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“Recent Trends in Business Management”

RAYMOND RE-IMAGINED: A CASE STUDY

Dr. Pallavi Chandwaskar’

Introduction:

Raymond India Pvt. Ltd., a leading Indian textile brand,
now a diversified conglomerate, begin its journey 9
decades ago and is now at an exciting phase of
transformations. With its current initiatives, the brand
since 2017 embarked on the journey of ‘Raymond
Reimagined’ aims to transform organization into new-
age customer centric and future ready organization. This
case study analyzes all the current initiatives which
would render brand a long term sustainable competitive
advantage, the case also analyzes diversified product
portfolio and innovations of Raymond and its business
model of excellence.

About Raymond

Raymond is India's largest integrated worsted suiting
manufacturer that offers end-to-end solutions for fabrics
and garmenting. Over the years, Raymond has been
synonymous with quality, innovation and market
leadership. It has some of the leading brands within its
portfolio — Raymond Ready to Wear, Park Avenue,
ColorPlus, Parx, Raymond Made To Measure amongst
others. Raymond has one of the largest exclusive retall
networks in the country with over 1000 stores across
400 towns.

As a part of the diversified Group, they have business
in men's accessories, personal grooming & toiletries,
prophylactics, engineering and auto components across
national and international markets.

Having enjoyed the patronage of over a billion consumers,
Raymond as a brand has been consistently delivering
world class quality products to its consumers over the
past nine decades.

Objectives

« Analyze Raymond’s Product portfolio in context of
a complete solution for an Indian male’s wardrobe.

« With respect to current diversification strategy of
Raymond, What could be key potential product
portfolio expansions for global excellence

- Evaluate the recent digital / E-commerce initiatives
and current strategies of the Raymond in terms of

creating sustainable competitive advantage for the
company.
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Methodology

Secondary as well as primary sourceg of inf

are used. For gathering secondary dataOrm-
newspaper articles and company webgsite
reports and official corporate presentatiop chai
speeches etc., have been considereq. Arig'% uaslr

literature review of published case studies on g,
India has been carried out to identify the 9ap bey,
previously conducted case study and the Negq
address the recent strategic initiatives. b

Primary data is collected by conducting Person
interviews through structured questionnaire adminigtags
from managers in various verticals of business gy
qualitative analysis is performed through grounded they
approach.
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Outcomes

The case study identifies the value proposition Raymn
is creating through its various initiatives under'Raymo
Re-imagined’ by having a clear strategic focus in i
following key area of business :

. Digitization initiatives/ E-commerce strategis

By developing digital platforms like Raymond et
Online tailoring, MTM App, Stylist App and€
commerce market place, company is ale!
generate 5 million + customer member base. e
digitization and e-commerce initiatives as addres§n
by IT process head at Raymond Mr. Subfamama.0
in our interview with him, with the changing scerd

in the entire sales process over the last de,
quoted by Mr. Subramanian, IT Head, R&ym™" 4
Raymond we observed a change in proce;ion.i
product exploration, discovery, sales transd ot
closure and feedback everything which Was:qed' :
managed by sales franchisee is now rans"" Qs
online mode. People read about Raymo” ptwiﬂeﬁi
online, buy it on Myntra, write about ,t"on ‘
and on all this Raymond had no contro!

“Raymond has thus formed digital tea™ thlcse'"
alook at all customer touchpoints and sté" eanﬂl/a
online through Myntra and Jabong predo™ " s
also at Amazon, Filpkart and P2
commerce revenue is now substantially©

to appare| segment sales.”

-
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By establishing its own websi
ite for
Raymondnext.cgm, company Provides aITales, as
of all its brands like Raymond, Park Ay Products
Plus, Next look, Khadi, Parx etc, Cor'inue. Color
introduced MTM platform which stands 1:é)any also
Measure, for providing cus rMade to

€, tomized tajlori i
MTM digital platform is availap|e at a;l)ngl\jlegcﬁ::

Company website provides cus
forlead booking. Fore customt

can be booked online to give home viei

for measurement, fabric ang gqait\grsr:t tcoh%liliogec;
custom-made apparel can be delivereq from fact:
atcustomer door-step. PADIY (Park Avenue Desi :
it yourself) platform at MTMm stores, give customge?-
visualization on large screen in the selected type of
attire. With this Raymond is the only player in
market which provides end-to-end solution right from
fabric manufacturing to custom designing, stitching,

alterations, customization and delivery to customer
all through modern IT interface.

tgmgrfacing interface
ailoring service g tailor

There s also a Stylist App, which provides a customer
with visualization of various patterns and cuts and
styles with more styling features. An innovative
platform is “Magic me” which is installed in kiosks
inthe select stores. Is kind of magic mirror where in
you stand in front of kiosk, select a fabric and apparel
pattern and it shows your entire image in that so the

person gets a clear understanding of how the product
looks on him.

In this way all digital platforms are contributing
immensely in value-addition to the brands’ existence
and transformation.

Diversification and growth strategies

The structural reforms that took place in financial
year 2017-18 tested the suppleness of the Indian
economy and businesses faced with the biggest
economic reform. Having the implementation of GST
created headwinds, that had short-term impact
across the value chain, but still most of the
businesses of Raymond have grown steadily.
Raymond Reimagined journey continued thro_ugh
focus on ‘Customer Centricity’ and agility in services
thrusting the group to new altitudes of success.
Raymond businesses are now equipped to embrace
the future with vigour and are fully geared to combat
the increasingly volatile environment due to decisive
action and strong execution.

Mmarket & Category expansion and channel

enetration, asset-light network expansion (setting
P mini TRS), Exclusive Raymond retail network of
= TRS are the key highlightin expansion. Category
Bogansion in FMCG segment and plans to explore
ex
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Opportunities
finalization, g
Ethlopla toe
markets of th

In the real estate sector are under
stablishment of 3 garmenting plantin
NSure duty-free access to key export
iy te US and Europe and established plant
initat 10 Support government's Make in India
ot I?\/I IVe. Registering growth through digital platforms,

business in the USA contributes to 15-20 %
revenue,

The top-line growth of the Group was possible due
.to the product innovations coupled with
|mplementation offinancial prudence and consistent
Qellvery mechanism which can be seen in the
Improved financial indicators as seen below.

Having commissioned two new state-of-the-art
greenfield projects, in Ethiopia for the Garmenting
business and Amravati Plant for Linen
manufacturing, already capex had near to the peak
and hence now company is going forward with the
focus on asset-light expansion model. The Ethiopian
plant will meet the demand from the increasing global
garmenting business and with this plant Raymond
has doubled its production capacity, as quoted by
Mr. Subramanian in the interview with us, while the
Amravati plant will largely cater to the high-margin
Linen portfolio. In the Tools & Hardware segment,
the successful turnaround strategy of building
operational efficiency and product rationalisation has
enabled in significantly improving EBITDA margins
to 9% vs. 2% in the previous year.

The Auto Components business witnessed robust
sales growth driven by high demand from passenger
and commercial vehicle segments. Acquisition of
customers in the industrial segment also contributed
to this expansion. The high growth in profitability
continued with EBITDA increasing by 90% from 724
Crore in FY 2016-17 to 745 Crore in FY 2017-18.

Innovation and sustenance strategies

With innovations like waterless technology, use of
organic cotton, product portfolio innovations like
Techno Series, All black collection and Raymond
Whites. ‘The Raymond Store of Future’ uses cutting
edge technology. New differentiated product offerings
that included a sustainable range using organic
cotton, post-consumer waste (PCW) and waterless
technologies, among others.

In 2011, Raymond became the first textile company
in the world to produce the Super 250s fabric and
the first in India to produce innovative fabrics from
bamboo fibre, stain resistant and UV resistant fabrics
and many such innovations.

Raymond has always pioneered with innovative
products, with its Techno series has fabric called
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about stretchable fabrics f?er
in office wear, these @

1e'. Raymond
di cotton from

nnovation in

“Techno-stretch’ is al
catering to body-fit frend
termed as ‘Workplace Celebra
ventured in 'Khadi' by procuring kha

inaing i
farmers and woven through bringing i
‘charkha’, khadi line introduced 2-3 years ago

an extremely complex procuremon! process ar:d tf;g
fabric is used to manufacture khadiline mandyh yr;la
of apparels like shirts, trousers, kgrtag, ban d?n
even wallets and belts etc, which is s}nll expan . gd.
Khadi and Village Industries Commission (KVIC) ha
received its largest ever order worth Rs 2 croré fro_m
Raymond for the supply of 98000 metres of the fabric.

3-D printing for male accessories are yet'another
innovation for cuff-lings, belt-buckles etc. is also a
unique way of doing things and the producthn a!nd
design cycle is very small, instantly after designing
it can be produced so it provides additional advantage
in faster manufacturing of accessories.

‘Raymond Store of Future'is all about integrating a}II
channels of shopping. The concept of a futuristic
store is based on four pillars, i.e. knowing the
customer, his history, his buying preferences and
need identification of customer. All the channels of
shopping should integrate and linking all channels
of shopping seamlessly with each other. Company
should have a single view of customer and inventory
as well elevating the level of customization by
providing innovative features like Magic mirror, digital
wall, MTM interface pick and drop etc. contribute.

Another innovation called Waterless technology
focuses on primarily reducing water usage in entire
fabric manufacturing process from weaving to dyeing
at operational level.

« Shareholder value creation
Company has designed a roadmap by creating
financial targets in terms of revenue growth, increase
between 10-12% EBITDA margin, +80-100 basis
points, ROCE of 12%-15%, free cash flow - from
negative to positive and significant increase in EPS
(till 2020).

The consolidated revenues have grown by 9% (13%
on excluding GST impact) from -5,509 Crore to
+6,025 Crore. The EBITDA margin increased from
7.7% inthe previous year to 9.1% in year 2017-1 8

The flagship business, Branded Textiles wi

7% increase (10% on excluding GST'anaeciﬁg
sales, driven primarily by the wedding seaso
recovery in the wholesale channel post GSnf
stabilisation and growth in the institutional category

The Branded Apparel segment
osted
growth of 12% (19% on excludiF:,g GS.?tir:\gg;E)lles

f continued focus on strengthe,
d Raymond'’s core proPOSitiozmg ¢

wardrobé solutions provider despite fagin Qing A,
wide challenges on account of heayy diSCouunStt.W‘ :
Ing

and extended EOSS across the industry,

ined investments in 4 Power Brang
ili;t:;tawidening the retail f?Otprint i: fo;:med
consolidating Iqadershnp position In the me Sw :
category. Additionally, the portfolio jg oy aea,
supported by two new customer segm ents, !y |
for ethnic wear and The Branded ,Apparel marn"x
expansion is on track and _the_buslness °°ntinug|“
to drive momentum and maintain a profitape - &
rate. During the year, expor.t business in the by
textile and garmenting businesses faced shr
challeng

es due to currency fluctuationg Whi:R
moderately impac

the back 0
prands an

ted the margins.

Conclusion

It can be concluded that Raymond’s apparel divisjgn e
made several key MOVES to support company
transformation journey WhICh. includes expansion o
product categories for all occasions, omni-channe| ety
network and seamlessly blending it with digital changg
and interface and cutting-edge technology in progy
innovations to appeal the dynamic needs of pregey;

customer.

The company has also strengthened its global outreach
with increase in global manufacturing base to significanty
expand its production capacity as well as tapping more
global market through its digital platforms.

Thus to sum up on all transformation drivers for
Raymond, the company is focusing on enhancing
stakeholder value through growth by innovation in
products and services, category expansions as well as
channel penetration by sustaining the margins in their
core business of textile. In the apparel business as a
growth engine transformation took place through asset:
Ilght'network expansion, enhanced retail experience,
omni-channel penetration.

The.taSk of turning Raymond into a true lifestyle, fashion
retail company is still a work in progress, but itis safe
}?ofnailhthat the company has turned around. It reveas
Grou _ef2acts that the company had formed s FMCG
includpil,: 316 and its products reach 25 lakh retailers
Southeagt,/s\03000 pharmacies and also exports ©
domestic m o WeSt,ASia and Africa. Furthermoretfé -
5,000 croreen grooming industry is estimated to be.RS :
new prody tan'd Raymond'’s new strategy of launching :
wellbej cts in the category will definitely a mattér® =
"9 to the company. In the next step: §

enhancem '
Segment ent of product line by exploring the worme!

on :
PE.S. College of Engineeri Predicts the future of the company.
gineering, Mandya & Primay Foundation, g
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