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After analysing the latest set of market perfoihance data of their brand and that of their arch
rivals, the executive team at PeterEnglitid,India’s largest apparel brand by sales volume, was
struggling to formulate<a strategy t¢7sustain the brand’s market dominance. The challenge
facing the team was immense: diwdian consumer tastes were changing rapidly, making it
difficult for any brand-to stay reigvant and fashionable over time. Meanwhile, other domestic
and foreign brands were imvesting aggressively, hoping to dethrone Peter England as the
market leadet;

ndian Consumers

b

With~over 1.25 billion people in 2014, India was the second most populous nation and was
projeeted to overtake China in the near future to become the largest emerging market by
population size. More than 50% of Indians were below the age of 25; more than 65% were
under 35, and the average age was expected to remain under 29 in the next decade' (see
Exhibit 1). Across all age groups, men outnumbered women.

India’s vibrant economy had grown rapidly to become the ninth largest in the world in terms
of nominal GDP (over $2 trillion in 2014). It was expected to surpass most developed nations
to become the third largest economy after the United States and China. As growth in China
slowed, India was becoming a powerhouse for global economic growth.

Economic expansion not only led to a steady increase in disposable income across all
segments of the population, but also created a massive and growing middle class — 270
million in 2014. The increase in wealth fuelled Indian consumers’ yearning for high-quality
products across a wide spectrum of categories including apparels. Further, internet and
mobile phones had become affordable and ubiquitous — over 125 million Indian consumers
were online, the third-largest internet population in the world. This 10% market penetration
rate was expected to rise significantly as increasingly more Indian consumers began to use the
internet as a key source of news, entertainment and social networking and, of course, for
finding product information and online shopping.

Menswear in India

Like other sectors in India’s economy, the apparel market had seen significant growthi. In
2014, over 6.5 billion items were sold, generating revenues of Rs. 2.77 trillion. Much-/of-this
growth was driven by menswear — a 14% increase in retail value that year. As 'shewn
Exhibit 2, sales of men’s apparel had nearly quadrupled since 1999, generating over Rs. 1.2
trillion revenue in 2014 (see Exhibit 3 for exchange rate to the USS$).

While many men still wore traditional attire (according to the region and-subculture);aiuch of
the demand was for Western-style outfits. A modern, professiefial look was particularly
important for the expanding middle class. While the notion of casualwear was-siowly catching
on, white-collar workers were often required to wear business attitgo Many educational
institutions also had a formal dress code. Even for social ©c¢casions and parties, formal wear

1 http://www.censusindia.gov.in
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was preferred. Given the climate, niuch of this’was in the shirt category (see Exhibit 4). While
growing rapidly in recent times, the magket for suits was comparatively small. Competition in
the booming menswear inarket had bgeiintensifying for decades. As income levels continued
to rise, an increasing numbper of conisiimers, particularly those from the middle-class, sought to
upgrade from non+branded to btanded apparel, and from basic regional brands to high-calibre
national or global ones. Both'domestic and foreign firms invested heavily in creating brands to
win over the héart(and pirse) of these consumers.

AdityaBirta Navo Ltd was the leader in the menswear market, with a diversified portfolio of
leading bBrands siach as Peter England that targeted the middle class, and Louis Philippe and
Allen SollyZthat focused on the more affluent segment. As shown in Exhibit 5, the
gverwhelming majority of apparel was distributed through specialist retail stores (93%),
which incladed exclusive brand outlets (EBOs) that focused on a single brand, or multi-brand
outleis {MBOs) that carried different brands, typically from the same firm. Aditya Birla
Nuvo’s menswear brands were distributed through 1,931 EBOs and 4,750 MBOs and
department stores in major cities (e.g., Bengaluru, Delhi, Mumbai, Hyderabad) throughout
India. In smaller towns, its brands were sold through independent retailers and local
department stores.

Internet-based retailing was growing but was tiny (less than 3%) in comparison with other
distribution channels. Modern shopping malls (e.g., Central, Lifestyle, Max, Reliance,
Shoppers Stop) were on the rise, gradually expanding into tier-2 and tier-3 cities such as
Mysore, Rajkot and Lucknow. The improved shopping environment coincided with increased
availability of imported premium brands catering to the most affluent consumers, from
Armani, Burberry and Ermenegildo Zegna to Hugo Boss, Marks & Spencer and Ralph
Lauren.

Shifts in government policy could also impact the market. The government’s recent decision
to allow 100% foreign direct investment/ownership in EBOs had prompted major
international brands to expand into India. Global casualwear brands such as H&M, Zara and
Uniglo had either acquired licenses or were in the process of acquiring government approval
to open up EBOs. This trend would continue to intensify the competition among brands,
particularly those targeting the middle class.

Peter England
Aditya Birla Nuvo Ltd, Peter England’s Parent Company

Aditya Birla Nuvo Ltd. was a subsidiary of the Aditya Birla Group,-a. $41 billiek
conglomerate headquartered in Mumbai, operating in over 40 countries, with~a-diversific

portfolio of businesses including apparel, agriculture, cement, financial (s€rviges, T, tactals,
telecoms and textiles. Aditya Birla Nuvo was the largest branded apparel'player in‘dndia, with
Rs. 60 billion revenue in 2014. In addition to Peter England, its other appatel brands included
Louis Philippe, Allen Solly, Van Heusen, Pantaloons, and People. The firm also operated a
luxury retail outlet, The Collective, which carried premium-—internétional apparel and
accessory brands such as Armani, Hugo Boss, Lagerfeld, and"VeisaceAditya Birla Nuvo also
had a joint venture with Hackett London, a luxury BritiskCbrand, teoriiarket the brand in India.
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Aditya Birla Nuvo had a nationwide distribution network, with a total of 4.7 million square
feet throughout India. To cater te-the gfowing number of internet-savvy consumers, the firm
recently launched Trendimeom, an/intégrated web store for all of its brands. It also had
distribution agreemeiifs with leading internet-based retailers in India, thereby centralizing
online distribution-of its’brands(

Peter England; India’s Largest Apparel Brand

Peter England’s histSty goes back to 19" century Londonderry, Ireland (before Ireland gained
independence fretn the UK in 1921). The brand first gained recognition making uniforms for
thie “British snilitary, developing a reputation for quality products and fair pricing. Peter
England was.launched in India by Aditya Birla Nuvo in 1997. Three years later, the firm
becamethe’ owner of the brand worldwide (except in the UK and Ireland). Today, Peter
£ngiand is India’s largest apparel brand by sales volume and is distributed through the brand’s
own 643 EBOs and 1,600 MBOs and department stores in 311 cities throughout the country
(see Exhibit 6).

Meteoric Rise (1997-2002)

When Peter England was launched in India, it targeted a large, underserved segment of the
menswear market. Brands such as Louis Philippe, Arrow and Zodiac were competing for
high-budget consumers at the premium end of the market, while the low end of the market
was flooded with low-cost regional brands like Double Bull and Silkina. Yet for the
burgeoning middle class, the choice was limited. They aspired to buy quality apparel from
reputable brands but premium pricing put those brands out of reach, while low-end brands
failed to satisfy in terms of quality, style and brand image. Peter England fulfilled these unmet
needs.

Peter England’s marketing strategy focused on the positioning of high-quality shirts from a
brand with a European heritage and a fair price (see Exhibit 7A). It was the first apparel brand
in Indian history to leverage TV advertising (see Exhibit 7B). Its commercials brought to life
its positioning by featuring middle-class young men who were at the early stages of their
career and striving for success, and communicated the message of honesty — stylish,
international-quality shirts at sub-premium prices.

Leveraging Aditya Birla Nuvo’s distribution ties, Peter England established distribution
agreements with over 2,300 retailers throughout India. The marketing strategy resonated with
target consumers and Peter England became one of the most successful brand launches-in
India: 400,000 shirts were sold in 1997, the first year. In 1998, sales reached orie millicn
shirts; in 1999, two million. No other apparel brand in India had ever achieved.such rapid
growth. In addition to setting sales records, Peter England also attained-higher-tatings-on
brand awareness, brand preference, brand satisfaction and brand recomniendation than any
other apparel brand (including premium brands).

Building on this momentum, Peter England extended its range from forma} shirts to related
categories. In 2000-2002, the brand launched casualwear shirts,\trousers and-saits. All of these
products had a ‘masstige’ positioning, and each productdifie was supported by nationwide
print and TV advertising (see Exhibits 8A and 8B). Fofexample, the advertising for its suits
featured a popular female Bollywood star, Kareena/Kapoor. By 2002, Peter England became

Copyright © INSEAD 3
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the fastest apparel brand in Indianshistory-to reach one billion rupees in sales and was voted
one of the country’s most trusted-brandsby-consumers.

Stagnation (2003-2609)

Performance slowed-inthe seoond half of the 2000s. During this period the brand extended
into two new<categories: premium apparel with a sub-brand ‘Peter England Elite’ in 2007, and
clubwear gnder, ‘Peter(&agland Party’ in 2009 (see Exhibit 9). The former was designed to
appeal fo.curtent Peter England consumers who aspired to higher-grade (and more highly
priced) apparel; the latter to fans of the emerging clubbing culture. Peter England Elite was
héavily promipicd through major media platforms (e.g., TV, print). The brand also became the
oificial off-the-field apparel sponsor of the Indian Premier League team, Chennai Super
Kirigs, launching a collection named ‘PE-CSK’ (the cobranding contract ended in 2011).

However, these brand extensions did not generate a major increase in sales. Sales stagnated
and even declined at times. One explanation may have been an advertising campaign (see
Exhibits 10A and 10B) that portrayed young men enjoying a vibrant night life, which did not
resonate with consumers. The brand came across as frivolous, forfeiting its original ‘honest’
appeal and alienating much of its core customer base. Another factor was the increased rivalry
from competitors. Many new national brands had arrived on the scene. Koutons, for example,
spent four times that of Peter England on advertising in 2009 and offered lower prices, luring
away consumers who were more price sensitive and less brand loyal.

These competitors devoted significant resources to acquiring retail space, setting up their own
EBOs and MBOs (rather than relying on third-party distributors, as Peter England did). In
2008, John Players, for instance, attained almost double the retail square footage of Peter
England. These EBOs and MBOs gave the rival brands control of designing the retail
environment, delivering a higher-calibre, more modern shopping experience — that middle-
class consumers increasingly desired. For Peter England, however, the third-party distribution
network it relied on was declining in terms of sales volume. The number of Peter England
products sold through EBOs began to surpass MBOs. These changes in the market revealed
that Indian consumers not only wanted a smooth transaction when they shopped, but a wider
range of in-shop services and a more immersive, higher-quality brand experience.

Yet another factor that hampered Peter England’s performance was its pricing policy of that
period. The brand kept its prices constant, even as new competitors came into the same
category and market segment with higher priced products. This had two negative effects,
First, Peter England’s lower prices dampened consumers’ perception of the brand’s prestige
relative to other brands in the same category. Second, the cap on prices coupled with the
rising cost of manufacturing made it difficult for Peter England to offer attractive margins-to
retailers.

Lastly, Peter England’s business model became increasingly probleimatic.-The brand had a
predominantly make-and-then-sell model: it had to purchase “fabric and start the
manufacturing process before orders from third-party distributors-¢ame-in. This often resulted
in over-production and the problem was exacerbated by >the—decling of the traditional
distribution channels. Peter England dealt with excess production by offering large discounts,
which not only undermined revenues but degraded the brand s/ imageiin’the consumers’ mind.

Copyright © INSEAD 4
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It also had a negative downstréant)etfect-oin-the brand’s advertising budget, which in turn
affected sales — it was a vicious eircle.

Rejuvenation (2010-2014)

By the end of 2009-it-was (lear that without a new strategy Peter England would soon be
overtaken by its rivals. Tovdevise this new strategy, Aditya Birla Nuvo had to not only
consider the-above issues)but also rethink what the brand should stand for and whom it should
serve.

Qa the positiveside, despite the upheavals of the previous years, Peter England remained the
top.brand 1nSterms of brand awareness and favourability. According to India’s leading
business—newspaper, The Economic Times, Peter England was the most trusted brand in the
ready-to-wear apparel category in 2009. The brand’s own consumer research revealed that it
was widely regarded by middle-class consumers as having a reliable ‘older brother’ image and
being trustworthy. On the downside, its low pricing dampened the aspirational appeal of the
brand and its ‘older brother’ image appeared conventional and somewhat dated. Thus, many
consumers of the younger generation regarded Peter England as a brand their fathers wore. To
rejuvenate the brand, Aditya Birla Nuvo needed to find a way to leverage its unique strengths
and overcome its weaknesses, making Peter England more compelling to the next generation
of consumers.

The decision was to reposition the brand as an ‘enabler’ — that made young men more
confident in pursuing their aspirations through honest effort and hard work. All elements of
the marketing mix were updated. Peter England heavily invested not only in R&D to create
cutting-edge, fashionable apparel designs but also in setting up nationwide a large number of
EBOs and MBOs (see Exhibit 10) to provide the type of modern, quality shopping experience
customers increasingly craved. These new distribution outlets gave immediate access to
information about the market demand for different apparel designs, enabling the brand to plan
manufacturing more efficiently, reducing the headache of overproduction and overly
discounted sales. Furthermore, Peter England increased its prices, thereby shifting the
perceived prestige upward as well as boosting margins.

To communicate the new positioning to consumers, Peter England launched a nationwide
advertising campaign — Beginning of Good Things — across television, print, outdoor and
digital media outlets (see Exhibits 11A and 11B). The advertisements, featuring an emerging
Indian celebrity, Siddharth Suryanarayan,” focused on the notion of striving for sucéess,
depicting Peter England as a brand that stood for confidence and integrity — what young men
needed to succeed.

The rejuvenation strategy was effective (see Exhibit 12). Peter England saw-another phase’of
accelerated growth in terms of revenue and profitability.

2 Siddharth Suryanarayan (born 1979) starred in films in differgnt Irdian fanguages (Hindi, Tamil and
Telugu). In the late 2000s, he began to rise in promineneg) appealing #¢” addiences across the different
regions of India.

Copyright © INSEAD 5



INSEAD

The Business School
for the World ®

The Road Ahead
Evolving Consumers

With Indian consumers/and théapparel market changing rapidly, no brand could sustain its
success without closely momitoring and understanding such changes. For instance, the new
generation weas\becoming, much more knowledgeable about brands and products; merely
having a foreign-soundi#g brand name or a celebrity in advertising was no longer convincing.
Market research showed that younger consumers were becoming more sophisticated in terms
of their “worldview and values. To them, success no longer just meant professional
accomplishments; they increasingly aspired to achieve in several dimensions — career, social
tife, health, A-fulfilling life was about excelling in many activities simultaneously.

india’s on-going economic and cultural transformation allowed the next generation to enjoy
more freedom and privileges (e.g., more choices of products and brands) earlier in life, and to
shoulder responsibilities later in life (e.g., getting a job). They had more opportunity to
express themselves and their aspirations through the clothes they wore. On the negative side,
despite their great expectations for the country’s economic development (e.g., higher incomes,
standards of living) and social change (e.g., equality, education and the rule of law), they
could be frustrated by a perception that the pace of change was slow or stagnant. They could
often be anxious and impatient about not being able to fulfil their expectations and goals.

Internal Restructuring

Within Peter England’s parent company, changes were also on the horizon. The Aditya Birla
Group was planning to merge a newly acquired division, Pantaloons — India’s largest and
fastest growing fashion retailer — with the firm’s other apparel business to form a new
subsidiary, Aditya Birla Fashion and Retail Ltd. This consolidation would create India’s
largest branded apparel company, strengthening Aditya Birla’s market leader position. As a
‘big box’ retailer, Pantaloons carried a wide variety of apparel brands, including its own
casualwear private labels like Bare Denim, Bare Leisure and SF Jeans, which were priced
below the level of Peter England.

Urbanization

At the macro level, the country was undergoing rapid urbanization, which was a key driver-of
GDP (see Exhibit 13). It was projected that by 2030, 590 million Indians would live in(cities
and that these cities would account for 70% of GDP.? As Exhibit 14 suggests, it wag expeeted
that the urban apparel market would experience faster growth than the rural market. Ahothex
implication was that while the apparel industry might continue to grow across all price
segments (from super premium to mass-market), certain categories of apparél = ones\that
made urban living more fulfilling — would experience stronger growth (see” Exhibit’ 15).
Brands that resonated with existing urbanites as well as ‘new urbamarrivals’ weuld benefit
from the urbanization trend. Given the rapidly rising levels of dispgsable iricome in new urban
areas, products in more premium categories (as opposed to mass<market, valuespriced) were
likely to experience a higher growth rate.

3 McKinsey Global Institute’s Report on India’s Urban Awakening
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Growing Competition

As the battle for the heart~(and purse)-of the rising middle class intensified, Peter England
faced nation-wide cemnpetition fromy-brands such as John Players and Park Avenue, which
pursued the same \customer segment, with similar price points and a similar scale of
nationwide distributien. John(Players’ brand image focused on ‘Play it Cool’ (see Exhibit 16).

Park Avenuehad a more formal positioning (see Exhibit 17).

Additiehal\rivairy ¢ame from regional brands across different parts of India. In Western India,
the brand, Cottoric King emerged as a strong competitor to Peter England, with a desirable
biafd/imiage/as the 100% cotton apparel brand (see Exhibit 18). It had a larger number of
distributien outlets, and advertised more heavily in regional media bolstering its pure cotton
positioning” Conversely, Peter England offered a larger number of products, better-staffed
stores: and service. Price-wise, Cotton King’s products were at the lower end of Peter
England’s offerings, at just above Rs. 1,000.

In Eastern India, the Turtle brand was well-known for its casual apparel (see Exhibit 19). It
was perceived as offering better designs and had a much wider distribution coverage in that
region. Its advertising focused exclusively on casualwear, targeting young people. The brand
was on par with Peter England in terms of price range, product range, in-store environment
and staffing.

In Southern India, Oxemberg was a major competitor to Peter England. It had similar product
lines (e.g., formal, casual, denim) but advertised more heavily, featuring a middle-aged movie
star, Saif-Ali Khan, and portraying a cool and successful image (see Exhibit 20). With a wider
distribution network across the region, it was growing faster (15% annually) than Peter
England. While Oxemberg’s price levels were below Peter England’s (around Rs. 1,000), its
products were mostly made of polyester (rather than cotton).

Given the lucrative size of the Indian apparel market, a large number of international brands
had started to expand, taking the opportunity to shape consumer perceptions (which would
often differ from the brands’ image and positioning in their home market). Consider the
casualwear category as an example. At the super premium level, brands such as Dunbhill,
Fendi, Gucci, Sisley and Tommy Hilfiger had established a strong foothold. At the premium
level, brands such as Debenhams, s.Oliver and United Colors of Benetton were strengthening
their presence.

International giants such as H&M, Uniqlo and Zara were poised to expand further into-the
Indian market and expected to attract consumers from different segments, including the
middle class targeted by Peter England. The Japanese brand Uniqlo was known for high-
quality casual wear at reasonable prices. H&M and Zara had a reputation for\fast-fashion’” —
bringing the latest catwalk trends to regular consumers more quickly( than) haute. ¢otiture
fashion houses, and at much cheaper prices. All three brands had centralized produict design
teams. Uniqglo’s business model focused on quality control, high-techvmaterials and cost
management. H&M and Zara focused on centralization of design that captured the latest
trends at the T-stage of major fashion shows and quickly put’designs int§_production and the
market. Their business models (see Exhibit 21) emphasized spe¢ed, while' H&M’s was more
centred on cost control.

Copyright © INSEAD 7
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As the global giants constantly(sought to stfeigthen their respective competitive advantages, it
was difficult for domestic firms te-acquire-the same level of capabilities, let alone outperform
these international firms in-their areas ef strength. Nonetheless, major domestic players such
as Peter England had some unigueyadvantages. For example, they were more knowledgeable
about the Indian_ market/(e.g..,(Indian consumer psychology, cultural nuances, relationship
with government)."Having beet in the market for decades, they also enjoyed a high level of
brand awarenéss.\Furthetmore, their design and development centres were local, as was
decision makiitg. They Had no need to go through headquarters overseas, thus allowing them
to respond faster and frore efficiently to changes in the Indian market.

Changing Perceptions of Peter England

Ahe maiketresearch team at Peter England closely monitored the ever-evolving market and
perceptions of the brand. Their latest research (from different locations in India) indicated that
many-aspects of the brand remained strong. It had a high level of brand name awareness, and
positive associations like confident, formal, reliable, trustworthy, durable, comfortable, British
lineage, and good value (see Exhibit 22). However, as Exhibit 23 suggests, the brand had a
number of challenges. For example, some respondents felt that Peter England was not very
fashionable and that the brand was a good choice for the older generation, but not for them.

In another research study, participants were asked to use pictures to indicate what they would
equate Peter England to in other categories. Many participants equated the brand to movie
stars like Amitabh Bachchan,” cricket players like Sachin Tendulkar,” motorcycles like Royal
Enfield® and cars like Honda City7 (see Exhibit 24).

Clearly, the brand needed to be refreshed to become more contemporary and relevant to a new
generation of Indian consumers, while leveraging its roots and strengths. Whatever the new
positioning, it had to serve as a sustainable platform for creativity and take into account that
Peter England had different product categories (e.g., formal, casual, denim) and sub-brands
(e.g., Peter England Elite).

Based on market research findings, the executive team at Peter England started to consider
several potential positioning directions to reinvigorate the brand:

e Full of Energy: Today’s young men demand exciting and energizing products that fit
their urban life style. Peter England would be the most high-energy, exciting brand
that fulfils such a need.

e True Success: Success doesn’t necessarily mean professional accomplishments alone.
It means having a multidimensional persona. Young men want to be perceived /as

4 Amitabh Bachchan (born 1942) is one of the most famous movie stars in India,with numero@s)box-office
hits since the 1970s.

5 Sachin Tendulkar (born 1973) is a former Indian cricketer and national/feam captain. Hgyiswidely regarded
as one of the world’s greatest batsmen of all time.

6  Royal Enfield, originally a British brand, is owned by an Indian fiotorcycle gompany based in Chennai,
India. The brand is often considered the Harvey-Davison of India.

7  Honda City is one of the most widely adopted middle-class-sedans in Iridid; known to be a reliable car that
successful professionals drive.
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successful in a variety of life domaifis; not just a single one. Peter England would be
an enabler of this sense of true sdceess.

e Having it Now: A~trestless ¢pirit is driving the new young generation to experience
more and do/ more 4t thiswwery moment. Impatience is seen as a right. Peter England
would be-the.brarnd that stands for ‘having it now.’

e Best Hxperience:<Experiences are important for today’s youth. Peter England would
fulfil this need %y providing sophisticated and stylish clothing through high-quality
branded outieis that offer the best shopping experience.

¢ ) Pute PRlcasure: For a generation expecting more enjoyment from life, Peter England is
the brand in the apparel category that stands for pure pleasure and enjoyment, an
eseape from the stressful modern life style

Sustaining Peter England’s Market Dominance

To devise a new strategy to sustain the brand’s market dominance, the executive team at Peter
England has to not only decide on the positioning of the brand but also create an
implementation plan entailing product development, advertising and promotion decisions, as
well as pricing and distribution decisions.

On the product development front a key question is: Which categories of menswear should
the brand focus on? Should the brand extend into accessory categories such as bags, shoes,
and wristwatches? Should Peter England offer different tiers of sub-brands? For example,
should Peter England continue to offer its more premium sub-brand, Peter England Elite?
Why?

In terms of advertising and promeotion, the executive team has to decide (1) what should be
communicated, as well as (2) whether to continue having Siddharth as the brand ambassador,
and (3) how much of the promotion budget should be spent on offline branding activities such
as TV commercials, billboards and print ads vs. online activities such as social media
marketing. Why?

On the pricing front, decisions have to be made regarding how Peter England should be
priced. Should the brand maintain its current price levels or change prices? If changes ate
needed, should the prices be higher or lower? Why?

In terms of distribution, which channels should Peter England focus on? Should (the jbrand
build more MBOs vs. EBOs? Or focus on developing Internet-based retail outlets?-Should
Peter England set up its own online distribution or remain part of the multi-bfand ecommetee
portal set up by Aditya Birla? Why?

Copyright © INSEAD 9
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Exhibit 4
Sales Value (Rs. Billion) of Menswear Categories 2008-2014

Category 2008 2009 2010 2011 2012 2013 20149
Shirts 183.1 | 198.7 | 216.6 | 236.5 | 264.9 | 302 | 345.8
Tops 128.2 | 146.2 | 165.2 | 189.6 | 212.4 | 241.1 216
Trousers & Shorts | 133.3 | 145.8 | 160.1 | 176.1 | 195.5 | 220.9 | 250.7
Underwear 56.8| 63.4| 69.8| 77.6| 87.8| 98.5]| 109.5
Jeans 51.6 | 57.1 63| 70.2| 78.9| 89.9| 10l.5
Jackets & Coats 13.8| 15.9| 18.1| 20.5| 23.5| 27.3| 31.8
Other Outerwear 125 | 139 | 156 | 17.4| 19.1 | 21.3| 23.8
Suits 8.7 9.8 11| 1285 | 144 | 16.7| 19.3
Jumpers 2.1 2.1 2.2 2.3 2.4 2.6 2.7
Exhibit 5

Percentage of Apparel (by Retail Value) Distributed via Different Channels in the India Market 2004-2014

ﬁ;‘“‘g} 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014

Brick-n-Mortar Retailing 99.9 | 99.9| 99.9 | 99.8 | 99.7 | 99.6 | 99.6 | 99.5 | 99.1 | 98.4 | 97.2
Hypexmarkets, Supermarkets, & other markets 1.0 1.3 1.6 1.9 2.3 2.6 2.9 3.0 3.4 3.4 3.5
Departmerit-Stores 1.0 1.1 1.3 1.5 1.6 1.8 2.0 2.3 2.3 2.4 2.4
A;pgz_{el Specialist Retailers 97.5 | 97.0 | 96.4 | 95.8 | 95.1 | 94.6 |93.9 |93.4 |92.5 |91.7 |90.4
Leisur€ and Personal Goods Specialist Retailers | 0.4 0.5 0.6 0.6 0.7 0.7 0.8 0.8 0.9 0.9 0.9

Internet Refailing 0.1| 0.1 0.1 0.2| 03| 0.4] 0.4 05| 09| 1.6| 2.8

Source: Euromonitetviarket Report
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Exhibit 6
Peter:England Store
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)
th vruth has never been more

@ fashionable.

sow in Indla

The honest shirt.
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Screenshotslofi997 TV Commercials
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Presenting English Cottons from Peter England.

e cool comfort.

PRESENTING PETER ENGLAND TROUSERS. |

The honest shirt)
Rs. 25,645

g\ Dont

! crumpleunder -
i pressure.

|

8 finiest fabrics. To keep you looking crisp

g long. No matter what the pressure.
\i
NE

-

Poter England i the registered tmsmark of

Copyright © INSEAD

PRESENTING FINELY CRAFTED
SUITS AND BLAZERS

Rs.1995 ONWARDS
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Exhibit 8B
Screenshots. of TV Corimercials (Late 1990s - Early 2000s)
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Exhibit 9
Print Ads for Peter Englarnd Elite and Peter England Party

PETER ENGLAND

fr‘.Ldeur;.ng

Peter England = .-
parlg ‘.@

party

Copyright © INSEAD
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Exhibit 10A
Ads Used'for Repositioning Peter England in 2002-2009

SWING ALONG IN STYLE

WITH THE PARTY COLLECTION. J
CELEBRATE A SPARKLING_ DIWALI.
S [ peTeRENGLAND | L
t

MORE » LESS

Fealured here: A parly r/  prinf@baired with o whie linen rouser | UNVEILING THE AFTER DARK COLLECTION. M |

{

’

FRANKLY, | DON'T HAVE LUCK WITH WOMEN

Copyright © INSEAD 20
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Exhibit 10B
Screenshots-from‘More is Less’ TV Commercial
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Beginning Of Good Tings
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Exhibit 11B
Screenshets framCurrent TV Commercials

%60‘45
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it13
Expected Cha es@c vels of Rural vs. Urban Households

©
%@ %©®® 2015
@&or @oms AGGREGATE CONSUMPTION INCOME CLASSES

on trillion, Indian rupees, 2000 thousand, Indian
Rural Urban Rural Urban rupees, 2000
3.3 @ 1.2 | 2.1 4.1 Globals
@ (>1,000)
@ 2.1 3.4 2.7 Strivers
% (500-1,000)
55.1 11.2 11.8 Seekers
(200-500)
7 12.2 Aspirers
(90-200)
74 66 7 3.3 Deprived
(< 90)
2025
NUMBER OF HOUSEHOLDS AGGREGATE CONSUMPTION INCOME CLASSES
million trillion, Indian rupees, 2000 thousand, Indian

Urban

Rural Urban rupees, 2000

Rural
9.5 2.5 7.0 14.1 3.0 11.1 Globals
|I I- (>1,000) Q
33.1 4.0 29.1 16.5 2.2 14.3 Strivers
(500-1,000)
e e (2003 © &
200-500
&
3.9 119 : 1.6 rs {:39
Y,
ws [ SEENY [P @ @

(
Source: McKinsey Global Institute E% @ @@%
Copyright © INSEAD %§ § 26




INSEAD

The Business School
for the World ®

The Impactof ES? on the Apparel Market in India

Average

Apparel

Total Apparel Namber of
X Income per X
. Q) o
Market ‘Eouaeholds Household Spend %
0
(. > 7
/4
Gro &% hou%)ﬂlls Average disposable income per HH Apparel spend as % of income
(mn ”AH, 4) (Q (in Rs 000/ HH, 2009-14) (2009-14)
. . Fast growth in
7 auon Il All india @i disposable income ] 1
[ urban 519 . 4o 39 40 4: Rural
o - - PR
[ JRural ,\; €37 ?‘? L a ek 219,
®S 4" Marginal decrease in
347 305 e = apparel spend
83 (3131
oS -
by -
189 179 g g
122 S35
< i--ﬂ.._unﬂ
2626 55 "*0--.g Urban
. L. {]
2009 2014 2009 2014 2009 2010 2011 2012 2013 2014
+ Base year (FY09) and forecast number of « Average HH disposable income data based + Base year (FY 09) apparel spend is estimated
HHs has been estimated from: on MGl forecasts as a % of HH expenditure based on NSSO' s
— NCAER 2005-06 data (adjusted for - Triangulated with GDP and savings ) gggfagﬁ?re_ca“bmte d through trienguletior
black-income) and MGI forecasts with industry reports

Source: Peter England
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D Super Premiumn
- Premiupi

l:l Val4e
W wviss

Exhibit 15a
CAGR ofApparel Sales in India

Relevant Market by Wear Occasion

(% of Rs. ‘000 Cr)
CAGR

(10 - 16)
s Accessories 14%
Winterwear 8%
Denims 14%
Ethnic 14%

£ -
lcasual  15%)

———— -

Kidswear 14%

o —— -,

IFormal 12%]|
2009 2014 FY10
Exhibit 15b
CAGR of Active Sports and Denim Categories
Denim Market Size and Growth Active Sports Market Size and Growth
(Rs. Cr) (Rs. Cr)
1 Super Premium [ super Premium
1 Premium ] Premium
[ value [ value 1.734 CAGR
Il Mass W Mass 2
18% 20.8%
1550 7/ /
10% / // 33%, I/ 57% 28.7%
/
25% / .
/ / /
539 !y
22% !
52% P 16% 24.9%

2009

Source: Peter England
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<9 )
NOW COTTONKING ARRIVES
IN SECUNDERABAD

SIMPLY
SIMPEY7

Well

this simple.

"2 MORE COTTONKING

lnaug,_,,.aﬁo

Tod, N Cerg,
STORES NOW IN e e

Cine Star N"ﬁn

SECUNDERABAD 11003 gy

Wenpall,
1200 nogp Park la,-.: and

Safaam! Namaste! Secunderabad. The King of
Pure Cotton is now in your city. To free you from
synthetics. Take your pick from a stylish range of
100% pure cotton readymades, adding to the .
. magic of dressing. Enjoy more than 3000 different c otto n I n
( cottonking’ Borivall W) - Ph. 022-28910396. Domblvall () - Ph.:0251-2437771. Dadar (W) - Ph.: 022-24384633. ol il Eole o3 ntiaflerdableiprices rat next

Girgaon - Ph.: 022-23621005. Goregaon (W) - Ph.: 022-28726900. Mulund (E) - Ph.: 022-25632464. Panvel - Ph.: 022-27459349. 3 L e e ke T o e o gt 4 SHirtis Traiisere’ T el s leans
Thane (W) - 022-25394615. Vile Parle (E) - Ph.: 022-26134344, Vashi - 022-27881176. Newly Opened Store -Kopar Khairane -
Near Axis Bank, D Mart Chowk, Ph.: 022-27546970. For Enquiry - 09923444216,

rulein Secunderabad.

Qver 25
Fabulous Varieties

For Enquiry - (STA5406628.
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Exhibit 19
Turtle Ads

Zero Decibel I"hartyl_;,

WITNETREREC O 1N E CTHIROINEZE 0585

WINTER COLLECTI@NS2083

Copyright © INSEAD

TURTLE 0

Dressed to Save

TURTLE

Dressed to Save
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Exhibit 21
Zara @nd-H&M Operations
Total lead time
Zara: Rapid reaction i_- Froguct feedback & changes to existing designs (days)
supply Chain | Product feedback /
& 2—4 months N Control Orders: .
~ Cadl ~
R / | High lead times-30% ] @
Fabric Sourgipy A LOW COST LOCATIONS | Iy
I e e e e e e T T e e ~
! In _hcrusev }__ ' Design } External Warehouse
E Fabric{40%) AN Manufacturing Quality Control Distributi Retail
' = AR & Packagin istribution etailing )
v (/ External L L Fabric Internal ging .~
' { ‘sourcing | '| Jyeing (40%) Manufacturing Tsmck replenishment |
************************************ SPAINPORTUGAL T TTTTTTTTTTTTTTTTCmwiceperweeky T -
7 days . 14 days . I-3days i @
< ra . I,
Fabric processing in Low lead times-70% ~ (Road / Air Transport)
___________________________ p 3'3’_’9'_7"_d?5f9'_’__ —> Information flow —> Product flow €—> Timeline
H&M: Cost optimized supply chain Product feedback

“Rapid Reaction” N
supply chain-EUROPE 20 days Low lead times - 30% _ 3-4 days . i @

; 5 Quality ] - Rail Transport
A Sourcing Control H Production - RegioRardistribution ="~~~ """

Samples are tested for
quality at local
production offices

In-house design F
team ‘ s : Quality . -
777777777777777 ourcing Control Production e Shh MAASAaReRs e e e s e e e ey | .

Distribution

R Stock replenishment
chain-ASIA o
60 days High lead times - 70% 30 days )/
> >

M

Sea Transport

Source: Peter England
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Supporting
Associations
Durable
British Lineage

Comfortable
Price-Value
Good Range in Plains and Stripes

Source: Peter England

Copyright © INSEAD

Perceived Core
Brand Benefits

Respectability
Brand Name
Instills Confidence
Extremely Formal
For All
Reliable
Trustworthy

Missing
Associations
Attitude
Buzz
Vibrant Colors
Youthful Styles

Ads that Connect / Lead
Opinions
Exciting Promotions Detracting

Associations

Boring and Preachy
Boxy Fit
Too Safe

R
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Exhibit 23
Sample ot Censumers’ Comments

# .~)” Consumer’s Comments

1 Peter England néeds te‘have meic-ads, make noise to attract attention, and bring people to the
showrooms,

) The qualitof the produegt-has never come down. Peter England offers value for money and does not let
us dowh, _(2

3 My fatherused telbuy ffom there. Peter England is just about formal wear and offers little in casual
clothes

4 Peter Englandiissknown for their shirts; the fit and the stitch of buttons are good. The shirts can be used in

| & rough diahnet.
5 | Phe name Has an international feel; it sounds like there is a prince Peter who lives in England. The colours
| £ /| usedin-the brand are world class.

6 Peter’England will attract the likes of college professors or people in social work, but not younger people.
Relationship with the brand is like an elder brother--give him respect.

7 Their stores are too far away; I have to go to a different city to buy that brand. Also, they don’t really
have sporty stuff.
Peter England has good quality and is relatively affordable. Middle class people wear Peter England.

8 | Louis Philippe is like maintaining a rich girlfriend. Peter England is like maintaining a friend who is
affordable.

9 | Peter England is best for shirts. The colour of their shirts does not fade. They are good quality.

10 | Peter England is good for formals, but not so much for other categories.

11 | Being fashionable is important. You are a mama’s boy if you are not fashionable.

12 Peter England's blazers are good quality but not the trendiest. When I wore one, people thought I was a
manager of some company.

13 | Peter England is like Nokia. It's the first brand and the father’s choice. It's good for old people.

14 We were initiated to Peter England by our fathers but it did not excite. It is for sophisticated people. Also,
the stores are not in ideal locations.

15 Peter England has too few ads. It does not have a permanent outlet in my area. It needs something special-
-more emotion and more personality.

16 | Peter England is the first international brand that came into the Indian market.

17 | Peter England has the best shirts. They are a trend setter in that category but not in others.

18 | In earlier days, people used to see the material, now they see brands as brands take care of everything.

19 | Peter England is for sober decent people. It is simple and not very stylish.

20 They don’t currently have casuals. Their colours are good but the fit is bad. Their showrooms are smaller
compared to Park Avenue and staff are not as good.

21 Peter England is within our budget because it is durable and good quality, and does not fade. It is neither
expensive nor cheap. It’s a brand for the middle class. /

2 Peter England is no longer up to the mark; it has little publicity, few ads, and few variety. Their store staff
need to be more helpful. ,

23 | Peter England is not very expensive and not very trendy. It is just a formal brand. __'

24 I don’t recall too many ads of Peter England. They need to advertise all their products; they need fo tg1!
people what they sell. A 4

25 | Peter England fits in my budget but is not very fashionable. AN

26 | When we hear the name, we think that it will have international quality. —~\ <

27 When we visit a showroom that manufactures its own clothing, we know we will not/be chedted; we
know the brand would guarantee originality. -

78 We are very fashion conscious. We need to be trendy. In fact, we notice mor¢ ¢hanges in formalwear:
slim fit trousers, ties in parties, and tight shirts that show muscles. o

29 | Even though the price is slightly higher, the value is great as per its qudlify.

30 | Peter England has good quality and a sense of guarantee in reasonab)¢ price,we us¢dtfor power dressing.

31 | I am satisfied if the product has quality and is reasonably priced, and ¢h¢ brand Mas status.

Source: Peter England
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Exhibit 24

Honda City
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