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The Diamond Jewelry is a truly global industry, that 
ƛǎ ŎƭƻǎŜƭȅ ƛƴǘŜǊŎƻƴƴŜŎǘŜŘΧ
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Χ ŀƴŘ ǿŀǎ ŀƭǊŜŀŘȅ ōǳƛƭŘƛƴƎ ǎǘǊŜǎǎ ŜǾŜƴ ōŜŦƻǊŜ ǘƘŜ ǊŜŎŜǎǎƛƻƴ
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The economic recession impacted the consumer 
ŘŜƳŀƴŘΧ

ΧŀƴŘ ƛǘǎ ŜŦŦŜŎǘ ǉǳƛŎƪƭȅ ǎǇǊŜŀŘ ƻǳǘ ŀŎǊƻǎǎ ǘƘŜ ǾŀƭǳŜ ŎƘŀƛƴ

1
Consumer Demand for 
Diamond Jewelry falls

2

Stock starts piling up and 
adds to the existing burden 
on the small players. Rough 
diamond demand drops by 
70 ς80%

5

Rough suppliers continue 
to put pressure on 
processors to take more 
stock

6

Inventory carrying costs 
for polishers increase, 
polished diamond prices 
fall, liquidity crunch hits ς
pushing small players out 
of business

7
Going out of business 
players liquidate stock, 
increasing supply further, 
prices lower

3
Wholesale polished 
diamond output drops 
50-60%

4
Lack of demand forces 
the Polished prices to  
crash by 25% - 40%
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Global jewelry sales have fallen by over 10% in 20081

World-wide retail demand expected to drop by 8%-9%in 20092

¢ƘŜ ǿƻǊƭŘΩǎ ƭŜŀŘƛƴƎ ƳŀǊƪŜǘǎΣ ƭƛƪŜ ǘƘŜ ¦{ ŀƴŘ WŀǇŀƴΣ ƘŀǾŜ ǎŜŜƴ ǊŜǘŀƛƭ ǎŀƭŜǎ 

drop by over 15%- 20%
3

Demand from the US has declined to about 40 to 50%of the world total 
from around 60 to 70%

4

30% of jewelry stores in the US have closed down5

Processing destinations like India cut-back 400,000 jobs, nearly half the 
entire industry in the country

6

Wholesale polished diamond output has dropped by 50-60%7

The global ƛƴŘǳǎǘǊȅΩǎ ŘŜōǘ ǇŜŀƪŜŘ ŀǘ Ϸмп-$15 billionin mid-2008 
according to banks and industry groups

8



The industry today is going 
through a very critical phase, and 

it may appear that doomsday 
Ƙŀǎ ŀǊǊƛǾŜŘΧ

Has all been lost?

hǊ Χ

Can we still make money
keeping in mind these new realities of the 

market?



Sixkey insights from what has happened over the 
Ǉŀǎǘ му ƳƻƴǘƘǎΧ

Rough sourcing

Demand for rough 
has dropped 
substantially

Companies have 
stocked up on 

rough during this 
recession

Rough polishing 
& trading

A number of 
middle men have 
been driven out of 

business

Polished prices 
still lead the 

rough diamond 
prices

Retail

Diamond jewelry 
still holds its 

charm

India and China 
have justified 

their reputation 
as strong 

emerging markets
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ΧƻŦŦŜǊƛƴƎ ŀ ƻƴŎŜ-in-a-lifetime opportunity for players ready to grab it



²Ƙŀǘ ǇƭŀȅŜǊǎ ƴŜŜŘ ǘƻ Řƻ ƛǎ ǘƻ ōŜ ƛƴǘǳƛǘƛǾŜΧ

Lower 
Costs

Grow 
Revenue

1

2

ÅImprove margins through 
consolidation 

ÅExplore emerging 
markets (India / 
China)
ÅInvest in marketing / 

branding

ΧŀƴŘ ǘƘŜƛǊ ǎǳŎŎŜǎǎ ǊŜǎǘǎ ƻƴ ǘƘŜ ǎǇŜŜŘ ƻŦ ŜȄŜŎǳǘƛƻƴ ƻŦ ǘƘŜǎŜ Ǉƭŀƴǎ



Consolidation, Maintaining product integrity and 
Branding enables one to generate maximum value
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This is a great opportunity for the industry to 
ǊŀǘƛƻƴŀƭƛȊŜ Ŏƻǎǘǎ Χ

Å The days of low margins and high leverage are over

Å ¢ƘŜ ƛƴŘǳǎǘǊȅ ƛǎ ǊŜǎǘǊǳŎǘǳǊƛƴƎ Ŧŀǎǘ ŀƴŘ ǇƭŀȅŜǊǎ ǿƘƻ ŘƻƴΩǘ ƛƴǘŜƎǊŀǘŜ ǾŜǊǘƛŎŀƭƭȅ 

will find it difficult to survive in the near future

Å Lower demand in some of the key markets, make it imperative to squeeze 

as much margin out of the value chain as possible ςone of the fastest 

ways to do it is to move production to low-cost manufacturing hubs like 

India and China

ΧŀƴŘ ǾŜǊǘƛŎŀƭ ƛƴǘŜƎǊŀǘƛƻƴ ƛǎ ǘƘŜ ōŜǎǘ ǿŀȅ ǘƻ ǘŀŎƪƭŜ ǘƘŜǎŜ ŎƘŀƭƭŜƴƎŜǎ



Gap between industry requirements and current 
ǎǘŀǘŜ ƴŜŜŘ ǘƻ ōŜ ŎƭƻǎŜŘ ŦŀǎǘΧ

Χƻƴƭȅ ǘƘƻǎŜ ǘƘŀǘ ōǊƛŘƎŜ ǘƘƛǎ ƎŀǇΣ Ŏŀƴ ōŜ ŀǎǎǳǊŜŘ ƻŦ ŀ ǇǊƻŦƛǘŀōƭŜ ŦǳǘǳǊŜ

Action RequiredCompany Current State Industry Requirement

Priority

Vertical 
Integration

Focus on 
branding

Portfolio 
optimization

Geographical

coverage

Efficiency / Cost 
cutting

Current position-- ++--

++

ÅVertical integration άƛǎ ŀ Ƴǳǎǘέfor companies to enable control over supply chain and profitability 

to optimize its operations

ÅBranding and creating aspiration άƛǎ ŀ Ƴǳǎǘέto generate revenues and better the stock to turn 

ratios



Rising INDIA

You can still make money
.ȅ ƛƴǾŜǎǘƛƴƎ ƛƴ ŜƳŜǊƎƛƴƎ ƳŀǊƪŜǘǎ ƭƛƪŜ LƴŘƛŀΧ



Rising INDIA: can help offset the decline in global 
ŘŜƳŀƴŘΧ

Market Potential

India has the 2nd largest 
population and the largest 
youth population in the 

world

Entrenched value 
proposition

Indians buy jewelry not just 
as an accessory, but also as 

an investment

Strong sales

India has exhibited a 20-
25% increasein jewelry 
sales over the last year

Growing economy

One of the fastest growing 
economies in the world 
with 6% growthover the 

last decade

Margins will 
improve

Lower margins at retail, 
compared to the US. Likely 
to improve over the next 

few years

Emerging market

²ƻǊƭŘΩǎ third largest 
diamond jewelry market, 

and growing swiftly 
($5bn by 2013)

Visible shift

Demand moving from gold 
jewelry to diamond jewelry

Captive demand

20 thousand tonnes of gold 
in store, uses 40% of 
ǿƻǊƭŘΩǎ ƳƛƴŜŘ ƎƻƭŘyear-

on-year

INDIA

ΧŀƴŘ ƘŀǾŜ ǎŜǾŜǊŀƭ ŦŀŎǘƻǊǎ ǿƻǊƪƛƴƎ ƛƴ ƛǘǎ ŦŀǾƻǊ





South-West
- High quality diamond 
dominant
- Divine/Temple designs

South-East
- High quality diamond 

dominant
- Divine/Temple designs

West
- Medium-high quality 
diamond dominant
- Fine designs

East
- Medium-low quality 

diamond dominant
- Handcrafted designs

North-West
- Medium to Low quality 
diamond dominant
- Heavy designs

North-East
- Medium-low quality 

diamond dominant
- Basic handcrafted designs

Rising INDIA: has great geographical diversity and 
ŎǳƭǘǳǊŀƭ ŘƛŦŦŜǊŜƴŎŜǎ ŦƻǊ ƧŜǿŜƭǊȅ ŘƛǎǘǊƛōǳǘƛƻƴΧ

ΧƻŦŦŜǊǎ ƭŀǊƎŜ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ǘƻ ŘƛǎǘǊƛōǳǘŜ ŀƴŘ ǎŜƭƭ ŀ ŘȅƴŀƳƛŎ ǇǊƻŘǳŎǘ ƳƛȄ



wƛǎƛƴƎ Lb5L!Υ ōǳƛƭŘƛƴƎ ŀ ǎǳōǎǘŀƴǘƛŀƭ ŎƻƴǎǳƳŜǊ ŎƭŀǎǎΧ

ΧǘƘŀǘ Ƙŀǎ ƴƻǘ ōŜŜƴ ŀŦŦŜŎǘŜŘ ǘƻƻ ŀŘǾŜǊǎŜƭȅ ōȅ ǘƘŜ ŜŎƻƴƻƳƛŎ ŘƻǿƴǘǳǊƴ

Å The number of households in the consumer class 
is increasing rapidly

Å More households are moving up the ladder
Å Even with the current recession, there are 

pockets of spending that exist
Å These pockets exist across all age-groups
Å The sentiment has declined, but that will recover 

as the situation improves. Meanwhile target 
those that are still positive

Evolving consumer class

Strivers

Aspirers

Affluent3

46

131

11

124

96

2003
181 Mn Households

2013
231 Mn Households

Braving the recession

% of households by change in spending relative to 6 months back
% India, All Segments

How do you expect to be 5 years from now

Significant 
pocket who 

claim to spend 
more ςa 

growth hotspot

Mar / Apr 2009



Rising INDIA: Marketing and Branding is becoming 
ƛƴŎǊŜŀǎƛƴƎƭȅ ƛƳǇƻǊǘŀƴǘΧ

ÅCustomers today prefer quality & 
design ςaspects only branding can 
ensure consistently
ÅBranded products bring 

assurance of quality for 
consumers

ÅBranded & machine-made diamond 
jewelry is more affordable and can 
be benchmarked
ÅNew retail formats such as 

boutiques, supermarkets & souks are 
winning consumer mindspace
ÅAssociation of these formats 

with branded jewelry  mutually 
benefits the channels & the 
brands

Brands drive consumers

9,633

29,706

11,802

30,759

9,280

91,181

Changing influences

ΧŀƴŘ ǿƛƭƭ ōŜ ǘƘŜ ƪŜȅ ƛƴŦƭǳŜƴŎŜǊ ƛƴ ŎƻƴǎǳƳŜǊ ǇǳǊŎƘŀǎŜ ŘŜŎƛǎƛƻƴǎ



wƛǎƛƴƎ Lb5L!Υ ǘƘŜ Ƴŀƴȅ ŦŀŎŜǘǎΧ





Rising INDIA: taking cue from success of branding 
ōȅ ƻǘƘŜǊ ƛƴŘǳǎǘǊƛŜǎ ƛƴ LƴŘƛŀΧ

Å Brands are propelling growth; 
Branded segment growing at 40% 
annually in India

Å Market for branded jewelry is likely 
to be worth US$ 5 billion by 2012 in 
India itself

Advantages of Branding

Better stock turnover ratio

Higher Customer footfalls

Better differentiation

Higher Margins

Better connect with the customers

Quality assurance

ΧƎŜƳǎ ŀƴŘ ƧŜǿŜƭǊȅ ƛƴŘǳǎǘǊȅ ǎƘƻǳƭŘ ōŜ ŀōƭŜ ǘƻ ŀŎƘƛŜǾŜ ǘƘŜ ǎŀƳŜ





Rising INDIA: different from the American Jewelry 
industry

ÅType Of Industry
ÅFamily Owned
ÅUn-organized
ÅFragmented

ÅConsumer Sentiments
ÅFinancial security
ÅInvestment
ÅMore of gold based jewelry
ÅTraditional Designs

ÅBusiness Dynamics
ÅLabor charges 
ÅLower margin 
ÅOutsourcing and 

Manufacturing destination 
for the world ςmore of B2B
ÅHuge secondary market

ÅType Of Industry 
ÅProfessionally Managed
ÅOrganized
ÅConsolidated

ÅConsumer Sentiments
ÅFashion statement
ÅPrestige
ÅDiamond & stone based
ÅModern designs

ÅBusiness Dynamics
ÅMRP (piece) based products
ÅHigher Margins
ÅRetail and consumption 

destination ςmore of B2C

ÅLimited secondary market

Indian Jewelry Industry American Jewelry Industry

ΧŀƴŘ ǘƘŜǊŜŦƻǊŜ ƴŜŜŘǎ ŀ ƭƻŎŀƭƛȊŜŘ ŀǇǇǊƻŀŎƘ

http://www.google.co.in/imgres?imgurl=http://www.33ff.com/flags/XL_flags/India_flag.gif&imgrefurl=http://www.33ff.com/flags/worldflags/India_flag.html&h=240&w=360&sz=7&tbnid=HTXuvEKJGmKqYM:&tbnh=81&tbnw=121&prev=/images?q=india+flag&hl=en&usg=__dslERkCCzwJ974bohrrjdYRiIh4=&ei=e52cSvagMZCDkAXCzuGyBg&sa=X&oi=image_result&resnum=3&ct=image
http://www.google.co.in/imgres?imgurl=http://www.gsea.org/awardinfo/locate/PublishingImages/usa-flag.gif&imgrefurl=http://www.gsea.org/AWARDINFO/LOCATE/Pages/USAGSEA2009.aspx&h=488&w=900&sz=17&tbnid=5hW10dJjf6r_DM:&tbnh=79&tbnw=146&prev=/images?q=USA+flag&hl=en&usg=__H9tKeR4vTVhgiJzt57GZCrzTTNU=&ei=l52cSsWSEdGIkQXQ-dSzBg&sa=X&oi=image_result&resnum=2&ct=image


Gitanjali: an Indian Jewelry Pioneer

Å Established in 1966, Gitanjali started as diamond trading and polishing house

Å Graduating from the diamond trading the company set-up its own jewelry 
manufacturing units

Å Lƴ мффпΣ DƛǘŀƴƧŀƭƛ ƭŀǳƴŎƘŜŘ LƴŘƛŀΩǎ ŦƛǊǎǘ ŘƛŀƳƻƴŘ ƧŜǿŜƭǊȅ ōǊŀƴŘ -άDƛƭƛέ

Å Expanded into jewelry retail by launching first stand alone store in India

Å CǊƻƳ нллл ǘƻ нллсΣ ƛƴǘǊƻŘǳŎŜŘ ƳŀƧƻǊ ōǊŀƴŘǎ ƭƛƪŜ bŀƪǎƘǘǊŀΣ !ǎƳƛΣ 5ΩŘŀƳŀǎΣ 
Sangini to India

Å Increased international footprint by acquiring/opening stores in leading 
jewelry markets like USA, Japan, China and Middle East and upgraded them by 
aggressive branding

Å Our strategy is to ά{Ŝƭƭ ŜǾŜǊȅ ŘƛŀƳƻƴŘ ŀǎ ŀ ŘǊŜŀƳέ



DƛǘŀƴƧŀƭƛΥ WƻƛƴƛƴƎ ǘƘŜ ŘƻǘǎΧ

Access to rough 
directly from the 

miners

Started as a 
diamantaire

Entered Jewelry 
mfg to take 

advantage of 
low-cost 

locations and 
capture more 
share of the 

value

Set-up Jewelry 
manufacturing 

facilities

[ŀǳƴŎƘŜŘ LƴŘƛŀΩǎ 
first jewelry 
ōǊŀƴŘ άDƛƭƛέΣ ŀƴŘ 

aggressively 
started branding 
and marketing 

jewelry

Introduced India 
to Branded 

Jewelry
Entered Retail. 
Adopted the 
franchisee 

model to expand 
presence at a 

very fast pace in 
the complex 

Indian market

Built retail 
presence in India

Expanded into 
International 

markets

Retail presence 
in the US, Japan, 
Middle East and 

China

Χōȅ ǎŜƭƭƛƴƎ ŜǾŜǊȅ ŘƛŀƳƻƴŘ ŀǎ ŀ ŘǊŜŀƳ



50 Giantti doors

110 Vérité doors

8 stand alone stores
+50 in-store boutiques

137 Samuels and 
Rogers stand alone stores

+400 stand alone stores
+2500 in-store boutiques

Gitanjali: Spread across global stage

Χōȅ ǎŜƭƭƛƴƎ ŜǾŜǊȅ ŘƛŀƳƻƴŘ ŀǎ ŀ ŘǊŜŀƳ

http://www.hunterssupport.com/graphics/Flag_USA.gif
http://www.festivalsofindia.in/independenceday/img/flag.gif
http://www.itstrulyrandom.com/wp-content/uploads/2008/05/china-flag2.jpg
http://images.google.com/imgres?imgurl=http://www.ljmu.ac.uk/International/International_images/UAE_flag.jpg&imgrefurl=http://www.ljmu.ac.uk/International/59898.htm&h=113&w=168&sz=3&hl=en&start=33&um=1&usg=__MDfcGZf1UOYSDKrYVY_k1-W28xs=&tbnid=luSkn9U-bceLgM:&tbnh=67&tbnw=99&prev=/images?q=flag+Dubai&start=18&ndsp=18&um=1&hl=en&rls=com.microsoft:en-gb:IE-SearchBox&rlz=1I7ADBS&sa=N
http://images.google.co.in/imgres?imgurl=http://www.bcg-japan.com/images/japanflag.gif&imgrefurl=http://www.bcg-japan.com/&usg=____E7s8QlakAoSwwixf5QupQwslE=&h=302&w=452&sz=4&hl=en&start=1&um=1&tbnid=uniZrJ9JBn-74M:&tbnh=85&tbnw=127&prev=/images?q=japan&hl=en&sa=N&um=1


Thank You


