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Our Mission

To be the #1 Youth Brand in India 

offering of the moment fashion 

at affordable prices. 
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òThe future of fashion isnõt just about 

whatõs worn; itõs about whoõs wearing it 

and why. And in this narrative, 16 -25 

consumers hold the pen, crafting 

fashion stories that are vibrant, 

inclusive, and unapologetically 

expressive.ó

Abhishek Maloo, Senior Director Flipkart Fashion
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*Direct Spends: % Gen Z spending their own income          SOURCE: Boston Consulting Group

**Influenced Spend: % Spend by parents and family with Gen Z®s, directly influencing the purchase decision

Gen Z spending projected up to $930 Billion USD in 2025
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Over the past few years, Gen Z's shopping habits have undergone a 

remarkable transformation. They gravitate toward brands that 

resonate with their preference for authenticity and relatability. 

Additionally, their relaxed fashion sensibilities emphasize comfort and 

convenience, influencing their purchasing decisions.

They don't just wear clothes³they turn fashion into a form of self-

expression. They actively reject conformity, embracing bold, unique 

styles that reflect their individuality. When it comes to shopping, they 

strike a balance between quality and affordability, seeking out value 

without sacrificing their sense of style.

Å 377M makes Gen Zers the largest generation to ever live in India

Å 1 of 4 is already in the workforce and in the next 10 years every 2nd 

Gen Zer will be earning.

Å They already impact $860B of consumer spending set to increase 

to approx. $2T in the next 10 years.

Å From snack to sedans, Gen Zers impact almost every second 

rupee spent today across categories.

SOURCE: Boston Consulting Group8
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Authenticity

75 %

Diversity & 

Inclusion

85 %

Pride in Local Culture

95 %Environmental 

Consciousness

72 %

Social 

Justice

62 %

Affordability

62 %
Political 

Awareness

50%

Work-Life 

Balance

42%

Saving

37%

Nostalgia

  88 %

έL ŦŜŜƭ ǘƘŜ 
ǿƻǊƭŘΩǎ ǘƻǳƎƘΣ 
but I remain 
ǇƻǎƛǘƛǾŜΦέ  

άL ŀƳ млл҈ 
Authentic, 
ŀƭǿŀȅǎΦέ 

έL ŀŎǘ ƻƴ ŎŀǳǎŜǎΣ 
ŘƻƴΩǘ Ƨǳǎǘ ǘŀƭƪΦέ 

έL ǎǇŜƴŘ 
ǎƳŀǊǘƭȅΦέ 

ñI make 

traditions 

mine.ò 

Access to Information - 16²25-year-old®s are a digitally native generation 

characterized by pragmatism, social consciousness, and a keen focus on 

trends. With unparalleled access to information, they are drawn to brands 

that actively share meaningful content on social media and foster transparent 

communication.

Emphasis on Identity - For the 16²25-year-old®s, fashion is a medium of self-
expression and individuality. This generation values the freedom to define 

their personal style, often rejecting traditional fashion norms to establish new 

trends that reflect their uniqueness.

Alignment with Ideology - Activism is a cornerstone of the 16²25-year-old®s 

consumer®s ethos. They expect brands to demonstrate authenticity and 
accountability, particularly in areas like body positivity and inclusivity. The 

growth of the unisex market has challenged traditional gender norms in 

fashion, while a revival of nostalgic styles, particularly the Y2K trend, has 

become a defining feature. This blend of past and present reflects Gen Z's 

unique approach to fashion, where they embrace both nostalgia and 
innovation.

Focus on Introspection - Mental health and well-being are paramount for the 

16²25-year-old®s consumer. They actively advocate for mental health 

awareness, challenging stigmas and fostering open discussions on topics 

once considered taboo.

 Price      60%

 Shared Values    18%

 Social Media Prescence     9%

 Friendsõ influence     7%

 Other        6%

SOURCES: Boston Consulting Group, Insights.paramount, Deloitte, McKinsey, 

Explodingtopics, SurveyMonkey, moneycontrol, acara solutions, Livemint
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AMB to ADD STRATEGY SLIDES FROM INSIGHTS PRESENTATION 

Initial Findings 
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Complementary customer strategies must be executed to win together

To date from a customer perspective Yousta lacks brand recall + is still not seen as 
a destination for fashionable products as compared to the competition 12



Westernwear Slides from CX presentation 
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Westernwear Slides from CX presentation 
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AMB to ADD STRATEGY SLIDES FROM INSIGHTS PRESENTATION 
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AMB to ADD STRATEGY SLIDES FROM INSIGHTS PRESENTATION 

16



AMB to ADD STRATEGY SLIDES FROM INSIGHTS PRESENTATION 

Recommendation: 
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STRATEGY
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YOUSTA PRODUCT PRIORITIES

3 STAGES OF DELIVERY:

V Put out the fires

Å Immediate actions to resolve current issues

V Fix the basics

ÅEmbed solid foundations and operational discipline 

V Build for the future

ÅA brand that wins in the market and creates profitable, sustainable growth
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Complementary customer strategies must be executed to win together

PUT OUT THE FIRES

FROM INTERNAL LENS

Ç Overstock position from SS24 means:

- Seasonally inappropriate product

- Lack of true newness

- Missing key fast fashion trends

- Providing an inconsistent offer across 

stores

Ç   Weak online

Ç Planned to have the same proportion of options 

in women®s western vs Indian wear

FROM CUSTOMER®S LENS

Ç This leads to the customer thinking of Yousta 

as:

- Confused, with a lack of clarity on that 

the brand stands for ² is it an ethnic or 

western wear brand? Gen Z or family?

- Having a lack of understanding of 

fashion trends

- Lacking in brand recall and reach

- Perceived as expensive

Å Stock liquidation

Å Re-planning SS25

Å Placing OTB

Å Embedding initial ways of 

working
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Å Embed operational discipline and consistent ways of working to drive planning, rigour and conscious decision making

Å Build a motivated team with accountable org structure with clear RACIs and KPIs where everyone understands the role they must play to deliver success

Å Embed a data driven approach to decision making including the use of systemic management information and reporting

Brand strategy

Å Agreed customer 

product position to 

support market and 

F&L differentiation

Å Finalize brand 

strategy to ensure all 

touchpoints cater to 

the target customer 

Product strategy

Å Build customer centric 

product strategy

Å Refine the product 

ranges to ensure 

ranges cater to the 

target demographic 

Å Build a robust vendor 

base to ensure 

flexibility in the buying 

model to cater to 

customer needs 

Merchandise planning

Å Plan and execute 

across the selling 

channels, both stores 

and online

VM strategy

Å Integrate product and 

VM to reach and 

communicate to right 

customers in stores 

Marketing

Å Create a cohesive end 

-to-end marketing 

strategy to build and 

grow customer 

awareness, 

consideration and 

loyalty

Å Grow collaborations 

with brand partners 

that resonate with TG 

to expand brand 

awareness  

Feedback learnings 

Å Listen to customer,

Å Trade hard and 

feedback learnings

FIX THE BASICS & RE -ESTABLISH THE BRAND
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YOUSTA IS:

ÅA mono-brand retailer: 

VWill build emotional connection with ­Youstar®s® by 

consistently delivering our brand promise, thus giving 

a reason for customers to return time and again. 

ÅAn omni-channel brand: 

VWe communicate with one tone of voice and sell 

across all relevant offline and digital channels

ÅA brand that sharply caters to the target audience: 

VWe place western wear in the front of the stores, 

seamlessly transitioning into Indofusion and Ethnic

VWe adopt fashion trends early in the lifecycle

VOffers newness, always

ÅA brand that has clear pricing to offer value for money: 

VKeeping 3-4 max. price points per brick with clear 

product differentiation

VWe will have lower entry price point than competition

YOUSTA IS NOT:

ÅA multi-brand retailer: 

ṋTo support building brand recall over time by 

serving all lifestyle needs of young teens and adults 

ÅOffline-only brand: 

ṋWill limit the business potential of the brand by 

underserving target customers, who are digital 

first. 

 

ÅFamily Retail Brand:

ṋThis will reduce our ability to make strategic 

choices of range planning, fashion trend 

positioning, store experience, marketing, 

communication, and in turn reduce our market 

differentiation and growth potential. 

ÅA brand with traditional design sensibilities: 

ṋThis will not support market differentiation and will 

alienate the target demographic. 
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Target customer group

The latest fast fashion trends 
for teens and young adults

Family-friendly shopping destination 
offering quality fashion and wardrobe 

stables at affordable prices

Sophisticated, premium, fashion for men, women 
and kids

25 yrs. 35 yrs. Older shopper 
40+ years old

15 yrs. 40 yrs.

P
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Rs. 999

Rs. 1499

Rs. 2499
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Adoption

Time

Innovators Early MajorityEarly Adopter Late Majority Laggards

ADOPTION CURVE

Innovators 2.5% of population
Å Experimental adopter of new fashion 

trends

Early Adopter: 13.5% of population
Å Opinion leaders in the diffusion 

process they follow innovators 

implementation and adoption of new 

ideas, and they mark the tipping point 

from a minor to a highly visible trend

Early Majority 34% of population
Å Adopt trends as they see them 

becoming prevalent in early adopters. 

While socially active they are not 

opinion leaders and will stick with a 

trend for the longest ² key for 

profitability

Late Majority 34% of population
Å More deliberate and skeptical in their 

decisions, they adopt trends when 

they are fully established but drop 

them the quickest

Laggards 16% of population
Å Most traditional and reluctant to 

change, their adoption shows that a 

trend has reached a limit and there is 

no further potential 
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Customer Age

Babywear

40+2 to 8 yrs. 30 to 40 yrs.13 to 22 yrs. 23 to 30 yrs.Newborn 9 to 12 yrs.

Sophisticated, premium fashion

Destination for latest 

fast fashion products

Premium quality kids clothing

Kids clothing, footwear, 

underwear & nightwear

Wardrobe essentials 

across clothing, 

underwear & 

nightwear including 

first bra

Wardrobe essentials, 

first work outfit, 

footwear, underwear  & 

nightwear 

Destination for clothing & 

footwear needs

Offers convenience of 

shopping for kids 



FIXING THE BASICS ð PRODUCT STRATEGY

ÅA brand that is designed, developed, bought, executed and traded by a team who have a deep understanding, and 
are seen as the market experts, in 16 to 25 yr old fashion in India covering their apparel and non-apparel needs and 
wants

Expertise

Customer-centricity

Offering affordable 
pricing

Å Ruthlessly targets the needs & wants of the 16 to 25 yr old customer, unashamedly ignoring other customers

Å Confidently places western wear in the front of its stores and lead online

Å Delivers fashion trends early in the adoption lifecycle

Å Offers newness, always

Å Is fun, brave, confident, has personality and the element of surprise

Å Max. 3-4 price points per brick, each with clear product differentiation, with everything under Rs. 999

Å Ensuring entry price points are in line, or lower, than the competition

Å Offer trusted value through a consistent price file across all channels with no discounting outside Mid or EOSS

Å Drive full price sell through

ÅProvides true choice, ensuring all product categories are available in all stores and online

ÅCommunicates, executes and sells consistently across all relevant offline and digital channels
Omni-channel

Complementary customer strategies must be executed to win together



Å A mono-brand retailer which builds an emotional connection with its customers driving recall, association and loyalty 

Å Create ­famous for® product led destinations which are defined by seasonal relevance and customer need. 

Å Complemented by inspirational ­must have® coordinated top to toe looks 

Branding

Å Continue to elevate trims, detail, packaging and utilize the ­star®

Å Ensure product is well made with consistent fit

Å Drive authenticity and relevance for the target customer

Made well

Å Reduce salesfloor options by 10% to 15%

Å Utilize these options to create a range which ensures 85% of the offer is consistent across all stores but caters for 

regional/ catchment needs e.g., winterwear, balance of women®s western / indo-fusion

Å Weekly newness of circa 100 options

Å Min product lifecycle planned for 12 weeks, driving ranking, depth, availability and allowing sell through

Å Targeting of key events and marketing moments for the target demographic

Å Core fashion essentials that can run for 6 to 9 months on tables / browsers 

Product Lifecycle

Å Apparel led but supported with credible offers across, footwear and accessories 

Å Till point pick up items at 99Rs or under to drive increased basket size 

Å Introduction of beauty 

Å Serviced footwear with dedicated trying on seated areas

Product range

FIXING THE BASICS ð PRODUCT STRATEGY

Complementary customer strategies must be executed to win together
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Complementary Range of 

Soft Formalwear 

Festive relevant Fusion wear to 

complement main range at the 

appropriate time of year 

                                 Menswear World 

Product led destinations across e.g. Denim, T-shirts, shirting, bottoms, fashion essentials + activewear

 

Complemented by inspirational ­must have® coordinated top to toe looks

 

Supported by a comprehensive coordinating range of Fun Accessories to target Miniso + Co-ordinating 

Footwear 

Comprehensive Essentials Innerwear Range to complement clothing

Introduction of contemporary urban 

streetwear assortment 
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Blended displays of indo-fusion and westernwear to create 

modern solutions for traditional needs

Led by western womenswear in all stores

Reduced levels of traditional Indian ethnic wear

    Women®s World 

Product led destinations across e.g. Denim, T-shirts, shirts, dresses,  activewear + Fashion essentials

Complemented by inspirational ­must have® coordinated top to toe looks 

Supported by a comprehensive coordinating range of Fun Accessories to target Miniso + Co-ordinating Footwear & 

Beauty

Comprehensive range of complementary sleepwear catering to the 

customers needs 
Intimates Range to complement clothing

30



Capsule of Festive relevant Fusion wear to complement main range at the appropriate time of year

 

Kidswear 

Range Capped

 to 8%-10% 

Age 0-12 years 

Product led destinations across e.g. Bottoms, Party Dresses, Licensed + Tables

 

Complemented by inspirational ­must have® coordinated top to toe looks

 

Comprehensive Essentials Range to complement clothing
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CUSTOMER LED MERCHANDISE MODEL  

Customer 
research

Product 
development

BuyingMerchandising

Trading

Ç Seasonally utilize Macro Economic, Consumer Macro 

Trends, Localized Customer Research and Trend 

Forecasting to build brand and merchandise strategy

Ç Embed systems to objectively 

select designs through A/B 

testing utilizing Instagram, brand 

partner influencers + seasonal 

customer panels 

Ç  Incorporate relevant customer 

feedback from Google reviews, 

Instagram into WOW

Ç Create events/occasions 

calendar relevant to TG marking 

the ones that brand should be 

present in vs the ones with high 

decibel engagement

Ç Adjust range assortment mix based on 

consumer data and key trends

Ç Bet on emerging trends differentially 

basis expected ROS and defining 

product into core vs fashion

Ç Evaluate the success rate of options 

buy vs sell weekly 

Ç Learn by enhancing robustness in 

identifying good, better, best options basis 

cash value, sell-through, rate of sell and 

customer feedback (Ajio and stores)

Ç Incorporate customer feedback from Store 

NPS to improve shopping experience

Ç Profile the stores basis area to 

maximize sales to space efficiency 

across segments

Ç Tweak 10-15% assortment catering to 

the location nuances, events

Ç  Leverage growing online trend-first 

market by cataloging and listing all 

options on Ajio 

Ç Market and communicate to the 

consumer based on Macro Trend 

Research H
O

W
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¶Planning and buying process, ensuring alignment of sales and buys and depth of buy at option level

¶Critical path adherence, ensuring products reach stores on time without missing seasonal moments, events and festive 

periods

¶Ensure size level buying and allocation is reflective of customer needs to maintain relevancy

¶Establishment of an operating rhythm & routine across week/ month/ quarter/ seasonal/ annual periods

¶Ensure store space is traded hard and reflects latest trends

¶Ensure rigour in Space planning from gross selling footage to net selling footage, the allocation of equipment, option planning, 

store fill rates, SPSF, GMROF and stock turn

¶Option planning, phasing of newness, product lifecycle and end of life planning including processes for dealing with 

underperforming options
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WHAT DOES THIS DELIVER 



¶Alignment of VM and Marketing with the product team allowing seamless planning and execution for the customer in line with 

the customer product strategy

¶Standardised planning and review templates which deliver a depth of analysis, understanding and conscious decision making

¶Understand the product supply base strategy and create vendor capacity planning capability to drive margin and OTIF 

delivery at 90%+

¶Fabric and trim strategy which enables flexibility and trading capability

¶Supply chain discipline through regular reporting of performance v SLAs which should be aligned to business priorities 

¶Adoption of Impetus tools, roadblocks and process designs for speed and agility

¶Establish ways of working which drive performance across online and offline selling channels
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MACRO 

TRENDS

AW25 / SS26
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This trend focuses on the idea that true fulfilment comes from creating lasting, 

positive impacts on others. In a world full of uncertainty, consumers are 

increasingly balancing their personal needs with the well-being of their 

communities. This shift is reshaping how we view identity, community, and 

shared experiences, as people seek to make meaningful contributions to the 

greater good. Thinx, with its period-proof underwear, promotes sustainability 

and addresses period poverty, while Down to Earth with Zac Efron highlights 

how personal choices impact global issues. Both emphasize the growing 

connection between personal identity, social impact, and community well-

being.

NEO-ALTRUISM

NEO-ALTURISM SUB-TRENDS :

1.1 PURPOSE DRIVEN

1.2 THE AUTONOMISTS

Social 

Justice

62 %

Authenticity

75 %

Diversity & 

Inclusion

85 %
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https://www.thinx.com/
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Down to earth with zac efron 

https://www.thinx.com/
https://www.youtube.com/watch?v=oMzYiY5wcHU


The Purpose Driven macro trend merges selflessness with 

empathy, where brands like Bombay Shirt Company and Wildcraft 

prioritize sustainability and community well-being. Bombay Shirt 

Company empowers artisans through fair trade, while Wildcraft 

promotes eco-friendly products and supports educational and 

social initiatives, benefiting both society and the environment.

PURPOSE DRIVEN

NEO-ALTURISM SUB-TRENDS :

1.1 PURPOSE DRIVEN

1.2 THE AUTONOMISTS1
.1
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https://www.bombayshirts.com/

https://wildcraft.com/
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