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design is as
important as
functionality, *©
anditis on 1
brands like us to
create something
unigue that has
value in the future *
and people have a
story to tell about.” §
YOGESH CHAUDHARY {taft), drector,
Jaipar Ruags

Journey has taken along tme.”
i
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Himanshu znd Mia Morikawa have
revived indigo dyeing methods
that are nearly 5,000 vears old
weaving rraditions that dace bac
almoet 500 5, and re-eng
tandhani {fe-and-d
adapuing them w everrdey
silbouertes rather than lim
them to raditional saris and
“Rut, in India, the understanding of
eroft-ked desigm for evervday weor
iz very different from ahio:
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and faster than within Indi,
Himanshu. “Here, we still strogghe
0 8kIn gredtet value o erafred
products, Everyday-wes
with acraft focus have ke
due to the unorzanised ret
Add to that the exponential
wrowth of the coumerfeit market lusu

eurort EERE

ears, from §46.1 billionin 2003 to
nearly 500 billion in 202
aceonding 1o Seatisa, the
y wateh markut
o reach £9.3 billion in 2025,
snerated embroldery

is one of the bigrest problems in
while, the luxury market now. [ hove
trained my etaff and mken upon
mself o edueate customers and
mike them understand the feel
wlhandwork.” says Mishro.

1 couni s threaten lusury
brands from the outside, an equally
pressing challenge lies within,
in the Indian industre’s mindset
to praorfise sl over craff

Medie repoces say that, globally,
luxary companies lose about 530
illion annually due 1o the rise of
takes. The counterteit shoe market
alone has risen 1,200 percent in 10

thing unim
15 ago. “Anthenticity

ane

wxelugivity. And change is painfully
It took us almast s decade o
ue chains for indigenous
eraft practices while keeping
sustainability at the core—from
tracing the rew material chain to
identifying master craftsmen. and

Opportunities for Indian luxury

brands are tremendous. They can

set the context and introduce a
luxury product, because the tailwinds
are in place.”

CHIRAG SHAH, principal, fsrous Future Leaders Fard
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eresting IPsafierin.depth R&D fn
wach sector o cstablish an clficient
system that truly supparis artisans,”
says Himanshu of 1111 “Oniv now
are we turming our fecus owards
sealing up the renture. India has
mearhy 2,000 Khadi Gram Udy:
we still haven't been akle to channal

Fhetm fnte produeng world-quality
products. That gep is less alou
skilland more absoun the absence ol
tems, desigm intervention, and
market linkage—zand thatis precisely
the spoce 1111 is working to bridge. "
The lack of 1 community ro
Fostor haury anterprises has hoon
highlighted by Paritash Mebto toa,
who set up the Trunks Company
with the suppore of bis b
I nk to handerafi argisanal
rrunks that range from trunks for
bars, watches and gumes to even a
Formmer Todian cricker team caprain's
bags “16 you o b
time, o ‘Made in India' lalel
preferied over ‘W
we had all the pedigree,
onevalued ir—we didn't contribure
i vs Mehta founder and
director, who mode one

We can't be

averything to

everyone. Selling a
bag for 380,000 and an
espresso cup for T500 are
two ditferent market
segments altogether.”
GAUTAM SINHA, [o0s
Happ Dos
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Projected luxury market
growth in India between
2023 and 2028 {CAGR)
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of his first products for a former

minister=a customised trup
e colee, “But that is chug
Today, its globally v

Eastemn roval
conmissioned o

sk set of tovel
meunks tor his privae jer, menriomed
thar both he and his father (g0 whom
he had gifted one) had reploced thew
legracy-brand trunks with those from

BN Wearner

Trunks Company. One of Mehta's
trunks wias recently nuctioned by
sotlieday's for 540,000, viudicaring
his conviction in a venture that was
started in avacuum—at & time when
leathier secents were unheard of-
with anly “the desive 1 showease
the best of India fo the world",
Agrees Vikeam Goyal, founder of
Vikram Goyal Sodio and Nifesiyke
b Vi
becoming more d
focussed on process and gqualicy,
what the desizn inspiration is
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