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BELSIGETINE a Drand....
Whetisa brand? ;:;

ANICITIE:...al S|0 gan...a
SYMO!....an IC entity.....
reJuJJJer ...d trust mark .......

eVl definition..

2 m—l o)f nt{s a thoughtI o
-~ *Atho ight that lives in a ? =
—= rson s head!
WO‘ﬂfferent people...different
- heads...different thoughts!
- e Of the same brand!

® The brand is Maya! .’@




Pees Gold & Jewelle
POSSES Thlsﬂéya?

SRUSErSTand! Buyers think so!
SHVEn *urers and marketers don’t think so!

SIifie mar rket for Jewellery & Gold in India as largely a
GO Odlty market

— uT,study across 2878 Jewellery outlets in Indla reveals

= fgiarlng facts! LS

1‘0 ‘See some top-line summations!
-® Some "Ouch” points!
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Jewellery ISTNOT d.J,s_er i Lo

Welleryiis a “J.JJJG"’ ‘t need de5|re and aspiration!

r COMMOAIty” v-' e cohnect 15 Just too deep in the category....

e ,)che*cJ,J,}Jm ‘equatlon is rooted in the commodity....

Auituainally j : eIIery s the basic birthright of a woman in India

T ner—\hf , 97.. % of all jewellery sold in India is not about the “luxury”
_rru.uJ:" a’ill

: _;:j); “’fOre' Never treat your jewellery business as a “luxury” business as

M j_’_'
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g N'et yet!
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JEEWe IIer:jLs&n»theMﬁﬁ"

lesthave seen a change in the profile of the jeweller...
: J" e small family small goldsmith (“Sheth-Maam”)

Tihe Royal Goldsmith of repute (The Maharajah of Mysore’s
red goldsmlth)

—The Retail jeweller | The multi-outlet oriented Jeweller | The
- ner jeweller e 3 “wl
|
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. 4: The Corporate Jeweller
-‘f OLGen 5: The e-jeweller
‘s Gen. 6: The library-jeweller?

e And this is still evolving!




Almportant Def" nltlon ora
Firzl I —

ae' —

o ek Jun” a Premium
SErand = P emlum

2 rleyy m_}c‘ *prem|um you get defines if you are a brand...
2 A QUESIE Brand: Close-to- -commodity brand

2 Or | ommod|ty

=%V !f-’;y’ou still fight on Gold-price, Gold-loss & making-charges as a USP,
you are a commodity!

- e Ifiyour advertising still talks this, you are a commaodity!
_ o If your promotion still offers this bait & lure, you are a commodity!
® You must not be one!
® The future lies in the Brand!
® And the Brand is a Premium you don't get today!
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IneCc "sumggs'o‘n {hed\tlkph‘."'

INENTS of age: the old versus the your
itlde: Tradltlonal versus modern
Inre _JJJII« lty Indian to International
SNNlisSage: Cosmetic to functional
J_ g du ation: Occasional to Daily
: !hf’c'orage Locker to Home
In welght Heavy to light
‘o In design: Chunky to designer
- ® [n promiscuity: From one look to many (variety| differentiation)
e Jewellery is the real "Shringaar” accoutrement!
e Jewellery is a the new BB Cream!
e In attention span: Patient to Impatient
e In flaunt: Overt to Covert

Yy 3 A“A J-L\:n :h nl—:ll A\l’\l\l:nﬂ — gy lAlf\III
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ligportant Point!

i

ASUIEDEWEIEEmOrpns...
Afidias the Co sumer morphs as well...
EtWain i —to meet!

SRNATIGRERE Jajgv er needs to stay just one step ahead of the Consumer!

)

SRS 1S N( ..' 1e case....normally!
EEEithe ;qua_re far too stuck in the past...
== ‘«J::_e re~Just.too many steps ahead of the Consumer! Rarely!

- d"’

,,..-v -—Ih fact: The medium-sized jeweller in India is just taking baby-steps in this
— ~'.s13ace and 83% of the market is this!

3 Tentative baby-steps!

Sometimes doing things just because the other jeweller is doing it
Sometimes out of fear

Sometimes out of a want to be seen doing things

Sometimes Anecdotal

Most times anecdotal!
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Stdying Ahead.... .ﬁ -

VeSS Re-invention

SVEans Innovation
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 of growers...
‘Of manufacturers

= sfﬁé*atea nation of ENTREPRENEURSI
-0 And a nation that believes in ‘Jugaad’!
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DiErliption is:Life!

SANpart of the way we live!
o We J'Is ell Do we?

- Oﬁé’ e we dying...one day at a time?
- And dying is disruption for sure!

-:‘L-'——-:'."'

o The Brahma| Vishnu| Maheshwara cycle is
a reality!

® Disruption is life!
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ARErDIgital Disruption!?s
iSlliaround us! ﬁ'E"% |

Anlel JJE:-)F‘ all of'you are on them already! 7 \
IENGEal arketplace to buy is Amazon? ’
Trle jels -;* Fhoney IS digital cash?

T e eal way. to see a tiger is on Discovery channel!
" Tihe a'ideal Media-buyer is a machine?

‘T—ItTe ideal Matchmaker is Tinder?

s The ideal ticketing experience is IRCTC.co.in?

“The ideal counselor is Tony?

Digital promises to disrupt everything ahead!

Every business has a digital sweep to it!

EVERY BUSINESS NEEDS A DIGITAL INTERFACE TO IT!
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\/ery 10C years a new “ism” dominates our lives, and
era portantly our passions and imagination points!

SMIIALSm of the next 100 years is DIGITALISM!
A né; Tﬁassion
'ﬁew religion even!
—-—rf-“"DlgltaIlsm IS the religion...
- ® And Smart tech is the evangelist! -
o Jewellery is felt digitally IS' I I
e Jewellery is crafted digitally
e Jewellery is transmitted digitally
e Jewellery is bought digitally!
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AnRerDigital Disruption!?s

oI5zl dlus! ;q Ry
saiviaiterally all'of you are on them already! ¥ g

o Tne fl:‘.ﬁarketplace to buy is Amazon?
SNENGEal money is digital cash?
J ckae eél way. to see a tiger is on Discovery channel!
=% The 1deal Media-buyer is a machine?
— f"T_ItTe ideal Matchmaker is Tinder?
f ~ The ideal ticketing experience is IRCTC.co.in?
_ “The ideal counselor is Tony?
The ideal Sex is on Ashley Madison?
Digital promises to disrupt everything ahead!
Every business has a digital sweep to it!
e The Jewellery NEEDS A DIGITAL INTERFACE TO IT!
e But....in parting, see this!
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- In Parting...
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~ The Network Of
-~ The Living & The Digital!
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Analytics; Data &DigiLiving, .
TOdab' J."

MYAEHIONE SIeeps with' my REFRIGERATOR
2 My RERNI rr":- TOR sleeps with my GROCERY STORE
SVAGROCE TORE sleeps with 40,000 CUSOMER PHONES
2 MACUSIE J}V ERS  sleep with CREDITCARDS
S My CRED! jCARD sleeps with my BANK
== My BA A , ‘sleeps with ICRA
= .u-, .-sgﬂ' A'sleeps with my INSURANCE COMPANY
o= My-1 N'SURANCE COMPANY: sleeps with my CAR
==: s My CAR sleeps with TATAMOTORS
> L—M§ TATAMOTORS sleeps with AADHAAR
My: AADHAAR sleeps with my PANcard
My PANcard sleeps with my JEWELLER
My JEWELLER sleeps with FACEBOOK
And FACEBOCOK sleeps with CAMBRIDGEanalytica!

Ouch
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W o Do You Sleep With
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o |et’s Keep in touch

® Email:
harishbijoor@hotmail.
com

® | inkedIN: harishbijoor
e Or for More....

e Follow me on
twitter.com
@harishbijoor
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fs 2if) 2 .JIUF for the medium-sized jeweller
PENGESH ru\ i look at it...

ern the J—'n,,. of yesteryears?

OIFthE J—‘nJ (o) _iomorrow?

RESIMVENUT g your business for the years ahead is not a matter of choice anymore....if
Jer -*cind relevance is the objective.

wdon’t ‘others willl
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2 Cple 'your business model...

J JVJJJr‘l : Business-model that make things
,JJ,gs nI

@’Glel 2: Business-model that watches

= thmgs happen!

-' ‘Model 3: Business-model that wonders
what happened!

® [f you choose Model 1: Re-inventing is it!
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o [et’s Keep in touch

® Email:
harishbijoor@hotmail.
com

e Or for More....

¢ Follow me on
Twitter.com
@harishbijoor
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