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EVARA - New blessings for a lifetime

It is no less magical, no less rich in meaning, but the great Indian wedding is certainly
changing with the times — not least because the young generation is less attached to the
forms of the past. Hidden within this momentous change is great opportunity for the
jewellery industry as it seeks ways to speak to tradition as well as modernity. EVARA
Platinum Blessings, a new brand from Platinum Guild International, is perfectly tailormade
for this pivolal occasion. Here's why. Soma Bhatta
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latinum Guild International

(PGI) entered India 2002 to

challenge this gold-loving
nation to appreciate the purity,
aesthetic and preciousness of
platinum. Over 12 years later, PGI
sells 5 tonnes of the rare metal
every vear and reaches 800 doors
in a country that lays claim to no
less than 3 lakh jewellery stores.

The numbers may not compare as
yet with those for other precious metals
or stones, but they are nothing to scoff
al. Note that PGl promotes platinum
bands weighing 5gm each on average,
and that these items account for the
majority of platinum sales in the
country. Other choices are small
pendant sets, earrings and bangles.
But this is set to change, and how!

THE MEGA LAUNCH

Platinum enters the bridal jewellery
segment with EVARA Platinum
Blessings. The name means “blessings”
in Sanskrit. The brand launched on
November 7 in Mumbai at Taj Lands
End, with much fanfare and in the
presence of 400 top retailers.

Nicholas Graham-Smith, COO of PGI
called it a historic day. In his opening
remarks he said, “Ten years down the
line, if you look back, today will be the
day the bridal market started to
change, and platinum put itself on the
map.”

The launch will create a whole new
space for this precious metal in the
enormous wedding category. “We
always recognised the unique role of
jewellery in the Indian wedding,” said
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Graham-Smith. “We needed to be sure
of the behaviour and attitude [of
consumers] to reach the point where
platinum could get in to the
mainstream and be a success.”

But can platinum, with its elegant
modern aesthetic, embody an
essentially traditional and ritualised
gecasion?

DEPTH OF MEANING, HEIGHT OF
STATUS

Profound changes are under way in the
Indian wedding. In the new social
milieu, weddings are beginning to
signal a growing equality between the
two families as well as a more personal
partnership between two individuals.
In the past the boy's side enjoyed the
upper hand. Today, that inequality is
being erased. A groom is now



G G We worry today that

Jewellery is losing out (o other
categories. EVARA is an
opportunity to grow the
industry. Retailers need to
engage with platinum and
explore the metal more while
understanding the business
opportunity it offers.”

Nicholas Graham-Smith,
CO0, PGl

welcomed into the bride’s family
without restraint; gone is the grieving
and sense of loss that came with the
former idea of bidding larewell (o the
bride.

At the helm of PGI's new indtiative

is Vaishali Banerjee, manager, PGl
India. She saw tremendous prospects
for platinum in the social nuances of
the evolving wedding; she believes this
will change the platinum market in
India and create a differentiated
position for Evara.
Flatinum as a jewellery material is
well-established as a symbol of love,
thanks to the Platinum Day of Love
campaign of seven vears® standing.
EVARA will stand for a love that is
equal and pure, without constraing or
conditions. EVARA will be a gift of love
from parents to their daughter and son-
in-law, as a symbol of equivalence in
their refationship and as a blessing for
a lifetime of love

*EVARA reflects our society today

and irs aspirations, and ‘Platinum Day
of Love’ is the robust foundation on
which EVARA will build a new markel
for this precious metal in the country.”
says Banerjee

While the Indian wedding ceremony
is siill firmly rooted in tradition, the
evenl as a whole is celebrated with a
medern, exuberant flair that is not
unconnected with rising aspirations. A
widding is now a royal jamboree,
whether it lasts a day or a week.
Understandably, it is the youth who are
driving how weddings are "expressed”.
This is creating futire oppormnities for
the industry. Brides and grooms now
engage with their wedding plans
jeintly, and those plans reflect the
culrire in which rhey were raised,
albeit with a confidently modermn spin.
By lar (the best result of this more
relaxed and egalitarian approach is the
opening up of a series of wedding
related celebratory occasions for
adorning oneselt wirth jewellery

Focusing on this multiplicity of
occasions, Banerjee strateglzed PGI's

G ‘ Feedback from the younger

generation reveals that there is
something special about
platinum. There is an
emotional connect which they
don’t get from other jewellery
metals. We see ourselves
connecting 1o young consumers
who are getting married.”

James Courage,, CEO, PGI.
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society today and its
aspirations, and 'Flatinum
Day of Love’ is the robust
Sfoundation on which EVARA
will build a new market for
this precious metal in the
country.”

Vaishali Banerjee,
Manager, PGl India.

products to be affordable, wearable and
fashion-grade, delicately placed
herween the traditional and the avant
garde. “The designs had 1o be modern
and, at the same time, as the brand is
anchored in weddings, they couldn't be
devoid of tradition, ™ she says. “It's
abowt finding the right balance.”

Central to this venture of platinum
is its longstanding influence on youth.
They desire platinum. “Feedback from
the younger generation reveals that
there is something special about
platinum,” says James Courage, CEO,
FGIl. "There is an emotional connect
which they don't get from other
jewellery metals. We see ourselves
connecting to young consumers who
are getting married.”

From the parents’ perspective,
besides possessing a depth of meaning,
platinum is & rare resource and the
ultimate symbol of status. And a
wedding, as we all knew, is still the
single most impornant social occasion
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on which parents can proclaim their
economic standing. EVARAS srrong
message of exclusivity, uniqueness and
madernity promises ro burnish the
aspirational image of the giver, thus
offering an emotionally rewarding
experience o both sides, “Now
platinum is not only ready for the
voung, it's ready for their families,
100, savs Courage.

To be doubly sure that its winning
ideas would be appreciated by
consumers, PGI has carefully assessed
EVARAs market potential. A rigorous,
ning-month, strategic consumer study
surveved 900 mothers of brides and
grooms in SECs A/B1 in Chennai, Dethi
and Mumbai. No less than 89 per cent
unequivocally confirmed their
readiness for platinum wedding
jewellery.

THE PLATINUM BOND

The design idea behind EVARA
jewellery — in each piece a distinctive
platinum loop, called the Platinum
Bond of love, holds together multiple
platinum strands — evolved from the
same wedding insight. It represents the
coming together of many relationships
in a single wedding.

The signature Platinum Bond is an
outwardly visible and distinguishable
pattern. It is a step forward in
delighting the customer, and it has the
potential to make EVARA a highly
status-driven product. Akin to a logo

strategy, this is a first for the industry,
which has long wondered how Lo
create high recognition and visibiliny
for a jewellery brand, to drive greater
value for the customer and higher
profit for the brand. It is & winning
straregy for the Indian market, where
consumers are drawn to preducts that
have recognisable logos or patterns.

“The svmbolic platinum bond is
highly aesthetic,” says Banerjee. “It
comes with the implicit promise of
platinum and builds pride of
ownership.”

The product and pricing strategy ol
EVARA, designed with the youth in
mind, encompasaes over 700 unique
pieces that blend fashion and tradition
in never-betore-seen ways. See for
example the necklace-and-carrings set,
bangle and men's chain and bracelet
priced in the range of 71.25 lakh-4
lakh.

“The numerous designs unveiled at
the launch show the flexibility and
versatility of this precious metal,” says
Graham-Smith.

.i-?f.]-.q?n f‘(‘ﬂ:‘?}'r”
Platinum Bond

EVARA

e T

G G Indian retailers are

dynamic, enthusiastic and
ambitious. People are on the
lookout for the next business
idea and opportunity.
Through our consumer
research we have insight into
how the Indian wedding is
changing, and that'’s why we
have connected EVARA with
that opportunity. That'’s why
FEVARA will be extremely

successful.”

Nicholas Graham-Smith,
COO0, PGl

A GAME-CHANGER FOR THE TRADE
“We don't perceive ourselves as a
substiie for gold,” explains Courage.
“We see ourselves as an addition Lo the
existing gold and diamond markets.
There is a market here for retailers to
leverage.”

“Traditionally, India has been a gold
market. Flatinum is relatively new.”
says Banerjee. “Our rescarch shows
that it connects with the younger
generation well and that it is seen as a
symbol of love. We see ourselves
playing a different and complementing
role 1o gold.”

PGl's market research, Graham-
Smith reveals, suggests that "In some
regions, consumer traction for
platinum is much stronger than gold.
People perceive il 1o be more elegant
than gold. It's youthful, as well.”

While jewellery remains one of the
top purchase categories for wedding
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GG If we look at the sweet spot

Jor EVARA, it's at about

30em. There is also the unique
opportunity of platinum for
dual gifting, for the bride and
the groom. The brand gives

Jewellers an opportunity to

expand their business in the
23-7 lakh price-bracket by
means of such dual
purchases.”

Vaishali Banerjee, manager,
PGI India

the choice for young
consumers has long been restricted o
customary designs. Now, they expect
more, “It is artant to have long-
term vision and a 'u;-imic-n-_;hép with the
young gen eration that is entering
marriage.’ " says Courage. "It is
import for retailers (o communics
with this generation and ro become a
part of its culture, One has to find the
emotional connect. The vounger
generation is looking for something
that represents its own relationships.”
Flatinum has the potential to be this
ga I‘.‘;t‘-{|'til':‘.33ﬂ
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market. The u verage wei
EVARA piece is six times that of a
PDOL product. “1F we look at the sweet
spot for EVARA, :l':—t at about 30gm
says Banerjee. There is also the unigue
opportunity of platinum for dual
gifting, for the bride and the groom.

The brand gives jewellers an
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rides, grooms and parents

“We worry today that jewellery is
losing out to other categories. EVARA is
an nity to grow the industry.
Retailers need 1o engage with platinum
and explore the metal more while
understanding the business
opportunity it ofters,” says Graham
smiith.

“Indian retailers are dynamic,
:::1:!1'-|w‘1;;'w'li-.'a"|{l ambitious. People are
on the loakour for the next business
idea a-m opportnity. Through our
arch we have insight
he Indian wedding iz
changing. and that's why we have
connecled EVARA with that
opporiun s Graham-Smith.
v EVARA will be extremely
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The television campaign slogan for

EVARA is "Khubsurat is safar mein ek
kadam mera ek lumhara” (On this
beautilful journey. you and 1 will walk
side-by-side) Graham-Smith points
thal stepping together — that is,
collabararion — will guide the
platinum endeavour o Success, As
PGI's research shows, the changi
Indian wedding and vounger
consumers have already created the
space for EVARA. It's up to retailers

now 1o fill that space with powerlul
new, culturally resonant meaning and
be o part of the next platinum
generation.
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opportunity to jewf'zliery'
talk to the designs linked

younger with the
audience and emotions of

the new age traditional
bride.” values.”

SAMIR SAGAR, PRINCESON JOSE

Director, Chairman & Managing,
MANUBHAI Director, PRINCE
JEWELLERS JEWELLERY

GG A I"Efre-ﬁhingly Gﬁ PGI is pﬂ-Uin-g
new range of the way in an
bridal jewellery emotionally rich
for our 3

space for jewellery
in India.” e

consumers.”

- PARESH SONII,
Director,
CH JEWELLERS

GGA superlative
experience for
the modern
Indian bride
who desires
something
special.”

VASTUPAL RANKA, 4
Director, BANKA
JEWELLERS

GG We will explore
multiple
engagement
points with the
consumer and
expand
platinum
business.”




