IMPACT OF IT AND COMMUNICATION REVOLUTION ON INDIAN FASHION
Introduction: 
Fashion is not something limited to clothing, accessories and style but it is something that is shapes our personality, reflects in our callings and flows in our society. This paper takes a broader definition of fashion that is well explained by Coco Chanel, “Fashion is not something that exists in dresses only. Fashion is in the sky, in the street, fashion has to do with ideas, the way we live, what is happening.” The study is also based on the premise that technology is dynamic and it has power to influence the human life, including fashion. This study is primarily focused on India and tries to explain the interdependence between fashion and society in presence of technology as catalyst.      

It is the technology that has redefined fashion in India. Earlier, it was something exclusive for the rich and famous living in urban. Today, it is also accessible to the aspiring middle class living in small towns. This is the outcome of holy marriage between mass media and technology. Technology expanded reach of mass media, and fashion became a rage, riding on wings of media. The technology has shrunk the world and expanded the reach of fashion; and with that people’s desire to express themselves differently though attractive attires, eye-catching accessories, refined manners and lavish life-style. O’Sullivan (1999) reviewed the ways in which newer communication technologies are blurring the boundaries and expanding the reach. 
The credit goes to colour TV. It was introduced in the country during the ninth Asian Games hosted by India in 1982, when the government allowed thousands of colour TV sets to be imported into the country. But TV was under strict control of state-run Doordarshan until early 90s when broadcast through satellite was allowed. It was only then that people could watch foreign programmes on Star TV and domestic channels such as Zee and Sun TV. By mid 90s the country had more than 50 channels. Today their number has crossed 500. 
It is important to note here that the entry of colour television in 1982 drove the diffusion of fashion, lifestyle and beauty from actors to the wider public in smaller towns and rural India. It proved a major force. There were also sponsored entertainment programs such as Hum Log and Buniyaad that added to its efforts to attract viewers in mid-1980s. Later serials based on Indian epics Ramayana and Mahabharat had a very successful run.
The television revolution gripped the country soon. First cable operators, then big corporate players such as Dish TV, Tata Sky and Big TV that helped to spread the small screen fever across the country. Today, Direct-to-Home and 3G technology have revolutionized the flow of information through hi-tech gadgets such as iPhones (read smartphones) and iPads (read tablets); And the trendy ‘web apps’. 
A new fashion ‘App’ for the iPad has been launched - The Collection. It brings to the user – latest from world runways. Now, one can watch Milan fashion show sitting in a remote Indian village on the mobile handset / tablet
. (Hope the Government will lift ban on certain contents of Fashion TV). The first-of-its-kind study conducted by a global market research firm Gfk Nielsen found that 7% of all mobile phones sold in the rural areas were touch screen handsets as against 10% in urban areas. Interestingly, half of all the mobile phones sold in rural areas were Internet-enabled, the audit found. The study concluded that Indians living in rural areas are just about as gadget-savvy as those residing in cities.
Thus, the urban-rural divide for the fashion world has ended, thanks to technology. And with the fast advancement of technology, fashion is no-longer confined to Paris and London or Mumbai and Delhi. Now the fashion current flows everywhere, from Kashmir to Kanyakumari, catalysed by Internet. 
Television’s depiction of fashion & lifestyle has increased the fluidity of fashion ideas and made it increasingly difficult for brands/countries to contain them within their boundaries. And the Internet has facilitated faster and much speedier flow.
The fashion current has blurred even the class divide. It is no longer the proprietary of the rich who are few in numbers (providing lucrative business opportunities to fashion designers and brands). Today fashion aspirants include over 200 million middle class living in small towns and even in villages. They have exposure, they have aspiration and they have been able to satisfy their desire, even in a limited scale. Wives and daughters of industrialists are flaunting John Galliano, Alexander McQueen, Commes De Garcon, Yves Saint Laurent, Louis Vuitton and Prada while women of the aspiring middle class have options as Zara, Mango and likes (with Fab India, Anokhi for the Indianwear). The trend is visible in smallest towns of Bihar, UP, Gujarat, Punjab and Kerala.

Another innovation that has decoded fashion for masses is the internet. One can reach fashion idols, learn their secrets, follow them, copy them and question them through social media such as Facebook, Twitter and Youtube. Interestingly, telecom and internet revolution has gripped the entire nook and corner of the country. Any information is no longer a secret and any trend is no longer exclusive.

With India’s base of 81 million Internet users (world’s fourth largest
) and about 17 million mobile-Internet users, Indian consumers have a remarkable appetite for digital content. Even though, internet and mobile-Internet penetration is low in terms of percentage of population, they consume an average of 4.5 hours of it daily across offline channels such as television, DVDs, and CDs. 

Fashion Becomes Career:

The National Institute of Fashion Technology (NIFT) was established in Delhi in 1986. Parents were skeptical. Fashion as career was unpalatable for them. Fashion industry was under prohibited category, with middle-class moral judgment. Later, it was acceptable to those who lived in metros. Today, NIFT has 15 centres located in Raibarelli, Kangra, Kannur and as far as Shillong, among others in metros.   

The bright prospect of emerging fashion sector in the country gave birth to Pearl Academy of Fashion (PAF) in 1993, promoted by the private sector (India-based House of Pearl and US-based consortium of universities & colleges - Laureate International Universities). Today, PAF is also located in Chennai and Jaipur. 

A survey conducted by me among PAF students reveals that students are attracted from across the country. One can find students from Kochi, Hissar, Muzafarpur, Bhatinda, Durgapur, Vijaywada and Ranchi. Most of them say TV and internet showed them the way to fashion. Notwithstanding the current global slowdown that usually hit the fashion industry first in the process of cost-cutting, student are still considering this as career. For some, this is comparable with medical, engineering and civil services. Today, they are able to convince their conservative parents by citing successes of Ritu Kumar, Ritu Beri, Tarun Tahiliani, Mandra Wirk and Raghavendra Rathod (unfortunately, no media has been successful to educate masses in smaller towns about careers in allied fields of fashion design such as merchandising, retailing, communication among others). 
The trend has created them as fashion cults apart from the Bollywood stars and media that has cashed-in on this fever. The Times group has launched Delhi Times, the Hindustan Times group has HT city. Every newspaper has a fashion & lifestyle section including the vernacular media. In similar vein, there are more than 55,000 magazines published from India across 68 categories. Talking about Electronic Media, we have Channels such as Zoom, NDTV Goodtimes and TLC with fashion & lifestyle content. In digital media, exclusive fashion & lifestyle websites, portals and blogs have proliferated on the internet. Fashion critics such as Meher Castelino, Vinod Nair, Priya Tanna and Vinita Dawra Nangia emerged. No doubt now fashion is a rage not just confined to the rich. 

Fashion education has resulted into domestic fashion brands such as Ritu Beri, Rohit Bal, W among others. Malls sprang up in metros and major towns and international brands are seen everywhere. They not only changed the lifestyle and fashion statement but also created employment opportunities. Fashion current brought the good news of employment in India where growing population is a scourge.

Fashion As an Agent of Social Change:
Fashion icons are now emerging from villages. This is another dimension of the changing trend, thanks to technology that has given larger than life image to media. (some related referemce). A case in hand is Chhavi Rajawat, 31, the woman sarpanch of Soda village in Rajasthan is the new face of fashion in rural India. She has instantly become one of the female icons in the patriarchal Rajasthan with her determination and glamour. The jean clad modern girl has assimilated in the village environment despite being an alumnus of Mayo College and Lady Sri Ram College and a Management graduate from Pune. She is the fashion statement, an agent of fashion which is not just limited to dress, but which is involving modern outlook, modern thinking, who is resolving day today problems with modern technology, laptop and smart phone. She has become an example of reverse migration.

What influenced Chhavi to choose a career in village. She says “I didn’t have to think about it much because Soda is where I belong and it needs me. In fact, the villagers broke all barriers of caste, gender and religion to ensure my victory. In Soda, not even one per cent of the voters are from my own caste. They [the villagers] wanted to prove that development is the most important factor for which they can overlook all politically created differences.” ( as quoted on the website http://soda-india.in/sarpanch). The proof of her popularity as a cult figure can be seen in the same website where she has over 300 comments from across the globe. 
Another example is in Ralegan Siddhi village (Maharastra). It proves the point that fashion moves in both directions, from tradition to modernity and from modernity to tradition. Anna Hazare has become an icon for all who are against corruption. After Mahatma Gandhi and Loknayak Jaiprakesh Narayan, it is Anna who transformed simplicity into fashion. “Me Anna Aahe (Main Anna Hun),” is a fashion statement for the middle class today, who normally discuss satyagraha in drawing-rooms. For the first time, they came out en-mass in the Ramlila Ground and the movement spread like fire in jungle through, TV, Facebook, Twitter and Youtube. It forced the UPA Government to bow down to the pressure of civil society. The Government brought in Lokpal Bill, got it passed in the Lok Sabha. But, when the Anna rage waned during his Mumbai fast, mainly due to non-responsive electronic and social media, the Government and political parties lost interest and the Bill stuck in the Rajya Sabha.

The Anna phenomenon also grabbed global interests. So much so that he figures in the US intelligence agency’s Factbook. The Times of India writes about it quoting Press Trust of India. “Anna Hazare and his organisation - India Against Corruption - has made it into the American spy agency CIA's World Factbook as a political pressure group in India, joining the league of RSS, Bajrang Dal, VHP and the Hurriyat Conference. 74-year-old Hazare finds mention under the category 'Political pressure groups and leaders', the article said. “All Parties Hurriyat Conference in the Kashmir Valley (separatist group); Bajrang Dal (religious organisation); India Against Corruption (Anna HAZARE); Jamiat Ulema-e Hind (religious organisation); Rashtriya Swayamsevak Sangh [Mohan BHAGWAT] (religious organisation); Vishwa Hindu Parishad [Ashok SINGHAL] (religious organisation)," the article said quoting the CIA under the named category on the India page. The page was last updated on December 20, the article said.   

Fashion : An Agent of Cultural Fusion 
Fashion does not exist in a vacuum. It has spatial and temporal dimensions. It thrives in a particular socio-cultural environment in particular time. But, the technological advancement has blurred the distinction between two cultures. And the human desire to know and experiment gives birth to fusion experiments. And this process is facilitated by internet technology platforms such as Facebook, Youtube and Couch-Surfing
 that have shrunk world. Paris, Singapore and California are coming to Indian villages, pilgrim centres and Indian family fold. Many people from metros and villages are glued to internet making friends on net and inviting them in their social milieu, also popular as couch surfing. People from western world are visiting small towns and remote villages, staying with their Indian friends and families and living their culture. Such tourists are fast becoming a trend in the country where hospitality is best described as “athithi devo bhav.”

Indian family value system has also attracted western world, where family bonding ends after girls and boys attain their teens. Spirituality and yoga are other such attractions for western world, where consumerism is the ultimate end. But, they also need to understand their self and achieve family bondings. They are attracted by Indian mysticism and e-news about Indian culture and tradition has brought them closer to Indian culture. Some adopt children, some visit spititual gurus and some learn yoga. There is a new trend, many westerners including global fashion icons are coming to India for solemnizing their marriage in Indian style. Katy Perry and Russell Brand have officially got married in India. Their traditional Indian ceremony was held at the ultra-exclusive Arman-I-Khas resort, close to the Ranthambore Safari Park in rural Rajasthan. 
Internet has also become a major means to revisit our past and relish old classics so much so that they influence tastes of web-surfers and reflect in their lifestyle. 

Recently, I attended a marriage reception in the posh Gymkhana Club, which shares boundary with 7 RCR (Race Course Road), the residence of the Prime Minister. The 23 year old bride was draped in a red embroidered Tarun Tahiliani sari and donned a puffed hair-do of Bollywood 70s. She declined to wear Ghagra-Choli, something in fashion at any big fat North Indian wedding. She wanted to be different, but at the same time she wanted to look Indian. Her taste was developed due to her keen interest in old Hindi movies. She developed a taste for old Hindi films, especially Mumtaz, thanks to websites that provide free downloading. Technology is helping us to redefine fashion in a way we would like to express ourselves.

Another example is the small screen. The Saas-bahu serials, particularly Ekta Kapoor’s trademark family dramas influenced people from all walks of life. Her “Tulsi” transcended caste, class, occupation, region and religion boundaries. During the heydays of “Kyunki Saas Bhi Kabhi Bahu Thi” (a soap opera), its main character “Tulsi” became fantasy of bahus of every households. Tulsi's trademark diamond mangalsutra became a rage. "TV actors influence people across age groups and social strata," says, Rakesh Jain (owner of a High Fashion jewellery store in Mumbai and the hand behind Tulsi's trademark diamond mangalsutra) in an interview with the Times of India. His television jewellery designs sell like hot cakes.

People not only copied Tulsi’s dressing style, hair style and draping sari pallu in a particular way, they also started imitating her style of talking. It happened in Delhi, it happened in Mumbai and also in small towns of Bihar, Bengal, Rajasthan and Gujarat. Tulsi became a cult figure. Popularity was such that BJP fielded Smriti Irani (who played Tulsi in the serial) as a candidate for the Lok Sabha against Kapil Sibal of the Congress from Chandini Chowk constituency. 

In a recent interview in The Times of India, Smriti accepted that her entry in politics became noticeable because she was a successful actress on television. “In short, acting highlighted my political ambitions," she said in the interview. 
While, the popular TV serial helped her in entering politics, it had its own disadvantage. In her own words, “In fact, it was quite a challenging task for me. Being an actress proved disadvantageous! There is a preset notion that actor matlab yeh toh dumb hai." 
There is another extreme. India, where talking about sex in open is taboo, has recently accepted Sunny Leone, a porn star, in the “Big Boss” reality TV show without any difficulties. The Time of India published her interview on Nov 20, 2011, “Porn star doesn't mean prostitute : Sunny Leone.” 

“Adult movie star Sunny Leone, the newest and perhaps, um, 'sexiest' entrant to the " Bigg Boss" house, says that 'porn star' doesn't automatically mean 'prostitute'. The curvy babe, originally Karen Malhotra, born to Indian parents, took the US adult entertainment industry by storm, but never planned to become a porn star. But the money was just too good, she says,” the Times of India said in its article. 
She is a unique example where a PIO (people of Indian origin) is coming back to India for popularity abroad. 

A web-article Bigg Boss warns Sunny Leone, updated on Dec 30, 2011 reported that the adult star had garnered much publicity after her participation in the reality show, Bigg Boss. “The actor has topped Google search and has become a popular face on the web after her entry on the show. However, if Sunny has benefited from the show, even the show has benefited from the porn star. It is estimated that Sunny’s entry in the show has grabbed many eyeballs and raised the channel’s TRP’s,” the article said. 

No doubt her entry in the reality show was to gain popularity. The makers of the show have accused Sunny for using the show’s name to promote her adult website. “The makers of Bigg Boss are upset with the porn star and have warned her to stop using the show’s name to promote her website, or else she will be evicted from the show,” the article said.

This proves the power of media and their reach to any corner of the world. Thanks to technology, the world has shrunk. Sunny’s entry in Big Boss spread across the globe through cyber world, Twitter, Facebook, Youtube, Google etc. This shows the power of Internet which would redefine the way fashion is used to influence people. 
Fashion as Industry: 
Fashion and lifestyle is a $30bn market in India (Business Today, 2011). The growth of the Indian fashion industry is highlighted by the increase in the number of large fashion events (from 1 in 2004 to 5 in 2008
). According to the Grail Research Report, Industry’s growth in India is mainly driven by the growing exposure of domestic designers at international forums, but growth is also supported by other factors such as the launch of focused (fashion education) courses for emerging designers and the establishment of an industry association.
The excerpt from an article on India’s fashion industry, published in The Economist (2008), ‘Stepping out’ stated that :
Only eight years after the country held its first fashion show, India's fledgling designer-fashion industry is stepping out into the international market, with silhouettes designed to appeal to the foreign buyers who are given the best front-row seats at the twice-yearly shows in both Delhi and Mumbai.
India boasts only a handful of designers that sell well overseas. In the past year several, including Manish Arora, known as “the John Galliano of India”, have begun to show at Paris fashion week, the most prestigious event in a global fashionistas' calendar. But Indian designer-wear is estimated to generate just $50m-250m of sales in a market worth some $35 billion.
It is India's potential as a source of future design stars that attracts the foreigners. In Mumbai, Albert Morris, a consultant for Browns in London, said he was looking for that “polished diamond” able to combine Western cuts with India's talent for embellishment—and its famously fine textiles. But foreign buyers complained that although the fabrics were gorgeous, the cuts were often poor, and it was difficult to spot a single trend amid the riot of styles, even within one show. 
Many Indian designers also lack the organisational skills and infrastructure needed to handle large orders. Veronique Poles, a fashion consultant from Paris, said producing half a dozen of the same frocks could be a stretch for some Indian designers, and then getting it delivered on time. But as Indian designers attract investors, their business skills will no doubt improve.
Although many emerging designers have their sights on the global stage, their biggest and fastest-growing market by far is at home. Some 85% of sales at these fashion weeks were to Indian buyers, who like more traditional subcontinental styles. This presents a quandary for Indian designers and their financial backers.

The slowing of the European and American economies, coupled with the lure of increasing purchasing power in small town India, has propelled designers and brands in the ultra luxury fashion segment to eye tier-II and tier-III cities as the next big market.

Two- and three-tier cities have spelt huge potential business for designers, thanks to growing awareness and fashion consciousness owing to ‘Fashion-on-Mobile’ and greater purchasing power. 
According to the Hindustan Times (2011), Payal Singhal retails in cities like Chandigarh and Surat apart from other small towns. She says clients approach her through emails and place orders. Designer duo Parvesh-Jai sell a lot of saris and lehengas in places like Raipur, Meerut and Ahmedabad. At Raipur, Sabyasachi saris costing Rs 2.5 lakh are regularly bought. Places like Ludhiana, Surat, Nagpur, Goa, Pune and Ahmedabad are giving good business.
As much as 35 to 40 per cent of the business of Fashion and You, a leading online fashion retail website, comes from places such as Ambala, Bhubaneswar, Jammu, Gangtok and Siliguri. Jumpsuits and palazzo pants are flying off the shelves from fashion retail stores who are also stocking Rohit Bal and Rajesh Pratap Singh. Small town India is no longer small in its buying ability or in its appetite for fashion. (Business Standard, 2011). 
Expressing concern on dipping exports in 2011, Couturier Tarun Tahiliani stated that the new markets will inevitably be smaller cities. There are 30 cities in India with a population of over a million. They are throwing up a lot of wealth, which creates opportunities for luxury. (Business Today, 2011)”
Conclusion: 
Technology is influencing our life relentlessly from the time the wheel was invented and the changing technology is impacting out life-style, thinking and personality. Earlier, local personalities, mostly a family member, used to influence our dressing and behaviour. Today, we draw fashion inspiration from global personalities and TV artists like Tulsi, thanks to revolution in media technology.  And the changing technology has shifted the paradigm of fashion. Nothing is exclusive and limited to a small class of influential people. The class difference is gone, if you have money, you can buy Jimmy Choo, Cartier, Dior etc even though you do not have blue blood, or you belong to an industrialist family. Technology provides you information about exclusivity and your pocket makes it accessible. Now class-based fashion is taking shape of mass-based fashion and in India it has breached the boundaries of metros and major cities. Villagers are no longer rustic. They can be equally affluent if they wish so and in many cases they are. Cities are now symbols of slavery (as one is always running against time in quest of money and more money) while villages are personification of luxury. The Indian socio-economic scenario is fast changing and it is providing a strong market with 200 million plus middle class base with real purchasing power. That is why in 2008, when the entire world was reeling under recession, India was one of the few economies that continue to grow without much shock. 

There are IT-enabled kisan kendras in various villages, providing real time information to those sitting in remote corner of the country. They are conscious, they are aware and they are eager. That is the reason, industry experts say that India has $35 billion potential for the fashion industry. Today all famous global brands are popular in nooks and corner of the country, thanks to technology and growing purchasing power. The trend has just begun and this would intensify further with Internet penetration. McKinsey (2011) says that the total number of Internet users would increase more than fivefold, to 450 million, by 2015 in India. 
References

http://timesofindia.indiatimes.com/india/Anna-Hazare-makes-into-CIAs-Factbook (Accessed on Dec 29, 2011)
http://timesofindia.indiatimes.com/2011-10-17/tv/30286542_1_smriti-irani-politics (Accessed on December 22, 2011)

http://www.supergoodmovies.com/36066/bollywood/bigg-boss-sunny-leone (Accessed on December 27, 2011)
http://www.economist.com/ (Print edition, 3rd Issue, 2008)
http://www.hindustantimes.com/business-news/Indian-haute-couture-small-towns (Accessed on November 19, 2011)
http://www.fashionunited.in/news/apparel/designers-tap-small-towns (Accessed on December 29, 2011)
http://business-standard.com/india/news/luxury-fashion-designers-eye-smaller-cities (Accessed on December 23, 2011) 
� According to a survey conducted by the McKinsey& Co. in October 2011 - people use their mobile phones for online streaming-music/videos, online shopping & research, search engine, internet browsing, video chats, instant messaging, social network, websites, reading/writing emails, MMS, downloading apps/video/music etc., taking photos, reviewing/editing documents, playing games and listening to downloaded music.


� China ranks first, with 420 million users, followed by the United States, with 240 million, and Japan, with 99 million. Source: Internet World Stats, 2010.





� “Couch surfing” is a form of inexpensive travel in which you accept free accommodation even from strangers and sleep on the host’s couch. (http://www.livemint.com/2011/12/19212007/Words-that-made-news-this-year)


� Events that are internationally renowned or large events at a national level.
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