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Established in 1992, IMAGES Group is India’s most 
proli  c and in  uential disseminator of retail intelligence. 
Recognised by Indian and international retail communities 
through its B2B Magazines, Conferences, Exhibitions, 
Research Reports and Web Portals, the IMAGES Group 
is the largest retail intelligence organisation in South 
Asia and the Middle East, whose multiple products and 
services function as catalysts for the pro  table growth of 
modern retail through knowledge platform leadership. 
The Group’s knowledge platforms include print and online 
reportage, research studies, and major annual business 
events with Conferences, Masterclasses and Workshops 
serving multiple verticals/segments/operations of retail. 
The Group’s mega industry events include: Phygital Retail 
Convention, India Food Forum, India Fashion Forum, 
Shopping Centres Next, Internet Commerce Summit, India 
D2C Summit, Middle East Retail Forum and Saudi Retail 
Forum.
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Dear Readers,

Over the past 25 years, the fashion retail industry has undergone a remarkable 
transformation—shaped by shifting consumer aspirations, evolving business 
models, and the constant interplay of creativity and commerce. From the 
early days of organised retail to today’s complex, omnichannel ecosystem, 
fashion has mirrored the pace of change in society, technology, and the 
economy. What was once a largely fragmented market has grown into a 
dynamic, globally connected industry driven by scale, speed, and innovation.

In India, this journey has been particularly compelling. Rising incomes, 
urbanisation, global exposure, and a young, digitally native consumer have 
fuelled the expansion of fashion retail across categories, price points, and 
geographies. Brands have evolved from product-led players to experience-
driven organisations, while retailers have adapted to new formats, faster 
trend cycles, and the growing in  uence of data and technology. 

The Knowledge Company estimates that in the  scal year 2024, the fashion 
retail market was valued at approximately $70.29 billion ( 6,18,525 crore) 
and it is projected to expand by a strong 11% to reach approximately $78.02 
billion ( 6,86,562 crore) in  scal year 2025. This dynamism is also re  ected 
in its growing contribution to the overall retail sector, with its market share 
anticipated to increase from 7.3% in FY 2024 to 7.4% in FY 2025.

This growth, however, has not come without its in  ection points. Each 
phase of expansion has brought new challenges—whether it was building 
scale, managing supply chains, navigating digital disruption, or responding 
to changing consumer expectations. Sustainability, circularity, and ethical 
responsibility have emerged as critical considerations in recent years, joining 
a broader set of imperatives that now shape decision-making across the 
fashion value chain.

Meanwhile, growing importance of sustainability in fashion retail is re  ected 
in IMAGES Group’s decision to host the IFF Innovators Club conclave at its 
 agship event, India Fashion Forum 2026. The key theme of the conclave is 

Conscious & Committed: The Playbook for Responsible Fashion Creation 
— a purpose-driven platform that brings together global value-chain 
partners and innovations aimed at enhancing sustainability at the retail level. 
From responsible sourcing to cleaner production practices, CCS will foster 
multifaceted conversations at the intersection of fashion, ethics, climate 
action, and culture.

As the industry marks a milestone moment, it is also taking stock of 
where it stands and where it must go next. Innovation—across materials, 
manufacturing, retail technology, and business models—continues to 
rede  ne what is possible. Transparency, agility, and consumer-centricity 
have become as important as design and pricing. The fashion retailer of today 
must balance growth with responsibility, e   ciency with experience, and 
global ambition with local relevance.

 Preface 
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In this context, IMAGES Group – which is proudly celebrating 
25 Years of India Fashion Forum in 2026 –continues its 
commitment to chronicling the evolution of fashion retail 
through the India Business of Fashion Report 2026. 

India Business of Fashion Report 2026 is more than a book—it is 
a high-impact platform that sparks ideas, shapes conversations, 
and drives innovation across the fashion retail ecosystem. This 
latest edition re  ects on the industry’s journey over the past 
quarter-century while o  ering insights into the forces that will 
de  ne its future. Through expert perspectives, research-driven 
analysis, and real-world case studies, the report captures the 
complexities, opportunities, and strategic shifts shaping fashion 
retail today.

The book goes beyond print to serve as a powerful platform for 
insight, innovation, and industry-wide dialogue, serving as 
a catalyst for forward-looking ideas and strategic thinking in 
fashion retail.

At its core, this book is a thought leadership platform that 
in  uences how the industry thinks, innovates, and evolves. 
It is both a re  ection and a roadmap—celebrating how far the 
fashion retail industry has come, while challenging stakeholders 
to think boldly about what lies ahead. The next phase of growth 
will demand sharper strategies, deeper collaboration, and a clear 
understanding of the changing consumer and marketplace.

As fashion retail in India and globally enters its next chapter, 
the opportunity is clear: to build businesses that are not only 
pro  table and scalable, but also relevant, resilient, and ready for 
the future.

.

Amitabh Taneja

Editor-in-Chief, IMAGES Group

...Preface...
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Dear Readers,

Sustainability is no longer a parallel conversation in fashion retail - it has 
become the de  ning lens through which the industry’s future is being 
shaped. Indian retailers and brands are rethinking everything from  bre 
choices and manufacturing practices to supply chain transparency and 
circular business models. What was once a niche value proposition is 
now a strategic imperative, driven by conscious consumers, regulatory 
clarity, capital  ows, and the industry’s own need to build resilient, 
resource-e   cient systems.

UniformMarket reports the global apparel market is now worth $1.84 
trillion, accounting for 1.63% of global GDP. As the industry scales 
further over the next decade, according to McKinsey’s State of Fashion 
2025, top-performing brands are those embracing traceability, digital 
integration, and resilience planning.

Coherent Market Insights states that the global sustainable fashion 
market is expected to grow from $12.46 billion in 2025 to $53.37 billion 
by 2032, with a compound annual growth rate (CAGR) of 23.1%. Despite 
these encouraging  gures, greenwashing persists. According to the 
European Commission’s Green Claims Directive, 59% of sustainability 
claims made by brands in 2024 were either vague, misleading, or 
unveri  able.

McKinsey’s State of Fashion 2025 further notes that only 18% of fashion 
executives rank sustainability as a top-three risk – despite increased 
scrutiny from investors, customers, and regulators. This gap between 
intent and execution underscores why sustainability today must be 
measurable, credible, and system-led. Yet, consumers – particularly 
Gen Z – are reshaping the equation. According to the First Insight & 
Wharton Report (2024), 73% of Gen Z consumers say they would pay 
more for genuinely sustainable goods.

The shift is not just operational; it marks a deeper cultural transformation 
in how fashion is imagined, produced, and consumed. These signals 
reinforce a simple truth: trust has become a brand’s most valuable 
currency.

Sustainability today is evolving from a moral responsibility into a 
powerful engine of innovation and competitiveness. Retailers are 
leveraging technology to trace materials, optimise resource use, 
reduce waste, and extend product life cycles through repair, resale, 

 Forerord 
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and recycling ecosystems. Designers and product teams are exploring new materials and 
slow fashion philosophies that rede  ne value. Together, these shifts re  ect an industry 
moving decisively from linear growth to systems thinking – where commercial success and 
environmental stewardship reinforce each other.

The Sustainability section in our book, A Quarter Century Leap: India’s Fashion Retail Future Starts 
Now, captures this in  ection point – spotlighting the leaders, ideas, and solutions that are 
shaping a more responsible and future-ready fashion ecosystem for India and the world. As 
the Indian Fashion Forum marks 25 years, this section re  ects not only how far the industry 
has come, but how sustainability will de  ne its next phase of growth.

This edition from IMAGES Group o  ers a comprehensive perspective on the strategies 
reshaping fashion retail – spanning technology, supply chains, materials, evolving consumer 
expectations, policy frameworks, ESG governance, and sustainable  nance. We move beyond 
design-led narratives to highlight how ‘going green’ is becoming a catalyst for systemic 
innovation across the value chain.

We deep dive into government initiatives that are encouraging brands to reimagine sourcing, 
production, compliance, and long-term competitiveness. Key trends in Indian sustainable 
fashion – including upcycling, vegan alternatives, eco-friendly raw materials, and circular 
business models – are explored alongside advances in responsibly produced smart garments. 
Collectively, these insights position India not just as a manufacturing hub, but as an emerging 
global centre for sustainable fashion innovation.

Join us on this thoughtful and forward-looking journey to understand how the alignment of 
style, sustainability, and strategy can create enduring value for businesses, society, and the 
planet. By examining the ideas and actions reshaping the fashion ecosystem, we hope to inspire 
change that moves beyond aesthetics – towards a more ethical, resilient, and opportunity-led 
industry. Together, we can rede  ne fashion’s impact and build a legacy of responsible progress 
for generations to come – truly transforming sustainable promises into measurable impact.

Dr. Naresh Tyagi
Chairman – IFF Innovator Club
Chief Sustainability O   cer, ABFRL

...Foreword...
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In the  scal year 2024, the market was valued at approximately 
$70.29 billion ( 6,18,525 crore). It is projected to expand by a 
strong 11% to reach approximately $78.02 billion ( 6,86,562 
crore) in  scal year 2025…

By Madhulika Tiwari, Partner &  Parmesh Chopra, Head Content 
Writer, The Knowledge Company

The Transformation of 
Fashion Retail in India
Years On

1.1_The Knowledge Company.indd   26 1/20/2026   12:58:36 PM



IMAGES YEARBOOK 2026    Volume XXII No. 1    27

...Research & Analysis...

 1.1 

T he Indian fashion retail landscape of 2026 
bears little resemblance to its nascent 
form at the turn of the millennium. 
Over the past 25 years, the sector has 
undergone a profound metamorphosis, 

evolving from a fragmented, highly localised, and 
predominantly unorganised market into a dynamic, 
technology-infused powerhouse. 

In 2001, organised retail was a fringe concept, 
accounting for less than 4% of the market, with 
modern shopping experiences con  ned to a handful 
of department stores and a trio of malls across the 
entire nation. Today, the Indian fashion retail market, 
which encompasses both apparel and accessories, 
is demonstrating robust growth and an increasing 
signi  cance within the nation’s broader economic 
landscape. 

The Knowledge Company’s estimates state that in the 
 scal year 2024, the fashion retail market was valued 

at approximately USD 70.29 billion ( 6,18,525 crore). 
It is projected to expand by a strong 11% to reach 
approximately USD 78.02 billion ( 6,86,562 crore) in 
 scal year 2025. 

This dynamism is also re  ected in its growing 
contribution to the overall retail sector, with its 
market share anticipated to increase from 7.3% in FY 
2024 to 7.4% in FY 2025.

This report charts this remarkable quarter-century journey, 
arguing that India’s ascent from a global sourcing hub to a primary 
consumption market has been propelled by the powerful con  uence 
of four critical forces: 

 Transformative Policy 
 Disruptive Technology 
 An Aspirational Consumer
 Consolidating Capital

2026 Market Snapshot
By 2026, the Indian fashion retail market is projected to reach an 
estimated value of USD 75-80 billion, extrapolating from a 2024 
valuation of USD 70.29 billion and a robust compound annual 
growth rate (CAGR) of 12.87%. 

This expansion is not monolithic; rather, it re  ects the complexity 
of ‘Many Indias’. The market is characterised by the concurrent 
and rapid growth of distinct segments: a burgeoning mass-market 
driven by value-conscious consumers, a swelling mid-range 
catering to the aspirational middle class, and a fast-maturing 
premium and luxury sector fueled by rising a   uence. 

Each segment exhibits unique consumer behaviors, is served by 
di  erent retail formats, and is charting its own distinct growth 
path, creating a multifaceted and highly competitive ecosystem.
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