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Brands: Creating Desire 

to do slightly better is ne-
wer customers making
more buys. If  that part of
the business is cracked,
then we get back to a very
good level of  growth,”
Modi added.

The slowdown, howe-
ver, predates the calen-
dar shift. Vedant’s reve-
nue grew at a compound
annual rate of  only about
2% between FY23 and
FY26, while its market
capitalisation has fallen
around 65% since listing
in 2022 to `̀11,597 crore as
of  November 2026, era-
sing about `̀20,798 crore
in market value.

Devangshu Dutta, foun-
der of  Third Eyesight, sa-
id demand moderation
had affected the wider
market over the past two
to three quarters, due to
rising costs and consu-
mer income concerns. 

Manyavar’s Same-Store
Sales Fall 5.8% Amid
Ethnic Wear Competition 

Aanya Thakur

Mumbai: India’s organi-
sed ethnic wear market
has become more compe-
titive just as Vedant Fas-
hions, the maker of  Ma-
nyavar and Mohey, tries
to revive growth after se-
veral years of  muted per-
formance. The company
reported a 5.8% decline
in same-store sales in the
September quarter. Cus-
tomer sales grew just
0.6% year-on-year while
revenue from operations
rose 2.4% to `̀269 crore
and net profit was flat at
`̀56 crore.

Chief  revenue officer
Vedant Modi attributed
much of  the quarter’s
weakness to the shift in
the festive calendar, with
Navratri moving from
September last year to
October this year. “The
best 10 days were repla-
ced by almost the worst 10
days in our business
from a quarter perspecti-
ve,” he said in an ear-
nings call last week. He
also acknowledged the
urgent need to attract ne-
wer consumers and ma-
ke them buy more. “The
only thing that we need

Zara Owner
Backs New Fund
to Cut Supply
Chain Emissions

Bloomberg

Inditex SA is backing a fund set up
to grant low-cost loans to suppli-
ers that invest in energy efficien-
cy, as the fashion industry faces
pressure to cut its carbon foot-
print.

In a private-public partnership
that Chief  Executive Officer Ós-
car García Maceiras says is the
first of  its kind, the world’s biggest

fashion retailer has
committed $50 mil-
lion to the fund,
which is led by the
International Fi-
nance Corporation,
the World Bank’s
private-sector arm.
IFC plans to raise
$400 million to help
small companies
transition to net-ze-
ro business models.

As much as 8% of
global greenhouse gas emissions
come from the textile industry, ac-
cording to United Nations esti-
mates. At the same time, many
suppliers are located in develop-
ing countries that are particularly
vulnerable to weather extremes
associated with rising temper-
atures. Suppliers in such markets
need better access to funds to pay
for the better machinery and
cheaper, renewable energy that
they need to adapt.

The textile
industry
accounts for
as much as 8%
of global
greenhouse
gas emissions,
as per the UN

EPIC RELEASE ACROSS 9,000 SCREENS IN INDIA, 50,000 WORLDWIDE

Only thing that
we need to do

slightly better is
newer customers
making more buys
VEDANT MODI 
Chief revenue officer

JLR Sees India as Key Growth Mkt, to Launch EV in 2027

PTI

New Delhi: Jaguar Land
Rover (JLR) sees India as a
key growth market and plans
to introduce its first electric
vehicles here in 2027, includ-
ing the Range Rover Electric
and Range Rover Sport Elec-
tric, as the luxury automaker
looks to tap emerging op-
portunities in the premium
EV segment, its India Ma-
naging Director and CEO,
Rajan Amba, said.

Amba said the company
will also introduce the new
Jaguar GT next year, with
the product launches
spread across different pe-

riods. “Electric is the way for-
ward,” he said, adding that
the timing was appropriate
for the company to enter the
Indian electric vehicle mar-
ket.

JLR India, which does not
have an electric vehicle in its
portfolio, is encouraged by
the growth witnessed in the
EV market over the past year

across both premium and
more accessible segments.

The luxury automaker

plans to import the electric
models to test their market
response initially.

“We’ve seen brands in the
more accessible segments al-
so gain, and I think that we
should also see a lot of  bene-
fit from it,” Amba said.

He, however, said it was too
early to draw conclusions
about the potential response

to JLR’s electric offerings in
India, given that the compa-
ny would be entering the seg-
ment for the first time.

Amba said the pace of  elec-
tric vehicle adoption varied
across countries and con-
sumer groups, with charging
infrastructure and resale
value remaining important
considerations for buyers.

Uni-President Eyes Jardine’s
KFC, Pizza Hut Ops in Asia
Hong Kong: Taiwanese food group Uni-Presi-
dent Enterprises is in advanced talks to buy
Jardine Matheson's restaurant business that
runs KFC and Pizza Hut chains in several
Asian markets, two people with knowledge of
the matter said.

The deal could value Jardine Restaurant
Group at about $400 million, one of  the people
said.

An agreement could be reached before year
end, although the terms are not finalised and
uncertainty remains, they said, declining to be
named as the information was confidential.

Reuters reported in May that Carlyle Group
and Yum China were also among parties that
had expressed interest in the business.

A Jardine Matheson spokesperson declined
to comment.

JRG Communications referred Reuters'
questions to Jardine Matheson, its parent
company, saying the inquiries related to Jar-
dine Matheson.

Uni-President did not respond to a Reuters re-
quest for comment. Headquartered in Hong
Kong, Jardine Restaurant Group operates
around 1,000 KFC and Pizza Hut outlets and
employs about 25,000 people in Hong Kong, Ma-
cau, Myanmar, Taiwan and Vietnam.

It also owns PHD, a take-out pizza chain in
Hong Kong. The overall business generates
about $35 million to $40 million in earnings be-
fore interest, taxes, depreciation and amorti-
sation, sources have said.—Reuters

IIFTKolkata Celebrates20yearsof
its CampuswithVIVAAN12.0

Marking two dec-
ades of its campus,
IIFT Kolkata host-
ed its flagship
business summit,
VIVAAN 12.0 re-
cently, centered
around the theme
“Legacy Meets
Possibility.”
Highlights of the
event included
summits on trade,
marketing, finance

and public policy, a Leadership Talk, the Silk Route business quiz and a new
AlumniRoundTablewhichbroughttogetherstudents,academics, industry
professionals and alumni. The event reaffirmed IIFT’s commitment to de-
veloping thoughtful, globally aware business leaders, renewing its legacy
through fresh questions and bold ideas.
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ral relatability as a key rea-
son for the film’s limited con-
nect with western audiences.

Viewers unfamiliar with
the epic, they say, may have
missed some of  its cultural
context and nuances.

“Sufficient investments
have been ma-

de in

promoting the film in the
West. 

But somehow, it seems the
western audience has not
connected with its storytel-
ling,” said Navin Shah, joint
managing director of  EMC
Solutions Worldwide, a com-
pany specialising in branded
entertainment. Film scho-
lars see a deeper challenge in
the way the story and its cha-
racters have been presented.

They argue that the film
lacks the complexities and
nuances that define its cen-
tral characters, and that a
largely factual, linear and
simplified treatment may ha-
ve come at the cost of  emotio-
nal depth.

Rajesh N Naidu

Mumbai: Despite a reported
overseas release across near-
ly 50,000 screens — more
than four times its domestic
footprint — Ramayana: Part
1has drawn close to 60% of  its
worldwide box-office collec-
tions from India in its first
six days, with ̀̀ 403.9 crore co-
ming from the home market
against `̀260 crore overseas,
underscoring the enduring
pull of  domestic audiences
even as the film makes an am-
bitious global play.

The film has been released
across nearly 9,000 screens in
India, with its overseas rollo-
ut expected to cover around
50,000 screens.

Over the past two days, the
film, positioned as a global
product, has also benefited
from the festive mood in In-
dia and premium ticket pri-
ces, which audiences appear
willing to pay for its visual
spectacle.

But trade analysts say the
film has yet to make a compa-
rable impression on western
audiences.

“The claim that Ramayana:
Part 1 would appeal to wes-
tern audiences has not lived
up to expectations,” said mo-
vie trade analyst Girish
Wankhede. “If  western audi-
ences had embraced it, it wo-
uld have topped the global
box office, given its potenti-
al,” he added.

More than a year ago, in an
interview with a foreign pub-
lication, the film’s producer,
Namit Malhotra, had said:
“In my mind, if  people in the
West don’t like it, I consider
that a failure.”

Experts in in-film brand
merchandising and marke-
ting point to a lack of  cultu-

Ramayana Constructs a
Stronger Regional
Bridge Amid Global Push

In ̀  crore
Day India Net Overseas
Day 1 64.8 51.2
Day 2 48 46
Day 3 69.8 71.7
Day 4 56.1 56
Day 5 107.5 35
Day 6 57.6* NU*
Source: Sacnilk, *till 5 pm November 10
Not Updated on the site
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Plans to bring Range Rover Electric and Range Rover Sport Electric as it looks to tap demand in premium segment

India contributed nearly 60% of the film's ̀̀ 664-crore global
haul in six days, underscoring strong domestic demand


