FASHION

GOING ‘FIGITAL TO STEP
UP THE FASHION
HERITAGE OF BENGAL WAS
AT THE HEART OF BENGAL
FASHION HERITAGE

ke most other sectors, the Bengal fashion industry, especially the
handloom industry hit a roadblock dueto the pandemic. The key to iis
revival became the devising of revistonary approaches to every facet of the
industry. To this end, the third edition of Bengal Fashdon Heritage, an
Initiative to reinvent and fester the handloom and embroidery and support
the livelilioods of craftsmen, held a digital rendesvous, bringing together a group of
fashion destgners and entrepreneurs to widen the horizon of discusstons around the
same, It began with a video taking us through the journey of BOCE] 1l date. Deb

NUZHAT NUERI KRISTY, founder, chief designer of
Kristy Boutique and director, Chittagong Women

Chamber of Commerce & Industry

“In Bangladesh what is happening since the pandemic in March
isthat we havethis biggest festival [d-ul-fitr, where most of our
designers prepare designs for it and sell the products. But the
pandemic gave us a huge shock. I have various Knds of
products inmy showroom — clutches, bags, tresses, long
jackets, bu it Ias to have Banifa work onit. So my dients are
also specific, Thave a big cientele for Id-ul-fite. The pandemic
had vs ru inte losses. On the 15th day of Ramadan, I made a
WhatsApp group and through video conferencing, 1
showcased the products tomy clients. Custon hasit that we
have to bring new clothes for our Kids on [d, so we had
sales. But after that we realised that e-commerce was the
way togo. We have started pages — uploading the pictures
with the material, measwwemants etc. Soin Banpladeshy,
peaple are buving clothes online. We arenot charging
delivery costs, so people are interested in buying mere, If
issues like firee delivery or less delivery charges and
accuratepricing can be taken care of, this will help us

Mukhevjee, president, BCC&I gave the welcome address followed by a them eaddress by

Dr Rupall Basu, foumder, director, the Bengal Fashion Heritape to formally open the panel
discussion Sukanya Bose was the emcee for the session. ‘Figital™— going digital while also
retaining the physical aspects of the handloom industry, such as paving ways to have the
touch-and-feel vibe, by the customers and designers alike, was the key thought of the
roadmap ahead. The session was capped by a round of virtual felicitations — Shamiu Diudeja,
chatirperson, SHE Foundation, Mandita Raja, founder, Kanishka's, and late Sharbari Datta,
founder, Sharbari Studio & Shunvaa were felicitated by BCCE for their commendable
endeavours, The award for Datta was virtually recelved by her son Amalin Datta and her
daughterdin-law Eanaklata Datta. Snapshots from the event:

get back on our feet.”

ABHISHEK RAY, proprietor,
A Square Creations
“Smaller brands likemine nesd regular sales as they
impact our retailers, our dyvers, our block-printers.
The oidy thing that Kept my brand afloat was my
soclal media presence — Leould repost old pletures
and send regular messages to clients. [ don’t havea
website vet, but Instagram, Facebook helped the
cause, and Keeping in toucly with the clients too. |
feel that phiysical touch and feel of a heritage
hardloom fabricis important. You spend a big
amount so the fabrle, colowr, embroideries can be
discussed only by sitting down — but the digital
presence is the key now to overcome the blow of

DR RUPALI BASU, founder, director, The

Bengal Fashion Heritage (TBFH)

*The Bengal Fashion Heritage 2021 is all about taking
the indtiative of preservation and promotion of Bengal's
ape-old rich and almost dying techniques of hand-

embroidery and hand -block prints on handloom weaves,
tothe digital platform. This digitisation will enhancethe
reach of clientele and will make the products less
expansive so that thesector starts breathing. The appeal
to the goverimeant is made today for creating an exclusive

embroidery councdl so as tomake an attempt to address all

the pandemnic. The pandemic taught me all
about switching over to simplicitv of designs,
cuiting down on wastage and that now wihen
as per customer preference, comfort has
taken over stvle, dipital presence is

DR MUNAL MAHBUB, senior vice president,
Chittagong Women Chamber of Commerce

“Both the couniries (India and Bangladesh) haveto share
bilateral ideas to expand o business, to conmect,
communicate with each other and grow together ina
sustainable, skilful and stronger way. The colning of the word
‘fashion heritage’ brings us to the handicom Industry in both
the Bengals. In Bangladesh, the cottage industries are almost
extinet today becanse of various problems adjacent to the
industry — failing economy, unemployvment, reduced
spending. The pandanic and subsequent lockdown adversely
impacted the artisans and craftsmen. Since the lockdown,
unsold inventory has piled up, thereis low capital to invest, and
most artisans are looking for alternmate means of Hving. The art
of weaving in Bangladesh had evolved through variants like
Jamdand, famons Dhaka musiin, what we call mulmul. Over the
vears, the weavers simplified the designs, made (t more stylised
and geometric. The handloom products have seen upwards trend
in exports. Onkine marketing has helped the sales. Handloom is
the secand largest sownce of rural employment. Thereare many stakeholders in India
andd Bangladesh and they have to grow collectively. The emerging wedding Industry in India is
not only acceptable and affor dable for us but will boost the bilateral trade, if fellow artisans in
the neighbouring covmitries can promote our artisans and if the fashion desipners can
come to ol country or collabor ate with our local desipners and
artisans and open stores, that will halp us sustain and hold on
to this fashion heritage for yvears to come.”

ADARSH MAKHARIA, director, OSAA by Adarsh
*When the pandemic happened, indtially for first 10-20 dayvs, [ was
numb and void, as 700 people were to be supported sinee they have
supported me for 22 vears. 1 will take care of thefr lvelihood in
whatever small way. We then thought why don’t we say hello to our
clients. So we started reaching out to dients through virtual
appointments. We were conservative about showing desipns virtually
but we finally opened virtually, realising that we don't need to do have a
store in Delhi and could commect with a client abroad also. I haveseen
what Lantha, hand-embroidery can do to fashion. That is owr strength.

Promoting products on the right platform with the right people is the key

issues and uplift the sector to a more organised one. The necessary, [ will go even more digital now
trem efidous response from all quarters gives us the hope
that weare on the right path and soon, things will change PINKY KENWORTHY
for the better.” .
g model-turned-artist
“The trend has goie from wearing

handerafted and handloom material to
going into synthetic and Thave seen
that change inmy caréer of 25 vears.
Youngsters have imbibed that fad of
powerloom, whichis also cheap and
use-and-throw. Owr weavers have
been struggling for a long time even
before the pandemic so we neasd
amazing designers, social
fashionistas, and povernmat to
support then. Ard ves

the

futire is ondine and the only
solution is to po digital. I things
are explaine] well about the
stories of the weaves and how
they come to be, products can be
marketed well for a wider
reach.”

RAJESH PANDEY, IAS,
principal secretary, MSME
& Textile, government of
West Bengal

“Biswa Bangla s a brand that
came upin the last 10 vears,
promoting products ofundque
heritage firom Bengal. A lotof
work is being done to ensure
that the artisans have the
necessary tools, We are working
withthe Unesco on arural craft
and enltore b, So erafts such
as morfecfd i or masks or
various Kinds of musical
instriments are promoted
throughthe provision of
incentives to procure these
instruments. These artists get a
forum to display thelr skills and
we also give market linkages. |
havealso been trving to get a Gl
{(geograplical indicator) tag for
riakshl Karrfhe, What we can do
at Bengal Fashion Herdtageisto
organise theseskilful artisans
and eraftsmen. We haveto
popularise these products so the
heritageis therein people’s
household in whatever form be
it."
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MALIKA VARMA, deputy director, TBFH 2022, founder, Malika's Kantha
Collection and director, She Kantha BAPPADITYA BISWAS, partner,
“She Kantha or Malika's Kantha collection had a hard time when the lockdown began, with Bailou & Byloom
exhibitions cancelled. Artisans were hit hard, the business fell into a slamp — whatever “Initially, the pandemicisin’t
excess money mymother and I had, we put it into welfare, so there was nothing to fall back something we were ever prepared for.
on. The terms ‘atmanirbliar Bharat® and ‘vocal for local” became a reality. We have lived [ am a very hands-on personso [ have
to touch, feel and wear textiles, so for

the life of voeal for local literally and we support this hge mimbrella of 1,000 women who
me buying it online was difficult. But

have been brought up over vears, and they didn’t inderstand the lockdown, and all they
sald was “‘Won't we have work? Weare so particular about our designs ot being theneed of the hour was to promote
exploited, which happen when they are out in thedigital media, but we had no choice. 1 ourselves online. We were among the
had to go digital. My mother has been at the helm of revival of kan#fia, whichis being first few shops that opened. But
people were scared to come out, so we

recognised all over and suddenly with new and old clients, we actually sold more than
had to go online. We were quiteactive

what we did before the lockdown. OnMay 18, we launched the online store onmy
mother’s birthday. The protection of owr designs was a concern but well, it's up to the consumer. Kot and on Facebook and we shoot real-life
Kanjeevarams are the heritage of our country so they have to be embellished and embroidered with designs people in saris, it’s a popular
that are contemporary andin syne with the fashion trends.” initiative that started long back. We
paid more attention to our online
page now. We have dientsin Canada,
MINNIE JUNEJA, deputy director, TBFH 2021 and founder, Fenasia Group Australia and America and we have been working with
“Bengal Fashion Heritage has opened an entire new frontier. It has offered us new crafts for along time so how do we contain the vast human involvement
opportunities for business and a platform to support the ecosysten of the fashionindustry. that has stopped? When there are no public occasions such as dinners
At Fenasia, we have a lnxury brand and have worked very closely with Bengal — our bags or get-togethers, does the consumer need new garments? Thatis the
are traditional and contemporary. We work with embellishunents, stones, zardoz, etc., gquestion. We do everyday products here, So the way is to reimagine and
and the artisans are the real stars. We faced challenges so we had to pick up from where repurpose the products, practical aspects. The positive of the pandemic
we left. Procurement of raw materials was a challenge and the artisans couldn’t come to is that people have started looking into the intrinsie value of products.
office but we ensured their salaries are given to them. But the Indian consumers are Why cheap and fast fashion is not required, why heritage pieces are
reassessing the economic activities, due to the ease in restrictions, there is a significant important to investing and having it for years —so these points are
intercommected. The mindsets of people have changed, throwing away
andd wasting has gone so that’s where handloom will come in now all

improvement in consmmer trends and behaviour, Weneed to promote sustainable
fashion. E-commerce has to be stepped up and the private and public sector have to join hands to
strengthen the economy. Business has to be re-strategised.”

the more. Cheap versus deep is theidea.”

PRANAY BAIDYA, designer
“We havebuilt a community of people dedicated to promoting the handloom weaves. Fortunately for our label, we have been focused for the last four
vears. Wehave a digital portal that serves clients not just in India but across the world. But there’s also a bit of fatigue for the digital, so a word thatis

doing the roumdsis *Figital’—phyvsical and digital. The huge part of our strategy has to combine the best of digital forces, whether communicating with
our audience or other points, but we caimot ignore the physical aspects such as culture and the craft because they cainot be experienced digitally. The

physical outlets are equally important; people new to a particular craft canmot experience it digitallyv, so the digital roadmap hasto imbibethephysical
aspects. Wehave an emotional value system as a community, so we want to celebrate and dress up and wear jewellery. The term ‘fashion heritage’ is
significant —if we look at fashion, heritage and culture, we cannot ignore the physical aspects of culture even though digital is theroadmap firom here
o11, the education and celebration of the handloom heritage will need physical, whereas aspects such as retail need the digital. We also caimot ignore that

the multi-million-dollar wedding industry in India is a lage market and will help boost the handloom industry.”
Hia Datta (12 mtem)




