�on, each complete 
with a private beach. Inspired by an 
open Caribbean living concept, the 
vaca�on homes feature wide glass 
doors, mul�ple terraces, private 
infinity pools and outdoor showers. 
Elevated views of the North Shore, 
Princess Alexandra Na�onal Park 
and the barrier reef make for a well-
rounded experience of the en�re 
island.

LONG BAY

The five brand-new, custom-

designed villas of Long Bay are 
perched upon a 3-mile white sand 
beach – a beach that just so 
happens to rank among the Top Ten 
in the world. Occupying its own 0.7 
acres of oceanfront property, each 
villa has much land to wander and 
discover. Because of the area’s 
trade winds, the turquoise waters 
are ideal for water sports and kite 
boarding.

THAILAND
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Perched upon the northern �p of 
Phuket Island, Anantara Mai Khao 
Phuket Villas sit atop a golden 
beach outlined by a lush na�onal 
park. Three miles of shoreline 
property is home to an array of villa 
styles – from spacious, designer 

residences to in�mate bungalows 
for two. Inspired by Southern Thai 
village living, the popular pool villas 
are clustered around a lagoon. 
Ac�vi�es speak to the local culture, 
including sunrise yoga, Muay Thai 
at dawn or Thai treatments at the 
sanctuary spa. To enjoy a grand 
view of Thailand’s horizon, guests 
can rent private yachts by day. 
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Kihava Maldives Villas

Situated on the Baa Atoll in a 
UNESCO Biosphere Reserve, 
Anantara Kihavah Maldives Villas 
overlook a tranquil lagoon 
surrounded by jungle. All 
residences feature the latest in 
technology via 24-hour iPad 
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VIRGIN GALACTIC UNVEILS
ITS VSS IMAGINE SPACESHIP

hat many in the space Windustry ini�ally 
deemed a fool’s errand 

for Elon Musk turned out to 
groundbreaking instead. For the 
longest �me, single-use launch 
systems were the biggest hurdle for 
commercial space travel. With 
mul�ple successes under its belt, 
SpaceX can now provide services 
with its reusable pla�orms. 
Meanwhile, the unveiling of the VSS 
Imagine is reminding us that Virgin 
Galac�c is s�ll in the race

Richard Branson’s goal to become 
one of the world’s first companies 
to break into space tourism is clear. 
While Musk’s group seems to be 
focusing more on growing their 
presence in the aerospace scene in 
mul�ple facets. The VSS Imagine is 
the first one under Virgin Galac�c’s 
Space Ship III classifica�on. From a 
design standpoint, it shares some 
elements with the Space Ship Two.

It is eschewing tradi�onal coats of 
color in favor of something more 
stunning. There is no doubt that the 
VSS Imagine will shine like a star 
thanks to its exterior. Almost every 
surface boasts a mirror polish finish 
in silver, with some sec�ons in blue. 
Overall, it gives off a vibe of advanced 
aerospace engineering.

Another reason behind this eye-
catching scheme aside from drawing 

a�en�on is for thermal protec�on. 
Virgin Galac�c says the Space Ship 3 
catalog will “enable improved 
performance in terms of 
maintenance access and flight rate” 
and “will lay the founda�on for the 
design and manufacture of future 
vehicles.”
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The Execu�ves India Magazine is a print and online publica�on, published quarterly catering to 
C-suite execu�ve across the Asia. We publish an inspiring pile of entrepreneurial piece and provides 
detailed analysis across Asia’s diversified marketplace.
We are composed of a superb and professional editorial team that keeps our readers up to date with 
the latest development in the Asian market through our one on one interview with the execu�ves, 
highligh�ng the current event, as well as featuring ar�cles on leading entrepreneur.
We believe that life is more than the business as such we also deliver stories about health and 
beauty, fashion,  Engineering, Manufacturing , avia�on and travel, food and wines and so much 
more.
The Execu�ves Financial services part of our group offering financial services for Corporate 
companies and execu�ves throughout India for more details get in touch.

Contact :  Mr. Sa�sh B (CFO & Director)
sa�sh@execu�vesindia.com
M:+91 6301087088
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Corporate Office :
Plot No. 54, Flat No. 201,

Hyderabad-500 003, Telangana.
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We Provide 
• Working Capital/ Project Funding

• Le�er of Credit/Bank Guarantee

• Business Loans/Corporate Loans

• Corporate funding 

• Construc�on/Equipment/Machiner Loans

• Home Loans/Mortage Loans

• Commercial Vehicle Loans

• Personal Loans/Doctor Loans

• Agri & Commodity Loans

(Financial Services)




