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Continuation……. Speaker 3: (Mr. S Ravi Kant, Chief Executive Officer - Watches 

& Accessories & EVP Corporate Communications) 

 

This has been a year of awards for Sonata, the number of awards we have won; it is very 

difficult, I mean, I cannot remember any other brand winning so many awards in a single 

year and there is one more award that Sonata has won which I will come to very shortly.  

The association with Sushant Singh Rajput has really worked well for us.  The new 

campaign has brought in a fresh look.  The new products have done exceedingly well and 

if you look at all the brand matrix, they are the highest ever, whether it is top of mind 

awareness, whether it is consideration, whether it is most preferred brand course that the 

brand has got from its consumers in terms of response and so this brand too has done 

exceedingly well. 

 

Looking ahead, you know the two challenges as one would say or the two tasks are 

sustaining interest in the category and sustaining business growth.  If we were look at 

them as challenges is one way or if you were look at them as opportunities that is the 

other thing and so if you were to go to the first challenge, which is about sustaining 

interest in the category, we plan to do it with differentiated products because we see that 

as an opportunity, embedding technology in our products to sustain interest is the other 

opportunity and we plan to work on that.  Sustaining business growth is both because we 

have a portfolio of brands, we can go after volume as well as we premiumize and the 

strategy is to ensuring that we continue on the journey of design leadership through 

leveraging the in-house design studio we have and also partnering with some lead design 

houses as well as key designers that I spoke about and we are working with couple of 

them right now as we speak.  The road map for technology products is very, very 

exciting.  We have a huge number of new products lined up in the coming year and the 

years to come in the Smart Space.  For volume drive, it will be Sonata and Fastrack.  We 

are embarking on a new journey for Sonata last year after many, many years; the brand 

Sonata touched the 5 million mark. 

 

We did 5 million watches and we have fairly aggressive plans as far as Sonata for the 

next 3-4 years for volume growth reaching out to small towns, rural markets.  Fastrack 

Youth Connect.  In the video you saw some of the new properties, which we are 

developing which is the Titan, Fastrack Music Run and the VH Supersonic Association, 

all of them are very, very important and helping us to reach out and connect with the 

youth of today plus reaching out to a lot of colleges, we reached out to many, many 

colleges last year and there are specific plans to target the number of colleges that we are 

going to get this year.  Premiumisation of costs, Edge, we have many new stories lined 

up, I will share one of them with you, Raga, Xylys license brands will take us there.  Just 

to briefly touch upon the roadmap for a Smart, I spoke about Fastrack Reflex band being 

the number one brand in Q2 in India as per IDC; we have many more products lined up.  

Our future growth in Smart is going to be lead in the analog space.  If you look at the 

future or the forecast for Smart Watches worldwide, 3 or 5 years from now, it is the 

analogue watches which will be, we will have a much bigger share than the digital 



watches, which is what the mobile players have and offered and so our in-house 

technology that we have developed will help us progress on this and that is where the two 

watches you see are on a sample of the kind of Smart Watches that will come out in the 

coming year, of course, looking at new platforms, new opportunities, whether it is 

payments, whether it is NFC or whether it is, all these are micromotor-based. 

 

I forgot to mention we are also coming out Smart Wallets and Belts that you see on the 

right hand side top of your screen, so we have an exciting brand journey ahead, talking of 

brand Titan, we are unveiling a new brand identity, this is a glimpse of that and that is the 

first big initiative for the coming year across whether it is retail, whether it is 

communication, we are unveiling a new brand identity for brand Titan.  We are going to 

be far more energetic to reach out to like I said, newer customers, and younger 

consumers.  There it is going to be segment focus especially after men, we have done 

exceedingly well in the last couple of years as far as women segment goes with Raga and 

many other collections that we have launched. 

 

There is a greater enhanced focus as far as we go for the men’s segment and many new 

watches lined-up, Smart Category I spoke about, and we will maintain the momentum of 

Raga.  This is the Edge next collection that I was talking about.  The Raga Imperfect 

Collection it is called because women are about imperfection so it is called Raga IM, 

nothing is symmetric and it is all very imperfect, but that is all women like to wear on 

special occasions.  This is the Nazakat collection from Nebula and this story I will talk 

about a little later what Nazakat has done to us.  Going forward for Xylys brand, we are 

going to have two lines, one is the Swiss made-line, till now Xylys has only been Swiss 

made, but we are going to be having a little one more line which will use only the Swiss 

movements, so it will be a little more affordable than the Swiss made line so two lines 

from henceforth, which will help us grow faster as far as this brand goes. 

 

As far as Fastrack goes, it is completely new and refreshed look that we are going to 

unveil whether it is products, whether it is packaging, whether it is retail identity and all 

of them are going to be unveiled in the coming year, we have large number of stores lined 

up for renovation in the coming year and they will all carry this new identity, a lot of 

work being done.  You have seen only a glimpse or tip of the iceberg as far as Smart 

watches brands are concerned, for all our brands in the coming year, we have a huge 

number of products lined-up including the economy segment which Fastrack will reach 

out through the E-commerce channel as well as in small towns.  The Youth Connect I 

spoke about which is what we will pursue, a glimpse of some of our new products in the 

coming year, the Fastrack ex-collection and this is again a unique collection, we are 

going to launch where the watch can be customized at the store level and this is an 

innovation that our manufacturing team has come up with.  This is a unique product, I 

will talk about it when the time comes, but this is the set of two brands coming out of the 

Fastrack brand, which is so unique that at least one of them, there is no other brand in the 

world that offers the feature and we will talk about it when we launch.  Coming to brand 

Sonata, we will focus on men as Titan Wheels.  The journey of Smart has been subdued 

so to say because you know the moment you induce Smart technology, the watches get 

expensive, but for the coming year, even Sonata brand will see a lot of Smart Products 



being launched and greater enhanced presence in the E-commerce channel.  These are 

some of the products that are going to be coming out in Sonata.  We are going to be 

having a brand under the Super-Fibre sub-brand of Sonata that you see on your left side 

slide, which is again a Smart watch and it does not look like any other Smart watch, very 

different. 

 

We have launched the sleek connections, so Sonata watches did not have slim watches; 

we have launched the sleek collections.  Last year we launched ACT Fit.  We launched 

Act, Sonata ACT, which is the first safety watch under Sonata and we are going to launch 

Version 2, which is ACT Fit and so it is going to be safety plus fitness built-in and a 

much better looking watch than the first version of Sonata ACT.  We have a portfolio of 

channels as you see the World of Titan Stores then the next Titan Logo you see 

represents, the multi-brand channel, the MBO channel, we have 8000 dealers across the 

country, the Helios brand, which is the retail brand sells and markets all Swiss brands and 

fashion brands, International brands and the top-end of Titan brand and Fastrack stores 

and of course, the large format stores channel that you see at the bottom of the E-

commerce now each of these channels have a role to play and each of them as we go 

along year after year depending on where the consumer is, we are able to balance and 

maximize our share in each and the mix is changing as we go along in each of those 

channels so as I spoke about in the first slide, there are very few brands which have the 

opportunity to participate as actively across all channels because they may not have that 

portfolio of brands and so being present across price points and very strong own network, 

we are able to participate across and so each channel has a role to play and are mixed 

exchanging as we go along. 

 

The key initiatives as far as retail channel goes which is retail expansion, we plan to open 

20 World of Titan Stores, 10 Fastrack stores and so that is 30 plus again another 10 

Helios Stores, a large number of renovations I spoke about new retail identity being 

unveiled both for Titan as well as for Fastrack and so we have a huge number of 

renovations lined up in the coming year, we are also going to be adding service centres 

stores.  Today the Fastrack stores do not have service centre and the consumers have to 

go to the World of Titan where the service centres are there and that is what we are going 

to do and also with some Helios stores.  There is a lot of investment, we are going to 

make in upgrading the standard of our people in terms of product knowledge specially as 

you sell more expensive products, you have to educate the customer and be on top in 

terms of product knowledge and stories that you can weave around new products and so 

lot being done there and taking intervention as far as sales force automation is concerned 

especially in the trade channel, I spoke about 8000 dealers that we have, we are investing 

in that too in the coming year.  License brands is the other growth driver that we will see 

in the coming year, which has done very well this year and it will continue to do well.  

These are the three new brands we launched that we have licensed, Coach, Anne Klein 

and Lee Cooper and all of them are doing very well.  We have opened across many of 

these brands, more than 100 doors in the country and these brands, I have not seen this 

kind of growth in any other market, each of them have, you know, our position 

differently.  If you take Coach, it is at a higher price point, Anne Klein is again a lady’s 

brand, but a little more affordable ad Lee Cooper is a fairly young brand for the Youth.  



International markets have seen, you know, we have had different experiences in 

different parts of the world, the middle-east economy that you keep reading about and 

hearing about is facing a lot of challenge, but we are seeing growth in places like 

Thailand, Malaysia, Indonesia, in Philippines, we have done very well last year with 

specific campaigns, new products being launched. 

 

In Malaysia, we tied up with a celebrity the lady you see here is Neelofa.  She has a huge 

following amongst the youth in Malaysia as well as you know some of the neighboring 

countries.  We have even launched a collection called Neelofa Collection which she 

unveiled and that has done very well.  On the left hand top side you see a watch that we 

created for the King of Thailand and that watch got sold out because you know there 

were a lot of followers that the king who passed out last year has a campaign for 

Ramadan in the Middle-East.  The other big story is our tie-up with Amazon for the US 

market and Titan has done exceedingly well.  We are growing month-on-month, during 

the Christmas season last year, we did extremely well, much above their expectations and 

so they are now talking to us about going out to Canada as well as UK through Amazon 

and that is lined up. 

 

A lots happening on the manufacturing side, the Make in India program, which we 

actually we make in India for the last 30 years but the whole indigenization program is 

really picking up space and so helping us to bring down imports and manufacturing at a 

much lower cost in India with ourselves or you know the eco-system that we have 

developed and so that program is picking up.  With the excise duty benefit going up in 

some of our plants like Dehradun and some of our future plants, which will come up and 

we have to take care of that, we set up a new assembly unit in Sikkim and that is going to 

be scaled-up in the coming year, we started this last year, capability building and 

innovation technology are really the pillars of manufacturing.  We are also looking at, 

reaching out to the US market in a very different way and the picture that you see in the 

middle is an American assembling our movements and in the future, you will hear about 

Titan movements being assembled in the US and in this case, we are transferring our 

knowledge and technology to them to make movements in the US for American Brands. 

 

Scaling development, we opened up a polishing center, which you can see Bhaskar 

unveiling on the right hand bottom corner and so a lot is being done in terms of capability 

building and manufacturing because that is really our strength.  Accessories have done 

fairly well.  During the coming year, you will see a lot more attraction as far as 

accessories go, our growth is coming a lot in belts and wallets and so we have many new 

products lined-up.  We have ladies bags that you see in the middle, which have done 

exceedingly well. 

 

We have opened many large format stores with these bags as well as backpacks.  Most of 

our brands have won awards.  The one that you see on the rack right hand top is the 

Brand Equity Award for the Brand Launch Of The Year, you know, which is just for 

Sonata ACT, you know, I was talking about one award of Sonata that I will talk at the 

end, and so this is what I wanted to talk about.  It is Eminent Jewellery that came up 

with this award and the award has been given for conceiving the idea to taking the 



product to the market and reaching out to, you know, meeting a specific need, which 

women have in India.  The one that you see at the bottom on the right side is the Tata 

Innovista Award for Nazakat, which is on Nebula watches, it is a design honour award 

and that is what I said I will talk about later and on the left you see Fastrack being judged 

the busiest brand as far as this year goes and so most of our brands have won awards this 

year and a host of them.  Coming to the next 3 years or even the next 5 years for that 

matter, there are 5 pillars of growth that we have and these are technology, we will see a 

lot of smart products coming out, reaching out to large number of consumers and so we 

have specific numbers that we have in mind that we want to reach out to in terms of 

volume and new customers that we will add, new brands that we will introduce in the 

coming years specifically in the next three years and 2 years to follow, profitability focus, 

enhancement of margins, and finally growth because that is what all of us want and these 

5 pillars represent the watch pentagon which represent also the vision 2021. 

 

Thank you. 

 

Ronnie may I invite you. 

 

Speaker 4: (Mr. Ronnie Talati – Chief Executive Officer, Eyewear) 

 

Good morning! 

 

So Bhaskar started out by talking about the aspirations for Titan when the management of 

Titan met between November and January of last year to set the aspiration and in-depth 

dive was done into the Eyewear business to see what it could be done with the Eyewear 

business, while the Eyewear business has done reasonably over the last 10 years, but 

growths have been muted, same store growth has been single digit, overall growth has 

been low double digit figures and so we got together and we said what can we do to 

really make this business take off.  What aspirations do we set? What we do to make this 

business see exponential growth from here on now? 

 

So the first thing, we did is that we set the vision for this team and we said that we will 

target first the number of customers.  It is all about customer acquisition.  Today between 

our sunglass business and our Eyewear business, we have about 2.4 million customers, 

1.4 million in the Eyewear business and about 1 million in the sunglass business.  So we 

said that we have 2.4 million customers.  How we do take this to 10 million customers? 

This is, I am talking about a year, 2.4 million customers a year, how do we take it to 10 

million customers a year by 2023? 

 

Market leadership and what market leadership means really is in the minds of the 

consumers, when people think about Eyewear, when they think about spectacles.  They 

should think about Titan Eyeplus, that is market leadership in the customer’s minds and 

of course being the best solution provider for vision care in the country and this is the 

vision, we set for ourselves when we met in December of last year.  Our journey so far 

quickly, we started our first store in Bangalore, ten years ago at Safina Plaza and that is 

incidentally is at the same place where we started our watch business 30 years ago.  We 



have today 500 stores as on 31
st
 of March, 4500 sunglasses outlets, sunglasses is a 

distribution business and so we have about 4500 optical outlets for sunglasses, a total 

retail area of 3.2 lakhs square feet. 

 

I told you about the number of customers per year, our run rate is 1.4 million customers 

for the retail Eyewear business and 1 million customers for the sunglass business, which 

makes it a total of 2.4 million customers.  We have one lens manufacturing facility, our 

main lens manufacturing facility just outside Bangalore and 4 satellite lens labs that we 

have set-up across the length and breadth of the country and so this has been our journey 

so far over the last 10 years.  The category construct, a quick look at it and where the 

opportunity really lies for us, out of a total population of over 1.2 billion people and 

people who need vision correction is estimated at 530 million people which is roughly 

44% of that 1.2 billion people and actual spectacle users out of the people who need 

vision correction are just 170 million people that is just 32% of the people who actually 

need vision correction, actually wear spectacles and the annual buyers of spectacles are 

just 60 million which is just 35% of the spectacle users.  So that is the kind of opportunity 

and it is underpenetrated market and that is the kind of opportunity that sits there, but 

there are certain category barriers, which restrict people from buying spectacles and the 

main one is that this is the category that you enter out of force, not out of choice, because 

it is a loss of control on the way one looks typically, it is the loss of youth, it is perceived 

as a loss of youth, in certain smaller towns, there is a social stigma attached to wearing 

spectacles and women particularly have a higher barrier to wearing spectacles again 

because of the same reasons about loss of youth, it affects the way one works and so on, 

so number of barrier sitting here to actually entering into this category. 

 

A quick look at the market, it is a fragmented market, underpenetrated and largely 

unorganized.  We have 30,000 outlets, which are what we call the mom-and-pop stores 

who play in the unorganized market, we have a few national players, we have some 

regional players, but a very large part of this market is an unorganized market of these 

mom-and-pop stores.  The disruptive offers in this category have become a norm mainly 

led by some of the online players who we do this in all categories.  Increasing advertising 

expense, suddenly in this category large amounts have been spent on advertising whereas 

earlier, you know, you didn’t see any ads in this category at all.  It is a quasi-medical 

category, but it also has a very high-fashion quotient.  The conversations in this category 

all around frames, you know, even when people come to a store, they typically talk about 

frames, they spent 80% of the time shopping for frames and when it comes to the lenses, 

it is just 20% of the time, they take whatever the optometrist really tells them what is 

good for them and they accept it. 

 

Consumers tend to experiment on the back of deals.  If they get one spectacle and offered 

another pair free, they say okay, even if it is coming cheap and is of poor quality, it will 

last for six months, I paid so little for it, it is okay, even if something happens, I am fine 

with it.  So they are experimenting, they tend to experiment much before because the 

prices become so low on the back of deals.  The customers need help for choosing the 

right frames and lenses.  It is assisted category.  It is not an impulsive category where 

people go, pick up what they like and walk out of the store.  They have to be assisted in 



choosing the frame, what will suit their face, what kind of lens they need, so on and so 

forth.  So this is a quick look at consumer behaviour and what the market looks like? 

 

Coming to Titan Eyeplus, which is a retail business.  Last year was a reasonably good 

year for the Eyeplus business, our retail business.  Our overall and same store growth 

was, as we targeted it, we had a 13% overall growth and 6% same store growth.  Our 

strategy of doing calibrated expansion versus doing very quick expansion has been very 

successful, our success rate of stores has gone up significantly from 44% to 76% because 

of the calibrated expansion.  When I say calibrated expansion, I don’t mean opening just 

a few stores, I mean opening large stores and stores that gives us significant business, so 

we opened about 50 such stores in the previous year.  We shifted our brand platform after 

many years, we had taken on the brand platform of lifestyle and we shifted that to one of 

expertise and that we are the experts in this field.  We had a simplified incentive structure 

which drove our staff to sell much more.  We set-up our satellite labs, which are 

significantly benefitted us.  These are small labs in North, South, East, and West that 

enhanced the delivery times to customers.  We were able to offer things like 30 minute 

delivery to customers of spectacles.  It reduced our turn-around times, very significantly.  

Bhaskar spoke about it briefly that we wanted to leapfrog into the Omni-space, we did 

not want to wait for Titan to set up its whole digital network and so we used CaratLane to 

help us.  CaratLane became in a way our franchisee. 

 

They set up the platform for us. They are experts in the Online business, they have 

leapfrogged us in this and so we started our Omni-business before everyone else in Titan 

and that has benefitted us greatly because a lot, we use this Omni-channel really not so 

much as Online channel, but we use it, to really drive people to our Brick and Mortar 

Stores.  Our NPS scores which are real-time NPS and this is not something that the stores 

themselves fill-up and this is what the customers tell us went-up from 27 to 43, which is, 

you know, players like Apple and so on, who are world class players, they have NPS 

scores of 50 and 60 and our ambition is to get their very soon and we are at 43 right now.  

We have something what is called a Crown Team which is really an interface between 

the front and the back-end.  In our earlier service, it came out that there was a big gap 

between the front-end and the back-end and delivery to our customers was getting 

affected and we corrected that.  ONA which really stands for Optometrist Not Available 

in the stores and when an optometrist is not available in the store, the store literally is 

closed, because you can’t test people eyes and yes, you can’t tell them what lens is 

suitable for them and this is a huge problem, because we have high attrition rates in our 

optometrists and after brain storming a lot about, we came out with a very simple 

solution. 

 

Why not introduce two optometrists in the store instead of having just one optometrist 

and that brought the problem down significantly.  We have one what TRRAIN Award is 

a retail award and Qimpro Awards.  They are retail awards basically and we won it for 3 

successive years, our sunglass business last year suffered mainly because of GST.  The 

whole optical trade who we distribute our sunglasses too was in turmoil because of GST.  

They did not know whether to register under GST or not and that severely impacted our 



sunglass distribution business, which is a very profitable business for us and therefore 

overall impacted the Eyewear business last year. 

 

The challenges that we face, Walk-Ins has been the biggest problem, how do we get more 

walk-ins into our store and we will address that because that is the biggest need of the 

hour? Deals and discounts, we already spoke about and that’s become part of the 

category mainly brought in by the Online players.  We are perceived as very high priced, 

Eyeplus is perceived as a premium brand today and we are high priced.  People see us a 

high priced brand and we have to address that problem and that is connected in a way 

with the first one that we spoke about which is get Walk-Ins, because of profitability in 

this business, we have been making low investments in marketing and that is something 

that needs to be corrected.  Not enough people know about Titan Eyeplus, not enough 

people know about what Titan Eyeplus does and how do we really correct that. 

 

Investments in manufacturing and why I have put this as a challenge is because these 

investments that we make, for example, we are in the process of setting up frame 

manufacturing and while all the overheads and so on have commenced, frame 

manufacturing, commercial production of frame manufacturing, where we start getting 

the benefits from frame manufacturing has just started and so these are things that affect 

profitability in a way, but we are really building for the future over here.  Investments in 

renovation, our retail channel now is 10 years old and we have to renovate this channel 

and every time, we closed down a store, why it is a challenge for us is every time we 

closed down our store to renovate the store and it takes 15 days to 30 days to renovate a 

store, we don’t just lose business, we lose customers and when we lose customers it is 

very difficult to win back those customers and that becomes a huge challenge for us.  

Franchisee profitability another challenge, the business was not large enough and 

therefore the franchisee were not making enough money and therefore we were not 

getting enough franchisees to run this business for us. 

 

Last but not the least creating differentiation.  Where do you create differentiation 

because everyone goes to the same vendors in China to buy their products, to buy their 

frames, to get their lenses and therefore where do we create differentiation in this 

business and so these were the challenges that we have faced over the years.  Coming to 

the focus areas for 18-19, on our journey to these 10 million customers, the first priority, 

we figured was to break this negative price perception.  I told you that we have been and 

this is not something that we have come up with and there is a negative price perception.  

This has come out of many months of research that we have done, people see us as an 

expensive brand. 

 

People see while they see Titan the brand, as a mid-market brand for the middle-class 

people, Titan Eyeplus has seen as a premium brand somewhere and we need to break this 

premium and this is not just as a perception, but even when they come to the stores, they 

see our products, they see expensive products and we have to deal with that, how do we 

bring down our prices, how do we change this negative price perception in consumers’ 

minds? Bringing alive that Titan Eyeplus proposition which is expertise, we said we had 

switched to a platform of expertise but we always had the platform of style and so 



expertise and style, but the thing that we are adding in is of great value.  How do we give 

them this at very good value? Make adequate investments in marketing.  I told you that 

one of our big challenges was that we could not because of profitability issues, we could 

not make significant investments in marketing and that is something that we are changing 

significantly.  We have to get people into our stores, we have to get people to talk about 

Titan Eye Plus, we have to have market leadership in the minds of the consumers and 

therefore we have to significantly invest in marketing to get this done while the 

experience at our stores is excellent, our products are very good, quality is very good, 

how do we get people into our stores? How do we get them to know about all these 

things? 

 

Additional lens labs, we have already opened 3 lens labs across the country.  We will 

open more such lens labs and these have proven to be very, very useful for us in terms of 

delivery to our customers.  Today, we have one of the very few Eyewear brands in the 

country that can give same day delivery and these are the lens labs have enabled us to do 

that.  No one in the country gives 30-minute delivery of spectacles.  You can get a 

progressive lens today in 30 minutes and a full pair of spectacles in 30 minutes and no 

one does this today and we are able to do it mainly because of the lens labs that we have 

opened across the country.  Creating differentiation, we have started production of frames 

ourselves.  We have set-up our design studio, this will give us differentiation, we can 

design our own frames today, we can manufacture this in our own plants, and it will give 

us huge cost benefits as we go down.  This frame manufacturing facility has the capacity 

to make 1 million lenses a year and this year, we will be starting with ramping our 

production slowly.  We will be starting with 1,60,000 frames a year starting from this 

year. 

 

Last but not the least, we will commence frame distribution and this is a big thing we 

debated it for a very long time whether we should commence, we should keep this 

business as only a retail business or the watch business, make it a mix of retail as well as 

distribution business and we said that if we have to expand our reach and to get so many 

customers into the network and get people to know more about Titan and Titan Eyeplus 

in the Eyewear business, we have to reach out to many more people and the only way to 

do this would be through distribution.  The distribution would be in the places even if we 

set up tomorrow 1000 stores, we will not be able to cover the entire length and breadth of 

India and we won’t be able to cover every segment of customer enough and therefore we 

felt that distribution was the way forward.  We had to go in for distribution to get in a 

whole new kind of customers.  So these are the main focus areas for 18-19 which we will 

be pursuing. 

 

So it is about extending reach, driving same store growth, making significant investments 

in marketing and expanding the value chain.  I will quickly take you through this, 

extending the reach is about expansion of a retail chain.  We will continue with calibrated 

expansion much as we did last year.  We are looking at opening 40 new stores next year, 

distribution to trade, I just spoke about, and we will be starting this for the first time to 

cover, to expand our reach significantly.  Our Omni-channel is also up and running now 

and I would urge all of you to go on our website and try out our Omni-channel play, a lot 



of people discover us Online and go to stores and make their selection or select Online 

and then go to the stores and try out spectacles or complete the entire transaction Online 

and so we have a significant Online Omni-Play with the help of CaratLane who have set 

up this channel for us and I would like all of you to try it out.  It is something quite 

significant and we are only going to strengthen this Omni-Play but the main purpose of 

our Omni-channel will be to drive people to our Brick and Mortar stores.  We will also be 

piloting and aggregate a model and what this simply means is many of the smaller optical 

stores now.  If we can convert them into Titan Eyeplus stores much like the Uber and Ola 

taxi systems do, how do we get these people together and convert them in to Titan 

Eyeplus stores? Driving same store growth, the main thing over is the first one which is 

changing the price value equation.  I spoke about the fact that we were perceived as a 

high priced and premium retail chain and we have to change this and the main thing in 

changing this is products and this does not mean that we are planning to bring our prices 

down because that would significantly impact our margins.  What it simply means is that 

we are planning to introduce a whole lot of new products at lower price points? We were 

weak in price points below 2000 rupees, we were weak in price points below 1000 rupees 

and we plan to significantly enhance these price points and see significant growth coming 

in from these price points and getting in a whole new kind of customers as we do this. 

 

Our whole CRM program to enhance that significantly, it has benefitted us lot in the last 

1 or 2 years and how do we ramp up that significantly.  We have set up a whole customer 

experience team and therefore we have seen a NPS score significantly increasing over the 

last few years, a number of field initiatives that we have put in place, a separate top 100 

store program that will drive growth same store growth for our stores.  Just a quick look 

at customer experience, what we are planning to do for the first time in retail, we are 

planning to introduce Six Sigma Lean Retailing, but I think the most important thing that 

we have found is when our NPS score, there is a correlation between our NPS scores and 

same store growth and when we see our NPS scores going up, we see same store growth 

growing up significantly and therefore we are very, very particular about these NPS 

scores, real-time NPS, we do this NPS with customers when they walk out of the stores, 

we do it with them, 2 days after they have experienced the product and we again do it 

with them 15 days after they have experienced the product and this is real-time NPS from 

customers that we get and this has been very, very beneficial for us as we see our scores 

going up. 

 

Driving expertise at our stores has been one priority because our brand platform is one of 

expertise and how do we demonstrate world class optometry at our store? We have the 

best 20 step, 0 error eye test in our stores, but how do we communicate this to our 

customers that we give this to them.  Getting in frames, Indian faces are different, they 

are different sizes, typically you walk in to an optical store, and you will get all frames of 

one size, so how do we customize frames to fit all faces.  Innovation in products that is a 

continuous process and getting in scratch-free lenses, fog-free lenses, a whole lot of 

products like that, introducing through our design now we have set up design in our own 

in-house design and how we do get signature products, which will be manufactured in-

house and of course training staff and communicating this expertise across all our stores. 

 



In marketing again, it will be about the breaking the negative price perception, building 

brands alliance, expertise and style, connecting with consumers at an emotional level, 

somewhere we lost that in this whole journey of premiumising this brand and target 

different consumer segments via multiple products, but these are all things we will do.  

The major thing that we will do in marketing is really portray disproportionate amounts 

of money into marketing to really tell people about what we are all about and that a brand 

like Titan Eyeplus exists.  Expanding the value chain significantly when we do all this, a 

merchandising has to be rock solid because they will be stores that are premium stores, 

there will be stores that are mid-market stores and they will be low-end stores and we 

have to get our merchandising right as per the catchment, frame manufacturing, I already 

spoke about.  We will commence this year with 1, 60,000 frames being manufactured in-

house.  We will set up more satellite lens labs across the country to enhance customer 

experience and independent design studio is already up and running and of course to do 

all this to bring all this to the customer, our logistics and warehousing has to be 

significantly enhanced and so all this is being put in to place right now so that the 

customer experience finally is the best. 

 

A quick look at the sunglass business, which is largely distribution business.  This 

business is estimated to be around 1500 crores.  The major competitors are estimated to 

be de-growing in this category.  New players are just driving the growth.  It has low 

category penetration.  There is 80% single ownership within users.  It is a highly cluttered 

market, a high dealer portion is required due to the high margins and credit that is 

required for this business and there are a lot of unbranded and fake products at the entry 

level point.  So this is a very brief look at this category.  The key initiatives while they 

are key markets, key dealer focus, driving desirability for Fastrack, we have 3 brands in 

sunglasses.  We have Titan, we have Fastrack and we have Dash, which is for children 

and so it will be driving desirability for Fastrack and building Titan at the Point Of Sale 

and like the watch business, we are seeing a significant acceleration in the E-commerce 

business and so again driving that, but again here, it is putting disproportionate money is 

around marketing our brands for sunglasses. 

 

Thank you! 

 

Can I suggest 10-minute break you guys wanted to have coffee, please come in and 10 

minutes maximum? 

 

Speaker 5: (Mr. C.K. Venkataraman – Chief Executive Officer - Jewellery) 

 

More or less same time last year, we had declared ambition of 2.5x for the jewellery 

business of Titan by FY-22 and it gives a very good feeling to meet here, a year later 

having done well on that trajectory for the first year and it has given us confidence to 

ratchet it up by one year and in the context of the 50,000 crores for the company and 

40,000 crores for the jewellery division that Bhaskar spoke about a while back, the 

40,000 crore bills up in a particular way and the 2.5x of FY-18 sales as a target for FY-23 

is the conversion of that 40,000 crores excluding CaratLane and the international 

business for the jewellery division and so 2.5x for FY-23 of FY-18 is the revised 



ambition and ballpark translates to 10% of the market, by then basis a certain a low single 

digit growth for the entire industry that we see and of course 20% career for the division.  

So my presentation is going to be, by and large about this.  I am not going to cover what 

happened in FY-18 and I am also not going to speak specifically about FY-19 which I am 

sure will be stuff that we will deal with in the Q&A. 

 

So the first part in some sense, the outlook is more related, you know, to FY-19 because 

it is a little difficult to predict five years on the surrounding, the first thing on the demand 

and I think, it is perhaps divine coincidence that our friends in CBDT have also unveiled 

some kind of ambition for themselves over the five year time-frame and if I were to look 

at the annual income class of 10 lakhs to 15 lakhs category, CBDT seemed to have done a 

2.5x, you know, in terms of their own targeting of this particular income class well 

aligned to Titan company, jewellery divisions targeting this segment for high value 

diamond jewellery and the wedding space, and so a 23% ______ is what they have 

revealed, and the size of this, you know, segment is expected to be slightly under 8 

million FY-21 and it is pretty large number for segment of that size and so therefore the 

segment, which is above average, significantly above average income is expected to grow 

at a very brisk clip in the next few years in a way aiding our own strategic look in that 

direction.  All the conversations that we are hearing in customer research is that we keep 

doing all the time is about adornment, adornment, adornment! 

 

People are speaking less and less about investment and even less and less about savings 

and therefore the jewellery becoming a piece of adornment and that everything that 

comes with it in terms of what they are willing to pay for branding, for quality, for design 

and all that is in a way to our advantage.  The other good thing we did not expect this, but 

there is irrational fear of another demonetisation in pockets of consumers and therefore 

they are latching on to the role of jewellery as a safe haven.  So if I have excess cash of 1 

lakh, 2 lakhs, 3 lakhs or even my monthly savings from my budgets, I would rather put in 

jewellery so that suddenly if the government were to decide another demonetisation. 

 

I am not caught with cash on my hand and overall, therefore we feel that the segments 

that the Tanishq and its sister brands are targeting, the growth rate of those segments are 

going to outstrip or the consumption rate of those segments are going to outstrip the GDP 

growth and therefore in a way aid our own differential growth over the next five years.  

On the competition side, the brand matrix of Tanishq are the strongest as I speak and over 

the last few years, the brand matrix have risen and risen and very recently have climbed 

back to their highest levels ever on the brand awareness, what we call spontaneous 

awareness, brand consideration and share of total preference, most preferred brand on, 

you know, those key parameters in which we measure the pull for the brand is the 

strongest and you know, we are in a good position. 

 

The demonetisation, the recent effects which have shaken up the jewellery industry are 

certainly in our favour.  There is a lot of conversation that we are starting to hear about 

the fear of buying from, you know, an unknown jeweller or not so well known jeweller 

and therefore am I buying something that is authentic or am I may going to be stuck with 

diamonds, which are not really what they are sold to me to be and therefore slowly those 



waves are starting to come in our favour and the GST impact which has actually made 

business a little more difficult for jewellers in general and particularly middle-sized and 

smaller-sized jewellers is also playing in our favour because in most of the country, 

many, many of the towns across the country, our competitors are not national, they are 

not even regional, they are typically local and therefore their business operations 

becoming tougher is making things better for us from a competitive advantage point of 

view. 

 

On the government intervention side, which is in fact been the biggest in a way cutler of 

our plans in the last, when it did start slowing down, we believe that the worst is behind 

us including the current account deficit situation, PMLA did come and created a hiccup 

for us last year, but with the right kind of representation from the industry body, you 

know, they totally withdrew it and our understanding from the government department is 

even as and when PMLA comes back in, the threshold will be, you know high enough for 

us to take it on our chin and move forward.  The deposits regulation, which came in 

recently is in fact in a way advantageous to us and it is going, is putting pressure on other 

operators in the industry or not companies who are early governed by the companies act.  

Hallmarking as and when it comes will again, you know, certainly expose a lot of 

jewellers, who are not giving pure jewellery to their customers and so this is the overall 

assessment on the customers’ side, competition side, and the government regulatory side 

and we believe that the overall platform is by and large in the favour of the organized 

section and particularly in favour of the most prestigious and most attractive organized 

sector brand. 

 

The opportunities for growth continued to be the same.  We have been very focused in 

the last 2 years on the five platforms of growth for us and we do not let anything distract 

us from that purpose and that certainly paid significant benefit from multiple angles 

including the scale leverage, which comes with that kind of platform focus and so 

wedding high value diamonds, golden harvest, low markets, share markets and Middle 

India. 

 

We added a sixth recently which is the opportunity for gold and jewellery exchange, all 

of us know that the Indian stock pile is in excess of may be 40 or 50 years of 

consumption at some or at least 25-30 years of consumption at 25,000 tonnes and 

therefore, there is a large opportunity to unlock it year after year by giving the customer a 

very good emotional and you know concrete rational reason to convert that and we have 

modified our policy for buying back jewellery from customers in the middle of 16 and we 

went all the way in early 18 to really ratchet it up the attractiveness of this and we believe 

that it is going to be, you know, the next Golden Harvest if I can call it in terms of 

increasing the shares of Wallet and therefore Gold Exchange is the sixth driver of our 

growth that we are looking at and underlying all this is the overall brand purpose, you 

know, the vision of Mr. Desai when Tanishq was conceived was the purpose of jewellery 

is about, you know, making a women feel and look like a princess and not sit in a locker 

gathering dust and Tanishq has been, you know, for that purpose right from the beginning 

and it has become more and more manifest-like that in the last many years and that is 

going to be pushed more and more and the best simple indication of that is the share of 



new products, the sales has been rising and rising in the last few years and we have now 

frankly enveloped the entire market from all the way down to may be 3 or 4 gm of gold 

jewellery to may be 250 gm on the exquisite Divyam product and everything in between 

and similarly 10,000 rupees diamond stud and affordable thing which can make a lower 

middle class women upgrade to what she always wanted to 3½ crores exquisite solitaire 

necklace which has been put together through a CNC machine process in the world’s best 

jewellery factory that is in Hosur and in whichever way the enveloping of the jewellery 

market and of course, we are not leaders in every segment yet, but well on our way and 

the new product journey is a big part of it and I will just run you quickly through the 

slides of the products, I won’t dwell on it, but to give you a sense of the breadth and 

depth of this effort. 

 

So these are collections which are being launched in FY-19 in particular.  So the breadth 

is not just in terms of price points and income class therefore but it is also in terms of the 

appeal, I mean some people are very minimal in their taste, some people like elaborate 

stuff, some people like very modern jewellery, some people like fusion, some people like 

very, very ethnic jewellery and therefore the choice that Tanishq is offering and the 

original choice and not just the choice, but original choice, which is steeped in designs, 

steeped in the craft of this country and very, very cleverly fused with techniques and also 

bringing in a certain contemporariness to all kinds of jewellery and so that is the big 

difference that Tanishq brings, even though very high value, very exquisite jewellery in 

very high value and almost fashion kind of jewellery in something Mia, very impulsive 

jewellery made of silver, you can buy on the net and of course something really 

exquisites, really global and something which can actually belong in Fifth Avenue, Bond 

Street, Shanzelize, Ginza wherever and more and more customers are starting to realize 

the power of Zoya and so that is on the platform of adornment and let me just briefly 

dwell on the six platforms of growth that all of you familiar with and now it is like 

second nature and now the conversations particularly with the investors is on these five 

plus the exchange that I am talking about, so 35% roughly in FY-18 to 50% in FY-23. 

 

That is the share of wedding jewellery to total gold jewellery and the parts, the drivers 

within are fairly copy book and nothing fancy about it and just shear, you know, common 

sense, systematic approach to the range width, range depth and then expanding that from 

store to store and presentation zone inside the store, more hub stores, more training of the 

key people involved in selling and the cultures of the communities and more branding, 

more marketing and so on and so it is just a whole enveloping way of getting better, 

smarter, deeper into the segment of wedding.  Similarly on high value diamond jewellery 

and if I were just too sort of reflect back to what I started about the 2.5x of the Central 

Board Of Direct Taxes which is the 10 lakhs to 15 lakhs annual income segment growing 

2.5 x, by and large the same period provides a very good opportunity because diamond 

jewellery is one of the most aspirational categories across lifestyle categories and one of 

the first things growing affluent class buys into is either diamond jewellery or solitaire 

piece, solitaire necklace or some or less solitaire product and therefore this opportunity 

from the economy side and the direction the Titan Company has put together sort of well 

aligned and again lot of stock width and depth for example the gardens of paradise, the 

Mayura collection and Bespoke collection that I sort of breezed through with and all the 



three of them, The Gardens of Paradise is in the 3 lakhs to 8 lakh, 10 lakh range, Bespoke 

is in the 10-20 and the Mayura Collection is more like a cocktail line which is low ticket 

but from a product point of view pretty expensive, winning 3 lakh and 4 lakh pair of ear 

rings is actually an expensive pair of ear rings whereas a 3 lakhs necklace is bought more 

by the upper middle class. 

 

A 3 lakhs, 4 lakhs pair of ear rings or a stud is bought by the more affluent class and so 

combination of, you know, lines like this to push this exhibitions in Five Star Hotels 

where we can put together may be 70-80 crores of stock and may be 1000 pieces of 

various kinds of, you know, jewellery as exciting stuff to make a huge impression 

because we need a certain leapfrogging in terms of impressions that we make on these 

segments because traditionally Tanishq has not been really associated with, you know, 

high value and therefore. 

 

 

 


