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DS: Like Gucci and 
Dapper Dan collaborating, do 

you ever see you and a copycat 
collaborating? (A special-edition 

collection with us maybe?)

SM: It’s exciting that our brand has 
many consumers, but it has many more 
fans. Most of them complain that they 

cannot a� ord to buy a piece of the 
brand. So, I want to do a collaboration, 
even if it’s a special edition or a once-
in-a-lifetime collection. I would want it 
to have an extremely democratic price 

point so I can give back to my fans.

DS: The newer generation is actually producing cool and fairly original designs. 
How do brands like yours have to rethink everything as compared to 20 years ago?

SM: There are so many options and so much competition, and the consumer’s 
loyalty is fi ckle. It’s like having multiple a� airs without committing to a single stable 

relationship. Those who will create original content stick to their values and not blindly 
pander to fi ckle market demands will survive. The internet and Instagram have also 
facilitated global visibility. When I started showing internationally, the world did not 
e� usively embrace an overtly ethnic aesthetic. But now the buzzword is ‘inclusivity’. 
Global markets are increasingly curious about hyper-local products from faraway 
markets. This is a great time for young designers to create a smart and authentic 

product and be creative with their digital marketing (a lot of it comes at a fraction of 
conventional marketing costs), and the world will be their oyster.

SM: You don’t play nice —“#GandiCopies”, “#Kalank”.
Have you ever been reported?

DS: Sometimes we’ll be scrolling through Instagram and a copy will just present itself. 
We’ve found that designers are extremely lazy and will most often want to seek the easy 
way out. We also get a lot of tips via DMs, emails, etc. But, in the end, just like any good 
journalist, it’s our job to chase these leads and research to make sure there are no errors. 

In our lifetime, the only post that was reported, and then successfully taken down by 
Instagram, was the Sanjay Garg-versus-Vaishali S-sari-gate. Vaishali S and Diet Sabya both 
felt the Raw Mango sari was a little too close to her design. National headlines were made. 
Lawyers were involved. But the issue between the designers was eventually settled out of 

court (with a little help from the Fashion Design Council of India).

SM: According to the 
comments section, there has 
been scrutiny around some 

of your allegations…

DS: Let the internet be 
democratic, is what we truly 
believe. So, we’ve never tried 
to censor our comments. It’s 
really wild out there in the 

comments section. But if you 
comb through them, you’ll 

fi nd a lot of valid points being 
made. Take for example the 

AK-OK debacle. Truth be told, 
our audience was quite upset 
we took the post down. They 
felt we let them down. And 

so did we. That’s all. ■

DS: You’ve often said that #GandiCopies are good for the 
Indian fashion industry. Can you explain how? 

SM: Nobody really enjoys people copying their clothes. But I realised that 
the copy market, through me, generates massive employment. I come from a 

middle-class family and at a very young age I saw the havoc that unemployment 
can create. So even if plagiarised terribly, the copy market creates much-needed 

jobs in the craft sector. If I owned my collective copy market in the country, I 
would have been at the top of the Forbes list by now. It’s also important to note 

that big brands become iconic for a reason. A lot of the money that one charges 
goes into research, product development and the commitment to quality. A 

lot of things from the copy market might look beautiful, but an in-depth study 
would reveal compromises like stitch-length, embroidery stitches per square 

inch, skin-friendly linings, sensitivity to design and colour balance. 

DS: You drop your collections on Instagram 
and rarely host a show. Is the fashion

show irrelevant? 

SM: A fashion show controls the image of your 
clothes and your brand for only a few hundred 
people in the room. Distorted versions of the 

essence of your creative process are broadcast 
to the world through their cell phones. On 

Instagram, you can decide exactly what you 
want to show and how you want to show it. Your 
message is more succinct, your imagery more 

profound. But just like Kindles can never replace 
books, the exuberance of a live show can never 
be replaced. The downside of all content being 

accessible is that new ideas will always be 
imitated. You just have to keep innovating.

SABYASACHI MUKHERJEE (SM): So, let’s start with 
why your name is after my name...

DIET SABYA (DS): Funny that you ask. We were sitting through one 
rather uninspiring show at India Fashion Week, when we noticed Sarojini 
[Nagar]-approved versions of Gucci’s fur loafers. We were blown away at 
the #Gutsss on display. In India, ‘referencing’ means copying something 
end-to-end. We’ve seen really established designers copy right down to 

the last seam. And just like that, Diet Sabya, named after two iconic mega-
brands—Diet Coke and Sabyasachi —was born. We’ve always maintained 

that we were blatantly inspired by Diet Prada. In fact, we had initially put it 
in our Instagram bio, but later removed it on Diet Prada’s request. 


