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Continuation…….  
 

Abhishek: 

My second question is on the FY-23 ambition, you mentioned that you want about 10 

million users or customers in jewellery, 10 million, and you are about say about 2 million 

right now and it is about 5x, our ambition from revenues is about 3x from where we are 

today? 

 

C. K. Venkataraman: 

Sorry. 

 

Abhishek: 

Our ambition for revenues about 3x from where we are today, around 3x and I am just 

saying about closer to 3x and it is just about 2.5 to 3.0 x and the point I am referring to 

here is that this implies a significant drop in ticket size and whereas what we are seeing in 

terms of what we have seen in the last two years is the share of Wedding and high-value, 

the ticket size go up and again in FY-19 and so on, possibly that should be the case.  

There seems to be a slight dichotomy there. 

 

C. K. Venkataraman: 

Sure, actually, if you remember that Bhaskar himself clarified when he spoke about that 

40,000 crores and 10 million for jewellery and that 10 million is more like an indicator 

thing because of the 15 million for the company and so actually, you can de-focus on the 

10 million and focus on the 40,000 crores because finally whether we achieve 10 million 

or 9 million, we will never know, whether we achieved 40,000 crores, we will always 

know and so that’s what finally we are here in a way about.  So if a huge, you know, 

jump happens may be we get into fashion jewellery who knows, two years from now and 

that 10 million may still happen and 40,000 crores may still happen and so let us worry 

less about the 10 million and we are focused clearly on the 40,000 crores. 

 

Abhishek: 

The core driver will be same store growth again.  How much of this are we still looking 

at the same store growth in this? 

 

C. K. Venkataraman: 

Substantially in the ______ of that, you know, now the new 20% for the next five years, I 

would think 12-13 because now we are starting to ramp up more, 12-13 would, so two-

thirds will still be same store. 

 

Abhishek: 

12-13 same store, so even let us say it is 8 million, 7 million, what was the number from 

2 million, the number of stores which you are targeted to add will imply that we need to 



have significantly more number of customers walking into our existing stores in terms of 

catering to new customers within the same location. 

 

C. K. Venkataraman: 

Actually I am not, the ticket size growth given our current strategy is the dichotomy that 

you are referring to any case, right, and so the minute you correct for the ticket size the 

numbers will dramatically follow.  May be 6 million and not 10 million, very less, 

because we are taking that part, year after year only and not 5-year at one time. 

 

Bhaskar Bhat: 

Abhishek, there is also CaratLane and Mia in this calculation, the online numbers could 

well grow significantly and don’t worry so much. 

 

Abhishek: 

10 million includes those two also. 

 

C. K. Venkataraman: 

Even then I understand but don’t worry about the 10 million, 40,000 crores is what we 

are looking at. 

 

Thank you. 

 

Amit: 

Hai!  This is Amit from Macquarie, my first question was just a clarification on your 

presentation on the jewellery segment, basically, the contribution from the Wedding 

jewellery and the high value diamond jewellery which you showed was 35% and 31% 

respectively and so. 

 

C. K. Venkataraman: 

A little closer. 

 

Amit: 

Okay, the contribution from the Wedding jewellery part, which you showed in the 

presentation was 35% and similarly high value diamond jewellery was 31%, this is what 

contribution you are talking about, I mean, to the overall because what we understand is 

both these segments together they contribute around one-third of the total jewellery. 

 

C. K. Venkataraman: 

Yeah! The Wedding Jewellery contribution is to the gold jewellery sales and the high-

value diamond jewellery contribution is to the diamond jewellery sales, and the ramp-up 

that I had showed was within those categories where they are about to 35 going to 50, so 

in a way, when you add them also it is to the total about third and so you are right that 

together they add to one-third of the total jeweler sales which is gold and diamond 

together and separately they contribute to by and large the same ratio of their respective 

categories. 

 



Amit: 

Clear, second question was on jewellery gross margin and you have indicated that for 

FY-19, you are expecting a flatter kind of trajectory, now when I see, most of the trend is 

definitely there on the premiumisation side and the high margin products are definitely 

contributing higher and higher, so is it the new Gold Exchange Program is the one which 

is kind of making you guide for a flatter gross margin trajectory. 

 

C. K. Venkataraman: 

Actually when we had our plan for FY-18, we expected the EBIT expansion to come 

essentially from the leverage in the business, but what did happen was that there were 

some opportunities for some price corrections, there were some, you know, low hanging 

fruit in terms of product mix enrichment, both of which happened and gave us a gross 

margin expansion as well because of which the EBIT really expanded.  So, on the call 

what I clarified was that the second part, which is the GM expansion, you know, we are 

depending far less in FY-19 and essentially depending on the sales leverage for the final 

EBIT expansion and therefore ______ that happened in FY-18 and let’s not depend on 

that for FY-19 and so that I am still holding that view because the opportunities for the 

product mix, we believe we have capitalized, but of course even if it happens even better. 

 

Amit: 

But there is some pressure coming from the new exchange policy right? 

 

C. K. Venkataraman: 

It is not so much because of the exchange, even though it will have some impact, but it is 

more from because finally there are price of Gold and the benefits that we enjoy, because 

of that, the hedging gains that come, the product mix, you know, something like a 

Padmavati which came and really lifted the higher making charge categories in FY-18, 

may not have the same impact in FY-19 and so on. 

 

Bhaskar Bhat: 
 Excuse me.  I will leave now, if you don’t mind, I am sorry, I have to catch a flight, so 

thank you very much. 

 

Is there any questions to me? 

 

Amit: 

I have one last question, if I may ask. 

 

Bhaskar Bhat:  
To me. 

 

Amit: 

So it is about the ownership strategy versus franchisee strategy under the new 

circumstances, see what has happened is that Exchange Gold has been very successful, 

Wedding has been on the very upward trajectory trend and when I look at, you know, the 

expansion which is happening over time has been largely through franchisees, even 400 



stores, I would assume, middle India focus would be all franchisees, but when we look at 

the strategy to capture value, is, is exploiting the existing large market which would tend 

to sell more to the consumer.  Now in this given context, won’t it be beneficial to actually 

capture more value through own stores than actually having to share spoils with 

franchisee a large deal and won’t there be still opportunity in existing markets to actually, 

you know, with this proposition, capture value more through on stores than actually go 

about squandering it? 

 

C. K. Venkataraman: 

So let me just deal with it in 2-3 steps. 

 

Bhaskar Bhat: 
I think you can answer that.  I will carry on.  They will continue, okay. 

 

Okay, I will start answering that question, see one fundamental advantage that a 

franchisee brings to the table,  Venkat talked about adding 100 towns, in the 100
th

 town, 

running your own store just does not make sense, because you have no control.  You have 

no local knowledge and so the franchisee brings not just money, he brings local 

reputation and local knowledge, which is the beauty of Titan Model.  They are aligned to 

the business and they are committed to the brand and so that apart from all the financials 

that Venkat may talk about is where you know it is all sitting, the franchise model. 

 

Thank you. 

 

Thanks Bhaskar. 

 

C. K. Venkataraman: 

So if I were to take Bombay first, Indore next, and let us say Ujjain third, for example, in 

terms of towns class, the more cosmopolitan a particular city is, it makes sense for us to 

go the company store route because there is no need to depend on the relationships that a 

businessman has built in his circle of high net-worth individuals to build the business 

because the nature of the cosmopolitan, you know, clientele, in a way the brand itself 

pulls, the minute you go to Indore, the relevance of the franchisee, particularly in the HNI 

network increases and as I go to Ujjain it is even more, so that was the point that Bhaskar 

was making.  From the operations and financial point of view, we are moving more and 

more to a stage where the final return on capital dispersion between the three channels is 

lower and lower, as we are moving towards.  For example, we measure our company 

stores from a franchisee L2 commission basis, is it delivering the returns, you know, am I 

meeting the entire network cost within the cost of the commission that I would have paid 

to the L2 and that’s how we measure and we are by and large there and the stock returns 

for the same, you know, sales level of stores, we try and keep it narrow dispersion, which 

means on the return on capital of an L3, L2, L1 are in the same ballpark, which means 

from a financial point of view, you are indifferent in some sense, but what is critical is 

when things go badly like it did in 2014, 2015, 2016 when the demand for whatever 

reason did not happen, the entire franchisee system picks up that problem on your behalf 

so the Opex and Capex light aspect of this division is how we are able to deliver the 



return on capital of such a high order, so we may be leaving some money on the table in 

good times, we would be leaving, but in bad times, we are not that badly off because they 

pick up that pressure, they pick up that disproportionate part of the problem. 

 

Amit: 

It is fair, but Venkat what percentage of Gold Exchange happen through own stores 

versus franchisee? What percentage of Gold Exchange? 

 

C. K. Venkataraman: 

Now it is no longer very, uniform.  It is a sort of well distributed because the opportunity 

for exchange is everywhere and so there is no distinction like that, I would say it is more 

to do with how well the network is now pushing that opportunity and so in the early 

stages may be there is some difference, but as it matures like Golden Harvest and if I 

were to see today, all stores are like after two years of real hardworking by, you know, 

Sandeep and team the dispersion is narrower, I am sure in Gold also exchange also it will 

be like that. 

 

Amit: 

If you take up the cost of buying Gold Exchange, does the cost gets split between you and 

franchisee or you take the burden and he gets to make the sale? 

 

C. K. Venkataraman: 

Burden in what sense? 

 

Amit: 

Exchange has a cost to you, you sell it, right and when you buy gold, I assume that he 

makes the sale and you offer a higher gold price to buy from. 

 

C. K. Venkataraman: 

But the ticket size improvement that he makes flows to you.  The gross margin from the 

ticket size improvement flows to you. 

 

Amit: 

So, you don’t lower his margin even it is. 

 

C. K. Venkataraman: 

No, because that sale is your sale even though he is just a channel. 

 

Amit: 

Fair enough, just one last thing is, two years ago you had mentioned the sizes of the 

industry of 250,000 crore, 210,000 crore, wedding was 1500 billion, so do you have any 

update for FY-18. 

 

C. K. Venkataraman: 

Honestly no Amit, it is very, very difficult to figure out that out, and so large, it does not 

matter what our share is and therefore let us move forward is the way I would look at it. 



 

Amit: 

Okay, cool. Thanks. 

 

Girish: 

Hai! This is Girish; the question is regarding non-jewellery business, specifically for the 

watches as you have done you created a brand, you have launched some products, then 

those products itself becomes a brand, you launched sub-category so are you not 

cannibalizing: 

a. The market. 

b. Are you not confusing the customer and does it get more shelf space in the retail 

which is not your own? 

 

Ravi Kant: 

Actually the segmentation approach has done just done exactly the opposite.  There is no 

question of cannibalization from the point of view that we have sharply defined the 

consumer segment each brand is targeting and so there is Sonata, there is Fastrack, there 

is Titan Brand, within that there are collections and the collections are in the fashion 

space, you know, like Purple that we have or Regalia which targets a certain set of 

customers, so it helps us to reach out to different consumer segments at different price 

points, so actually that is the best thing, this strategy has played out so well based on 

which we have over 50% market share and it has been difficult and so if look at it. 

 

Girish: 

You need more shelf space in retail like Shoppers Stop requires more shelf space? 

 

Ravi Kant: 

Yes, we do.  Because each brand then, you know, demands for its own share of space, but 

each brand has an active role to play depending on the channel, and so in some channels, 

there is out of the three brands, one brand is more active, the most active whereas in other 

channel it is the other way round so it helps us, in fact it is just the other way around. 

 

We have in that sense, you know multiple, if you look at each of the brands that we 

compete with, we have answer to each brand, and so there is an international brand which 

is only in the fashion space, lands up competing only with one collection of ours, so like 

that. 

 

S. Subramaniam: 

May be the last two questions, and of course, lunch is being served, you can also talk 

over lunch. 

 

C. K. Venkataraman: 

So, if there is no other question, I would just like to make one clarification regarding the 

25% guidance for this year, which is that, you know, we had a very, very high growth in 

Q1 of FY-18 and therefore the building blocks for the four quarters are different, so the 



quarter 1 of FY-19 is not to be taken in the same way so that we converse in the right 

context in July, August. 

 

Abhishek: 

Venkat just on that, Abhishek here again, you mentioned about building blocks, and 

considering that Wedding is the very important piece of our business now and will be in 

the future, how do we look at the building blocks, because you report quarterly and not 

necessarily reflects the linear growth pattern, how should we look at it in the context of 

Wedding, in terms of seasonality? How much volatility can we expect in this case 

because the base keeps moving up and down because of wedding dates, wedding season 

and possibly then our share of wedding jewellery share in our business. 

 

C. K. Venkataraman: 

What I would feel Abhishek is that while we have, you know, two quarters which are 

strong Wedding quarters typically, the other two quarters coincidentally in our case also 

happened to be the activation quarters which is Q2 and Q4, in a way, they end-up playing 

a compensatory role in terms of driving consumer interest to the stores and we are also 

having in Quarter 2 typically a very high powered collection launch preceding and all 

that, so to that extent, in a normal year, this dispersion is likely to be lower, but in this 

particular year because we grew 53% I think in Quarter 1 of last year.  So therefore the 

scheduling of our 25% in FY-19 takes into account that extraordinary growth, because it 

also had a GST advancement if you remember 250 crores of Q2 sale came in the last 

week of June, you may remember from the call, so because of which 52% happened for 

that quarter and therefore we are targeting a lower growth in Q1 of this year, but 

hopefully it is unique to FY-19, otherwise that kind of dispersion I suspect won’t be 

there. 

 

Thanks. 

 

S. Subramaniam: 

Well! Thank you so much.  

 


