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consistent message, like Sachdeva, have carved 
a space for themselves. Her collections, which 
may look deceptively simple, boast of rich, com-
plex textures, a detailed analysis and research 
of handlooms, and an overarching message of 
thoughtful design.

When you speak to Sachdeva, she is emphat-
ic about Indian artisanal crafts being central 
to her work at Bodice, “but our approach to 
craft is minimal and considered.” What’s also 
considered is an attention to small yet 
vital detailing—take for example the double 
button added to the sari culottes that are 
meant to be adjusted to natural changes a 
woman’s body undergoes, or the buttons from 
renewable sources such as coconut shell, sea-
shell and wood that are well-finished to make 
them visually indistinguishable from the but-
tons used on luxury clothing. She has worked 
tirelessly on a signature binding technique to 
create pleats instead of opting for polyester, 
lending grace and fluidity to her designs; and 
for her winning collection at the Internation-
al Woolmark Prize she did away with tradi-
tional graphs to create original patterns in 
weaves and reinterpreted the traditional em-
broidery form of kantha, the free-hand run-
ning stitch, by taking a cue from artist 
Nasreen Mohamedi’s line drawings. Here’s 
more from the designer. 

How have things changed since you 
won the Woolmark Prize?
The biggest change for us as a young brand 
has been the global exposure and being 
stocked at leading international retailers. 
When you win something as prestigious, 
buyers and the press are open to listening 
to what you have to say, but of course after 
that it’s your responsibility.

What does it take for a designer in 
India to be relevant today?
That’s a fascinating thought. Relevance is 
especially important for the Indian design-
ers who are creating something outside 
the parameters of formal ethnic wear or 
bridal ensembles. You can’t be swayed by 
trends or pre-conceived notions. You need 
to have a clear sense of your own vision, 
how you will express this through design, 
and a strong focus. There’s a distinct element of needing to 
be ready to go against the grain and trusting your instincts. 
That’s really the only way to create something that people 
will be drawn to, because it is saying something authentic.

How have you managed to bring an Indian vocabu-
lary to the world? Is this something you are even 
cognisant of?

The idea of an “Indian design vocabu-
lary” is something that I have constant-
ly questioned as an Indian brand ex-
panding into the global space. Obviously, 
Bodice doesn’t look “Indian” in the cli-
chéd sense of Bollywood-fuelled imagery 
that many people outside India associate 
with Indian fashion. But I think because 
of India’s growing importance globally, 
there’s more receptivity to contemporary 
design that’s coming out of here, wheth-
er in the decorative arts, architecture or 
fashion. The West has long been in-
trigued by India’s spiritual traditions. 
What connects these Indian traditions 
are values of rootedness and mindfulness. 
What I hope Bodice is doing is showing 
that these values are also related to our 
Indian textiles, crafts and clothing and 
can be expressed through contemporary 
fashion design.

You’re dedicated to working with 
collectives to promote craft. Your 
collection for Woolmark, in fact, had 
you visit 22 states.
While working with craft, I am very aware 
that I am not a trained textile designer. 
The value I add is in terms of lending a par-
ticular aesthetic and shaping a silhouette 
that makes the craft covetable to a global 
audience. At the moment, we are develop-
ing a handloom fabric that is woven using 
recycled (instead of virgin) yarn. I don’t 
want to use handloom as an end point. In-
stead, I want to take the values surround-
ing hand-crafted textiles and use those as a 
starting point for a deeper reflection on sus-
tainable practices. Making handloom fabric 
with recycled yarn feels like an appropriate 
evolution. The texture and aesthetic are raw 
and beautiful.

What does the future look like?
Bodice is launching its own website, where 
classic pieces as well as our capsule collec-
tions can be purchased directly, with options 
for made-to-order pieces. We are also work-
ing on 100 per cent biodegradable packaging. 
Another approach is to have pop-up stores 
that go on tour. We want to challenge the 

idea of permanent brick-and-mortar stores, which involve a 
very high environmental footprint.

It hasn’t even been a decade, yet you’ve come so 
far. What has been the biggest learning for you?
I started as a baby and have really grown into a woman with 
the brand, so I would say it was to trust my gut instincts and 
know that I am enough. n
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