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“Sarees are waiting 
to become a brand”

Six yards of wonder
Fluid, traditional, classy yet modern,    
a saree is more than versatile; it is an 
emotion visible in nostaliga of the past 
and present and hope for the future

Detox: A growing fad
Weight loss to gut health to overall 
well-being, detox is the new fad in 
town catching nutritionists by 
surprise. But does it really work? 
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Dear Readers!
Come October and there is a nip in 

the air, a dewy fresh nip that unveils the 
b e g i n n i n g  o f  f e s t i v i t i e s  a n d 
celebrations. 

Be it the lit-up markets, the 
laughter and fun with friends, new 
clothes still fresh with their folds or the 
aroma of delicious food wafting from 
homes. Festivities bring this and more.

With Durga Puja, Dusshera, Diwali, 
Eid then Christmas and New Year, all 
around the corner, we thought it was 
just the right time to do a festive 
special.

Our cover story this time is special 
for a very simple reason. For, even as 
the country celebrates with their 
families, there is a section of people 
who help us all celebrate, driving our 
celebrations, literally.

For a company that has been in the 
logistics sector for over twenty five 
years, we live our work each day. 
Holidays, Sundays aren't something 
that we know of in the true sense. But if 
there is one section that deserves 
kudos, it is the drivers who find ways to 
celebrate miles away from their families 
while they are on duty. Our cover story 
is a tribute to these heroes and to our 
associates and vendors who all come 
together and form Safexpress family.

For our Inside Out section, we get 
you stories of weavers of Varanasi and 
Mau adapting to the changing world of 
Sari weaving.

Don't miss our SME section that 
looks at one of the most important part 
of Diwali celebrations, the kitchenware 
market.

For In Focus, we got you stories 
from the heartland about women 
empowering themselves through diya 
and candle making. A beautiful read!

In our Offbeat section, we look at 
the rising trend of “detox” after the 
indulgent festivities. 

We hope you enjoy our edition as 
much as we loved putting it together.

Happy Diwali and a very happy 
festive season!

An astonishing six yards of a drape, 
Saree is waiting for its ‘Manyavar 
Moment’

DRIVING DREAMS 
AND CELEBRATIONS

Continued on Page 2

Prachi Raturi Misra

A quick look at his watch and he 
knows they need to hurry up. It is nearing 
the puja time. He gets the flowers and 
incense stick ready, the puri, kheer, sabzi, 
paneer curry, sweets are all ready.

Mantu Tiwari lifts himself into his 
comfortable seat, lights the incense, 
closes his eyes and offers his prayers. 
Tiwari is doing the Puja inside his truck. 
Once the Puja is done, he has the delicious 
meal prepared by him and the helper. 
Soon after, they are on the road again, 
looking at the world celebrate Diwali from 
the giant windscreen in front of them. 
is windscreen is also their window to 
the world. It is through this window of 
theirs that they see various seasons pass 
b y,  d i ff e r e n t  t r e e s  i n  d i ff e r e n t 
geographies, skies changing hues and yes 
various festivals celebrated.

Mantu is just one of the many links 
in the logistics sector's strong chain who 
will be working even on Diwali, having 
helped thousands around the country to 

celebrate their Diwali well. Be it your fairy 
lights, the rangoli colours, the décor, the 
candles, the utensils, ingredients for food 
and sweets or beautiful new clothes, they 
have moved it all.

Hundreds of kilometres apart, are 
several other people doing their job, 
monitoring Tiwari's movement, making 
sure the goods he is carrying are delivered 
on time. 

Diwali is just one of the endless days 
when Tiwari and thousand others in the 
logistics sector work.

Like Mr Naveen Khurana, Corporate 
Head of Business Partner Managerment, 
puts it, “Logistics are the wheels that 
move everything. We work every day of 
the week, month, and year to make sure 
things keep moving and everyone gets 
what they have to.”

With Diwali around the corner, and 
the festive season upon us, we found out 
how people in the logistics sector 
celebrate the festival, considering that 
many of them might not be home and 
several others might be busy even during 
festivities.

Work is worship
When you imagine a woman on 

Diwali, you imagine her doing the rangoli, 
prepping the puja and cooking delicious 
meals.

Guess what? Kanchan Saini of Isaan 
Saini Roadways in Jamshedpur does this 
and more. She coordinates with any of her 
staff who might be stuck on the road or 
need any kind of help. “My work is my 
biggest worship and festival. I do it on 
Diwali and every day. It is my staff, my 
brother drivers and helps and associates 
for whom Diwali is the most hectic and I 
truly appreciate the effort they put in.”

Saini manages 85 of her drivers and 
has 10 backup drivers at any point in time. 
e idea, she says, is to always be ready for 
exigencies whenever they arise, and are 
met with promptly.

A homemaker till her husband died of 
Covid, Kanchan Saini took over the reigns 
of the family business. Of course, it was a 
little difficult in the beginning especially 
because she had never stepped out of the 
home for work, managing her son, taking 

DRIVING CELEBRATIONS 
ACROSS THE NATION

One of the biggest festivals in the country Diwali is celebrated by everyone with 
fervour. But how do the ones who help everyone celebrate Diwali, celebrate it 
themselves while they are mostly behind the wheel? We find out.



logistics business has Diwali every day, 
“there is so much of buzz.”

But yes, a little before Diwali, the 
pressure does mount, he agrees. “We have 
to prepare in advance. Some drivers take 
leave to go to families so there are standby 
drivers always ready to make sure the 
deliveries are not compromised upon. 
Also, since delivery numbers almost 
double before Diwali, we make sure there 
are extra vehicles on the road.”

e company has also found a 
wonderful way to deal with liquor 
consumption, the most common problems 
in a substantial number of drivers. “We do 
checks on the vehicle and drivers every 
1000 kilometres. is puts them in a 
responsible position and ensure the 
drivers, the vehicles as well as the goods 
are safe. It is a win-win situation. If any of 
the drivers are tired or sleepy, we have 
substitutes, if any of the vehicles needs 
any fixing, we sort that. It is festival time 
and we want everyone to be completely 

all taken care of by the company. e 100 
odd staff work at the warehouse without 
the fear of getting caught in traffic jams, 
the extra pressure of extra bookings or 
the feeling of loneliness during the festive 
season.

“It has become an annual ritual of 
sorts. In fact, employees eagerly wait for 
the movement. It is a great exercise in 
bonding for them. For us, it is a great 
feeling to see our employees enjoying 
themselves while they work,” says Binder.

e work and play also needs 
balance, something that most companies 
watch out for.

Take for example Narendra Kumar 
Singh who runs a transport company by 
the name of Tegra Express in Delhi. Singh 
chuckles when he says, everyone in the 

care of her in laws and home.
In two years, she sounds completely 

at ease managing the many things 
including festive rush.

e work is worship adage holds true 
for almost everyone in the logistics 
sector.

Ask Anil Gupta who has been driving 
trucks for the past 25 years and he puts it 
vey simply, “Our work helps us run our 
homes, make sure our children go to 
school, help us provide for medicines and 
more. It helps us to be happy and sail 
through our tough times. So yes, it is our 
worship in every sense and it is no 
different on Diwali.”

Typically, everyone finds a way of 
celebrating. Be it stopping by on the road 
and doing puja in the truck, decorating 
the vehicle with candles, stopping at a 
good spot on the roadside and cooking a 
special meal or simply making new 
friends in a new city and celebrate a nice 
evening over a nice meal. An extra sabzi 
for the occasion from a dhaba is a 
celebration as well, if you savour it well.

Rohit Das who has been driving with 
Isaan Saini Roadways for the past eight 
years remembers spending a lovely Diwali 
evening in Indore. “I had a few hours to 
meet my schedule of reaching to the hub. 
As I entered the hub and my vehicle 
proceeded to unloading bay, I found so 
many others like me. We chatted away 
leisurely, shared a good meal. It was a 
good feeling. One didn't feel so alone. 
Sharing good food and good company is 
also a celebration, isn't it?”

Innovation matters
Diwali is that one time of the year 

when people look forward to being with 
home and family. But what do you do 
when your work is crucial to the family?

Ask Chandan Binder of Trans Cargo 
Ltd. whose company has made Diwali 
work fun.

For the past few years since they 
realised pressure around Diwali was 
piling on them and the employees, they 
found a fun way to handle it and keep the 
work going.

So, all 100 members in the team are 
moved to a guesthouse near their 
warehouse in Dharuhera, Manesar days 
before Diwali. eir food and lodging are 

safe and go back to their families when it 
is time.”

Time to bond
Hareram Singh, a fifth generation in 

the transport business in Calcutta sees 
Diwali as the perfect opportunity to make 
the employees of his company Maharaja 
Carrier Private Limited, feel special.

He personally hands over the Diwali 
goodies to his drivers for the 400-vehicle-
fleet he has.

“You see, drivers are the fuel of our 
industry. And finding good reliable ones is a 
privilege. We want to make sure everybody 
is made to feel valued so I personally 
handover their Diwali sweets and gifts to 
them.  And the look on their face tells me 
how special that makes them feel.”

With a fleet size of 400 vehicles 
meeting all the drivers and helpers means 
Singh starts the process a fortnight before 
Diwali.

Anand akur in Kanpur also 
believes Diwali is the time for some extra 
pampering for his fleet of 150 drivers. 
“ey are our family and we have to think 
about making their festival special. To 
begin with, we have backup drivers for the 
ones who want to go home. e Diwali 
sweets and gift are handed over to them 
well in advance and if someone has gone 
home, we try and send their sweets and 
gift through any driver who will be 
passing though that area,” says akur.

Jitendra Jaiswal in Indore who runs 
a company by the name of Shraddha 
Roadlines says, “e logistics business is 
not easy for the sheer amount of 
involvement it needs. ere are no 
holidays. 

Just like the wheels of our vehicles, 
we all need to be working constantly.”

e festive season of course means 
added pressure, extra calls, extra hours at 
work, for him and the staff. So, a little 
gesture of care helps.

But you know what makes his Diwali 
special? “When the staff sends a happy 
picture of them with the puja they have 
done for Diwali, the decoration on the 
truck, the meal they have cooked,” he 
says.

After the drivers have sent the 
pictures celebrated in their humble way, 
the journey continues. As the crackers fall 
silent late into the night, the sound of the 
wheels come alive again.

JULY–SEPTEMBER 2022

2

Hareram Singh
Maharaja Carrier Private Limited

This is our work, be it Diwali or any 
other day. It is my staff, my brother 
drivers and helps and associates for 
whom Diwali is the most hectic and I 
truly appreciate the effort they put in. 
Kanchan Saini, Isaan Saini Roadways 
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LEADERS�

W h e n  y o u  s a y  t h e r e  i s 
tremendous scope for growth, 
could you please specify the 
kind of growth?

Sarees are waiting to become a 
brand. Take for example, something like 
Manyavar. ey went ahead and created a 
brand for male occasion wear. Who knew 
this could have happened but they 
showed how. Let us not forget retail is a 
creation of demand, retail facilitates 
consumption.

Look at what swanky malls and 
super markets did for food and grocery, 
how they changed mom-and-pop stores 
as well. Which of us hasn't gone and 
bought things we didn't even need, 
simply because it was out there, displayed 
so beautifully.

Saree market is waiting for this to 
happen.  Retail is a way to create that 
format. Imagine a swanky place where 
Sarees of all kinds, patterns, material 
designs, colours, styes are available under 
one roof, displayed beautifully. It will be a 
space where one can't stop desiring.

I would say Nalli has somewhat done 
it but there is immense scope. e next 
10-20 years will be huge for retail in India. 
Any and everything can be sold provided 
it is sold smartly. If consumer interface 
can be created for Sarees, it could be the 
game changer. For a country like India 
which is so rich in its textile tradition, we 
could really scale this up.

Salwar Kameez. It is largely a comfort 
daily wear which has been branded 
beautifully. Players like W in the market 
have added to the popularity. So, besides 
other ready-to-wear garments, Salwar 
Kameez has definitely been a preferred 
choice.

Sarees I would say are an absolutely 
stunning drape which Indian women love 
but it continues to be an occasion wear. It 
is still worn as a garment for special 
occasions. So yes, the market is different 
from what it was when it was a daily 
garment for a lot of Indian women.

According to estimates, every 
Indian woman owns at least one 
saree. Resultantly this makes it 
an INR 40,000 crore market. Do 
you see this market growing, 
substantially?

I wouldn't be surprised if the 
numbers are actually higher. I would say 
most women own at least two if not more 
sarees. So undoubtedly the scope is very 
tremendous.

It has always had its own charm and 
with more and more celebrities wearing 
it, the Saree has probably started being 
worn with more pride. So yes, the Saree 
market is huge and still has a lot of scope 
for growth.

Prachi Raturi Misra

For the man who has been a huge 
driving force in the retail market in India, 
Amitabh Taneja wears many hats.

A  fi r s t - g e n e r a t i o n  m e d i a 
entrepreneur, Amitabh began his career 
in 1992 with the intention of creating a 
highly credible media company to study 
the growth and modernisation of India's 
economy, and publicise the opportunities 
of India's rapidly expanding economy to 
the world at large. As editor-in-chief of 
IMAGES Group, Amitabh has been 
leading the dissemination of in-depth 
news and research on multiple segments 
of India's economy, including retail, 
textiles and apparel, food & grocery, real 
estate, entrepreneurship, ecommerce, 
D2C and the Internet economy. 

rough multiple B2B magazines, 
annual in-depth research books & reports 
and industry meets such as India Food 
Forum, Phygital Retail Convention, 
Internet Commerce Summit, India D2C 
Summit, for the past 30 years since, 
Amitabh's vision and far-reaching 
thought has been to facilitate investment, 
entrepreneurship and growth in multiple 
Indian economic sectors in the world's 
fastest growing economy. 

Over the years, Amitabh has also 
been Director of the not-for-profit body 
International Council of Shopping 
Centers India, having been appointed by 
the International Council of Shopping 
Centers, New York to better serve the 
emerging shopping centre industry in 
India. He is also the founder of Shopping 
Centres Association of India (SCAI), a 
non-profit industry body which was 
formed to develop best practices in the 
retail real estate industry in India. 

Over the past 30 years, Amitabh and 
IMAGES have facilitated the distribution 
of insightful knowledge and in-depth 
analyses of India's expanding economy, 
with a special focus on retail sector, digital 
innovation, internet-enabled SMEs and 
emerging entrepreneurs. In recent years, 
he has also launched a first-ever 'Trusted 
Mark' certification initiative in India, to 
audit customer-facing businesses on 
strict parameters, and thereby, build 
consumer confidence in the country. As 
an independent media journalist and 
credible spokesperson for the economic 
welfare of several industry sectors, over 
the years, Amitabh has also facilitated the 
Union Government's interaction with 
i n d u s t r y  p r o f e s s i o n a l s  t h r o u g h 
discussions with the Ministr y of 
Commerce & Industry, Ministry of Home 
Affairs, NITI Aayog, among others. 

He speaks to Prachi Raturi Misra on 
the Indian Saree market and the need for 
creating a retail platform for it.

How would you dene the Indian 
Saree market? How different is 
it today from where it was?

Indian womenwear market has 
evolved tremendously as more and more 
women have been joining the work force.

Look at what has happened with 

And how does the picture get 
completed?

irty years of my life I have said the 
same thing. If USA became the largest 
market with such a massive consume 
base, it is because they could create front 
end categor y in ever y imaginable 
category of goods.

We have always been a creative 
country. We can really create spaces where 
consumers want to spend time and 
money. Retail spaces, I say again, are 
catalysts for consumption.

If we look around, about 60-70 per 
cent of retail is international. ere are 
very few Indian retail brands so to say. 
And the ones who are making the right 
moves are making it huge.

Take for example NYKAA. ey 
created a front end and look at what they 
have achieved. ey looked at a simple 
concept that, when you earn money, you 
want to spend on yourself. ey created an 
effective front end, focused on consumer 
interaction, created an experience and the 
result is for everyone to see.

A crucial thing to remember is that 
retail succeeds only if you have access to 
great products, design, and you create a 
brand.

In fact, look at something as simple 
as an egg. All the poultry farmers came 
together, the association came together 
and the idea of pushing ‘having more eggs’ 
was created. So, creating, positioning and 
displaying is the key, no matter what the 
product is.

Sarees make an amazing fashion 
statement. All they need is for all the 
weavers, all the stakeholders to come 
t o g e t h e r  a n d  b ra n d  i t .  A l i g n i n g 
everything is what creates and sustains 
demand.

“SAREES ARE WAITING TO BECOME A BRAND”

Sarees are an astonishing drape. Having said that, a crucial thing 
to remember is retail succeeds only if you have access to great 
products, design and then you create a brand. Sarees make an 
amazing fashion statement. All they need is for all the weavers, 
all the stakeholders to come together and brand it. Aligning 
everything is what creates and sustains demand. 

Sarees are waiting to 
become a brand. Take 
for example, something 
like Manyavar. They 
went ahead and created 
a brand for male 
occasion wear. Who 
knew this could have 
happened but they 
showed how. Let us not 
forget retail is a 
creation of demand, 
retail facilitates 
consumption.
Look at what swanky 
malls and super 
markets did for food 
and grocery, how they 
changed mom and pop 
stores as well.
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Prachi Raturi Misra

“I am a flower's person, all along. Figurines never 
interested me much. In fact, even my ustad asked me to 
focus on flowers”, says Kalim Ansari with a smile. And even 
though Kalim Designers has several employees, he still 
prefers to design himself: motifs depicting all things life, 
like blooming flowers. 

Kalim Ansari might be fourth generation in his 
weaving house business in Banaras but he certainly is the 
first designer in the family, constantly on the lookout for the 
latest trends and colours in demand. Come festivals and 
wedding season, he and several hundreds like him in the 
Saree business get unusually busy. e growing “craze” for 
the garment, he says, is motivating for several like him in 
this business.

Why Saree
Fluid, versatile, traditional, glamorous, classy – a saree 

is this and more.
And even though our mothers and grandmothers wore 

them, there was a phase beginning 90s when sarees  were 
not “cool ,”  so to say,  for  younger women.  And 
understandably so. India was liberalizing and younger lots 
were immediately exposed to a spell of international 
fashion & lifestyle.  

But a countereffective change ensued rather quick and 
international divas like Madonna, Paris Hilton, Anne 
Hathaway among others, gave sarees a glamourous twist. 
With that, this humble “behenji “auntiji” attire took a 
universe leap. 

Closer around us, there are clear indications of more 
and more women embracing the saree. Take for example a 
trend like the 100-saree pact which began in 2015 and 
caught on like a rage. What started between two friends 
Anju Kaddam and Ally Matthan as a fun pact to wear 100 
sarees in a year soon was a rage on social media with its very 
own hashtag #100sareepact. is social media rage spread 
like a wildfire and leaped continents, bringing women of 
generations together. It wasn't clearly just about a garment; 
it was an emotion. 

Success of this movement, nostalgia, those stories of 
grannies, mothers and daughters at the same time, brings to 
the fore the unsung heroes, those weavers and loom workers 
who gives life to  a drape and let it get all that limelight. 

Weaving magic
Handloom weaving sector continues to nurture and 

preserve ancient weaving skills which are unique to each 
state and region and also provides employment to large 
number of rural households. It is also true that handloom 
weaving as an activity is in deep crisis with low productivity, 
low wages, low literacy levels, firmly-entrenched middlemen 
and very little formal bank finance flowing to the sector. 

As against the total number of weavers at 65 lakhs in 
1995, the number of weavers in 2010 declined to 43.32 lakhs 
(2nd & 3rd Handloom Census of India) indicating a 
significant fall in weavers employed in the sector. At the 
same time, it is interesting to note that while the number of 
weavers declined, the number of full-time workers remained 
more or less the same. Moreover, there is also an increase in 

the days of work per weaver household from 197 person days 
per year in 1995 to 234 person days per year in 2010. 

In effect, it means that with all the problems which this 
sector faces, it is not dying. In fact, the sector shows the 
signs of revival and vibrancy. Weavers have learnt to make 
adjustments between handloom and power loom. 

“It is simple business demand. You see there was a time 
when people didn't mind paying extra for hand woven 
exquisite sarees. at number has gone down drastically. 
While a saree on handloom may take several days, a power 
loom turns out several in a day. Today only 4-5 per cent 
manufacturers in Benaras have handlooms,” says 
Azimuddin Ansari of Neyaz Silk, Benaras, a fifth generation 
in the saree business.

ings, says Ansari, have been changing and changing 
fast. In fact, another favourite for the big saree 
manufacturers are electronic jacquard machines that use a 
chip for the designs.

e designs that were woven with the help of 
cardboard stencils which wear and tear over time, are now 
safely stored on a chip. His son who is still in school, says 
Ansari, will probably take the business to the next level.

Kalim Ansari, says the change was inevitable. “I make 
my own designs and have over the years seen how it was 
becoming difficult to get weavers who worked on 
Handloom. e numbers have been falling sharply over the 
years and the newer generation doesn't want to do what 
their fathers did. We ourselves moved to power loom in 
2009,” he shares.

What has also changed is the fabric. Most material is 
now mixed silk as pure silk is expensive and not everyone is 

procurement and supply of the yarn and also undertake 
marketing activities for the cloth and handloom products 
produced at the level of primary weavers' societies. 

Similarly, Handloom Development Corporations 
(HDCs) were established at the state level for catering to 
weavers working outside the Cooperative fold. 

One of the big challenges, points out Kalim Ansari of 
Kalim designs, is the rising cost of threads. “read prices 
have almost doubled. Add to that GST and labour costs and 
the profits are shrinking.”

A study paper published in 2016 by Bankers Institute 
of Rural Development pointed out these structural issues 
after conducting an extensive field work. “In the last decade 
and so, several Apex Societies /Handloom Corporations 
have become dormant due to losses, lack of professional 
management, overstaffing, and poor marketing & 
distribution channels. 

is has adversely affected the health of the Primary 
Cooperative Societies involved in handloom sector. e 
weakness is further accentuated because of the weakness in 
Short Term Cooperative Credit Structure.”  

But Sarees are also about optimism. Like Azimuddin 
Ansari puts it, “Indian women have draped and owned 
sarees since eternity and they will continue to do. 
Businesses like mine will only grow and evolve with time.”

willing to pay. “Of course, we still make pure silk sarees for 
our old customers on handloom but the numbers are 
limited.”

e bright side to remember in the change, he points 
out, is the simple fact that the “craze for sarees has been 
rising sharply, clearly a good thing for businesses and 
weavers alike. Today or tomorrow, the demand for 
handloom craft will see a resurgence too,” he smiles.

Quick and easy
India is a price sensitive market and that holds true for 

everything, including sarees. With the growing demand for 
sarees and the love women have to dress up in a host of 
colours, patterns and weaves, sarees from Mau get special 
favours. Mau is home to Sadia silk sarees and those 
resplendent with heavy embroider y. While Surat 
manufactures more of 'daily-wear' sarees, the ones 
manufactured in Mau with raw material from Surat, are 
more for occasions but easy on the pocket.

Weavers from Mau until about two decades before 
were a part of Banaras market. Till they realized that 
weavers from Banaras picked their ready sarees and sold at a 
surplus in Banaras. From then on, Mau has been working 
independently. Mohammad Hasan of H.M. Enterprises, 
Mau (UP) says confidently, “Every home in Mau has at least 
one loom if not more and it has been their means of 
sustenance for generations.”

Mohammad Anzar of Marvel Saree, Handloom Saree 
Merchants & Order Supplier in Mau, a third generation in 
the saree Business says, it is their sarees in Dupain and 
synthetic silk with affordable prices and great designs that 

make them so popular. “I spend time studying latest designs 
and then work around it. With making time cut down 
drastically because of power looms and delivery partners 
like Safexpress, our sarees are now going all over India: from 
Kerala to Kolkata to Tamil Nadu and Maharashtra. It feels 
good,” says Anzar who till six years back worked in a job but 
found business to be more lucrative. 

Challenges
e weaving sector is caught between subjective 

perceptions and objective realities. 
e handloom sector in India had adopted a 

Cooperative Model and the Government policy facilitated 
the formation and running of Primary Weavers Cooperative 
Societies (PWCS) at the village / taluka level and Apex 
Weavers Cooperative Societies (AWCS) at the State level. 
e hierarchical arrangement was designed to arrange for 
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As traditional as it is modern; exotic yet effervescent, ubiquitous to some and evocative 
to some other; sarees are as constant a presence of a woman's wardrobe as it is a 

search for. And its popularity is only growing. We take a look at the evergreen love for 
this drape, the challenges the weavers are faced with and the road ahead for them.

I make my own designs and have over the years 
seen how it was becoming difficult to get 
weavers who worked on Handloom. The 

numbers have been falling sharply over the 
years and the newer generation doesn't want to 
do what their fathers did. We ourselves moved 

to power loom in 2009. 
Kalim Ansari; Kalim Designers, Banaras

Marvel Sarees, Mau

“I spend time studying 
latest designs and then 
work around it. With making 
time cut down drastically 
because of power looms 
and delivery partners like 
Safexpress, our Sarees are 
now going all over India.”Mohammad Anzar

Owner, Marvel Sarees, Mau

Retail Saree Shop, Lanka, Varanasi



and HomeCentre, among others, echoes 
the same emotion when he says, “e 
movement towards healthier cooking and 
serving options has been growing steadily 
over the past few years. Interestingly, a lot 
of Indian manufacturers have also stepped 
in to fill the growing demand. Be it tri-ply 
steel utensils or bell metal and cast iron.”

Durability
A definite thing that has struck a chord 

with Indian customers besides traditional 
ware being healthier is their durability.

R o s h a n  S o n k a r ,  W a r e h o u s e 
Manager, Kutchina says as much. “We all 
know Indian customers want value for 
money and traditional kitchenware offers 
that and more.”

“Where non-stick cookware has a 
l i m i t e d  l i f e s p a n  a n d  p e o p l e  a r e 
discovering the health hazards from a 
scratched one or cooking in aluminium 
utensil and how it could prove to be 
detrimental to health in the long run. ey 
also understand the benefits of a costlier 
tri-ply steel or cast iron utensils.”

Growth and Challenges
So, is it all hunky dory out there in the 

kitchenware market?
While things are definitely looking 

better, some challenges always crop up.
e best and the worst part of Indian 

steel market, says Jain, is the fact that it is 
very labour intensive. “If it wasn't so, 
China would have long overtaken our 
market. But we have been doing better and 
are poised only to grow.”

While the market is looking good, 
agrees Kumar of  BRODEES ,  some 
challenges still need attention. “e 
supply chain is yet to be smoothened out. 
While logistics companies definitely help 
with professional packing and delivery, 
when delivery is appointment based. But 
sometimes when the delivery is open, local 
transporters prove to be the best bet.”

e biggest plus however, agree 
Kumar and Jain has been technology in 
the transport line. Quicker deliveries, 
easier tracking and more organised 
handling , this and more is clearly 
happening.

It is thanks to all these factors that 
innumerable households got brand new 
kitchenware for the festive season.

Enjoy the celebrations!
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Prachi Raturi Misra

Indu Joshi plans to buy a cast iron 
kadhai and a steel pressure cooker this 
Dhanteras. “Like most homes, we also had 
aluminium kadhai and pressure cooker. I 
also had some non-stick cookware. Of late 
though, I have been reading about how 
harmful they are and would want to 
switch.”

Joshi isn't the only one making the 
switch.

If market trends are anything to go 
by, traditional cookware like iron, steel, 
bell metal and even clay and stone have 
been slowly but surely catching up. We 
look at the trend, the reasons and 
economics of the change.

A growing market
A study titled, 'Challenges India 

cookware market - growth, trends, covid-
19 impact, and forecasts (2022-2027)' 
brings to light, some interesting aspects of 
the Indian cookware market.

India's cookware market, as the study 
rightly points out, has been growing well 
for the past few years and “is expected to 
grow in double digits in the medium-term 
based on the increasing consumer 
consumption trends.” 

Clearly, more disposable incomes and 
changing lifestyle have made Indians look 
at Kitchenware in a whole new light. Add 
to that the vast variety of cookware and 
serve ware on e-retail platforms and 
consumers are spoiled for choice.

Ask Manish Jain, MD, Trendz 
Utensils, who has been in kitchenware 
manufacturing for 18 years and he sees a 
clear change in the market pattern. 
“People are definitely going in for steel and 
i r o n .   e  d e m a n d  h a s  g o n e  u p 

substantially in the last 
five years,” he shares.

Health matters
One of the biggest 

driving forces of changing 
customer preferences has 
b e e n  t h e  g r o w i n g 
awareness and focus on 
health.

So,  once popular 
aluminium kadhai and 
pans are being replaced 
with heavy gauge steel 
and bell metal which our 
dadis and nanis used. 
Even non-stick cookware 
t h a t  o n c e  s e e m e d 
“ healthy ”  because  of  minimal  o i l 
consumption is now being shunned for 
cast iron cookware.

From celebrity nutritionist Rujuta 
Dwivekar to actress and anchor Mandira 
Bedi to social media cooking enthusiasts 
and influencers are taking the game to a 
higher notch. It has created awareness and 
demand and online availability. So, 
stoneware and clayware, Manipur's stone 
pottery Longpi to Kerala's clay 'chatti' 
pots, you name it and you have it online.

In fact, it’s not just about cooking. 

People are going back to 
steel, bell metal besides 
chinaware when it comes 
to serve ware. e once 
popular  melamine  is 
forgotten.  Once poplar 
plastic ware widely used 
fo r  s t o r a g e  i s  b e i n g 
replaced by the good old 
steel container dabbas 
and glass jars.

School and college 
t i ffi n s  w h i c h  a l w a y s 
meant steel in the 70s, 
80s and even till mid 90s 
had been replaced by 
fancier looking plastic 
ones. Cut to now and 

most tiffins are back to steel.
Clearly, growing focus towards 

health in the past few years was only 
propelled further by the pandemic. Like 
Jain puts it, “Covid also made people 
spend a lot of time in their kitchens. e 
growing awareness towards health is 
definitely making most look at healthier 
options.”

Rajesh Kumar, founder and CEO, of 
BRODEES, a kitchenware brand which 
supplies to companies like Reliance Retail 
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With growing health awareness and focus on eating home 
cooked food, Indian homes are moving to traditional 
cookware say SME players in kitchenware market

Rajesh Kumar, 
Founder & CEO, BRODEES

Manish Jain, MD, Trenz Utensils

Pic Credit: Trenz Utensils

Pic Credit: Trenz Utensils
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Booming detox industry 
A recent analysis by UnivDatos 

Market Insights predicts that the market 
for detox drinks would expand at a 
CAGR of 9% from 2021 to 2027 and 
surpass USD 2.0 billion by that year.

A report by TechSci Research 
lists e Himalaya Drug Company, 
Nutrivein, Novartis India, Dabur 
Indi a  Ltd ,  Patanj a l i  Ay ur ve d 
L imited,  Hindustan Uni lever 
L i m i t e d ,  G l a x o S m i t h K l i n e 
P h a r m a c e u t i c a l s  L t d . ,  Te v a 
Pharmaceutical Industries Ltd., Sun 
Pharmaceutical Industries Ltd., and 
Mylan N.V. as some of the major 
players in the Indian market for 

o f  Ay u r v e d i c  C l i n i c s ,  Ay u s h a k t i 
Ayurveda, had even announced the 
launch of Detoxification Mobile Vehicles. 

D e t ox  s o u g h t  p o s t -
festivals 

With the festival season right 
around the corner, elaborate detox diet 
plans, juice cleanses, detoxifying masks 
for skin renewals and detox tea for weight 
loss and gut health must have been 
thought up by many already. Many of us 
view detoxing as a quick remedy that will 
remove harmful chemicals hidden inside 
our bodies and slowly damage us. Detox is 
considered a much-needed reset to heal 
us physiologically. 

Brands to note
ere is no dearth of options. 

Morning Fresh, Good Juicery, Raw 
Pressery and Living Food are a few of the 
brands that offer cleansing through fresh 
cold pressed juices. Raw Pressery offers a 
deep cleanse package ranging from 1 day 
to 3 months. 

To satisfy a variety of palates, 
Morning Fresh is offered in four flavours: 
mint, cola, strawberry, and cinnamon. It 
is carving a distinct identity for itself by 
targeting young professionals in the age 
group of 25-35

Tea is another segment that is 
brimming with variety and brands 
offering detox options. Herbal, Amala 
Earth, Lemon Tea: Vahdam Teabox 
showcase a wide array of teas.

detox products. 

Pandemic driving the 
wellness market

e detox industry was booming 
even before the pandemic but Covid19 
just accelerated the growth. e pandemic 
heightened the interest in detox to 
another level. e rich and the wealthy 
headed to luxury wellness resorts and 
spas as soon as travel restrictions were 
lifted. Ayurveda and naturopathy centers 
like Kalari Kovilakam, Prakriti Shakthi, 
SwaSwara in Gokarna, and Bengaluru-
based Ayurveda resorts Soukya Ayurveda 
r e p o r t e d l y  r e c o r d e d  s i g n i fi c a n t 
participation for their holistic health and 
detox programmes. Mumbai-based chain 

OFFBEAT�

Shailaja Tripathi

After a hectic phase of partying, 
which detox smoothie or juice did you 
lean on to cleanse your body off toxins? 
Did you try any special face masks, say 
charcoal detox face mask, matcha detox 
clay mask to withdraw pollutants and 
toxins from your skin? If not then do you 
have your eyes set on a detox diet - fasting, 
colon cleanses and enema and what not, 
to battle the upcoming festival season?

To the uninitiated, detox is the latest 
health fad many swear by. Simply put, 
detoxification is a process that is claimed 
to eliminate toxins from the body and 
promote well-being. Our sedentary 
lifestyles, increased consumption of 
processed food and lack of exercise has 
contributed to the rise of new health fads 
like detox. It has created a significant 
market for detox juices, detox diets, detox 
face masks and detox teas. 

Harvard-trained nutritionist Kripa 
Jalan says, "Truth is that you don't need 
pills, powders and teas to detox. Your 
body already does that for you through 
your skin, liver, kidneys and other organs. 
However, in preventive care, when we say 
detox – we simply mean that we're making 
chemicals in the body less harmful.”

e amount of toxins in a person's 
body is a result of three main factors. 

First, everyone has a different toxin 
exposure. Second, there are genetic 
differences in the body. Lastly, an 
individual's eating pattern can either 
support, or hinder the body's ability to 
process and eliminate toxins. Fatigue is 
one of the most common reasons a 
detoxification program is recommended 
for. Other reasons for a metabolic detox 
program include overall poor health, 
weight loss resistance, or to reduce 
symptoms associated with toxicity. But, 
keep in mind this still involves adequate 
real food."
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Our body already does detox for us through our skin, liver, kidneys and other 
organs. However, in preventive care, when we say detox – we simply mean that 
we're making chemicals in the body less harmful,” says Nutritionist Kripa Jalan.  

Kripa Jalan, Nutritionist

Detox: 
A growing fad

Be it weight-loss, 

restoring gut health or 

boosting overall well-

being; detox seems to 

be the solution to 

everything. But does it 

really work? 

e other side 
Sceptics aren't impressed. Many 

health experts and researchers believe 
that detox diets are nothing more than a 
fad being exploited by the market. ey 
believe that there are no meals or hacks 
that will hasten the removal of toxins 
from your body, which is already an 
expert at doing it.

Way back in 2009, VoYs - a collective 
of young researchers in the UK and Europe 
that drives public debates about science, 
released the Detox Dossier, an investigative 
report about detox products and regimens. 
Looking into 15 items, including foot pads, 
diet supplements, and hair straighteners, 
the dossier concluded that 'detox', as used 
in product marketing, is a myth. 

ey say that detox is both cause and 
effect of a highly consumerist society where 
we first stuff ourselves with unnecessary 
and harmful chemicals, foods and drinks 
and then consume some more to get rid of 
those. 

Caught in a vicious circle, isn't it?

Detox is both cause and 
effect of a highly consu-
merist society where we rst 
s t u f f  o u r s e l v e s  w i t h 
unnecessary and harmful 
chemicals, foods and drinks 
and then consume some 
more to get rid of those. 
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