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Distinctly Orient

By launching sub brands that have a strong European orientation, this company is
indicating that design is going to become its main differentiator in the years to come|

idhur Daga has teamed up with Blau Estils

new standard in tiles
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Orient-al Wisdom

® Engaging Spanish design house
for creating original designs for the
Indian environment

@ Widening retail presence with clever
mix of company-owned outlets,
shop-in-shops and  franchises,
backed by attractive investment
options

@ Expanding capacity through tie-ups
in the Western region, and possible
joint venture for new facility

@ Shifting focus from polished to
glazed vitrified tiles for higher
trtade margins and better product
innovation

@ Participating in major shows to
increase brand visibility and assess
market mood.

have a total of 15 COCOs and franchise
showrooms within the next six months,”
informs Daga.

He adds that

require a minimum display area of 1,500

a franchise would

stt. The company would share the total
investment with the franchisee, which
could cost around Rs 1,400 per sft, in
addition to monthly maintenance charges
manpower support. Orient would
also offer annual wrnover discounts if

and

targets are met. Currendy, it is offering
franchises in Jaipur, Raipur, Gurgaon,
Kochi, Guwahati and Bengaluru.

About 100 SIS have been planned by
December 2010; these will be set up. in
the premises of tile retailers, and would
require minimum 400 sft of space, and
an investment of Rs 1,400 per sft. The
company would share the cost of (up to)
two dedicated salesmen who will be on the
payroll of the SIS retailer, There will be
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no binding on inventory levels; but a sales
commitment would be required by the
dealer. 1n :u.]diti()n, he would get a monthly
handling allowance, periodic free-of-cost
display changes, and business leads from
the company.

Also on the cards is capacity expansion,
reveals Daga, The company is mulling
setting up a greenfield facility in Kakinada,
Andhra Pradesh, and is looking for a tie-up
with a Spanish or ltalian tle maker, “An
international partner would enable us to
get acecess to the latest technology and
global markets, and bring more value to
our brand,” he says. OCIL is also in talks
with regional players in western India for
acquiring additional capacity, and hopes to
finalise a deal by the next quarter,

To address the vitrified dle segment - the
fastest growing amongst all tile types - the
company is focusing on the glazed vitrified
(GVT) category. Its Europa uni-surface
ultra vitrified tiles have a minimal 0.05%
water absorption, making them suitable for
diverse applications that include exterior,
facade and interior areas. Informs Daga,
“We are in fact scaling back our polished
vitrified tiles production as they have
become a commoditised business with low
profitability. We are now concentrating on
the GV'T' market as it offers higher margins
and allows more innovations.”

An active participant in tradeshows, the
company’s presence was notable at Acetech
2009 in Delhi and Mumbai for its display
of wide range of tiles from standard to
premium, an innovative stall layout and
design, and hospitality to its visitors. “The |
responses to our products from all types
of visitors at the two shows were very
satisfying. Our participation in Acetech
Mumbai also marks our entry into the
western market which holds great potential
for us,” says Daga.

Growth at OCIL has been a benign 10%
over the past three years, while the industry
has grown by an average 15% over this
period. The company now looks prepared
to break out of its passive state and
make up for lost time. The smart pro-active
moves that have been set into motion will,
no doubt, give the brand differentiation,
higher visibility and capacity muscle. And
going by Daga’s determination, all these
strategies are bound to pay off more sooner
than later. L
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