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Continuation……Speaker 5: (Mr. C. K. Venkataraman – Chief Executive Officer - 

Jewellery) 

 

To leapfrog, we need to do things like this, a lot of marketing, you know, investment of 

course.  The Solitaire business has done very well for us and we, you know, plan to make 

that the whole emotional side of the Solitaire business as opposed to the investment side 

of the Solitaire business.  Middle India and we were just talking about the number of 

constituencies in India, 500+, and truly even you know it was good that we spoke like 

that, even in my mind, you know, why can’t we have at least one store per you know 

Member of Parliament, I mean not in that sense, but connected with the constituency 

because it is a 20 lakh kind of population and 20 lakh is a very large population and 

certainly from a 10-year point of view, I am 100% sure that will happen, but from a 5-

year point of view, the constituency angle, because there are many constituencies which 

are poor, in Orissa, Bihar, you know, may be parts of MP and all that and therefore it will 

take a little while for us to reach there, but certainly we are looking at 400 stores by FY-

23 in 250 towns and even last year, the experience has been, you know, very, very good 

and as we start hearing unknown names in our distribution plan, that is when it strikes it 

that we are really, you know, going places, we are opening stores and you know, we 

already opened stores in Rudrapur, we are going to Jaunpur, Faizabad, Azamgarh, 

Kishangarh, Angul, Krishnagiri, the names are, you know, alien to most of us including 

to people, you know, in Sales and Marketing who have been there, done that if you will, 

but these names are strange names and you go there, I mean,  I have been to many of 

these places myself and the opportunity is very large. The Tanishq name has got a big 

pull, the Tata name of course really rocks there. 

 

The nature of competition is in a way muted because there is no national well known 

other brand in such a town and therefore we hit the ground running, the opportunity for 

diamond jewellery sale is also pretty good, you know, we could end up doing a 25-30% 

diamond jewellery in a place like, you know, Rudrapur which is not at all bad which is 

the average for the brand almost.  The potential franchisee interest is very large now, 

even more so, multiple reasons, one is the brand itself.  The performance of Tanishq in 

the last two years has been very good and everybody is realizing that, you know, the 

trajectory has changed compared to the earlier three years, that is very important.  

Therefore, I can make good money in this business is one point.  The second is all the bad 

news about the typical opportunistic jeweller is making Tanishq shine even more and 

therefore people are starting to see a consolidation happening in the favor of Tanishq and 

therefore there is a tailwind effect which is coming in that.  So both these put together, 

you know, potential, you know and the prestige that comes with the franchise of a 

Tanishq is frankly unmatched, unmatchable by any other franchise because of the size, 

the nature of the category, the ticket size is very operate and the kinds of customers you 

deal with.  You actually become a big person in society of that town and therefore all 

these reasons, you know and it is actually a exquisitely beautiful category to be 

associated with. 



 

So from multiple ways the interest in franchise, the Tanishq franchise, is like exploded, 

so that is on the one hand and on the other we have started working much better together 

within the Company in terms of the execution part of, you know, property identification 

to opening the store and so both these are you know increasing our performance on this 

and we are going to be looking at doubling, pretty close to doubling, our number of stores 

and the area for FY-19 compared to FY-18 and the kind of momentum will certainly take 

us to the 400 mark by FY-23 and 250 towns. 

 

The Gold Exchange, you know, we used to, we started with our own jewellery 

exchanging which is of course is there, and over the last few years, the exchange of the 

other jewellery has also been rising and in fact in the last two years risen faster and 

approximately 40% was what it contributed to 40% of our total sales in FY-18 and we are 

looking at this going up to the ballpark of 50% in FY-23 and may be by a couple of 

percentage points in FY-19 as well and we modified our exchange policy in middle of 

2016 like I said and significantly improved it starting couple of months back.  The 

response has been very, very positive and we have given a very powerful weapon to our 

more than 6000-7000 sales staff, we have not really marketed it, because their early wins 

are sitting in the large stock pile of old gold that our current customers have and we have 

been able to push up ticket sizes and make women, couples, families buy much more than 

they earlier originally intended to because obviously the old jewellery that was sitting in 

their lockers gathering a little bit of dust could well be converted to very, very 

contemporary, exciting in a Tanishq jewellery at a very good value and exceptionally 

transparent process in which they could trust.  So the systematic push in the stores has, 

you know, actually given us this thing. 

 

The market share program, we have identified between 15 and 20 cities across the 

country where the share of Tanishq is relatively lower compared to the better performing 

cities and we are targeting a doubling of share there as well except from a lower base of 4 

to 8 and through a combination of low ticket entry products, what are called key value 

indicators which are low in terms of grammage and therefore for the price points as well 

as in making charges when the early wins in terms of new customer acquisition when 

they walk in, they get a sense of comfort that, yes we can buy into Tanishq and Tanishq is 

there also for us, both in terms of price point and pricing and one of the reasons why we 

are weak in these markets is because of, you know, the brand pull being low and 

therefore we need to connect much more with the Bengali, with the Maharashtrian in 

Pune and parts of upcountry Maharashtra, with the Tamilian in Coimbatore, with the 

Maharashtrian in Thane and so on.  There are parts of Bombay where we are weak, there 

are parts of Bangalore where we are weak and so on and so this program takes into the 

account the nuances at that level of localization and is building a program to significantly 

improve our performance in these markets. A lot of marketing money behind the local 

connect disproportionate to the sales share of those markets is another driver of that. 

 

Other growth drivers, the Mia brand which is targeting the young women, 750 crore is 

our view for FY-23.  Aveer is a line of jewellery we have sort of formally launched for 

men, contemporary jewellery for men, actually our sales to the men’s segment is pretty 



large as it is, it is in the 1200 to 1300 ballpark, it is nearly 7% to 8% of the total sales of 

Tanishq, but that is more traditional jewellery for men who were already enamored with 

jewellery, but Aveer is a contemporary line and 500 crores of that we are targeting and 

we have a very ambitious plan for Zoya and how successful we are in FY-19 will sort of 

reconfirm to us about the 500 crores. 

 

Coming to Carat Lane, Carat Lane is doing a brisk, you know, business.  We are looking 

in the ballpark of just under 2000 crores of consumer price with a very, very wide and 

deep store network and a combination of, of course Omni in every which way and in the 

ballpark of 5% a EBIT and 20% ROCE and we are, you know, gunning for an EBITDA 

breakeven in FY-19 and our ability to actually deliver that will determine the trajectory 

for the next five years. 

 

Broadly the factors in our favour and why we feel, you know, confidant, very strong 

brands starting with Tanishq of course, Mia is becoming stronger , the customers of Zoya 

really swear by Zoya, but our challenge has been actually building a luxury business 

which is of a certain size, but the makings of that, the proposition is very, very strong and 

you know whoever buys Zoya, you know, actually feels that Zoya is there, you know, 

The Fifth Avenue, Shanzelize kind of reference that I was giving is not just from the 

company’s point of view, many customers speak in the same terms and therefore the 

challenge is actually to get more and more people to come into the store.  The 

environment like I said from the customer’s side, I am saying the economy side, from the 

competitive advantage side and from the regulation side, you know, we feel as we speak 

certainly in the next one year, 18 months is favorable; because of the overall prosperity in 

the last couple of years, we have delighted set of franchisees, when the partners who have 

seen business really explode and our philosophy of multiple stakeholders relations, you 

know, is paying dividends all the time.  The Titan company ecosystem is frankly the 

largest family run, not run, family business run professionally in a way because everyone 

in the Titan Ecosystem feels that they are actually part of a very large family and the 

relationships are very, very deeply personnel and very professional and that combination 

is a very powerful combination. 

 

Over the last, I would say, 10-12 quarters, the teams within the divisions have risen and 

risen in terms of collaboration.  People have, you know, thrown tough feelings totally 

outside and you know learned to work for the single common purpose of the division and  

in every meeting there is a buzz which is all about the common purpose and that is a big 

thing that going forward and very critically, you know the best in class talent that we 

have and particularly with reference to the jewellery industry, this is the toughest thing 

for any competitor to actually beat.  It will take a long while for the owners of any of the 

other national jewellery chains to step back in the roles as owners and actually give total 

freedom to management and I am sure it is not impossible for something like that to 

happen sometime, but it is going to take a good while because you need a pretty good 

width and depth of that management, of the kind of quality of people that we have for 

them to come in another company and to give us a fight.  The last thing is, you know, 

what Bhaskar spoke about the whole culture change that we have gone through and one 



of the things that, you know, became really, really aligned with was an obsession with 

results. 

 

We realized and we felt that some of the interventions that happened four years back, we 

let those interventions sort of swamp us and we did not rise above those challenges to 

actually overcome them, we could have we felt and therefore that introspection, that 

reflection made us totally committed to results come what may and of course in the right 

way of the Titan Company and therefore that obsession has led to a series of behaviors of 

you going into a huddle every month, looking at the results, looking at changing our 

tactics even while being aligned with the strategic direction and delivering results month 

after month.  So all these give us confidence on our FY-23 2.5x and we hope to come 

back here same time or similar time next year to talk about what happened in FY-19. 

 

Thank you very much. 

 

 

Q&A (Question and Answer) Session 

 

 

Bhaskar Bhat: 

Into the Q&A, I would like to introduce some of my colleagues here, there is Mithun, 

may be, you can stand up, Mithun, the Founder of Carat Lane and the entrepreneur,  there 

is Suparna, Chief Marketing Officer of Watches and Accessories, there is Saumen 

Bhaumik, who heads of Sales and Retail in the Watches Division and Sanjay Ranawade, 

heads Manufacturing ISCM for Jewellery, then there is Krati of course and Pulkit is 

there. 

 

Abnish: 

Sir, this is Abnish here from Edelweiss.  My first question is on the Eyewear business, 

you spoke on the negative price perception.  When I see your watch business, you have 

Sonata which is the second brand.  Similarly in jewellery, you tried Gold Plus, so in this 

business also do you need to have a second brand in this at the lower end, because it will 

lead to cannibalisation if you don’t do that.  In terms of quality, how will the 1000 rupees 

and 2000 rupees be and secondly why do it so late. Shouldn’t you have done this much 

earlier? You are known as a player who also focuses on the lower end and Carat Lane has 

reinvented your E-commerce in the Eyewear business, how does your business compare 

with Lenskart based on whatever data is available? 

 

 

Ronnie Talati: 
There were many questions over there and so I will try and answer them one by one.  

Why hadn’t we thought of this earlier, the price value equation, actually we had thought 

of it earlier, there was a point few years back where we actually lowered prices and we 

saw exponential growth and then these prices have tended to float up again and we found 

that probably it had gone too far in this effort to up-sell and so on and to get actually 

value for the business and increased margins and so on, because of that probably lost a lot 



of customers and we thought it is time to recalibrate again; so that is about the price value 

equation.  As regards another brand, we are pretty sure that we will have only one brand 

as a retail chain which will be Titan Eyeplus, but within the Titan Eyeplus stores, have 

multiple brands and products that will cater to different segments and one of those 

segments will be the low priced segment.  As far as Lenskart is concerned, I think they 

are playing their own game and we will continue to play our game, which is one of 

expertise and giving the best customer service.  With our Omni-channel we are not trying 

to be an online player, as I said in my presentation, our Omni-channel is there for driving 

people to our Brick and Mortar stores and we are not trying to take them on at their game.  

They have their root and we have our root, basically that is it. 

 

Abnish: 

Two follow-ups here, so in FY-19, how do you see margins in Eyewear because you said 

ad spend will be disproportionately high and second obviously in 1000 and 2000, the 

margins will be lower, and will most of this 1000 and 2000 be towards frame distribution 

to trade, will it much more index towards trade? 

 

Ronnie Talati: 
No, so the way I explained it in my presentation was that we are not planning to bring 

down prices and therefore impact our margins.  We are planning to actually bring in 

products at lower prices and these lower prices don’t necessarily mean lower margins, 

they will be very competitive margins and so we don’t see significant drop in margins, 

however in the overall PBT margin there may be a drop, because we are planning to 

invest significantly in advertising, which is what I again mentioned in my presentation. 

 

Bhaskar Bhat: 

I think at this point, I just want to clarify one more thing, comparing with watches and 

jewellery, there is a slight difference and here is what I want to tell you.  This business is 

not about the product brand, the fundamental is the service, that is, it is the service for eye 

correction, therefore when people walk-in, what they appreciate is the quality of your, 

you know, the eye testing and the loyalty of that family to come back to that store is what 

you are counting on.  Now, when you discover that the pricing is 5000 or 7000, whatever 

for the solution that you have, is when you are reluctant to come back.  So what Ronnie is 

saying is, by populating that store with lower priced options, you are not dropping the 

price, you are getting the same family and may be more families to come back and so 

unlike the point you stocked, I think watches with Titan and Sonata and may be Tanishq 

and Gold Plus, there is a small difference and so that this Titan Eyeplus being the 

destination to go to is sitting in that great expertise, optical expertise and a width of 

products, but within my price, you know, budget is what he is trying to re-establish. 

 

Abnish: 

My second and last question is on the E-commerce, overall ecosystem…. 

 

S. Subramaniam: 

Abnish, just for the records, since we are recording this as well and we will give 

transcript.  You just give the name of the person who is asking the question. 



  

Abnish: 

Sir, my second question is on the overall ecosystem of E-commerce, last year has been 

very good for watch business.  If you could speak on the profitability in that business also 

and pose this Walmart taking over Flipkart, do you expect discounting medium long-term 

to come down and that is good for your different businesses? 

 

Ravi Kant: 

In terms of profitability, I will not share the exact number, but I can tell you that it is one 

of the most profitable channels, primarily because the margins and the payouts are much 

lower than in other channels.   As far as what will happen when Walmart takes over, I 

don’t think discounting will go up because it will come down and over the last couple of 

years if you see, discounting is really controlled.  So each of the players, the market place 

players are now beginning to focus on their profitability and trying to reach numbers 

which makes sense, because they have burnt enough in the past.  So all of them are trying 

to, you know, kind of curate their merchandize, their offering where they can make some 

money and reduce the discounting.  So they have also been cutting out a whole lot of 

players and people and suppliers who are not making sense anymore and wanting to deal 

with more brands; because we work very closely with all of them and all of them want to 

work with brands and want to sell more brands which you know where is a consumer 

pull. 

 

Abnish: 

But sir, currently we do see a lot of discounting whenever there is sale season.  Today 

also Flipkart and Amazon both have started, we do see a lot of discounting on your 

products and is there is a parity of pricing on physical and E-commerce currently largely? 

 

Ravi Kant: 

There is to a large extent, like I said over the last couple of years, we have been able to 

control the discounting on the E-commerce channel and so whenever, right now if you 

see between 13
th

 and 16
th 

May they are doing equivalent of second round of Big Billion 

Day, there is a discount there and there is a discount that the consumer will get for these 

two days or three days even in our trade as well as retail channels.  So we try and ensure 

that consumers will get similar prices across all channels and there is no rampant 

discounting.  So every discount offer that comes up even on the E-commerce channel is 

planned and discussed with this.  They don’t do rampant discounting as they used to do it 

earlier. 

 

Bhaskar Bhat: 

Just to give you confidence on this subject, three years or four years back, we had a 

significant problem.  Now, the point about control that Ravi spoke about between 

Saumen and Ravi and his own team, they have been able to get a hang of this and usme 

lagam laga diya hai, lekin the nature of the beast is like that, okay, so that is how they 

are able to attract, but today what we are able to achieve is a partnership approach rather 

than a dominance, you know kind of, for them, watch category is an important category 



because this is highly profitable for them as well and they need brands.  So, I think it is a 

good partnership, but we have to be careful that is a good way to deal with them. 

 

Agnish: 

Thank you sir. 

 

Atul Mehra: 

This is Atul Mehra from Motilal Oswal Asset Management Ltd.  I have a question for 

Mr. Venkat to do with the jewellery business.  Sir, what we find is, when we do on-

ground checks for our products versus competition, even today  what we find is, I looked 

up engagement ring, Solitaire ring, so when we look up the price for that particular ring 

with say a De Beers dealer or a Rapaport pricing or some unorganized players and even if 

you get a GIA certified certificate for that diamond, the mark-up for our product is to the 

extent of 3x.  So that is one major thing that came to my notice.  In that context, when we 

are aspiring to go towards the higher value segment of the Indian consumer, be it 

wedding or be it higher studded jewellery and India being a more value consciousness 

market by very nature, so how do we see for us success in the higher value segments 

given that the price conscious nature of the Indian consumer will be even more deterrent 

at the higher value price points? 

 

C. K. Venkataraman: 

If I were to distinguish diamonds from Solitaires, what you are saying is an aspect in 

Solitaires and particularly of certain larger sizes, but what is also not known is the actual 

specifications of that GIA Solitaire for instance versus the specifications of a Tanishq 

Solitaire.  Tanishq Solitaire has got so much more superiority from an overall 

performance, light performance point of view and we find that when we actually 

demonstrate that and we are getting better and better with the demonstration also through, 

you know, more vivid techniques using technology and all that, but when we speak about 

it and we demonstrate the actual superiority, the resistance will start falling down and the 

final evidence is actually the actual growth that we are getting in Solitaires as well.  So if 

that was a real issue, then the Solitaire’s performance won’t be like what it is.  So the key 

thing is that the emotional reason for buying a Solitaire and that is where we are playing 

as opposed to the typical rational reason for buying a Solitaire is like buying a gold 

biscuit.  You buy a 5-lakh or 10-lakh Solitaire in a way to park your money, so wherever 

the motivation is like that, obviously the price becomes the strongest reason for the 

customer and our competitive advantage reduces, but wherever the reason is celebration 

of a relationship and therefore emotional in its grounding, then we find that reason is less 

and we have also all the time keep comparing ourselves with the relevant competitors in 

terms of the actual price premium and keep correcting us wherever required. 

 

Atul Mehra: 

Secondly in terms of whenever we look at the jewellery industry globally, the very nature 

of the industry is that of fragmentation, even leaders overseas that we find, the likes of 

Tiffany and all would have a 5%, 7% market share.  When you aspire yourself to be 

about 10% market share in five years time, beyond that do you think there is any room, 

say, for the next decade or two to grow market share even further because the nature of 



the beast is that, the nature of the industry being fragmentation and we have seen that 

globally not being beyond 5-7% for any major player and so.. 

 

C. K. Venkataraman: 

My answer to that would be that if I were to compare with, let us say the American 

jewellery market, while you know, there are 4 or 5, let us say, big companies including 

Tiffany, each may be having a large single digit or medium single digit kind of share, the 

overall let us say the competitive advantage, the difference between the five may not be 

significant, because many of them, almost all of them are corporates and they are listed 

companies, having the same kind of talent and other aspects of competitive advantage 

which are different, but not that dissimilar, whereas the Indian market is not yet evolved 

to that and if we keep up our pace, both the role of jewellery in Indians’ lives, because 

finally the store of value aspect of jewellery in India is not going to go away even when 

the adornment thing is going up, because it is a store of value and therefore the Tata name 

and what it means, it is far ahead of any other name in this country and so it is not 

impossible for us to dream of a different situation here and therefore in FY-23, for us to 

look at 15% market share let us say about FY-28 or whatever, it may not be out of place, 

but right now it is academic and but this is how I would theorize about it. 

 

Mr. Bhaskar Bhat: 

Adding to what Venkat said, you know, he spoke about adornment and that is the 

journey.  So fragmentation is also segmentation, you know, so the way to go is, he spoke 

about several brands, now today Tanishq is the one big brand in out stable.  Ten years 

from now, it may not be, certainly won’t be only Tanishq, so the growing of these 

segments is what gives you market share.  We have seen that in watches, but watches 

started that journey many, many years ago.  If you take luxury, Swatch group, LVMH, 

Richemont, they have all grown their share by acquiring brands.  So they have acquired 

customer segments through the brands, so you know the dominance does not have to be 

through a single brand, I guess, several segments that you can appeal to and so Mia will 

grow, Carat Lane will grow and that is the way to achieve the 10% plus. 

 

Milind Karmarkar: 

Hi, this is Milind Karmarkar from Dalal & Broacha's Research Department.  I had two 

questions, one was that I just wanted to know, post demonetization, has the proportion of 

gold exchange gone up, that was my first question.  Second was that, in the Sarees 

business, are we are going to restrict, I know, it is very early, but are we going to restrict 

ourselves only to Sarees or we plan to move to other attire like Lehengas as well. 

 

Sandeep Kulhalli: 

The first question on exchange, I guess, it was clear that post demonetization there was a 

cash shortage in the market in that sense and number two, some change on exchange 

itself by nature of the animal, earlier the exchange was done largely in the South where 

gold was a commodity consideration, whereas in North and West there was status, the 

ego was associated with jewellery.  So both changes have happened post demonetisation 

to a larger extent, when more consumers are more open, practical to exchanging 



jewellery purely because there have been shortage of cash in the system and therefore the 

share of exchange last year onwards have shown a disproportionate jump. 

 

Ajoy Chawla: 

Hi, this is Ajoy Chawla, for many of you who I have not met.  Regarding the sarees 

business, the question you have asked, Taneira, the brand and the business has been 

conceived keeping in mind Indian women and their dress wear needs.  So the anchoring 

of this category is in sarees, it is a 5000 year old category and so I guess it is a very 

strong and deep tradition, but really speaking if you were to paint the opportunity, it is 

special occasion wear and in the special occasion wear, sarees account for about 60-70% 

of this category and hence we have started there.  Having said that, even at this stage, in 

our pilot stores and in a few of the other formats that we will be launching, we have a 

presence of Lehengas, we have a presence, of course, blouses, dress material in yardage, 

which is complementing the current offering.  So, hopefully in future, we should be able 

to do a lot more.  Within these stores, we are also offering customized fitting and 

therefore we have the capability of being able to offer a whole package of solutions. 

 

Milind Karmarkar: 

Thank you. 

 

Aviya: 

Hai, this is Aviya from IIFL.  Sir, in the jewellery business, you have performed really 

well in this year and you highlighted towards a large number of tailwinds which should 

help your growth, you know, going forward, but what is missing which we saw in the last 

analysts’ meet is a guidance on the likely growth in FY-19, if I may say.  Are there any 

uncertainties that you believe are making it difficult for you give this guidance or what 

exactly is the reason? 

 

C. K. Venkataraman: 

No.  We reserved it for the Question and Answer Session.  We look at 25% growth for 

FY-19. 

 

Aviya: 

OK. The second question was that you know in the conference call that you had, you 

indicated clearly that in jewellery margins, you were quite clear about how you are 

looking at it, but in the analyst presentation today in the eyewear as well as in the watches 

segment, in the eyewear whether it is in the marketing spends and even in the watches, a 

brand revamp that you are talking about; so are there going to be margin pressures in 

these two segments as how we should look at this? 

 

S. Subramaniam: 

No.  I don’t see any margin pressure in the watch business.  It is a continuation of what 

we have done in the last two years, the re-crafting strategy.  As far as the Eyewear 

business is concerned, yes, that is the theme we are looking at investing 

disproportionately this year.  We did that, if you remember we did that with the watch 

division two years back, that is exactly what we are planning to do with the Eyewear 



Division this year.  So we will be investing disproportionately, to that extent there will be 

a margin depletion this year. 

 

Aviya: 

Okay sir.  Thank you. 

 

Vivek: 

Hi, this is Vivek from CLSA here. 

 

First question on, I have few basic questions on gold exchange.  So one as the proportion 

of gold exchange increases, would there be an impact on capital, because, you know, as 

you move from let us say gold on lease to more exchange by let us say 50% by 20-23, 

would there be, you know, from asset turn perspective, will there be a negative impact? 

 

S. Subramaniam: 

There is no impact on asset turn because of this.  The way we monitor is looking at the 

gross inventory that we have.  We look at our turns.  Okay.  For the current year, even 

though we are at 40% exchange now, right, the contribution of sales and for that matter 

purchases, it was around 20% may be two years back, so it has gone up substantially, but 

the asset turn in terms of inventory turn has been the same, so we have maintained that.  

What has changed is the complexion of our capital employed, our balance sheet and so, 

earlier if you had seen an increase of say 1000 crores in inventory that would have been 

matched possibly almost entirely with an increase in gold on loan.  That is not happening 

now, okay because this is like buying gold on spot.  As far as the economics is concerned, 

I think I have mentioned this earlier, buying gold on spot is marginally even better for the 

profit (PBT) than buying gold on loan, okay, marginally it is not a very big difference, 

but it still is.  So long as we were able to hedge ourselves outside, the way we have done 

it, we are selling dollar forward, we don’t have an issue with that.  So from the Profit and 

Loss Account perspective, we don’t see an issue, balance sheet is changing, but I think it 

is a better use of cash that we have.  We still are cash positive at the end of the last fiscal, 

after a significant shift in this thing.  I think that is going to continue.  The incremental 

increase from this 40% is going to be marginal a year on year, it cannot suddenly go up.  

So I think we have seen a significant correction this year and that is 17-18 and I don’t see 

that happening very sharply in the years to come, so cash generation will now start 

improving as well. 

 

C. K. Venkataraman: 

Just reaffirming that point, if you take FY-18, you know the share of exchange increased 

compared to FY-17, but we managed to deliver an EBIT growth which was rather in 

excess of the growth in the capital employed. He spoke on the asset turn side, while the 

asset turn was one aspect, the capital employed grew because of what you are saying, but 

the EBIT growth sort of eclipsed the capital employed growth so much that our ROCE 

actually jumped substantially.  Therefore, as long as we keep that in focus and we need to 

manage the rest of it. 



 

 

Bhaskar Bhat: 

Also from a regulatory perspective, I think this journey, in fact, we have conceived this 

long back, can we increase the gold exchange.  Should there be a regulatory intervention, 

you know, on curbing of gold imports, this at 50% de-risks us considerably compared to 

the 15 or 17 or 20% we were in about and so, you know, it is good for the country and it 

is good for us. 

 

Vivek: 

Sure, two more things, one Venkat when you say by 20-23, you expect a mid single digit 

kind of a growth in the industry, is there a possibility that industry actually does not see a 

growth like what is happening right now and from a regulatory perspective, if you know, 

Government continues to tighten and jewellers are let’s say more compliant, etc.,  is there 

a possibility that mid-single digit growth for the industry may not happen.  I am not 

talking about your number and just the industry numbers. 

 

C. K. Venkataraman: 

Very difficult to actually to comment on that, you know Vivek, because while on the one 

hand the government’s intervention is typically coming on the very high networth kind of 

segments, but with the explosion of the middle class, the intrinsic attractiveness of the 

category will also increase the consumption, so it may have an offsetting factor, but I 

would not be able to comment beyond that. 

 

Sandeep anything you would like to say from a five year point of view. 

 

Sandeep Kulhalli: 

It is more of a conversation we have with vendor partners who supply to various 

jewellers and there seem there will be minor shift, lot of small business are closing down 

and so that’s what we have been hearing about.  Quite a few jewellers in South India, one 

big guy has closed chain, Nathella Jewellery chain has closed down and so there are more 

such conversations that the market may have contacted a bit, it is largely from the smaller 

jewellers and the investment environment, money available for investing post 

demonetisation, there is some murmur around that space.  But the fact is that industry has 

not grown in the last year and this year also so is, that is the feeling one gets on the 

market. 

 

Bhaskar Bhat: 

I think one more angle to what they both said, I think we have always maintained that the 

Indian women’s thirst or hunger for gold and adornment is still at a very high level and 

that is not going to go away easily and we play to that instinct very clearly through the 

branding of Tanishq and so on and not just us, I think, you know, the imports are still 

very high, we are still at the 700 tonne space, some migration will happen,  I mean we 

have enough and more stores, enough and more jewellers, some will close, but the 

migration of customers from the small to the big will happen, so it may be marginal.  The 

most important of the industry is the consumer, I mean in watches that was the significant 



concern, you know with the advent of the Smart Watch, will the regular watch, you 

know, whereas here that is not an issue I feel. 

 

Vivek: 

Sure.  The reason of asking this was that when you say 2-1/2 times revenue, in a 

declining industry if that were to happen, is it like 10% market share the key focus or is it 

2-1/2 times revenue that is the key focus? 

 

C. K. Venkataraman: 

What do you think, that would be a calculation Vivek, frankly. 

 

Vivek: 

I am looking forward to 2-1/2 times. 

 

Bhaskar Bhat: 

We don’t want to be Andho Mein Kana Raja. 

 

C. K. Venkataraman: 

Actually the larger issue is, a 2.5x in a declining industry would be a challenge.  That is 

how I would see it rather than it resulting in 14% market share instead of 10%.  It will be 

challenge. 

 

 

Vivek: 

Sure.  My last question on watches, we have seen a big migration let us say in jewellery 

industry where you have gained share and watches also there is a big unorganized sector 

which in the last Analyst’s meet and before that also you have talked about, but this time, 

you have not spoken much about, you know, move from unorganized to organized, so 

any thoughts on that will be useful, particularly after you know in the context of GST roll 

out etc.  Thank You. 

 

Ravi Kant: 

Yes.  We are tracking that pretty closely, see in the first few months after introduction of 

GST, we saw some reduction in the presence of these brands, but slowly they seem to be 

finding their way back and they are in terms of share of presence in stores in small towns, 

they seem to be back.  So let’s see how it goes, but I think for Sonata brand, it will 

certainly play out well, I was talking about in my presentation, fairly aggressive and 

ambitious plans that we have for Sonata, so it will certainly help.  But as of now, they 

seem to be finding their way back and I don’t know how they are doing it.  

 

Bhaskar Bhat: 

But not at the high end; the answer to your question, in luxury, it is a steep decline.  At 

one time, we were cheaper than Dubai even after demonetization, and today the luxury 

retailers are badly hit.  So yes, at the top there is, but consumers are buying overseas. 

 

Rakesh Jhunjunwala: 



I have a question.  In this 2.5 times growth in jewellery, what is the kind of network 

expansion you have envisaged? 

 

C. K. Venkataraman: 

2.5 x ka network? 

 

Rakesh Jhunjunwala: 

You have 255 shops on 31
st
 March. 

 

C. K. Venkataraman: 

400 stores. 

 

Rakesh Jhunjunwala: 

Don’t you think there is a little potentiality for stores should be much more? 

 

C. K. Venkataraman: 

It is more a direction Rakesh. 

 

Rakesh Jhunjunwala: 

It could be more also? 

 

C. K. Venkataraman: 

This year we are actually targeting 45, isn’t it Sandeep. 

 

Rakesh Jhunjunwala: 

Four years you will open 25 stores only every year. 

 

C. K. Venkataraman: 

No. 

 

Rakesh Jhunjunwala: 

That’s seems very small. 

 

Rakesh Jhunjunwala: 

If you open 45 you will be 300 at the end of FY-19. 

 

C. K. Venkataraman: 

Right. 

 

Rakesh Jhunjunwala: 

Four years, I don’t know, unless that is 25 stores a year. 

 

C. K. Venkataraman: 

So you are right, I mean if we end up doing 40 and it looks like we will end up doing 40 

and that ambition will be lifted, but it is more you know a scale, these are all individual 

levers which finally lead to the 2.5. 



 

Rakesh Jhunjunwala: 

I think your seventh figure in your opportunity has to be network expansion, because you 

see, this is the industry in which everybody can’t invest, it requests a huge investment, so 

if you have the ability to invest and increase the network, your ability to grow is much 

more and your cost of capital is the lowest because you use your own capital. 

 

C. K. Venkataraman: 

I understand, I am only saying that the more relevant, you know, aspect of that is the 

current manifestation of that ambition and that is very ambitious which is 40+stores and 

so obviously if that sort of translates, we will be at 450 or something may be minimum. 

 

Rakesh Jhunjunwala: 

That could take up your turnover also. 

 

C. K. Venkataraman: 

Correct. 

 

Bhaskar Bhat: 

Also Rakesh, I think the important point he made is, 250 stores in 150 towns, 150+stores 

in another 100 towns and I think the 100 is as important as the 150 addition.  So these are 

unrepresented geography and he talked about Pantnagar, I mean, Rudrapur, hitting the 

ground running at 25-40 crores is what we are seeing as traction, because the brand is 

known in more places than where it is present.  It could well be 200 stores. 

 

Rakesh Jhunjunwala: 

If I could go there, I think there is potentiality for 500 stores. 

 

Another question is, this according to me, the exchange in purchase scheme has given a 

big push to the customer to come to us, but earlier we were having some margins when 

we were purchasing and now we are having a name margin in the purchase, but we do get 

some margin. 

 

C. K. Venkataraman: 

No.  In fact there is a small cost we incur now. 

 

Rakesh Jhunjunwala: 

In buying. 

 

C. K. Venkataraman: 

In buying. 

 

Rakesh Jhunjunwala: 

Won’t you feel that the selling gives you much more margin. 

 

C. K. Venkataraman: 



Yes.  The ticket size increases that we get and the new customer acquisition that we get, 

both these certainly compensate and finally we are looking at total cost of a customer 

acquisition and this is going to role in that. 

 

Rakesh Jhunjunwala: 

While you were talking, you said you are going to sell this Teal business, Automation 

business.  What happened to that? 

 

Bhaskar Bhat: 

As I said, that whole business does not belong in Titan, that is true and that effort is going 

on, it will take a little while, I think the group anyway is making a big foray into 

aerospace and defense, the Tata Group and yes, it is work in process, but we want to 

make sure to all the investors, we want to make sure when I said, you know, showed 

those few slides, it is very attractive business for an acquirer, so we must realize value, 

number 2, it must be parked in a place where our employees are fairly treated and that is 

the second bit. 

 

Rakesh Jhunjunwala: 

Tata Group is the best place then. 

 

C. K. Venkataraman: 

Yes. 

 

Rakesh Jhunjunwala: 

Best place.  I have a question for the watch division also. 

 

S. Subramaniam: 

I just wanted to say one thing on Teal okay.  Contrary to what you may be thinking, it is 

actually very profitable, okay, this last year, we did 21 crores of profit on a 240 crores of 

revenue, so it is profitable, so there is no problem with that. 

 

Rakesh Jhunjunwala: 

No, but you only decided to sell, I have not decided. 

 

S. Subramanian: 

Yes, that is because it is not fitting and that is the reason. 

 

Rakesh Jhunjunwala: 

I am not saying you should sell, you all decided to sell and I think Tata Group… 

 

Bhaskar Bhat: 

We were influenced significantly by many people. 

 

Rakesh Jhunjunwala: 

Right.  I have another question for the watch division.  Sir, your margin last year was 273 

crores, before the losses were incurred in Favre Leuba.  Now you made a provision of 75 



crores, see the need to grow business is undoubted, but in a 273 crores of business to lose 

30% of your profits in trying to grow luxury business, I mean, I think there should be 

rethought there, at what kind of margins, what kind of losses I can incur in order to grow 

our future business and when you are incurring 30% of your margins, right, I think that is 

too high a loss and there has to be a re-think, of course you are the final authority and you 

and your Board will decide, but whatever opinion we investors have and whatever value 

they are, I feel we must express. 

 

S. Subaramaniam: 

Let me just give you a flavor of that.  I  think first week, we gave consolidated financials 

today, right. The moment I give consolidated financials, any loss which has been incurred 

in Favre Leuba is automatically recognized in our P&L and we don’t have that issues and 

so we all did is take the impairment in the standalone financials because of the rate 

growth not being what it was expected to be and that was the difference, right, but 

consolidated financials now are our primary financials that we are giving to all 

shareholders, right, along with standalone financials.  So, if you were to monitor there 

and then automatically the investment that we are making in Favre Leuba is captured in 

the P&L there. 

 

Rakesh Jhunjunwala: 

That is okay as a technicality.  The only thing I am saying is that in relation to the income 

that the watch division has, just because you have income in jewellery, does not mean 

that you can go on investing money.  It is my opinion and I have the right to be wrong 

and that I am saying the investment for the loss that you are making in Favre Leuba, first 

of all in relation to the profitability of watch division and the future prospects, I think it is 

disproportionate. 

 

Bhaskar Bhat: 

Rakesh the only answer I have is two opposites, one is we may differ on the nature of the 

opportunity and the scale of the opportunity.  Your opinion versus our opinion, but we 

are aligned on the valuation bit, which means obviously we won’t be spend thrift on this 

business, we will take it step-by-step and that much confidence you should have.  

Therefore the India focus which I spoke about in my presentation is what can deliver, but 

doing away with the view, going out of this room with a view on luxury saying luxury 

will never work out for us is perhaps wrong for this management, therefore I think we 

should wait out 12-18 months. I take your point totally that we can’t be impairing 30% in 

the watch business every year and that’s I think well understood.  We are not being 

defensive about it, we certainly want to explore, but we won’t be insensitive. 

 

Rakesh Jhunjunwala: 

That is all I want. 

 

Ravi Kant: 

The other thing that I would like to add Rakesh is that, you know last year was only the 

first complete year for Favre Leuba and just for your comfort, you know the amount of 

effort which has been put in by the Favre Leuba team there in terms of creating product 



which is very, very different and we spoke about the award that it has won, the Best 

Award, a New Brand Star Award last year, the response is very, very encouraging.  In a 

difficult market like Japan, it is really one of the fastest growing markets for us and so it 

takes time, you know, it is just one year and we were talking about Swiss exports coming 

down, the Swiss economies have been quite difficult, Swiss brands are not, it is a very 

difficult to re-launch a new brand, so this is an investment being made and as Bhaskar 

was saying what we are also going to be doing is, we should treat the first year as, you 

know, what we typically call a pilot year.  So we have seeded many new markets, we 

have introduced a whole lot of products and now that we have the response in each of the 

markets, it is easier for us to figure out which markets to focus on and so going forth 

forward, yes, things will improve.  We did just one complete year of operation and luxury 

business requires investment and I think we need to .. 

 

Ravi Kant: 

Yes. So you are right and I mean it is a decision we have taken that is the one end of the 

market where Titan is not present today and we would like to make our presence and it 

will take a while to make our presence felt, but at least make an entry and so this is our 

entry in that space.  We cannot be absent in that place. 

 

Bhaskar Bhat: 

Also the view we have taken very clearly is that the ambition is not to build a global 

brand, it is our global presence in Switzerland, Japan and one or two other markets is 

only to bring credibility to the Indian market place, as of now.  Whether we will build the 

brand five years from now for global presence, that is a different matter.  It will be India 

and the surroundings fundamentally and the global presence in Switzerland is only to 

give it credibility. 

 

Suraj: 

Good afternoon to all.  I am Suraj representing from Monga Investments, so first of all, 

congratulations to the management for such a great year and all the best of success for the 

financial year 19.  So my first question is regarding the 50,000 crore revenue target, so 

this 50,000 crores revenue target is UCP as we all know, by the end of 2023 we have to 

achieve this target, so what are we expecting in terms of net profit margin by the end of 

2023? 

 

S. Subramaniam: 

We don’t have a target as of now, this is an ambition as we call it, okay, so we will work 

out these details over a period of time and if appropriate we will share this, right. 

 

Ravi Kant: 

May be we should add, I don’t know whether you know, the 50,000 crores is an 

aspiration which has been built and has been aired by the employees and I do not think 

we have shared a complete plan block by block saying this is the whole .. 

 

Bhaskar Bhat: 



So it is just to give you a flavor of this, while I did say the promoter does not influence 

our strategy and it is the promoter’s ambition, the Chairman’s ambition that first 

articulate your aspiration and then build a structure and processes and strategy to achieve 

that.  So the articulation has come, that unique part about Titan, it has come from within 

the Company and not just eight of us here and so on, so now, the how is also in place, but 

the work is still in process as to what the financials will look like etc.  Obviously, we 

cannot be margin diluting and we cannot be ROCE diluting, it may happen in the middle 

years, but certainly it is business as usual plus and that is the only answer we can give 

you right now. 

 

Suraj: 

So my question was regarding like with the growing market share, there has to be some 

expansion in the margins as well and so just trying to ask the rough figure around that? 

 

Bhaskar Bhat: 

We haven’t done the work now.  The only new business is Taneira and may be Favre 

Leuba needs some investment and so all our businesses as they scale up margin has to go 

up. 

 

Suraj: 

Okay, second question is, in your presentation you mentioned that gold purchased under 

exchange programs has stabilized at the current level and as a result of which cash 

generation will improve significantly in the coming years.  Can you please quantify this 

statement? 

 

Bhaskar Bhat: 

Not stabilized, it is growing know? 

 

C, K. Venkataraman: 

40-50% is what I said in my presentation and that in a five-year time frame, the share of 

exchange will go from 40 to 50, so a couple of percentage points a year. 

 

S. Subramaniam: 

What I was trying to explain was that the big jump from 20 to 40 has happened, okay, 

now it will be one or two percentage points every year and therefore the cash generation 

will be higher. 

 

Suraj: 

Okay, third question is regarding the integrated store in Hyderabad which recently 

opened.  So just wanted to know how is the store performing? 

 

Bhaskar Bhat: 

Well, I must tell you, the idea was not integrated store, the idea was brand store, they are 

all brand stores, the space happened to be large and it is still brand store.  There is no 

different name and it is not Planet Fashion or Arvind Store and so on, it is still Tanishq, 

World of Titan and Eyeplus. 



 

Ravi Kant: 

Like all of us, this time the stores are standing shoulder-to-shoulder. 

 

Suraj: 

So all the products will be available under one roof. 

 

Bhaskar Bhat: 

It is not on roof at all. 

 

C. K. Venkataraman: 

They happen to be next to each other.  It is not a strategy of new format 

 

Suraj: 

Where is it located? 

 

C. K. Venkataraman: 

Banjara,  It already existed and we actually consolidated it.  So it is not a new strategy.  

No. 

 

Suraj: 

Just a quick suggestion like if we add a section of Taneira sarees with Tanishq stores, it 

might help in augmenting the sales of Wedding apparels along with Wedding Jewellery 

or vice versa. 

 

C. K. Venkataraman: 

Yes. Thank you for the suggestion. 

 

Suraj: 

Last question is regarding, sir since the management is doing well and we have a 

considerable amount of cash in hand, are we planning to return some portion of it to the 

shareholders in the form of higher dividend payout ratio or some buyback of shares? 

 

S. Subramaniam: 

We already announced a much higher dividend, it is there. 

 

Suraj: 

Sir, the management is executing these strategies well and the integrity standards and this 

is the last jinx in the puzzle.  So if we have to come at par with the best global companies 

of the world, I think we have to return some more portion. 

 

Bhaskar Bhat: 

Your point is valid, there is only one joker in this pack, the contribution of jewellery to 

the total sales and profits in the cash generation is very large.  I think Venkat referred to 

the regulatory possibilities that we need to retain, you know, we need to have a balance 



sheet of this kind, for few years more we cannot afford to, we did face significant 

problems - when was it, in 2013 - therefore there is a need and we have made a choice. 

 

Suraj: 

Thank you. 

 

Abhishek: 

Hi.  Abhishek here from Ambit Capital.  So two questions from my side, one is on the 

new cities, the slide carried 15+ cities where the market share is lower and we have a 

market share program to increase the market share.  Last year, this had 20+, is there any 

difference.  Why has the number come down 20 to 15 and question allied to that is that 

excluding these 15 or 20, whatever the number is today, what is our market share? 

 

C. K. Venkataraman: 

You have a very sharp memory Abhishek.  Actually it was not 20+ and it was I think 20 

and that 20 has become 17.  So 15 is more to sort of round off in the presentation and 15+ 

is actually 17 and this was after a careful consideration of the size of each of those 

markets and our competitor situation and all that.  So the share in these is about 4% 

today, these 17, and the rest would be may be 5-1/2 to 6%. 

 

Abhishek: 

5-1/2 to 6%. 

 

C. K. Venkataraman: 

Other than these, right? 

 

Abhishek: 

And those three cities we have achieved our target, is that why they are come off? 

 

C. K. Venkataraman: 

Sorry, which three cities. 

 

Abhishek: 

From 20 to 17. 

 

C. K. Venkataraman: 

No – No,  They just got reviewed down to 17.  20 became 17. 

   

Abhishek: 

Got reviewed to 17, okay.  We don’t see any scope to widen this or these are the only 17 

or 20 locations. 

 

C. K. Venkataraman: 

Not forever, I think I guess after FY 19 completion, I am sure we will further review. 

 

 



Sandeep Kulhalli: 

This has come from the opportunity, size of those towns in those geography in the states 

where the state was doing well, but these key towns based on the size of the opportunity 

compared, we have size to 2000 crore market and market share being so much and we 

have some guidelines on which these 20 towns were selected.  It happened a year before 

last and at that time, we had not grown to the extent that we have grown in the last two 

years that you saw in our performance, we have revived in the last two years time and 

therefore the direction, but last year and this year, there has been some progress and some 

towns have come back for various reasons may be the local market economy, whatever 

may be reasons and therefore these towns are being re-looked in that direction and these 

are little more long term, they are not short term, market share jumping kind of program 

because those consumers have to be impacted differently than it happened so many years 

and they are part of the same state where others are doing well, only these towns are not 

doing well.  Therefore it is a more focused town opportunity expansion that we are 

looking at and it is going to be a slow process and there we believe we are on that journey 

and last year was the first full year of operation where we saw a 1% movement of the 

market share in these towns and therefore we are in the right way and it will take some 

more time to actually make a big impact in terms of the output. 

 

 

 


