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Welspun is
Breaking Records
at Wimbledon

Shramana.Ganguly
@timesgroup.com

Ahmedabad: By the time Rog-
er Federer and his rivals at-
" tempt to create history at the
Wimbledon tennis champion-
ships, a textile factory in south
Gujarat would have dispatched
the classic green and purple
towels that he and other male
players willuseduring the tour-
namentthat begins June28. The
women’'stowel is styled inpink.

Federer’s name might not
ring a bell with the 7,000 work-
ers at Welspun India Itd’s ter-
ry towel facility in Vapi but
since 2010, they have been
manufacturing the Wimble-

. don towels that have admirers
both on the courts and off it.
Federer has admitted to hav-
ing at times nacked away the
coveted souvenirinhiskitbag
“because they make good
gifts,” while Andy Murray
threw his intothe crowd to cel-
gcbrate victory in 2013.

“Tt is said thatevery third towel
used is kept by the players or
thrown to the viewing audience
as a souvenir. Owing to its pop- -
utarity Wimbledontowelshavea
fan following of their own,” said
Dipali Goenka, MD, Welspun
Global Brands Lid and executive
director of Welspun India.
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IN-STORE PURCHAS'ES

21% of retail sales influenced by digital:

BY SHRUTIKA VERMA
shrutika.v@livemint.com

............................

NEW DELHI

With the growing adoption
of smartphones and
greater number of Internet users
in the nation, digital devices’
influence on in-store purchases
is expected to grow significantly,
highlighting the need for retail-
ers to adopt an omni-channel
strategy, according to a report by
consulting firm Deloitte Touche
Tohmatsu India Pvt. Lid.

The report, Navigating the
New Digital Divide, released on
Monday states that close to 21%
of the total shopping in India, or
60,000 crore of in-store retail
ppuchase, was influenced by dig-
ital devices including desktop
computers, laptops, netbooks,
smartphones and in-store
devices such as payment kiosks,
mobile payment device..

According to the report, India
currently has more than 140 mil-
lion smartphones, with the
number estimated to grow to 500
million by 2020. Internet users
are also estimated tp grow to 600
million by 2020 from 300 million
at present.

“Digital has become a pre-
ferred medium to research. Typi-
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* Apparel

Books/music/entertainment
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- home improvement
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Automoblfes :

Bahy/toddlers |

'Misceﬂanebus.supplies :

cally, people used to walk in and
discover products but now peo-
ple walk in with digital discovery
and we are seeing people use
digital touchpoints post-buying
as well to understand product
features, etc.” said Rohit Bha-
tiani, director at Deloitte.

The report, which studied
close to 2,000 urban Indian
shoppers, said the conversion
rate of shoppers who use a dig-
ital touchpeint is 40% higher
than the non-digitally influenced

Ref: pmin.2015-06-22.42.13

-sxx per cent of sheppers end up spendmg moreasa result of using dxgxtai dev ices, says a report by Deloitte India.
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shoppers.

It said that 66% of shoppers
end up spending more as a
result of using digital devices.
“38% shoppers were observed
spending at least 25% more,”
according to the report. Digital
information, reviews, recom-
mendations and online dis-
counts or coupons influence
shoppers to spend more.

More than a third of digitally
influenced shoppers would pre-
fer the flexibility of buy-online-

pickup-in-store, the report said.
“The consumer today is not
looking at channels differently.
He would want the flexibility of
buying and returning the prod-
ucts from any channel,” said
Bhatiani. <*Today, 90% of the
retailers do not have a mobile
app or mobile-friendly websites
and hence these retailers are not
even considered by consumers
for pre-buying research. Retail-
ers need to freate a strong
meaningful digital presence to

Preference for dlgltal payment options

Source: Deleitte
Naveen Kumar Saini/MiNT

attract customer attention,” he
added.

Digitally influenced shoppers
tend to research for across-cate-
gory purchases, with dominant
categories being electronics,
apparel, books, music and enter-
tainment.

The report said facilitating a
shopper’s digital interaction
within the store or otherwise
increases the probability of con-
version for a retailer by as much
as 50%.

Another critical factor is social
media. According to the report,
52% of shoppers use social
media before buying, 39% dur-
ing the buying process and 15%
after shopping. “Social media is
very important for retailers to
not only make shoppers aware of
their offerings but also to get
their feedback and learn about
new frends. A positive and
respansive social presence
needs to be an integral part of
retailers’ digital strategy,” added
Bhariani.

The preference for using a dig-
ital medium for payments is also
increasing among urban shop-
pers. Ninety-six per cent of digit-
ally influenced shoppers are
interested in using a digital
device or touchpoint to make a
payment in-store, as and when
such payment options become
available in the future, according
to the report.

More than 70% of the users
said they would prefer to use a
mobile wallet, while 66% opted
for in-store digital payment and
65% also wanted a mobile
checkout device and help from a
store assistant.

The survey polled a national
sample of 2,006 consumers, with
42% in tier-1 cities, 44% in tier-11
and 14% in tier-1ll cities. Sixty-
six per cent of the shoppers sur-
veyed were male; 31% were in
the 21-24 age group, 39% were
aged 25-34 and 15% were 35-44
years old.
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dxgo, yellow and stand out of the crowd -
FABRICS: Light fabrics like chiffon
sifleare a big no in monsoons. Opt for =

fabrics which-can dry out'easily need not
“require much maintenance and especially
“dorit stick to your body Cotton;Hne

-and synthetic fabrics are a.good optionito.
carry on during monsegns. Just make sure:

they are not sge-through an i
BOTTOMS: Carry bottom Which

denims; Shorts, skirts, three-fourth trou:
“sers serveas betteralternatives to the wek

borders. A full-Jength jeans, tr

skirts canleave you Wl'h da P ankles
‘and Iegs :

‘drésses and’ knee length gowt :
perfect for monsoo Avo’ bt colours

xcessive

aliong - o b :
other off the beat
prmt canworkoitto
giveyouan incredible

yet adorable’ look of

sthe seas
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