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Safe	
  H
arbor	
  

This	
  presentation	
  and	
  the	
  accom
panying	
  slides	
  (the	
  “Presentation”),	
  w

hich	
  have	
  been	
  prepared	
  by	
  PC	
  Jew
eller	
  Lim

ited	
  (the	
  
“Com

pany”),	
  have	
  been	
  prepared	
  solely	
  for	
  inform
ation	
  purposes	
  and	
  do	
  not	
  constitute	
  any	
  offer,	
  recom

m
endation	
  or	
  invitation	
  to	
  

purchase	
  or	
  subscribe	
  for	
  any	
  securities,	
  and	
  shall	
  not	
  form
	
  the	
  basis	
  or	
  be	
  relied	
  on	
  in	
  connection	
  w

ith	
  any	
  contract	
  or	
  binding	
  
com

m
itm

ent	
  w
hatsoever.	
  N

o	
  offering	
  of	
  securities	
  of	
  the	
  Com
pany	
  w

ill	
  be	
  m
ade	
  except	
  by	
  m

eans	
  of	
  a	
  statutory	
  offering	
  docum
ent	
  

containing	
  detailed	
  inform
ation	
  about	
  the	
  Com

pany.	
  

	
  This	
  Presentation	
  has	
  been	
  prepared	
  by	
  the	
  Com
pany	
  based	
  on	
  inform

ation	
  and	
  data	
  w
hich	
  the	
  Com

pany	
  considers	
  reliable,	
  but	
  the	
  
Com

pany	
  m
akes	
  no	
  representation	
  or	
  w

arranty,	
  express	
  or	
  im
plied,	
  w

hatsoever,	
  and	
  no	
  reliance	
  shall	
  be	
  placed	
  on,	
  the	
  truth,	
  
accuracy,	
  com

pleteness,	
  fairness	
  and	
  reasonableness	
  of	
  the	
  contents	
  of	
  this	
  Presentation.	
  This	
  Presentation	
  m
ay	
  not	
  be	
  all	
  inclusive	
  

and	
  m
ay	
  not	
  contain	
  all	
  of	
  the	
  inform

ation	
  that	
  you	
  m
ay	
  consider	
  m

aterial.	
  Any	
  liability	
  in	
  respect	
  of	
  the	
  contents	
  of,	
  or	
  any	
  om
ission	
  

from
,	
  this	
  Presentation	
  is	
  expressly	
  excluded.	
  

	
  This	
  presentation	
  contains	
  certain	
  forw
ard	
  looking	
  statem

ents	
  concerning	
  the	
  Com
pany’s	
  future	
  business	
  prospects	
  and	
  business	
  

proQitability,	
  w
hich	
  are	
  subject	
  to	
  a	
  num

ber	
  of	
  risks	
  and	
  uncertainties	
  and	
  the	
  actual	
  results	
  could	
  m
aterially	
  differ	
  from

	
  those	
  in	
  such	
  
forw

ard	
  looking	
  statem
ents.	
  The	
  risks	
  and	
  uncertainties	
  relating	
  to	
  these	
  statem

ents	
  include,	
  but	
  are	
  not	
  lim
ited	
  to,	
  risks	
  and	
  

uncertainties	
  regarding	
  Qluctuations	
  in	
  earnings,	
  our	
  ability	
  to	
  m
anage	
  grow

th,	
  com
petition	
  (both	
  dom

estic	
  and	
  international),	
  
econom

ic	
  grow
th	
  in	
  India	
  and	
  abroad,	
  ability	
  to	
  attract	
  and	
  retain	
  highly	
  skilled	
  professionals,	
  tim

e	
  and	
  cost	
  over	
  runs	
  on	
  contracts,	
  
our	
  ability	
  to	
  m

anage	
  our	
  international	
  operations,	
  governm
ent	
  policies	
  and	
  actions	
  regulations,	
  interest	
  and	
  other	
  Qiscal	
  costs	
  

generally	
  prevailing	
  in	
  the	
  econom
y.	
  The	
  com

pany	
  does	
  not	
  undertake	
  to	
  m
ake	
  any	
  announcem

ent	
  in	
  case	
  any	
  of	
  these	
  forw
ard	
  

looking	
  statem
ents	
  becom

e	
  m
aterially	
  incorrect	
  in	
  future	
  or	
  update	
  	
  any	
  forw

ard	
  looking	
  statem
ents	
  m

ade	
  from
	
  tim

e	
  to	
  tim
e	
  by	
  or	
  

on	
  behalf	
  of	
  the	
  com
pany.	
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India’s	
  Love	
  for	
  Jew
ellery	
  

96

62
50

8
5

India	
  
U
SA	
  

Japan	
  
U
K	
  

China	
  

One	
  of	
  the	
  largest	
  jew
ellery	
  

m
arkets	
  in	
  the	
  w

orld*	
  (USD	
  Bn)	
  
The	
  Quirk’s	
  of	
  the	
  	
  
Indian	
  M

arket	
  

ü
 Gold	
  is	
  considered	
  as	
  a	
  status	
  
sym

bol	
  as	
  w
ell	
  as	
  auspicious	
  

ü
 Indians	
  spend	
  a	
  signiQicant	
  
proportion	
  of	
  their	
  w

edding	
  
budget	
  on	
  jew

ellery	
  

ü
 It	
  is	
  considered	
  as	
  an	
  
im
portant	
  m

ode	
  of	
  saving	
  by	
  
the	
  fem

ale	
  of	
  the	
  house	
  

ü
 M

any	
  fam
ilies	
  start	
  buying	
  

gold	
  for	
  a	
  girl	
  child	
  from
	
  the	
  1

st	
  
year	
  in	
  preparation	
  for	
  her	
  
w
edding	
  

95

50

19

~17%
	
  CAG

R	
  

FY20E	
  
FY10	
  

FY16E	
  

Expected	
  to	
  cross	
  US$	
  95	
  bn	
  by	
  
2020E*	
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Increasing	
  affordability	
  of	
  Aspirational	
  Indians	
  

~
65%

	
  population	
  
below

	
  the	
  age	
  of	
  35	
  
years	
  Spend	
  by	
  people	
  

travelling	
  accounts	
  for	
  
40%

	
  of	
  the	
  personal	
  
luxury	
  m

arket	
  

M
-­‐com

m
erce	
  w

ill	
  be	
  the	
  
fastest	
  grow

ing	
  
segm

ent	
  of	
  internet	
  
luxury	
  retailing	
  

India’s	
  population	
  of	
  
ultra-­‐high-­‐net-­‐w

orth	
  is	
  
grow

ing	
  at	
  an	
  
im
pressive	
  rate	
  

The	
  four	
  key	
  
elem

ents	
  of	
  
Consum

ption	
  
Grow

th	
  	
  

Travel	
  
D
igital	
  

W
ealth	
  

M
illennials	
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Visible	
  shift	
  in	
  Dem
and	
  Scenario	
  	
  

Unorganised	
  -­‐	
  	
  
Local	
  Jew

eler	
  

Investm
ent	
  	
  

(Store	
  of	
  Value)	
  

Silver	
  &
	
  Gold	
  

Jew
ellery	
  

Traditional	
  Designs	
  

Largely	
  for	
  	
  
M
arriage	
  &

	
  Festivals	
  

Organised	
  -­‐	
  	
  
Brands	
  and	
  H

allm
ark	
  

Investm
ent	
  +	
  Fashion	
  

&
	
  Lifestyle	
  accessory	
  

Gold	
  &
	
  Diam

ond	
  
Jew

ellery	
  

Fashionable	
  &
	
  

Innovative	
  Designs	
  

W
earability	
  and	
  Gifts	
  

Earlier	
  
Present	
  

Changing	
  trends	
  

H
ighly	
  Unregulated	
  

Increasing	
  regulations	
  
by	
  the	
  Governm

ent	
  

7	
  

Rising	
  Incom
es	
  

Changing	
  Preferences	
  

Favourable	
  Dem
ographics	
  

Rise	
  in	
  no.	
  of	
  w
orking	
  w

om
en	
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Along	
  w
ith	
  increasing	
  Regulations	
  by	
  the	
  Governm

ent…
	
  

…
.Driving	
  tow

ards	
  an	
  Organised	
  M
arket	
  

ü
 Regularising	
  the	
  industry	
  

ü
 Increasing	
  Transparency	
  

ü
 BeneQitting	
  Organised	
  
Players	
  

ü
 M

andatory	
  PAN
	
  card	
  on	
  

transactions	
  above	
  Rs.	
  2	
  lacs	
  
w
.e.f.	
  Jan	
  1,	
  2016	
  

ü
 Com

pulsory	
  H
allm

arking	
  of	
  
Gold	
  Jew

ellery	
  w
.e.f.	
  April	
  1,	
  

2017	
  
ü
 Levy	
  of	
  1%

	
  excise	
  duty	
  w
.e.f.	
  

M
ar	
  1,	
  2016	
  	
  

ü
 GST	
  roll	
  out	
  planned	
  from

	
  
July’17	
  

K
ey 

B
enefits to 

the Industry 

Initiatives 
in the last 
few

 years 



W
orld	
  of	
  PCJ	
  



The	
  w
orld	
  of	
  PC	
  Jew

eller	
  

Established	
  in	
  2005	
  
today	
  the	
  2

nd	
  	
  Largest	
  
listed	
  jew

ellery	
  
retailer	
  in	
  India	
  

Featured	
  	
  
in	
  the	
  list	
  of	
  20	
  fastest	
  
grow

ing	
  Luxury	
  Goods	
  
com

panies	
  across	
  the	
  
w
orld	
  

Alongside:	
  Pandora,	
  Fossil,	
  Graff	
  
Diam

onds,	
  M
ichael	
  Kors,	
  etc.	
  

#44	
  in	
  the	
  Top	
  100	
  
Luxury	
  Goods	
  

Com
panies	
  Globally	
  –	
  
Deloitte	
  report	
  

Source:	
  Deloitte	
  –	
  Global	
  Pow
er	
  of	
  Luxury	
  Goods	
  2016	
  

A	
  Leading	
  player	
  in	
  
Indian	
  W

edding	
  
Jew

ellery	
  M
arket	
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Our	
  DN
A	
  built	
  for	
  perform

ance…
	
  

Grow
n	
  from

	
  1	
  show
room

	
  in	
  Karol	
  Bagh	
  (in	
  2005)	
  to	
  71	
  show
room

s	
  today	
  

ü
 Focussed	
  on	
  Tier	
  I	
  &

	
  Tier	
  II	
  locations	
  to	
  leverage	
  the	
  incom
e	
  grow

th	
  and	
  brand	
  aw
areness	
  in	
  such	
  

locations	
  
ü
 Consistently	
  innovating	
  in	
  term

s	
  of	
  designs,	
  product	
  ranges	
  and	
  leveraging	
  technology	
  

Com
m
itted	
  to	
  our	
  principles	
  

ü
 H
edging	
  Gold	
  and	
  Currency	
  since	
  initial	
  years	
  

ü
 Continuously	
  enhancing	
  design	
  team

	
  and	
  
m
anufacturing	
  facilities	
  to	
  ensure	
  w

e	
  are	
  ahead	
  
of	
  com

petition	
  in	
  term
s	
  of	
  designs	
  and	
  cost	
  

efQiciency	
  
ü
 Focus	
  on	
  diam

ond	
  jew
ellery	
  and	
  w

edding	
  
jew

ellery	
  

And	
  com
bining	
  Key	
  Elem

ents	
  

ü
 Ability	
  to	
  have	
  a	
  long	
  term

	
  vision	
  and	
  plan	
  
ahead	
  

ü
 H
igh	
  Grow

th	
  am
bitions	
  tem

pered	
  w
ith	
  

conservatism
	
  

ü
 Risk	
  taking	
  qualities	
  w

ith	
  stop-­‐loss	
  m
ind	
  set	
  

11	
  



…
Leading	
  to	
  fastest	
  grow

th	
  since	
  inception	
  

1	
  Flagship	
  
Show

room
	
  

24	
  Show
room

s	
  

59	
  Show
room

s	
  
	
  

15	
  instore	
  
Exclusive	
  Lounges	
  

FY06	
  
FY12	
  

FY16	
  

Online	
  Platform
	
  

Sales	
  (Rs.	
  Crores)	
  
3,042	
  

7,259	
  
24.3%

	
  

EBIDTA	
  (Rs.	
  Crores)	
  
304	
  

730	
  
24.5%

	
  

PAT	
  (Rs.	
  Crores)	
  
204	
  

401	
  
18.4%

	
  

“#2	
  largest	
  listed	
  jew
eller	
  in	
  

India	
  in	
  a	
  span	
  of	
  10	
  years”	
  

CAGR	
  	
  

67	
  Show
room

s	
  
	
  

16	
  instore	
  
Exclusive	
  Lounges	
  

4	
  Franchisee	
  
Stores	
  

Online	
  Platform
	
  

As	
  on	
  Date	
  

12	
  

1	
  Franchisee	
  Store	
  

AZVA	
  



…
W
ith	
  PAN

	
  India	
  Presence	
  

ü
 
71	
  show

room
s	
  (3,80,131	
  sq.	
  ft.)	
  

ü
 
56	
  cities	
  and	
  18	
  states	
  	
  

ü
 
Exclusive	
  lounges	
  at	
  16	
  show

room
s	
  

ü
 
M
anufacturing	
  facility	
  FY16	
  ~

	
  83,000	
  sq.ft	
  

ü
 
M
anufacturing	
  facility	
  FY17	
  ~

	
  107,000	
  sq.ft	
  

	
  	
  	
  	
  	
  	
  	
  (increase	
  by	
  ~
	
  30%

)	
  

13	
  
M
ap	
  not	
  to	
  scale	
  

3,52,313
3,13,296

2,38,000

1,64,572
1,38,274

1,01,188

3,80,131

FY11	
  
FY14	
  

FY16	
  
FY13	
  

FY12	
  
20	
  Feb	
  
2017	
  

FY15	
  

60	
  
50	
  

41	
  

30	
  
24	
  

17	
  

N
o	
  of	
  Show

room
s	
  

Total	
  Area	
  (Sq.	
  Ft)	
  

71	
  
Rajkot	
  

Vadodara	
  

Bengaluru	
  

M
angalore	
  

Ahm
edabad	
  

Indore	
   Bhopal	
  
Jabalpur	
  

Gw
alior	
  

U
daipur	
  
Bhilw

ara	
  
Beaw

ar	
  
Pali	
  

Jodhpur	
  
Ajm

er	
  

Jaipur	
  

Gurugram
	
  

Faridabad	
  

Ghaziabad	
  (3)	
  
N
oida	
  

H
yderabad	
  

N
ew

	
  D
elhi	
  (13)	
  

H
aridw

ar	
  
D
ehradun	
   Yam

una	
  
N
agar	
  

Chandigarh	
  

Rohtak	
  

H
issar	
  

Sri	
  Ganganagar	
  

Ludhiana	
  
Am

ritsar	
  

M
athura	
  
Agra	
  

Bareily	
  

K
anpur	
  
Lucknow

	
  

Gorakhpur	
  

Allahabad	
  

Jam
m
u	
  

Varanasi	
  

Sonipat	
  

Siliguri	
  

Bhubaneshw
ar	
  

Bilaspur	
  

Raipur	
  
Bhilai	
  

Ranchi	
  

D
hanbad	
  

D
urgapur	
  

K
olkata	
  

Guw
ahati	
  

Patna	
  
Bhagalpur	
  

Gaya	
  



W
e	
  stand	
  apart	
  w

ith	
  our	
  offerings…
	
  

Flagship	
  Store	
  at	
  Karol	
  Bagh,	
  N
ew
	
  Delhi	
  

14	
  

Large	
  Stores	
  Form
at	
  

Sm
all	
  Stores	
  Form

at	
  

Franchisee	
  

W
earyourshine.com

	
  
(Online	
  Platform

)	
  

Collections	
  

Exports	
  



Targeted	
  m
arket	
  approach	
  

Custom
er	
  

Segm
ent	
  

M
etro	
  

Tier	
  I	
  
Tier	
  II	
  

Tier	
  III	
  

U
ltra	
  Rich	
  

ü
 
Exclusive	
  Lounges	
  

ü
 
Started	
  this	
  concept	
  in	
  select	
  show

room
s	
  ~

3	
  
years	
  back.	
  	
  

ü
 
Focused	
  on	
  high	
  end	
  designer	
  pieces	
  

Rich	
  and	
  U
pper	
  

M
iddle	
  Class	
  

ü
 
Large	
  Form

at	
  Show
room

	
  (avg.	
  5,000	
  sq	
  ft)	
  
ü
 
Ow

n	
  show
room

s	
  across	
  M
etro,	
  Tier	
  1	
  and	
  Tier	
  2	
  

ü
 
Focused	
  on	
  exclusive	
  gold	
  and	
  diam

ond	
  jew
ellery	
  for	
  

w
eddings	
  and	
  occasions	
  

M
iddle	
  and	
  Low

er	
  
M
iddle	
  Class	
  

ü
 
Sm

all	
  Store	
  Form
at	
  (~

	
  1,000-­‐2,000	
  sq	
  ft)	
  
ü
 
Sm

aller	
  local	
  m
arkets	
  at	
  locations	
  w

here	
  PCJ	
  already	
  has	
  a	
  presence	
  on	
  high	
  street	
  as	
  w
ell	
  as	
  tow

ns	
  
ü
 
Focused	
  on	
  gold	
  (prim

arily)	
  and	
  sm
all	
  ticket	
  diam

ond	
  jew
ellery	
  

ü
 
Franchisee	
  show

room
s	
  across	
  

Tier	
  2	
  and	
  Tier	
  3	
  
ü
 
Relatively	
  large	
  form

at	
  (2000	
  –	
  
3000	
  sq.	
  ft.)	
  

Youngsters,	
  Young	
  
couples	
  and	
  

W
orking	
  W

om
en	
  

ü
 
SIS	
  concept	
  planned	
  across	
  m

alls	
  and	
  high	
  footfall	
  areas	
  (prim
arily	
  m

etros	
  
and	
  Tier	
  1	
  for	
  youth	
  oriented	
  jew

ellery	
  like	
  Flexia,	
  Sm
art	
  jew

ellery	
  etc.	
  
ü
 
W
earYourShine.com

	
  (eCom
m
erce	
  platform

)	
  -­‐	
  Penetration	
  across	
  M
etro,	
  

Tier	
  1	
  and	
  Tier	
  2)	
  
ü
 
Focused	
  on	
  light	
  w

eight,	
  everyday	
  and	
  w
ork	
  w

ear	
  jew
ellery	
  	
  

15	
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Large	
  Store	
  Form
at	
  –	
  creates	
  favorable	
  brand	
  im

age	
  

Trust	
  and	
  
Am

bience	
  

ü
 
Located	
  at	
  high	
  street	
  locations	
  in	
  the	
  city	
  	
  

	
  ü
 
An	
  elem

ent	
  of	
  ‘Trust’	
  to	
  custom
ers	
  seeking	
  one-­‐stop	
  for	
  w

edding	
  jew
ellery	
  products	
  

Large	
  Product	
  
Variety	
  

ü
 
H
ave	
  larger	
  variety	
  across	
  price	
  range,	
  m

uch	
  w
ider	
  than	
  its	
  com

petitors	
  
	
  ü
 
M
ore	
  buying	
  options	
  ensure	
  higher	
  share	
  of	
  custom

er	
  w
allet	
  

Custom
er	
  Friendly	
  

Policies	
  

ü
 
7	
  days	
  returns	
  policy,	
  buyback	
  policy,	
  lifetim

e	
  free	
  service	
  
	
  ü
 
Karatm

eters	
  at	
  all	
  show
room

s	
  to	
  test	
  Gold	
  purity	
  

Intelligent	
  Pricing	
  
ü
 
Low

er	
  m
aking	
  charges	
  on	
  ‘com

parable’	
  products	
  to	
  give	
  com
fort	
  &

	
  trust	
  to	
  the	
  custom
er	
  

	
  ü
 
H
igh	
  m

argins	
  on	
  unique,	
  designer	
  and	
  exclusive	
  pieces	
  w
hich	
  are	
  not	
  ‘com

parable’	
  



ü
 In	
  our	
  endeavour	
  to	
  innovate	
  and	
  target	
  new

er	
  m
icro	
  m

arkets,	
  w
e	
  have	
  launched	
  sm

all	
  stores	
  

ü
 
Target	
  m

iddle	
  class/	
  low
er	
  m

iddle	
  class	
  custom
ers	
  w

ho	
  are	
  not	
  very	
  com
fortable	
  in	
  visiting	
  large	
  form

at	
  
show

room
s	
  at	
  high	
  street	
  locations	
  

ü
 
W
e	
  believe	
  such	
  custom

ers	
  have	
  a	
  lim
ited	
  budget	
  and	
  preference	
  for	
  gold	
  jew

ellery	
  

ü
 
Ideal	
  location	
  for	
  such	
  stores	
  is	
  busy	
  local	
  m

arkets	
  w
hich	
  m

ostly	
  have	
  unorganized	
  players	
  

ü
 
H
ow
ever,	
  the	
  interiors	
  are	
  in	
  line	
  w

ith	
  the	
  PCJ	
  brand	
  

ü
 Idea	
  is	
  to	
  leverage	
  PCJ	
  brand	
  and	
  gain	
  m

arket	
  share	
  from
	
  unorganized	
  m

arket	
  segm
ent	
  

ü
 
Focus	
  on	
  gold	
  jew

ellery	
  and	
  sm
all	
  ticket	
  diam

ond	
  jew
ellery	
  

ü
 
Average	
  store	
  size	
  expected	
  to	
  have	
  an	
  area	
  of	
  ~

	
  1,000	
  –	
  2,000	
  sq.	
  ft.	
  

ü
 
Target	
  cities	
  w

here	
  PCJ	
  has	
  a	
  strong	
  brand	
  recall	
  and	
  a	
  presence	
  on	
  high	
  street	
  

ü
 W

e	
  have	
  already	
  opened	
  7	
  stores	
  under	
  this	
  form
at	
  till	
  date	
  

ü
 
Response	
  to	
  this	
  form

at	
  has	
  been	
  very	
  encouraging	
  and	
  Com
pany	
  w

ould	
  continue	
  to	
  roll	
  out	
  at	
  regular	
  intervals	
  

ü
 
W
e	
  are	
  extending	
  this	
  m

odel	
  to	
  new
er	
  tow

ns	
  as	
  w
ell	
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Sm
all	
  Store	
  Form

at	
  –	
  taps	
  into	
  new
er	
  m

icro	
  m
arkets	
  



ü
 Targets	
  sm

aller	
  Indian	
  cities	
  (Tier	
  2	
  and	
  3)	
  

ü
 
M
ajority	
  of	
  sm

aller	
  Indian	
  cities	
  still	
  lack	
  branded	
  jew
ellery	
  outlets	
  

ü
 
H
ow
ever,	
  the	
  consum

ers	
  of	
  these	
  locations	
  also	
  are	
  brand	
  conscious	
  and	
  w
ant	
  assurance	
  of	
  purity,	
  quality	
  as	
  w

ell	
  as	
  
variety	
  and	
  range	
  

ü
 In	
  light	
  of	
  this,	
  w

e	
  have	
  developed	
  franchisee	
  m
odel	
  w

ith	
  a	
  w
in-­‐w

in	
  proposition	
  for	
  PCJ	
  and	
  Franchisee	
  

ü
 
Leverage	
  on	
  PCJ	
  brand	
  and	
  utilize	
  the	
  infrastructure	
  and	
  resources	
  of	
  local	
  jew

ellers/	
  investors	
  

ü
 
Sm

aller	
  Cities,	
  m
ainly	
  Tier	
  II	
  -­‐	
  III	
  cities	
  do	
  not	
  require	
  signiQicant	
  inventory	
  levels	
  (relative	
  to	
  M

etros	
  and	
  Tier	
  1	
  cities)	
  
and	
  hence	
  w

e	
  expect	
  that	
  franchisees	
  should	
  be	
  able	
  to	
  m
eet	
  the	
  capital	
  requirem

ents	
  

ü
 
Depending	
  on	
  Franchisees	
  investm

ent	
  appetite	
  w
e	
  can	
  consider	
  franchise	
  even	
  for	
  a	
  Tier	
  1	
  city	
  

ü
 
Robust	
  com

pliance,	
  m
onitoring	
  and	
  control	
  system

s	
  put	
  in	
  place	
  to	
  ensure	
  m
eeting	
  brand	
  standards	
  

ü
 
Strict	
  Franchise	
  Selection	
  process	
  –	
  Param

eters	
  include	
  Qinancial	
  strength,	
  m
arket	
  goodw

ill,	
  previous	
  track	
  record,	
  other	
  
business	
  interests	
  

ü
 W

e	
  have	
  opened	
  4	
  franchise	
  show
room

s	
  at	
  Gw
alior,	
  Agra,	
  Gorakhpur	
  and	
  Allahabad.	
  W

e	
  are	
  w
orking	
  to	
  scale	
  

this	
  m
odel	
  at	
  a	
  rapid	
  pace	
  now

	
  

ü
 
W
e	
  expect	
  Franchise	
  business	
  to	
  be	
  a	
  signiQicant	
  RoE	
  booster	
  for	
  us	
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Franchisee	
  Show
room

s	
  



ü
 
Globally,	
  the	
  online	
  m

arket	
  has	
  been	
  steadily	
  increasing	
  

ü
 
In	
  US,	
  overall	
  m

arket	
  size	
  is	
  ~
	
  62bn	
  USD	
  of	
  w

hich	
  12%
	
  is	
  sold	
  online	
  

ü
 
In	
  China,	
  overall	
  m

arket	
  size	
  is	
  ~
	
  96bn	
  USD	
  of	
  w

hich	
  3-­‐4%
	
  is	
  sold	
  online.	
  It	
  has	
  grow

n	
  from
	
  0.4%

	
  Qive	
  years	
  back	
  

ü
 
Out	
  of	
  50	
  bn	
  USD	
  Indian	
  jew

ellery	
  m
arket	
  size,	
  only	
  0.2%

	
  is	
  currently	
  sold	
  online	
  	
  	
  

ü
 
Online	
  jew

ellery	
  segm
ent	
  is	
  ripe	
  for	
  disruption	
  and	
  is	
  expected	
  to	
  reach	
  2-­‐3%

	
  of	
  jew
ellery	
  m

arket	
  in	
  next	
  4	
  years	
  
creating	
  a	
  $2-­‐3	
  bn	
  m

arket	
  

ü
 
Considering	
  the	
  potential	
  w

e	
  launched	
  our	
  ecom
m
erce	
  vertical	
  W

earYourShine.com
	
  as	
  a	
  curated	
  jew

ellery	
  
m
arketplace	
  

ü
 
There	
  are	
  30	
  brands	
  currently	
  live	
  on	
  the	
  platform

	
  including	
  big	
  brands	
  and	
  w
e	
  are	
  in	
  talks	
  w

ith	
  som
e	
  other	
  large	
  

players.	
  	
  W
e	
  have	
  the	
  largest	
  num

ber	
  of	
  products	
  available	
  online	
  

ü
 
W
earYourShine.com

	
  has	
  built	
  strength	
  across	
  m
erchandizing,	
  custom

er	
  acquisition,	
  m
arketing	
  and	
  technology	
  

ü
 
W
earYourShine.com

	
  is	
  a	
  great	
  com
plem

ent	
  to	
  our	
  physical	
  show
room

s	
  as	
  w
ell	
  and	
  this	
  aligns	
  w

ith	
  our	
  strategy	
  of	
  
targeting	
  future	
  w

edding	
  jew
ellery	
  custom

ers	
  at	
  an	
  early	
  age	
  

ü
 
Target	
  the	
  grow

ing	
  W
ork	
  W

ear/	
  Daily	
  W
ear	
  jew

ellery	
  segm
ent	
  w

hich	
  w
as	
  not	
  being	
  targeted	
  earlier	
  

ü
 
H
elp	
  us	
  catch	
  the	
  target	
  segm

ent	
  young	
  	
  -­‐	
  A	
  regular	
  visitor/	
  buyer	
  at	
  w
w
w
.W
earYourShine.com

	
  is	
  m
ore	
  likely	
  to	
  visit/	
  prefer	
  

nearby	
  PCJ	
  Show
room

s	
  w
hen	
  she/	
  he	
  has	
  to	
  evaluate	
  a	
  high-­‐ticket	
  w

edding	
  jew
ellery	
  purchase	
  

ü
 
Better	
  CRM

	
  system
s	
  -­‐	
  Enhanced	
  data	
  collections	
  and	
  analysis	
  of	
  custom

ers’	
  preferences	
  and	
  behaviour	
  to	
  develop	
  effective	
  
m
arketing	
  and	
  com

m
unication	
  and	
  targeting	
  strategies	
  for	
  both	
  online	
  and	
  ofQline	
  stores	
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Online	
  Platform
	
  



Adapting	
  Technology	
  	
  

Digitizing	
  inventory	
  across	
  
show

room
s	
  

• 
Reducing	
  Capital	
  Blockage	
  and	
  
increasing	
  consum

er	
  choice	
  
• 

Inventory	
  at	
  all	
  show
room

s	
  visible	
  
to	
  custom

er	
  at	
  every	
  show
room

	
  

Online	
  kiosks	
  across	
  all	
  the	
  existing	
  
show

room
s	
  

• 
Online	
  OfQline	
  integration	
  

• 
Catering	
  to	
  custom

ers	
  beyond	
  
w
edding	
  jew

ellery	
  	
  

Virtual	
  reality	
  technology	
  
• 

Expansion	
  w
ithout	
  investm

ent	
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Going	
  Global	
  

ü
 Prom

oters	
  have	
  over	
  3	
  decades	
  of	
  experience	
  in	
  Exports	
  

ü
 
Focus	
  on	
  handm

ade	
  designer	
  gold	
  jew
ellery	
  

ü
 
Target:	
  Indian	
  diaspora	
  and	
  local	
  population	
  outside	
  India	
  

ü
 
Provides	
  econom

ies	
  of	
  scale	
  to	
  Com
pany	
  

ü
 
Provides	
  access	
  to	
  international	
  designs	
  and	
  trends	
  w

hich	
  can	
  
be	
  leveraged	
  for	
  dom

estic	
  m
arket	
  also	
  

ü
 Attractive,	
  Cash	
  Flow

	
  positive	
  business	
  m
odel	
  

ü
 
Gold	
  is	
  procured	
  on	
  lease	
  from

	
  international	
  banks	
  

ü
 
M
inim

al	
  w
orking	
  capital,	
  high	
  RoCE	
  business	
  but	
  low

er	
  m
argins	
  

ü
 Exploring	
  new

er	
  m
arkets	
  for	
  exports	
  of	
  high	
  m

argin	
  
jew

ellery	
  (both	
  diam
ond	
  studded	
  and	
  gold)	
  

ü
 Participation	
  in	
  Overseas	
  Exhibitions	
  for	
  -­‐	
  Azva,	
  Flexia,	
  and	
  
other	
  designer	
  item

s	
  

Further	
  exploring	
  potential	
  of…
	
  

Branded	
  
Jew

elry	
  

International	
  
Stores	
  

Exports	
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Financial	
  O
verview

	
  



Perform
ance	
  since	
  IPO	
  (Dec	
  2012)	
  

7,259
6,349

5,325
4,018

3,042

FY16	
  
FY15	
  

FY14	
  

+24.3%
	
  

FY12	
  
FY13	
  

28.2%
	
  

4,539	
  

FY15	
  

71.8%
	
  

FY16	
  

5,167	
  

2,040	
  

72.6%
	
  

27.4%
	
  

+26.2%
	
  

27.1%
	
  

FY13	
  

68.5%
	
  

31.5%
	
  

2,988	
  

FY12	
  
FY14	
  

72.9%
	
  

31.5%
	
  

68.5%
	
  

4,002	
  

Diam
ond	
  

Gold	
  
401

378
356

291
204

FY15	
  
FY16	
  

FY14	
  
FY13	
  

+18.4%
	
  

FY12	
  

Revenues	
  	
  (Rs.	
  Crores)	
  
EBITDA	
  	
  (Rs.	
  Crores)	
  

Focus	
  on	
  Diam
ond	
  Jew

ellery	
  (Rs.	
  Crores)	
  *	
  
Robust	
  ProQitability	
  (Rs.	
  Crores)	
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*	
  Dom

estic	
  net	
  operating	
  revenues	
  

730
753

605
467

305

FY16	
  
FY15	
  

FY14	
  
FY12	
  

FY13	
  

+24.5%
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Leverage	
  Strategy	
  

400
378

356
291

FY13	
  
FY15	
  

FY14	
  
FY16	
  

PAT	
  (Rs	
  Crores)	
  

Dividend	
  Payout	
  (incl.	
  DDT)	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
(Rs	
  Crores)	
  	
  

Debt	
  to	
  Equity	
  Ratio	
  0.26
0.20

0.40

-­‐0.02

FY15	
  
FY14	
  

FY13	
  
FY16	
  

FY14	
  
FY15	
  

69.30	
  
62.85	
  

20.95	
  

FY16	
  

72.21	
  

FY13	
  

W
e	
  m

ake	
  PROFITS,	
  W
e	
  pay	
  DIVIDEN

DS,	
  and	
  W
e	
  m

aintain	
  extrem
ely	
  LOW

	
  LEVERAGE	
  

Strong	
  CASH
	
  PAT	
  generation	
  	
  	
  	
  	
  	
  	
  	
  

(Rs.	
  Crores)	
  
422

401
369

301

FY13	
  
FY15	
  

FY14	
  
FY16	
  



Financial	
  Perform
ance	
  YTD	
  FY17	
  H

ighlights	
  

*The	
  FY	
  2016	
  figures	
  have	
  been	
  restated	
  to	
  conform
	
  to	
  IN

D	
  AS	
  norm
s	
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Par1culars	
  (Rs.	
  Crores)	
  
Q
3	
  FY	
  2017	
  

Q
3	
  FY	
  2016*	
  

9M
	
  FY	
  2017	
  

9M
	
  FY	
  2016*	
  

Revenue	
  from
	
  O
pera1ons	
  

2,105	
  
2,180	
  

5,944	
  
5,361	
  

Dom
esSc	
  Retail	
  

1,258	
  
1,586	
  

3,730	
  
3,829	
  

Exports	
  
847	
  

594	
  
2,214	
  

1,532	
  

G
ross	
  M

argins	
  (%
)	
  

11.13%
	
  

14.36%
	
  

12.83%
	
  

14.44%
	
  

Dom
esSc	
  Retail	
  

15.41%
	
  

15.54%
	
  

16.50%
	
  

16.64%
	
  

Exports	
  
4.78%

	
  
11.22%

	
  
6.65%

	
  
8.94%

	
  

Exports	
  (net	
  of	
  Forex	
  Gain/Losses)	
  
5.76%

	
  
6.43%

	
  
6.10%

	
  
6.44%

	
  

Expenses	
  (%
	
  of	
  total	
  Revenue)	
  

Em
ployee	
  Expenses	
  

1.00%
	
  

0.91%
	
  

1.00%
	
  

1.01%
	
  

AdverSsem
ents	
  

0.74%
	
  

1.01%
	
  

0.43%
	
  

0.69%
	
  

Rentals	
  
0.60%

	
  
0.51%

	
  
0.63%

	
  
0.62%

	
  

O
ther	
  Costs	
  

0.40%
	
  

0.71%
	
  

0.63%
	
  

0.77%
	
  

EBITDA	
  M
argins	
  

8.39%
	
  

11.22%
	
  

10.14%
	
  

11.35%
	
  

PBT	
  M
argins	
  

5.46%
	
  

8.34%
	
  

6.98%
	
  

8.05%
	
  

PAT	
  M
argins	
  

5.08%
	
  

6.76%
	
  

5.39%
	
  

5.98%
	
  



W
ay	
  Forw

ard	
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Our	
  Curated	
  focus	
  areas	
  

01 

04 
03 

02 
05 

Expanding	
  Product	
  Offerings	
  

Technology	
  
ROE	
  enhancem

ent	
  
ü
 E-­‐Com

m
erce	
  

ü
 Brand	
  Leverage	
  

Targeted	
  m
arket	
  approach	
  

Going	
  Global	
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ü
 Extensive	
  focus	
  on	
  grow

th	
  and	
  capture	
  of	
  m
ore	
  m

arket	
  share	
  by	
  speeding	
  up	
  the	
  store	
  opening	
  process	
  

ü
 Focus	
  on	
  Topline	
  w

ithout	
  diluting	
  Bottom
	
  line	
  

ü
 
M
oving	
  up	
  the	
  value	
  chain	
  by	
  introducing	
  “different”	
  type	
  of	
  jew

ellery	
  like	
  Flexia,	
  Azva	
  etc.	
  

ü
 
Em

phasis	
  on	
  diam
ond	
  jew

ellery
	
  

ü
 Grow

th	
  w
ith	
  increasing	
  ROE	
  	
  

ü
 Leveraging	
  Brand	
  Equity	
  to	
  open	
  m

ore	
  franchisee	
  stores,	
  w
here	
  the	
  capital	
  is	
  brought	
  in	
  by	
  the	
  

Franchisee.	
  	
  

ü
 Grow

th	
  by	
  Franchise	
  Route	
  w
ill	
  perm

it	
  the	
  M
anagem

ent	
  to	
  concentrate	
  its	
  bandw
idth	
  and	
  resources	
  on	
  

increasing	
  on	
  long	
  term
	
  strategic	
  initiatives	
  like	
  enhancing	
  Brand	
  Value,	
  Designing,	
  R	
  &

	
  D,	
  technology,	
  
productivity	
  etc.	
  	
  

ü
 E-­‐com

m
erce	
  Vertical	
  w

ill	
  help	
  the	
  com
pany	
  to	
  expand	
  its	
  reach	
  across	
  geographies	
  and	
  consum

ers	
  
w
ithout	
  any	
  investm

ent	
  in	
  physical	
  assets	
  like	
  inventory,	
  retail	
  stores	
  etc.	
  

ü
 The	
  strategy	
  of	
  opening	
  stores	
  in	
  sm

all	
  m
arkets	
  of	
  big	
  cities	
  perm

its	
  us	
  to	
  target	
  the	
  huge	
  consum
er	
  

base	
  at	
  the	
  “bottom
	
  of	
  the	
  pyram

id”	
  w
ith	
  m

inim
um

	
  capital	
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W
hat	
  w

e	
  are	
  focussed	
  on	
  for	
  Future	
  



ü
 Focus	
  on	
  prom

oting	
  H
allm

arked	
  Gold	
  jew
ellery	
  to	
  enable	
  conversion	
  of	
  custom

ers	
  from
	
  unorganised	
  to	
  

organised	
  
ü
 Extensive	
  focus	
  on	
  CRM

	
  (data	
  capture,	
  data	
  analysis	
  and	
  usage)	
  across	
  all	
  show
room

s	
  for	
  m
arketing/	
  

offering/	
  branding	
  of	
  our	
  products	
  
ü
 Focus	
  on	
  Digital	
  m

arketing	
  by	
  active	
  presence	
  on	
  all	
  social	
  m
edia,	
  Digital	
  Branding	
  and	
  Youth	
  M

arketing	
  
Initiatives	
  

ü
 
As	
  on	
  date	
  w

e	
  have	
  highest	
  no.	
  of	
  follow
ers	
  on	
  facebook	
  (1.3	
  m

n)	
  am
ongst	
  the	
  jew

ellery	
  players	
  

ü
 Increase	
  of	
  m

anufacturing	
  capacity	
  to	
  enhance	
  in-­‐house	
  production	
  
ü
 
H
elps	
  in	
  control	
  of	
  m

anufacturing	
  costs	
  	
  
ü
 
Shortening	
  product	
  developm

ent	
  cycle	
  and	
  m
eeting	
  deadlines	
  	
  

ü
 
Ability	
  to	
  launch	
  increasing	
  variety	
  of	
  collections	
  

ü
 Role	
  of	
  Technology	
  

ü
 
In	
  im

proving	
  m
anufacturing	
  productivity	
  

ü
 
Creating	
  a	
  new

	
  shopping	
  experience	
  by	
  setting	
  up	
  Virtual	
  Reality	
  Zones	
  at	
  our	
  show
room

s	
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W
hat	
  w

e	
  are	
  focussed	
  on	
  for	
  Future	
  



PCJ	
  Collections	
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Successfully	
  running	
  Collections	
  



Successfully	
  running	
  Collections	
  



Successfully	
  running	
  Collections	
  	
  



N
ew
	
  Collections	
  Launched	
  in	
  Q3	
  FY17	
  



Expanding	
  Product	
  Offerings	
  

DARSH
	
  

JEIYA	
  

OM
	
  H
RIDYA	
  

TW
IRLZ	
  

ZAH
RA	
  

N
ew
	
  Collections	
  Launched	
  in	
  Q3	
  FY17	
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TH
AN
K	
  YOU	
  



Com
pany	
  :	
  

Investor	
  Relations	
  Advisors	
  :	
  

	
  PC	
  Jew
eller	
  Ltd	
  

CIN
:	
  L36911DL2005PLC134929	
  

M
r.	
  	
  Sanjeev	
  Bhatia	
  

Em
ail:	
  

sanjeev.bhatia@
pcjew

ellers.com
	
  	
  

	
  w
w
w
.pcjew

eller.com
	
  

	
  Strategic	
  Grow
th	
  Advisors	
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