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In 2018, Raghavendra 
Rathore remembered a crit-
ical lesson he’d learnt at the 

New York City-based Parsons 
School of Design: When you 
reach a plateau, you must find 
capital to keep going. So he
turned to Reliance, which came 
on board as an investor with a 
minority stake. 

Convinced that this was the 
future, he encouraged other
designers to go down this route 
as well. But back then, few
seemed interested and instead, 
kept struggling to survive. 

Rathore knew whether you 
are a mass market or a bespoke 
brand, when you have the con-
fidence of a corporate entity
backing you, you will grow and 
evolve. Though the lessons have 
since been learnt on both sides, 
when Rathore started, there
were no yardsticks or templates. 
So he went high and low to find 
someone who would put their 
money in his brand. There was 
no one, except private investors 
in high design, where the aver-
age price of an outfit is ~1 lakh 
and above. Private equity (PE) 
did, in fact, take a brand like 
Anita Dongre to great heights. 

Rathore kind of paved the 
way for this, along with Darshan 
Mehta, president of Reliance
Brands Ltd (RBL), who helped 
create a blueprint for the corpo-
ratisation of fashion in India. 
“The benefits are multifold,” 
says Rathore. “You are also 
audited, so you are accounted 
for. You are saving, so there is 
no pilferage. Plus, with access 
to capital, it becomes easy to
support your vision,” adds the 
designer who started as a wom-
enswear brand and 15 years ago 
ventured into bespoke 
menswear with authentic band-
hgalas and achkans. 

Covid has been a game 
changer for the fashion industry 
and the ripples of its after-
effects can be seen with many 
designers struggling to stay
afloat. This is where corporate 
India has come to the rescue, 
following the international for-
mat of Kering, LVMH and the 
Richemont group. In India, two 
of the biggest players to have
emerged are Reliance and the 
Aditya Birla Group.  

The hope is that like the 
West, Indian designers too will 
have a 360-degree approach to 
fashion, and many believe
strategic corporatisation of fash-
ion is the way to go. Though
joint ventures (JV), partnerships 
and PE have been a norm in 
global fashion, in India, fashion 
corporations have been a tad 
late in arriving. But they are now 
picking up the pace. 

Reliance, which recently
picked up a 51 per cent stake in 
Abu-Sandeep, had earlier

announced a
60:40 JV with 
Rahul Mishra to 
launch a ready-to-
wear brand. It has also 
picked up a 40 per cent stake  
in Bollywood’s favourite,  
Manish Malhotra. The expan-
sion has been phenomenal. 
Earlier, it invested in Anamika 
Khanna’s AK-OK, Abraham and 
Thakore, and Ritu Kumar (a
majority 52 per cent stake in 
Ritika Pvt Ltd, Kumar’s fashion 
and home labels).  

Kumar, the doyen of Indian 
fashion, who has handed over 
the reins of the business to her 
tech-savvy son Amrish, says, “It 
was the only way we could grow 
and expand. With this collabo-
ration, we have opened stores 
in smaller cities like Jodhpur 
and Raipur. One design house 
can’t do what a corporation can 
— they bring in expertise, pro-
fessionalism, money and run 
our business like a corporation.”

But does that mean losing 
control over the company and 
not having a say in big deci-
sions? Kumar refutes this: “We 
haven’t relinquished creative 
and artistic control. That is our 
forte. The infrastructure is pro-

vided by them.” 
Aditya Birla Fashion and 

Retail (ABFRL), meanwhile, 
took 51 per cent stake in 
Sabyasachi Mukherjee; a 33 per 
cent stake in Tarun Tahiliani 
luxury demi-couture; and a 51 
per cent stake in Shantnu and 
Nikhil, and Masaba. 

Tahiliani launched a con-
temporary men’s ethnic wear 
brand, which aims to build a 
~500-crore business in the next 
five years, with more than 250 
stores across the country.  

Shantnu and Nikhil explain 
there is a big difference between
corporate investments and 
strategic partnerships. “Our 
partnership with ABFRL is 
purely strategic in nature. Our 
contemporary design values 
backed with their supply-chain 
knowhow makes this marriage 
a winsome for both.” 

The duo launched the new 
bridge-to-luxury brand, S&N by
Shantnu and Nikhil, and cur-
rently have six flagship doors in 
Delhi National Capital Region, 
beside Bengaluru and Mumbai. 
In the next four months or so, 
another five stores will be added
to the brand kitty. “In addition 
to brick-and-mortar stores, S&N
by Shantanu & Nikhil also has 
a very robust D2C vertical, and 
e-commerce is something we
started during Covid times. All 
of this has only been possible 
because of this merger with 
ABFRL,” says Shantanu. 

Just like S&N, ABFRL has
been adding many vivacious
brands to offer the customer a 
varied choice. Commenting on 

the partnership with Masaba, 
Ashish Dikshit, managing 

director, ABFRL, says, “As a new 
generation of young and digi-
tally native consumers explore 
their needs within fashion and 
lifestyle, they actively seek 
brands that are colourful, vivid 
and digital. Masaba is a young, 
effervescent brand with a 
refreshing and innovative take 
on every lifestyle category.”  

Legends in their own right, 
Abu Jani and Sandeep Khosla 
had been in talks with RBL for a 
year, which resulted in the latter 
acquiring a 51 per cent stake. 
There have, however, been 
instances when associations
have gone sour, such as when
Schulen Fernandes decided to
step down after allegedly having 
differences with Purple Style 
Labs (that had acquired the 
Wendell Rodricks label). 
According to unconfirmed 
reports, many designers do feel 
the interference increasing by 
corporations and sometimes the 
“control” gets overwhelming. 

Sandeep Khosla feels other-
wise. “We remain in creative
control as designers-in-chief. 
The purpose of this tie-up is to
enhance our brand identity and 
reach, not dilute it in any way.” 
He adds, “Growth is the goal and 
that, of course, includes our 
sales and turnover. It isn’t inter-
ference or pressure; rather it is 
a shared commitment and
ambition.” There is only looking 
upwards from here, he adds, 
with the introduction of new 
products in lifestyle segments. 
“We will also enter new geogra-
phies with this tie-up, both with-
in India and abroad,” he says.

PAVAN LALL

Mumbai, 7 July 

Crossovers sit in a strange no 
man’s land when it comes to
cars. They are neither pure 
sport utility vehicles (SUVs) or 
utility cars that have been 
designed to go dune-bashing or 
ambling across brooks and 
brush. Neither are they sedans 
or luxury limousines designed 
for pure refinement and luxury. 

Technically, a crossover, or 
crossover SUV, is a vehicle with 
increased ride height on 
unibody chassis construction 
shared with passenger cars, 
versus a traditional SUV that is 
built on a body-on-frame 
chassis construction akin to
pickup trucks. 

The BMW X4, which picks 
up where the X3 left off, offers 
sportive handling, punchy 
acceleration as well as top-
quality interiors. If there’s a but, 
then it would be that trunk 
space could have been larger 
and pricing could have been 
more rational. 

Even so, the X4 offers an 
imposing presence that you 
cannot miss even in a crowd of 
other cars. 

The X4 has gotten a mild 
design tweak for this year, with 
its exterior styling whittled 
down to appear more 
streamlined and sleek.  
This is specifically true  
of its headlights, grille and 
front bumper, all of  
which come together in a 

fusion of aggressive but 
composed modernity. 

The X4’s cabin deserves a 
special mention for what is top-
notch all the way, from its 
plastics, cool metallic brushes 
and leather accents to the 
sleeker dashboard and the 
easy-to-use infotainment 

system with a screen almost as 
big as a laptop. 

However, there’s no 
mistaking the way the X4 lords 
over other cars on the road 
given its height and size 
advantage. Its large cabin space 
that gives occupants a sense of 
unbridled security will please 
home-makers with children no 
end, but the space is great as 
long as it is for a small four-
member family. 

Interesting side note: the X4 
is described as a “compact 
crossover” across the pond but 
qualifies as a large-ish vehicle 
here, hence the incongruence 
on number of passengers it can 
seat despite its size relative to
other cars. 

Inside suspension is hard 
but never brittle. Like most 
premium cars, it includes loads 
of features such as driver blind 
spot monitoring and forward
automatic emergency braking. 
As the X4 is revved into motion, 
its handling is impressive and 
agile and never tiresome even 
in traffic-laden highways. 

For those interested in 
funky new colours that stand 
out, the Bavarian car-maker 
also launched new versions — 
Silver Shadow and Black 
Shadow, essentially codes for 
limited editions with 
cosmetic tweaks. 

The bottom line is that with 
its futuristic designs and a 
customer positioning that is 
geared for a new and emerging 
demographic, it’s likely that the 
X4 will age well over time. 
That’s key in a market where 
prices for luxury cars are not 
going down anytime soon and 
supplies seem to remain 
constrained for the present.

The X4 is packed with 
edgy presence, power
German crossover stands tall in BMW portfolio

SPEC SHEET 
> Power:195 hp 
>Transmission: 8-Speed 
Steptronic Sport
Automatic Transmission 
>Cylinders: 6/4 
>Displacement: 2,993 cc
>Acceleration 0-100 
km/h in 5.8 sec 
>Price: ~70-~73.90 lakh

SHANTANU   
Fashion designer

S&N BY SHANTANU & 
NIKHIL ALSO HAS A VERY 
ROBUST D2C VERTICAL, 
AND E-COMMERCE IS 
SOMETHING WE STARTED 
DURING COVID TIMES. ALL 
OF THIS HAS ONLY BEEN 
POSSIBLE BECAUSE OF THIS 
MERGER WITH ABFRL

n Deepika Padukone 
in Abu Jani 
Sandeep Khosla 

n The Jodhpur 
classic bandhgala 
by Raghavendra 
Rathore   

n A Ritu Kumar 
creation

Couture gets a 
corporate push
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(Clockwise from left) The Family Office of Amit Patni and Arihant
Patni partnered with Campden Wealth (UK)
to establish Campden Family Connect in

2016, a premier global membership community
for ultra-high net worth families in India. Campden
Wealth, UK is an independent family owned
business providing unrivalled knowledge and
intelligence toacommunityof theworld’swealthiest
families, their family office and ultra-high net
worth investors since 1987. Campden’s member-

only meetings help the community explore and
discuss a range of topics from ethics, leadership
and social trends to wealth management, estate
planning, investment, and governance.

ThisApril Campden Family Connect completed
6years in India, itsmembersarenowspreadacross
16 locations. Over the last six years, Campden
has delivered over 70 knowledge forums and

A UNIQUE PLATFORM FOR
INDIA’S WEALTHY FAMILIES
The pre-eminent membership network for India’s ultra-high net 

worth business families and single family offices
meets both in-person & virtual in cities including
Mumbai, Delhi, Pune, Hyderabad, Ahmedabad,
Bangalore, Chennai, and Coimbatore.

Recently, Campden concluded its 7th Indian
Families in Business Forum in Mumbai. This
forum hosted more than 50 business families in
a private setting, strictly for pre-qualified family
members where they engaged in multiple panel

discussions, keynotes and thematic roundtable
discussions on topics pertaining to family
businesses.

Indian Family 
Alternative Investment Forum 2022

Another of Campden’s flagship forum on
Alternative Investments for UHNW families is
scheduled on 23rd August in Mumbai. Themed
on ‘Exploring The New Age Alternatives’, this
summit will focus on emerging alternative
opportunities in the domestic/global markets,
portfolios, trends, and outlook in this sector.

To know more about Campden membership
write to info@campdenfamilyconnect.com.

Amit Patni, Director, Campden Family Connect


