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n Gaining a farsighted view to accelerate competitiveness,
innovation and productivity

Nilesh RarekinChairman
Shree GanesfiJewgligly House Ltd.

G EM & JEWELLERY INDUSTRY
under the aegis of FICCI
organized a one day
conference titled “Opportunities
led growth”. It targets the
progressive retailers and industry
players with potential interest in
gaining a farsighted view with
varied business topics for
accelerating competitiveness,
productivity and innovation.

The first FICCI G&J Industry
conference was hosted in the city of
Mumbai in MayFair Banquets on
January 15, 2010. To encourage

T4 THE RETAIL JEWELLER | JANUARY -

knowledge culture as a route to
build strong business foundation
for expanding businesses, Mehul
Choksi, Chairman, FICCI, Prasad
Kapre, Co-Chairman, FICCI and
Samit Bhatta, MD, IDL (India)
spearheaded a representation of
top-notch companies and
professionals from the industry in
the seminar. The seminar had close
to 100 pre - registered delegates,
CEOs, Directors, COOs, Vice
Presidents, and high-level decision
makers from different domains of
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the retail jewellery industry as well
as trade participants, scientific
software developers and
representation from the Indian
counterparts of global research
companies like MicroSoft and
Technopak. The attendance
represented a total of 25 cities
across India.

One of FICCI's targets is to
increase the interest for knowledge-
based learning and extend the
awareness levels of domestic
players and make them future
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ready for the potential growth
opportunities in the gem and
jewellery sector.

There was an elaborate session
on emerging opportunities in
franchising in jewellery retailing in
India. The panelists also
deliberated on the challenges
within the jewellery franchising
business with Vijay Jain, CEO, Orra
lamenting on the poor experience
with franchisee partners who are
often far removed from realities of
building successful businesses. R.K
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Menon, CEO ,D'damas, spoke about
an unique GIS system that enables
the brand to identify an ideal store
location on the basis of basis few
standard parameters built in the
software, which will further guide
the franchisee partner in the city
with the choicest of location for
retailing.

Another interesting panel
discussion evaluated the scope of
Innovative PR strategies in
jewellery marketing. Veena
Gidwani , CEO, Madison Public
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Relations, gave multiple examples
of successful PR initiatives within
the industry that were low cost but
highly effective in bringing media
attention to its clients like Zoya
and others. She reminded the
audience that with increasing cost
of advertising and clutter in the
advertising world, PR is the most
cost efficient and effective way to
reach out to the target. In another
thought-provoking session by Bijou
Kurien, President & Chief Executive
Lifetsyle, Reliance Retail Ltd.
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* Ashok Minanwala, Chairman -
Projects Committee, GJF, moderated
a session on, 'Opportunities for the
next decade' in which Binaisha
Zaveri, Director, TBZ- The Original,
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store and the empowerment it ey consomla\ed andl of innovation is

brings to control large scale e expansion. Culture

operations. *  encouraged in our company-
= Shailesh Sangani, Managing
Director, Priority Jewels discused the
opportunities in watch category
that offer high margins. He further
mentioned that internationally
both the categories hold equal
importance for jewellery retailers
but in India most retailers shy
away from the category as
investment in jewellery is perceived
to be more safe as it is recyclable.
Renu Kapoor, Director, Indian o
Institute of Jewellery brought retail p :
attention to the lack of importance consumer will not pay
given to education and training
within the industry.
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