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Team ELLE curates the voices shaping culture across 
generations, genres and perspectives
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M I C H E L L E  
P O O N A W A L L A

Mi c h e l l e 
P o o n a w a l l a 
doesn’t compart-
mentalise her 

life. Philanthropy, business, de-
sign, and art don’t sit in separate 
lanes; they flow into one another, 
shaped by family values, long-
term thinking, and a deeply per-
sonal relationship with creativity.

ELLE: You move fluid-
ly across philanthropy, 
business, design, and art. 
How do these facets of 
your life co-exist?
Michelle Poonawalla 
(MP): For me, everything be-
gins with family. It is the founda-
tion that anchors all the different 
roles I play. The introspection I 
draw from the studio helps me 
make more thoughtful decisions 
in the boardroom. The structure of 
business brings order and inten-
tion to my creative practice. And 
my philanthropic work ensures 
that everything I pursue has a 
larger purpose. Each role strengthens the other.

ELLE: You’ve supported causes across education, 
health, and social impact. What do you believe 
makes philanthropy truly effective today?
MP:  Effective philanthropy must be rooted in compassion, con-
sistency, and a genuine understanding of the communities you are 
serving. Funding is only one part; real impact requires engage-
ment, collaboration, and long-term commitment. My instinct to give 
was shaped early in life by my maternal grandmother. Those ex-
periences taught me that giving is not an act; it is a value system. 
Through the Yohan Poonawalla Foundation, we champion educa-
tion, healthcare, heritage restoration, public spaces, and communi-
ty development. ast the moment and create pathways for people 
to build better lives.

ELLE: As Managing Director, you’ve played a key 
role in modernising and strengthening manufac-
turing operations. What were the most important 
shifts necessary to future-proof the business?
MP: Future-proofing requires a clear vision of where the world is 
heading. From the studio to the boardroom, I’ve always believed in 
anticipating change rather than reacting to it. Sustainability and in-

novation are central to that. Many of 
our businesses address real environ-
mental challenges, such as Regeno, 
a 100% biodegradable packaging 
solutions brand; Cura Pipe, in water 
conservation; and other ventures 
that prioritise renewable solutions. 
These decisions are deeply con-
nected to themes I explore in my 
art. I have also presented the same 
in my films and installations, such as 
‘Introspection’ and ‘Circle of Life’, 
addressing issues related to water 
scarcity and climate change. Mod-
ernisation also means investing in 
technology, strengthening gover-
nance, and empowering teams with 
systems that enable growth.

ELLE: Through MYP Design 
Studio, you’ve translated 
your personal design sen-
sibility into a profession-
al practice. What made 
you realise it needed to 
become a studio, not just  
an interest?
MP: My journey in design began 
long before the studio. I graduat-

ed with honours in Interior Design from The American College 
in London, and my BA gave me a strong foundation in spatial 
planning, materials, and design vocabulary. MYP Design Stu-
dio grew organically out of that same desire to build a practice 
rooted in thoughtful design. For me, interiors are another kind of 
storytelling; the palette, textures, lighting, and proportions must 
serve a client’s vision while carrying a refined aesthetic. Over 
the years, collaborating with craftsmen and specialists has fur-
ther shaped my understanding of how spaces should feel. The 
studio is simply a natural extension of that passion and discipline.

ELLE: The ELLE Collective recognises individuals 
shaping culture, industry, and impact. What does 
being part of this list mean to you personally?
MP: It is truly meaningful to be part of a platform that cele-
brates individuals who are creating meaningful change across 
so many fields. For me, it reinforces the belief that impact comes 
through both action and intention. Being included in the ELLE 
Collective reminds me of the responsibility and privilege of 
contributing to society with empathy, vision, and purpose. It en-
courages me to continue building, creating, and giving back in 
ways that uplift others.. ♦Ph
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Tanaaz Bhatia has quietly become one of the most influential architects behind 
India’s biggest cultural narratives. As the founder of Bottomline Media, she has 
built a rare bridge between Bollywood stardom and global brand strategy. Her 
agency’s campaigns aren’t advertising so much as cultural moments—whether 
driving merchandise breakthroughs on Shah Rukh Khan films, crafting luxury col-
laborations with Cartier and Suhana Khan, or shaping global launches featuring 
international icons. In 2025, her work continued to define the playbook for ce-

lebrity-led luxury in India, steering high-impact global brand collaborations. 

T A N A A Z  B H A T I A 

Collective
The

Sunil Sethi has been a steady force behind the architecture of Indian fash-
ion. As Chairman of the Fashion Design Council of India, he has focused 
on building systems rather than moments — expanding India’s global 
fashion presence, strengthening designer sustainability, and positioning 
craft within contemporary commerce. In 2025, his leadership reinforced 
Indian fashion’s credibility on international platforms, proving that long-

term structure, not spectacle, is what allows creativity to endure.

S U N I L  S E T H I
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Vandana Kohli 
built Tulip 
Comfort Wear 
out of a sim-

ple but stubborn question: 
why can’t one outfit carry 
a woman through travel, 
meetings, errands and rest 
without sacrificing style. 
Rooted in empathy and re-
al-life use rather than trend 
cycles, her brand treats 
comfort as smart design 
and emotional ease. As 
part of The ELLE Collective, 
she represents a quietly 
radical idea: when clothes 
stop fighting your body 
and your day, you final-
ly have room to focus on 
the life you actually want  
to live.

ELLE: Tulip Comfort 
Wear was born from 
a personal need. 
When did you realise it could become a brand?
Vandana Kohli (VK): I wanted to stay in one outfit all 
day—travel, meetings, errands, rest—without thinking about 
changing. I couldn’t find clothing that was both chic and gen-
uinely comfortable. When I made it for myself, and others 
started asking where they could buy it, I knew the need wasn’t 
just personal. That’s when Tulip Comfort Wear was born.

ELLE: Comfort has long been treated as second-
ary in women’s wear. How did you approach 
changing that narrative?
VK: Comfort has often been associated with inactivity. Tulip 
Comfort redefines it as an ability. We design smart, well-struc-
tured clothing that supports movement, efficiency and rest—with-
out compromising dignity or style. Comfort here is not an after-
thought; smart comfort is the foundation.

ELLE: As a founder, how involved are you in the 
product design and development process today? 

VK: From the start, as the first 
client,  I design by living in the 
clothes. If a garment doesn’t 
support ease, efficiency 
and confidence in real life, 
it doesn’t make the cut. 
That involvement keeps the  
brand authentic.

ELLE: What were some 
of the less visible chal-
lenges you faced while 
building Tulip Comfort, 
and how did you navi-
gate them?
VK:  Manifesting a brand is 
tougher than one may imagine. 
Manufacturing is a challenge. 
These require persistence. 
Also, for growth, I chose the 
quieter, more consistent route 
of exhibitions and in-person 
sales, even though louder, fast-
er online options exist. I don’t 
bother with the gloss; all effort 
goes into the product itself. I 

lean toward trusting instinct over noise. Growth doesn’t need 
drama—it needs integrity.

ELLE: How has your definition of success 
evolved?
VK: Success for Tulip Comfort has always been hearing a 
woman say she feels physically free, emotionally unburdened 
and ready for her day and for herself. Today, it also means 
growing across ages and categories without losing that  
core truth.

ELLE: The ELLE Collective celebrates individu-
als building meaningful, impact-driven brands. 
What does being part of this list represent for 
you and your journey with Tulip Comfort?
VK: It is deeply affirming and a cause for celebration! The 
recognition isn’t just for Tulip Comfort Wear as a brand, but 
for its philosophy—rooted in empathy, intelligence and active 
living. Those values guide every step of this journey.♦
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V A N D A N A 
K O H L I
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