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GOCARA

Introducing ‘GOCARA’, India’s fashion jewellery 
brand for all individuals, special in their own way. 
‘Gocara’ is derived from the Sanskrit language 
denoting ‘perceptible by the senses but also re-
garded as seen by the mind’. 

The brand’s motivation to create lies in the brand 
name itself; we want our consumers to feel, sense 
and really connect with each product. 

The product portfolio includes earrings, rings, 
bracelets as well as neck pieces with an addi-
tional line of braille jewellery. All designs are 
handcrafted by artisans that draw inspiration 
from futurism, architecture, geometric forms and 
modern sculpture.

BUSINESS DESCRIPTION

BUSINESS CONCEPT
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ESP

The brand strives to provide employment oppor-
tunities to a large number of visually impaired 
from underprivileged sectors. Gocara will tie up 
with Blind Association of India and several NGOs 
that teach braille to this community. They will 
be further trained to design fashion and braille 
jewellery. This adds to Gocara contributing to 
society and gives people of all backgrounds an 
emotional incentive to connect with the cause. 
It allows individuals with high purchasing power 
to buy the product, and for those who are unable 
to afford it, will feel the need to share it on social 
forums.

USP

Gocara is India’s first contemporary brand to of-
fer a wide range of handcrafted braille jewellery. 
It works towards the blind community’s instant 
gratification by not just feeling, trying and pur-
chasing a piece of jewellery for themselves but 
also creating it on their own. The brand’s inclina-
tion towards sustainability makes them attempt 
to be transparent with its consumers about their 
means of sourcing materials as well as enhanc-
ing the lives of its employees. Furthermore, Go-
cara designs and delivers personalised products 
in both Braille and English.
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VISION

Gocara envisions to be the first to begin a move-
ment in India; a movement that is unforgettable 
by everyone. It aspires to be the largest Indian 
organisation with visually impaired craftsmen, 
creating designs for fashion & braille jewellery 
using innovative methods. The brand hopes to 
provide them with safe homes, a certain stan-
dard of lifestyle as well as growing opportuni-
ties for the visually challenged community.

MISSION

Gocara is committed to empowering every visu-
ally impaired person by providing employment 
opportunities and a stable, safe and inclusive  
work environment for its employees. Creativity 
and innovation play a key role in developing the 
focus of the brand i.e. to curate shopping ex-
periences for everyone, like never before.
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OBJECTIVES

Determining whether the business is viable by conducting a feasibility study.

Researching the jewellery market, and unfolding the brand’s identity and 
image.

Analysing the competitors to establish the brand’s positioning, and con-
sumer perception to narrow down the target market for the brand.

Analysing the external and internal environment that may affect the busi-
ness.

Establishing the brand by boosting brand awareness and recognition.

Building a community by enhacing engagement through influencers.

Encapsulating the DNA of the brand in its products as well as communica-
tion strategies.

Breaking even and thereafter touching profitability through continued sales.

Training  and empowering the employees, especially the visually impaired 
to the best of abilities.
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FEASABILITY STUDY

The Indian Gems and Jewellery industry 
contributes 29% to the global consump-
tion emerging as one of the largest mar-
kets in the world (IBEF, 2018).

Despite the implementation of demone-
tisation and the Goods and Services Tax 
(GST) amongst the high taxes on luxury 
items, India’s luxury market has been ac-
celerating by 4% per annum in the last 
six years.  An increase of 23%  was not 
only seen in Tier 1 cities during this pe-
riod but also increased 30 times in Tier 
2 cities as compared to Tier 1 (Crossley, 
2019). Women make 33% of the luxury 
market in India. Furthermore, 34% of the 
total spending on fashion and jewellery 
comes from tourists. 

By 2022, the jewellery market size is 
predicted to touch $110 billion from $60 
billion in 2017. Currently, over 4.5 million 
people are employed by the jewellery 

industry which is expected to cross 8.2 
million individuals by 2022 (Investment 
Promotion and Facilitation Agency, no 
date).

Development of new brands will contrib-
ute to the growth of the industry while 
the established brands lead the market 
to open further opportunities. 
Entry of new players also paves the way 
for diversity in the variety of products 
and designs in the market. By 2021-22, 
online sales will make 2% of the jewel-
lery market share. Moreover, the release 
of restrictions on importing gold,  easily 
available low-cost loans and stable pric-
es of precious metals play a vital role for 
the jewellers to prosper over a period of 
time. Such developments significantly 
aid the accelerating demand for jewellery 
(IBEF, 2018).
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India resides 8 million of the total blind 
population, i.e. 25% of the world’s blind 
population (Quraishi, 2018). The preva-
lence of the blind varies between the urban 
and rural areas in India (British Journal of 
Ophthalmology, 2001). According to prima-
ry research, 98% of the visually impaired 
fall below the poverty line in India and over 
80% of them are unemployed. The state 
of Maharashtra has 574,052 people with a 
seeing disability (Census, 2011). 

Mumbai, the city of the birth of Gocara has 
a population of 18,394,912 out of which the 
male population is 9,872,271 whereas the 
female population is 8,522,641. The aver-
age literacy is 89.78% (Census, 2011). Over 
22 million comprises of the urban popula-
tion (Census, 2011; World Population Re-
view, 2019). In Maharashtra, 64.07% of 
people live in good conditions of the house. 

FIGURE 1.0
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FIGURE 1.1

FIGURE 1.2

FIGURE 1.3
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Gocara will follow the jewellery casting 
method to produce its products. It is a pro-
cess by which a handmade wax pattern is 
formed into a jewellery mould, thereafter it 
is filled with molten metal such as sterling 
silver to generate a bespoke piece of jewel-
lery. The casting machine will be procured 
from Vapson Jewellery Equipments Private 
Limited in Andheri East. 

At Gocara, the brush plating process is 
adapted to polish gold or rose gold over 

the sterling silver metal. In this method, the 
item does not have to fit in any container 
and hence, there are no size constraints 
in the designs. It also enables one to plate 
only certain parts of the item, for instance, 
brush plating can be used for two-toned 
items of gold and silver. It is a lot more por-
table and has much lower start-up costs.
These brush kits will be procured from In-
dia Mart. Lastly, the sterling silver will be 
sourced from Ridhi Sidhi Bullion Limited, 
Mumbai.
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REASONS & MOTIVATIONS

Gocara envisions to be the first to begin a movement in India; a movement 
that is unforgettable by everyone. 

It aspires to be the largest Indian organisation with visually impaired crafts-
men, creating designs for fashion & braille jewellery using innovative meth-
ods. 

The brand hopes to provide them with safe homes, a certain standard of life-
style as well as growing opportunities for the visually challenged community.

It aims at empowering every visually impaired person by providing employ-
ment opportunities and a stable work environment for its employees.

The brand’s motivation to create lies in the brand name itself; we want our 
customers to feel, sense and really connect with each product. 

Moreover, the Indian Gems and Jewellery industry contributes 29% to the 
global consumption emerging as one of the largest markets in the world 
(IBEF, 2018).

By 2022, the jewellery market size is predicted to touch $110 billion from 
$60 billion in 2017. Currently, over 4.5 million people are employed by the 
jewellery industry which is expected to cross 8.2 million individuals by 2022 
(Investment Promotion and Facilitation Agency, no date).
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BUSINESS LOCATION

Gocara is a Mumbai based jewellery brand. Its stu-
dio will be located in Bandra West. For the first five 
years, the property will be rented out. Furthermore, 
the space will be divided into three sections - the 
machinery, the hand craft workshop and the prod-
uct display area. 
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BUSINESS ENVIRONMENT

PESTLE ANALYSIS

POLITICAL

Stable political scenario; a federal repub-
lic democracy, ensuring political stability 
with active regulatory policies.

Increase in the privatisation of enterpris-
es resulting in the effective and efficient 
management of businesses.

ECONOMICAL

Introduction of the Goods and Services 
Tax in 2017.

Improvement in the standard of living and 
increase in the purchasing power of the 
population leads to higher investment in 
jewellery in India.

Growth in the jewellery market is seen as 
new, high acumen, organised players are 
penetrating the market with a wide array of 
creatively thought products and designs.

Relaxation on the restrictions of importing 
gold acts as an added benefit for the jew-
ellery industry.
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SOCIAL

India’s population is young. Out of 1.1 bil-
lion people, 31.8% fall below the age of 
14, 63.1% are in the bracket of 15 and 64 
years and only 5.1% are above 65 years. 
Hence, a large percentage of people are 
the working population.

The population of blind people globally is 
39 million, from a total of 285 million vi-
sually impaired people. Between 12  to 
14 million of the 39 million reside in India 
(Cave, 2016).

The Indian Gems and Jewellery industry 
contributes 29% to the global consump-
tion emerging as one of the largest mar-
kets in the world (IBEF, 2018).

Indians spend large sums of money on 
jewellery for almost all festive parties, es-
pecially during the wedding time. Hence, 
the phrase “big fat Indian wedding’ was 
coined (Williams, 2018).

TECHNOLOGICAL

The software industry in India hiked to 
$5.4 billion in the early 2000s.

Advancement of technologies in India as-
sists the many disabled individuals in In-
dia such as the use of artificial intelligence, 
and digitalisation.

New technology has given access to nu-
merous mobile applications and devices 
that make everyday life easier for visu-
ally impaired people. Braille can now be 
learned and read through computers and 
other devices too (Newzhook.com, 2019).

Advanced machinery for jewellery casting 
is easily availble in India.
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LEGAL

The company has to be registered as a 
proprietorship, partnership, or private lim-
ited company.

To open a physical store, one has to regis-
ter themselves in the Shop and Establish 
Act.

To purchase precious metals, it is essen-
tial to obtain a Sales Tax number to elimi-
nate payment of taxes while purchasing at 
wholesale prices.

Gold Control Act was abolished in 1990, 
making jewellery an open business. Cur-
rently, there are no laws binding the jew-
ellery business in India nor any license is 
required unless the organisation wants to 
import gold from outside.

Added support by the government if more 
than 5% of the employees are disabled.

ENVIRONMENTAL

The climate in India has monsoons as well 
as dry periods. Diverse climate changes 
must be kept in mind for any infrastruc-
ture.

The country is highly polluted resulting in 
over 3 million premature deaths.
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CONSUMER TRENDS

The A/W 19 fashion shows are still trending with 
big earrings, however, the focus has turned from 
the mismatched pairs that previously dominated 
the category to matching ones. Moreover, there 
has been a recognisable shift from earrings to 
neck jewellery. Hence, it is important to maintain 
the right balance of necklace pieces with oth-
er jewellery. The key trends for Autumn Winter 
19/20 comprise of upscaled chunky chokers, 
sculpted large hoops as matching pairs, utility 
style components and hardware, minimalist long 
chains with a single pendant or medallion coins, 
layered necklaces that create a noteworthy style 
and lastly, the short neckpieces that form the 
Y-shaped silhouette (WGSN, 2019).
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Optimise on digital marketing to spread 
the core message of the brand globally

Technological advancements for braille 
retail 

Expansion to other cities, and countries 
through pop-ups and exhibitions

Capitalise on the cause of the brand as 
well as the sustainability outlook for the 
same

Price wars may occur due to high compe-
tition in the jewellery industry

Increase in the exposure, changing de-
sires and trends, as well as the purchasing 
power of millennial consumers, enables 
them to switch brands easily

Increase in Terrorism causes insecurity 
amongst consumers

Counterfeit products 

High initial investment of time in training 
the visually impaired to handicraft  prod-
ucts

Low brand awareness as it is a startup

Clarity in its unique selling proposition and 
emotional selling proposition

Strong ethical values and mission state-
ment

Offers braille jewellery as part of its wide 
range of fashion jewellery

Powerful cause and vision for the brand

Offers worldwide shipping through its 
website

TO

WS
SWOT ANALYSIS
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PORTER’S 5 FORCES

SUPPLIERS
HIGH

- New brand with low negotiat-
ing power 
- The brand needs the sup-
plier more, not the other way 
around
- No vertical integration, 
hence, the brand will source 
sterling silver from suppliers

RIVALRY
HIGH

- High competition from al-
ready established as well as 
the emerging brands in the 
jewellery segment
- Both established and new 
brands exploring contempo-
rary jewellery, hence, price 
wars can occur 
- Essential to have a differen-
tiation strategy and a strong 
unique selling proposition to 
create brand recall valueBrand 
can adopt differentiation strat-
egy to grow brand recall rate

BUYERS
HIGH 

- Low brand awareness in the 
market, however, strong cause 
for the business
- Buyers may replace the 
brand with its more known 
competitors

SUBSTITUTES 
MODERATE

- Continuously changing con-
sumer preferences
- Relatively low risks of coun-
terfeit products as the designs 
are intricately crafted and 
brand awareness is low
- Switching cost is high in 
terms of fine jewellery

POTENTIAL ENTRANTS
MODERATE HIGH

- Low brand awareness
- Startup brand
- High barriers of entry in the 
luxury market
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COMPETITOR’S ANALYSIS

Gocara has Misho and Metallurgy as direct competitors as 
they are close competitors when it comes to  the modern 
aesthetic of semi precious jewellery with the same products 
offerings at almost similar price points and target  consum-
ers.The indirect competitors are Dhora and 11:11 as both of 
them differ in the aesthetic and incline towards ethnic de-
signs. Craftsmanship is shared as the common core value. 
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Use the internet and social media to capture 
larger market share

Associations with curators and museums for 
exhibitions or a foundation

Initiate sustainable activities and process

With an increase in modern jewellery brands, 
price wars may occur

Counterfeit goods

Changing preferences of the millennial

Terrorism

Brand has strong community and it’s presence 
globally

Wide range of product offering

Luxury in the unique craftsmanship and high-
end quality materials

Horoscope pendant necklace is established as 
a popular product

Strong and easy to navigate website

Higher sales in earrings and necklaces than 
other products

Online shopping is available but no store or 
studio to visit of its own

Distributes products through the website, other 
online marketplaces and pop-ups only
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BRAND NAMES GOCARA MISHO

TARGET 
MARKET

18-50 18- 40

PRODUCT 
OFFERING

Earrings, Necklaces, Bracelets, 
Rings, Braille Jewellery

Earrings, Necklaces, Bracelets, 
Rings

BRAND 
POSITION

Luxury Luxury

PRICING (EU) Rs 7,000 - 20,000 Rs  6000 - Rs 18000

VALUES
High quality,
Craftsmanship, Modernity, Inclu-
sive, Empowering, Architecture, 
Sculptural

Craftsmanship, High quality and 
refinement, Modern, Architectural

POINT OF 
SALES

Mumbai, Delhi, Bangalore, Hyder-
abad, Pune through online and 
pop-ups

Mumbai, Delhi, London through 
online and pop-ups

POINT OF 
PARITY

Craftsmanship, Semi precious 
jewellery, Quality driven, online re-
tails, pop-ups

Craftsmanship, Semi precious 
jewellery, Quality driven, online re-
tails, pop-ups

POINT OF 
DIFFERENCE

Braille jewellery, price points, 
name and logo, based in India, 
start-up

Price points, name and logo, pres-
ence in London, emerging brand, 
sunglasses
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BRAND NAMES GOCARA DHORA

TARGET 
MARKET

18-50 20- 45

PRODUCT 
OFFERING

Earrings, Necklaces, Bracelets, 
Rings, Braille Jewellery

Earrings, Necklaces, Bracelets, 
Rings, Lifestyle

BRAND 
POSITION

Luxury Premium

PRICING (EU) Rs 7,000 - 20,000 Rs  1,200 - Rs 5000

VALUES
High quality,
Craftsmanship, Modernity, Inclu-
sive, Empowering, Architecture, 
Sculptural

Craftsmanship, Fusion of ethnic 
and modern, bohemian chic

POINT OF 
SALES

Mumbai, Delhi, Bangalore, Hyder-
abad, Pune through online and 
pop-ups

Jaipur, and online market places 
like Pernia’s Pop Up, Nicobar, Not 
Just A Label and more

POINT OF 
PARITY

Craftsmanship, Semi precious 
jewellery, Quality driven, online re-
tails, pop-ups, based in India

Craftsmanship, Semi precious 
jewellery, Quality driven, online re-
tails, pop-ups, based in India

POINT OF 
DIFFERENCE

Braille jewellery, price points, 
name and logo, start-up, elegant 
chic, jewellery focused

Price points, name and logo, 
emerging brand, bohemian chic, 
lifestyle products
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Use the internet and social media to capture 
larger market share and increase it’s digital 
reach

Initiate influencer marketing to boost brand 
awareness

Initiate sustainable activities and processes

With an increase in modern jewellery brands, 
price wars may occur

Fake imitation of goods

Shifiting preferences of the millennial

Terrorist attacks cause insecurity amongst 
tourists

Brand has strong community

Wide range of product offering

Unique designs and niche aesthetic

Strong and easy to navigate website

Strong integration of the Indian culture through 
elephant pendant necklaces, earrings, etc. 

Focuses only on product shots for their social 
media content

Online shopping is available but no store or 
studio to visit of its own

Distributes products through the website, other 
online marketplaces and pop-ups only
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Use the internet and social media to capture 
larger market share

Build a larger digital community through en-
gaging features and boost the brand following

Co-artisting to develop a capsule collection

Initiate sustainable activities and processes

With an increase in modern jewellery brands, 
price wars may occur

Counterfeit goods

Changing consumer behavior of the millennials

Terrorism

Unique products due its intricate designs

Luxury in the distinct craft and high-end quality 
materials

Informative about the inspirations and easy to 
navigate website 

Lack of engaging content on the digital plat-
forms

Small community on social media

Online shopping is available but no store or 
studio to visit of its own

Distributes products through the website, and 
other online marketplaces

Low brand awareness
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BRAND NAMES GOCARA METALLURGY

TARGET 
MARKET

18-50 18- 35

PRODUCT 
OFFERING

Earrings, Necklaces, Bracelets, 
Rings, Braille Jewellery

Earrings, Necklaces, Bracelets, 
Rings

BRAND 
POSITION

Luxury Affordable luxury

PRICING (EU) Rs 7,000 - 20,000 Rs  3,500 - Rs 12,500

VALUES
High quality,
Craftsmanship, Modernity, Inclu-
sive, Empowering, Architecture, 
Sculptural

Craftsmanship, High quality, Intri-
cate techniques, Modern, Sculp-
tural

POINT OF 
SALES

Mumbai, Delhi, Bangalore, Hyder-
abad, Pune through online and 
pop-ups

Delhi and NYC based, with pres-
ence in market places like Ogaan

POINT OF 
PARITY

Craftsmanship, Semi precious 
jewellery, Quality driven, online re-
tail, pop-ups

Craftsmanship, Semi precious 
jewellery, Quality driven, online re-
tail

POINT OF 
DIFFERENCE

Braille jewellery, price points, 
name and logo, start-up, wide 
range of products

Price points, name and logo, 
emerging brand, limited range of 
products
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BRAND NAMES GOCARA 11.11

TARGET 
MARKET

18-50 19-40

PRODUCT 
OFFERING

Earrings, Necklaces, Bracelets, 
Rings, Braille Jewellery

Necklaces, Bracelets, Rings, 
Anklets, and other categories like 
Footware, Lifestyle and Clothing

BRAND 
POSITION

Luxury Luxury

PRICING (EU) Rs 7,000 - 20,000 Rs  2,500 - Rs 40,000

VALUES
High quality,
Craftsmanship, Modernity, Inclu-
sive, Empowering, Architecture, 
Sculptural

Craftsmanship, Sustainable, bo-
hemian chic, ethnic, quality driv-
en, comfort

POINT OF 
SALES

Mumbai, Delhi, Bangalore, Hyder-
abad, Pune through online and 
pop-ups

Delhi based store and sell online 
through their own website

POINT OF 
PARITY

Craftsmanship, Quality driven, on-
line retail, pop-ups, based in India

Craftsmanship, Quality driven, on-
line retail, pop-ups, based in India

POINT OF 
DIFFERENCE

Braille jewellery, Semi precious 
jewellery, name and logo, start-up, 
elegant chic, limited products

upcyled 100% handmade, name 
and logo, emerging brand, bohe-
mian chic, wide variety of products
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Use the internet and social media to capture 
larger market share and increase it’s digital 
reach

Initiate influencer marketing to boost brand 
awareness

Optimise on its sustainable processes in mar-
keting strategies and by being transparent with 
consumers

Collaborations with sustainable forums to boost 
awareness about importance of sustainability

Fake imitation of goods

Shifiting preferences of the millennial

Terrorist attacks cause insecurity amongst 
tourists

Strong storytelling through its digital channels 
along with a growing community 

Wide range of product offering

Enjoy a strong brand image due to its sustain-
able offering

Easy to navigate website

Retail store based in the heart of delhi’s fash-
ion street i.e. Hauz Khas Village

Lack of information about the supply chain and 
the process undergone to create sustainable 
products

Limited offering in designs for upcylcled jew-
ellery 
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MARKET ANALYSIS

QUANTITATIVE RESEARCH

For quantitative primary research, a survey 
was conducted to understand the consumer 
market and if it is ready to accept the busi-
ness concept. 

55.9% of the people taking the survey were 
between the age of 20 and 25 years. There 
is a tie between the age brackets of 25 -30, 
30-35 and 40 above years with an 11.8%. 
5.9% of the survey takers are between 15-
20 years and 2.9% between the age of 30-
35 years.
100% of the survey takers were women.
Most people who took the survey belonged 
to Mumbai and Delhi. 64.7% were from 
Mumbai, and 11.8% from Delhi.
Out of 103 people who took the survey, we 
saw that 69 persons purchase semi-pre-
cious jewellery once a month. It also implies 
that many people even below the age of 20 
buy semi-precious jewellery and may grow 

to be loyal customers of the brand.
The most popular way of people getting fash-
ion inspiration for consumers is social media 
( 79.4%). Other sources included Magazines 
(8.8%) as well as Internet (11.8%) around 
the world.
As per the survey, 76.5% have said yes to 
purchasing braille jewellery handcrafted by 
the visually impaired and 23.5% said some-
times. Moreover, 79.4% will buy fashion jew-
ellery made by them and 20.6% said some-
times. Not one person said they will not buy 
jewellery created by the visually impaired.  
The best selling products are earrings and 
necklaces followed by bracelets, braille jew-
ellery and rings.
Lastly, we asked consumers the price they 
will pay for the jewellery, 44.1% agreed to 
pay anything between Rs. 10,000 - Rs. 
15,000. 
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QUALITATIVE RESEARCH

For qualitative primary research, 
an interview was conducted with 
Ms Shilpi Kapur, the founder of 
‘Barrier Break’ which is an en-
terprise that aims to create an 
inclusive society and uses tech-
nology to empower people with 
disabilities to live their lives in-
dependently. They run on three 
major principles - technology, hir-
ing people with disabilities and a 
for-profit model (BarrierBreak, no 
date). She is also the founder of 
an online portal that envisions to 
change attitudes towards disabil-
ity called ‘Newzhook.com’. This 
interview has been most insight-
ful in terms of understanding the 
visually impaired in India. There 
are over 26 million visually im-
paired in the country, out of which 
8 million are blind. According to 
the census, India accounts for 
15% of the world’s blind popu-

lation. When asked about their 
financial background, Shilpi stat-
ed that only 2% of this popula-
tion come from the upper middle 
class to elite families, the rest 
98% fall below the poverty line. 
Moreover, the unemployed per-
centage amongst this communi-
ty is very low - less than 20% of 
them are employed. She further 
informed us that braille is now 
becoming a well-read language 
for the blind due to many NGOs 
working towards educating the 
disabled. Additionally, tactile is 
another language that opens up 
more doors as it is used for both 
the deaf and the blind. Hence, in 
the future, Gocara considers to 
not only expand employment for 
the disabled but also offer tactile 
jewellery as part of the product 
portfolio.
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MARKET DEMAND 
CONCLUSION

To understand the market, both primary, as well 
as secondary research, was conducted. For pri-
mary research, a survey and an interview were 
held. Secondary research was performed in the 
form of in-depth academic and market study. 
It can be concluded that Gocara as a business 
concept is viable for the market, hence, sound 
execution can lead it to an effective and efficient 
organisation. Consumer research suggests that 
they will purchase products that have a hand of 
the visually impaired in its creation at premium 
prices. Furthermore, with less than 20% of them 
employed, it is an important venture to build an 
inclusive society by hiring the visually impaired 
and encouraging them to live independently. 
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MARKETING PLAN

MARKETING OBJECTIVES

Researching the jewellery market, and unfolding the brand’s identity and 
image.

Analysing the competitors to establish the brand’s positioning, consumer 
perception and the target market.

Establishing the brand by boosting brand awareness and recognition.

Building a community by enhacing engagement through influencers.

Encapsulating the DNA of the brand in its products as well as communica-
tion strategies.

Building on the brand’s USP and ESP to create a differentiation strategy.
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SEGMENTATION

Gocara’s consumers independent, modern and am-
bitious women who strive to succeed.  They are well 
educated and always eager to learn new things. Apart 
from enjoying meeting new people, these women have 
a close knitted circle of friends who they love to spend 
time with, almost every alternate day. They are true 
feminists at heart and aspire to empower other wom-
en even with small gestures. Self care is essential to 
rise above all difficulties, and these women understand 
that. Hence, they pay attention to taking care of them-
selves by engaging in activities like meditation, yoga, 
and dance. They also pamper themselves once in a 
while with a spa session or a holiday with the beloved. 
They’re intelligent, fashion conscious, affluent women 
who love styling themselves in a way that is distinct 
from others. 
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TARGET CONSUMERS

Gocara targets consumers are from the up-
per middle class to the elite in a specific de-
mographic market to preserve the exclusivity 
of the brand. The ideal consumers are women 
between the ages of 18 - 50 years with an in-
come of $150,000 on a yearly basis. These con-
sumers are independent, modern, confident, 
sophisticated and well-travelled. It also caters 
to a consumer with an inclination towards a cer-
tain social cause. Moreover, the brand’s con-
sumer is also someone who is visually impaired 
or blind with a strong support system through 
its braille jewellery offering. They also aspire to 
wear unique contemporary jewellery that they 
can feel, understand, try and buy on their own. 
These consumers live their disabilities with con-
fidence. Furthermore, Bain & Company (2018) 
stated that by 2025, millennials will have 45% of 
the luxury market share. Hence, the brand also 
targets the younger fashion-forward consumer 
with an eye on stylish semi-precious jewellery. 
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Rhea is born and brought up in Mumbai, India. She studied 
filmmaking at New York University. Rhea is fashion for-
ward and has a classy taste. She understands her body type 
which helps develop her taste in fashion. She is experi-
mental with her look and her favourite piece of clothing is 
blazers because it makes her feel powerful. She also loves 
to take care of her appearance and wakes up early for yoga 
and follows a ketogenic diet to lose the extra pounds. Rhea 
often picks up jewellery that is unconventionally designed. 
She is most active on Instagram. Rhea is outgoing, likes to 
socialise and meet new people. Pizza is her comfort food. 
She also enjoys co working spaces, therefore, works a lot 
from Soho House Mumbai and local cafes in the city. Rhea 
comes from a privileged family and often feels the need 
to give back to society through fundraisers, charities, and 
events for other social causes.
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POSITIONING

The positioning map implies Gocara as a 
modern semi-precious jewellery brand that 
falls in the premium luxury market.  The ‘y’ 
axis represents the price points while the 
‘x’ axis indicates the brand to be modern or 
ethnic. Consumer trends play an essential 
part in shaping the brands’ offering, there-
fore, leading to more entrants and high com-
petition in the costume jewellery market with 
similar products retailed at similar prices. 
Hence, an effective strategy is imperative to 
communicate the brand’s story to its con-
sumers. 

Misho and Metallurgy are direct competi-
tors of Gocara as they have a modern archi-
tectural and sculptural aesthetic, innovate 
in semi-precious metals like sterling silver, 
brass and more. Dhora and 11:11 are indi-
rect competitors due to its inclination to-
wards fusion styles. 
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BRAND IDENTITY

BRAND NAME

Gocara {go:kara} is derived from the Sanskrit 
language which translates to ‘perceptible by the 
senses and seen by the mind’. The brand name 
emphasises on having a brand experience that is 
all about the feel, sense and touch. Moreover, the 
application of the name is all-pervasive amongst 
all types of consumers. 

BRAND LOGO

The brand strives to employ the visually impaired 
to help in the design and production. This logo 
bridges the gap between the two kinds of people 
and is self explanatory that the visually impaired 
are key to this organisation and always will be, ei-
ther through helping in the creation of the pieces, 
or by being a gratified consumer. 
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COUNTRY OF ORIGIN

India was the major supplier of gemstones 
across the world for over 2000 years. Merchants 
crossed land and sea to procure stones such as 
the Golconda diamonds, Kashmir’s sapphires 
and Gulf of Mannar’s pearls.
At the time, rulers used jewellery as a symbol of 
power, wealth and fame. 
However, Indian women considered jewellery to 
be a way of socio-economic security because it 
has an appreciating value. The country was also 
the largest producer and exporter of beads, and 
home to the diamond industry. Additionally, the 
Romans learned the diamond drilling procedure 
from their visits to India.  Indus Valley Civilisa-
tion resided craftsmen that used semi-precious 
materials, created them into cylindrical or tu-
bular forms and enhanced them with carvings, 
patterns, or gold polish (Pal, 2017). 

The excellence of Indian ornaments is ex-
pressed through the unique and intricate de-
signs created by the efforts of talented artisans 
in the country.
The concept of ornamenting oneself with jewel-
lery has become even more prevalent in mod-

ern times. Creating elaborate adornments with 
intricacy and persistence is an art form that is 
imbibed in Indian history. Even more so, art and 
artists also flourished the beauty of jewellery by 
the support of the rulers. Jewellery from Assam 
takes inspiration from the local flora and fauna 
while Manipuri jewellery is created with the use 
of shells, animal claws as well as semi-precious 
metals and stones. The variety in creativity gives 
tremendous proof of skilled craftsmen pres-
ent in India. Furthermore, silver is also used in 
abundance to create jewellery in India. The arti-
sans of states like Gujarat, Rajasthan, Himach-
al Pradesh and Madhya Pradesh are given due 
credits for producing beautiful contemporary 
silver jewels. India offers a plethora of designs 
in almost every corner of the country which rein-
states its love for jewellery. Both traditional and 
modern jewellers are available all over the coun-
try depending upon the consumer’s require-
ments. Lastly, jewellery is not limited to the elite 
class but also embraced by low-income groups 
in the form of semi-precious stones and metals 
accessible at affordable prices (Cultural India, 
no date).
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MOOD



49



50

PACKAGING & LABELLING

Gocara aims to make a luxurious 
statement, keeping all elements 
of its physical evidence minimal 
and modern. Here, the packag-
ing is a paper bag, a small box 
with the logo embossed on top, 
and inside will be a velvet base 
over which the jewellery piece 
will be placed. Labels like busi-
ness cards, product tags, thank 
you cards, as well as letterheads,  
are kept in sync with the brand 
logo. The product tag will have 
the product description, code 
and price behind in both Braille 
and English.
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BRAND IDENTITY PRISM

PHYSIQUE

Contemporary jewellery
Sterling silver, gold and 
rose gold
Braille
Universal visuals

RELATIONSHIP

High-end quality
Modernity
Futurism
Craftsmanship
Individuality
Luxury

REFLECTION

Unique
Timeless
Elegant
Classy
Modern

EXTERNAL INTERNAL

PERSONALITY

Unconventional
Sensitive
Modern
Sophisticated

CULTURE

Innovation
Sincerity
Transparency
Philanthropy through 
employment

SELF-IMAGE

Modern
Sophisticated
Stylish
Chic
Contemporary
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MARKETING MIX

PRODUCT

Gocara offers a wide product portfolio in jew-
ellery to its consumers from rings, earrings, 
necklaces, and bracelets. Moreover, it also 
offers braille jewellery that is a special cura-
tion of all the above-mentioned categories. 
The jewellery is handcrafted and glazed by 
the visually impaired. Furthermore, the braille 
jewellery goes beyond the horizons of any 
competitive jewellery brands. It is unique, 
fashionable, individualistic as well as inclu-
sive. At Gocara, the products aspire to com-
municate a story to its wearers. The sterling 
silver is sourced from Ridhi Sidhi Bullion Ltd. 
at Zaveri Bazaar while the gold, rose gold 
and silver gloss kit is procured from India 
Mart.
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Gocara is a luxury brand for semi-precious 
fashion and braille jewellery. Its products 
are priced between Rs. 7,000 to Rs. 20,000. 
This range is derived from the time and ef-
fort put into the creation of each product by 
all the visually impaired artisans trained by 
specialists. The closest competitors such as 
Misho Designs and Metallurgy follow simi-
lar pricing for their products. According to a 
survey conducted, 44.4% said they will pay 
anything between Rs. 10,000 to Rs. 15000, 
35.3% said they will pay below 10,000 and 
14.7% said they will be Rs. 15000 to Rs. 
20,000. This result assures the brand that its 
final prices are competitive. 

PRICE
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Gocara’s studio is located in the heart of Bandra, i.e. on Turner Road. It is an ideal location because 
consumers often associate the street with many popular jewellery brands. All the jewellery is creat-
ed at this space before distributed further in marketplaces online as well as offline. Gocara is also 
present online through its digital store, www.gocaraindia.com through which it will ship worldwide. 

The brand will tie up with offline multi-designer stores such as 
- Le Mill, Colaba that houses costume jewellery from across the world,
- Atosa, Bandra that has a curation of fresh, young designers along with the popular ones. They too 
have a clientele that actively looks for awe-inspiring statement jewellery.
- Bombay Electric, Colaba is another store that has a futuristic aesthetic. They are known to hand-
pick anything that stimulates style, modernity, individualism, art and design.
- Nimai, New Delhi is the trending concept of a multi-designer store housing avant-garde costume 
jewellery from across the country.

Gocara will curate pop-ups regularly at other multi-designer stores like Elahe in Hyderabad, Fuel 
in Pune, Ogaan in New Delhi and more. It will also exhibit its collections at spaces such as Design 
One, The Sorbet Soiree, and more. This will help boost brand awareness. At a later stage, the brand 
aims to tie up with both online and offline global multi-designer stores such as Farfetch and Aash-
ni&Co. respectively. 

PLACE
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Gocara thrives to change the social stigma and the 
lack of inclusive workplaces. It wants to give oppor-
tunities to thousands of talented and skilled people 
with visual impairments. It is imperative to create 
an environment that is comfortable for all employ-
ees. They all need to be well-informed about each 
product to carry out their work with confidence, ease 
and accuracy. Gocara will provide all the employees 
with a handbook that comprises of all the processes, 
memos, as well as staff information in English, Hindi 
and braille. For the visually impaired, signage, labels 
and product information in braille help our employ-
ees navigate more smoothly through the workshop. 
The doors labelled in braille, disabled-friendly wash-
rooms, as well as the machines, tools and furniture 
kept in one fixed place aids to an inclusive environ-
ment. Furthermore, it is key to sensitise each and 
every employee that works in the organisation to be 
aware of the needs of the visually impaired. The staff 
in the display area of the studio will be dressed in for-
mal yet comfortable attire that is uniform and appeals 
to one’s eye. They will wear a metallic grey kurta that 
remains standard with the freedom to style differently 
by each person.

PEOPLE
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Gocara will follow the jewellery casting method to pro-
duce its products. It is a process by which a hand-carved 
wax pattern is formed into a jewellery mould, thereafter it 
is filled with a molten metal such as sterling silver to gen-
erate a bespoke piece of jewellery. The casting machine 
will be procured from Vapson Jewellery Equipments Pri-
vate Limited in Andheri East. 

At Gocara, the brush plating process is adapted to pol-
ish gold or rose gold over the sterling silver metal. In this 
method, the item does not have to fit in any container and 
hence, there are no size constraints in the designs. It also 
enables one to plate only certain parts of the item, for 
instance, brush plating can be used for two-toned items 
of gold and silver. It is a lot more portable and has much 
lower start-up costs. These brush kits will be procured 
from India Mart. Lastly, the sterling silver will be sourced 
from Ridhi Sidhi Bullion Limited, Mumbai.

PROCESS
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PROMOTION

LUXURY LIFESTYLE WEEKEND

BEHIND THE SCENES OF THE 
STUDIO AND COLLECTION 
COMING TOGETHER

BEHIND THE SCENES OF THE 
STUDIO LAUNCH PREPARATION

STUDIO LAUNCH CONTENT 
INCLUDING PRE AND POST

CAMPAIGN LAUNCH ‘PERCEP-
TIBLE BY THE SENSES, SEEN BY 
THE MIND

DESIGN ONE POP-UP

GOCARA ‘BLINDFOLD’ 
CAMPAIGN

GOCARA ‘ILLUMINATI’ 
CAMPAIGN

IN-STORE COLLABORATIVE 
EVENT



59

LAUNCH EVENT

PRE-LAUNCH BUZZ

To introduce the brand to the consumers, a pre-
launch strategy will be embraced. Gocara will be 
one of the sponsors for Luxury Lifestyle Week-
end that takes place at JioGarden, Bandra Kurla 
Complex. Even though their products will not be 
for sale, there will be a display of the collection 
that will accelerate brand awareness in the right 
place with the right people. 
Every consumer that swifts through the collec-
tion will be personally invited to the studio launch 
in Bandra, with an invite, a brochure that informs 
them about the conditions of people with visual 
impairments that are keen to be employed and 
lastly a pair of braille stud earrings. Moreover, 
sponsors’ names will also be carefully placed 
in different parts of the event creating a buzz 
around the brand before its official launch. The 
pre-launch invitation will be sent to 30 exclusive 
influencers and press, such as Rhea Kapoor, 
Kayaan Contractor, Nonita Kalra, Sonam Kapoor, 
Divia Thani and more. 
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Pre Press Release

GOCARA, INDIA’S FIRST LUXURY BRAND THAT OFFERS JEWELLERY CRAFTED BY 
THE VISUALLY IMPAIRED

Mumbai ( September 5, 2019) - Gocara India is going to open a studio in Mumbai’s Bandra, 
the city’s destination for jewellery shopping on Sunday, September 8th 2019. The building is 
surrounded by many other brands and cafes. At approximately 1000 square feet, the studio 
is a space with an end to end service starting from production to the retail of the collections.

“Our aim is to create an inclusive work environment at the workplace, become the larg-
est organisation of people with visual impairments and empower each person, whether 
disabled or not, to live independently,” says Anshika Verma, Founder & Head Designer at 
Gocara India. 

‘Gocara’ is derived from the Sanskrit language denoting ‘perceptible by the senses but also 
regarded as seen by the mind’. The brand’s motivation to create lies in the brand name 
itself. “We want our customers to feel, sense and really connect with each product.”, said 
Verma. The product portfolio includes earrings, rings, bracelets as well as neck pieces with 
an additional line of braille jewellery and also offers personalised pieces. All designs are 
handcrafted by artisans that draw inspiration from futurism, architecture, geometric forms 
and modern sculpture.

When asked Rajshree Iyer, a visually impaired artisan at Gocara, how she feels about her 
new job, she said, “I am so grateful that I get to be a part of this venture. It is one thing that 
I am employed and another to be employed to do what I love. I have always been artistic 
since I was a young girl. I lost complete vision of my left eye but never stopped practising 
art. This feels like a dream come true.”
It is truly inspirational to see fashion move forward in India in ways unimaginable. Let’s hope 
to make this a society with equal opportunities for everyone. #GocaraIndia #GocaraForIn-
clusivity #GocaraForChange
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OFFICIAL LAUNCH

Gocara will officially launch its studio the weekend after Luxury 
Lifestyle Weekend so the brand recall value is at its highest. Rhea 
Kapoor will be signed as a digital brand ambassador because 
her style aesthetic stays true to what Gocara cultivates. Hence, 
she will be invited to host the exclusive brunch event starting 
at 12 noon onwards. All the founding team members and arti-
sans of the company will be present to interact with prospective 
buyers iterating the brand’s motive to stay transparent from the 
beginning. The brand wants to create a sensory experience with 
activities such as blindfolded wine tasting amongst the guests. 
For instance, they will be made to taste the different wines and 
the guests who get it right will win the bottle as a gift. Gocara will 
collaborate with Fratelli for the same and the bottomless wine at 
the event. Other collaborations will include with Bastian’s Chef 
Kelvin Chueng for his weekly Sunday brunch menu. Moreover, 
the brand will partner with its neighbouring location ‘The Vintage 
Garden’ on Turner Road to have enough capacity for the pub-
lic from 4 pm onwards. The display of products will be spread 
across the venue. Fratelli will continue to be the beverage partner 
and Prana Kitchen will provide the healthy vegan snacks for the 
evening. The event will play a mix of jazz and alternative music. 
Apart from the official photographer hired, installation of graphi-
cal or textured backdrops will also create photo opportunities for 
the consumers which can result in flourishing social media cov-
erage for the brand. In addition, the consumers will be told that 
if they try on our products, take a picture for Instagram story and 
tag @gocaraindia with #gocaraindia, they will stand a chance to 
win a voucher worth Rs. 7500. This activity proves to be mutually 
beneficial for both, the consumer as well as the brand.
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Post Press Release

INSIDE INDIA’S FIRST BRAILLE JEWELLERY STUDIO IN MUMBAI

Mumbai ( May 20, 2019) - Gocara launched its first studio on Septem-
ber 8th 2019. The company has chosen a pivotal location. Gocara India 
hosted a private Sunday Brunch at the studio and its next-door location 
The Vintage Garden with exclusive guests such as Rhea Kapoor, Sonam 
Kapoor, Nonita Kalra, Swara Bhaskar, Ananya Pandey, Shanaya Kapoor, 
among other celebrities co-hosted by Rhea Kapoor and Anshika Verma, 
Founder & Head Designer at Gocara. 

The event was open to the public at 4 pm. Consumers were seen walk-
ing out with polaroid pictures taken on the automatic screen, the Gocara 
brochure and gifts won in different activities. The event was an insight-
ful, interactive and a successful one. Rhea Kapoor said, “Honestly, this 
is one of the brands that I feel great pride to be associated with. It helps 
me have a lot of gratitude and at the same time, give back while I can. 
Love the approach, the designs, and the overall concept of Gocara. I 
believe everyone who was present at the event felt the same way.”

The brand claims for their earrings and braille coin necklaces to be the 
best sellers for the day. Consumers looked thrilled while making the pur-
chase, not because they empathised with the artisans behind the prod-
ucts but because they were amazed to see their talent through these 
beautiful pieces. 

It is now officially open in Bandra and online through their website www.
gocaraindia.com. There will be a change in workplaces, meanwhile, let’s 
shop! #GocaraIndia #GocaraForChange #GocaraForInclusivity
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POST LAUNCH BUZZ

Within one week after the launch, the exclusive guest 
list hosted by Rhea Kapoor will receive a Thank you 
gift curated by Fiorella containing a braille intention 
inscribed necklace such as ‘Be Brave’, ‘Be Thankful’, 
‘Dream Bigger’, and ‘Be Present’ to act as a reminder 
to empower oneself. This will be accompanied with a 
personalised thank you note by the founder, gold roses 
and a candle from Oma Living.
All the images taken by the hired photographer at the 
event will be emailed to the guest list with a thank you 
note with the brand’s hashtag highlighted, which will 
encourage them to upload these pictures on their per-
sonal social media platforms. This too will help boost 
brand awareness. 

The hashtags #GocaraIndia #GocaraForChange #Go-
caraForInclusivity will be highlighted in all places from 
Luxury Lifestyle Weekend, launch invitation, studio 
launch event, thank you notes as well as both the pre 
and post press releases.
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DIGITAL MARKETING

The big umbrella idea for Gocara’s 2019-20 campaigns is inclusivity. Social net-
works are key for any fashion and luxury company.  Gocara will focus on all its 
content to be Instagram friendly because it is an indispensible medium of com-
munication. In addition, it is also an essential sales channel for many brands. No 
other means of social media has matched Instagram’s ability to reach millennials. 
As on 2017, 90% of Instagrammers are under the age of 35 which constitutes most 
of Gocara’s target consumers. If a product appeals to this generation, they want 
to buy it immediately and with Instagram’s new “shop” feature, it enables them to 
do so within the next few clicks. Furthermore, features such as IGTV, stories, Insta-
gram live enable brands to tell stories through broadcasting their events, revealing 
behind the scenes or conversations between eminent influencers (Maotti, 2018). 
According to primary research, 94.1% use Instagram to follow brands online. Ad-
ditionally, when asked the group what they do in their free time, 76 responses out 
of 103 claimed to scroll through Instagram. Hence, it is the chosen medium for 
Gocara’s social media campaigns. Instagram is linked to Facebook in many ways, 
starting from owning a business account to the ‘shop’ button, hence, the same 
content will be shared on Facebook too.  

Other channels such as Twitter, Snapchat and Pinterest do not offer as many cap-
tive consumers as Instagram and Facebook, hence, initially these will not be con-
sidered to be part of the plan.

Rhea Kapoor is brought on board as the brand ambassador for the year as her 
sense of style resonates with the brand’s aesthetics. Additionally, she is a key in-
fluencer in the Indian fashion industry which can help reach the brand’s message 
to a wide and right audience. The moodboard on the right communicates the three 
different campaigns that Gocara will implement the coming year.
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INFLUENCER ENGAGEMENT CAMPAIGNS

‘PERCEPTIBLE BY THE SENSES, SEEN BY THE MIND’

Gocara’s first campaign of the year will revolve around its launch and the der-
ivation of its name ‘perceptible by the senses and seen by the mind’. Apart 
from doing promotional posts about the display at Luxury Lifestyle Weekend 
and its studio launch, the brand will produce a campaign that expresses its 
story in the most authentic way possible. This campaign will feature Rhea 
Kapoor. Tanvi Chemburkar will be hired for hair and makeup and lastly and 
most importantly the campaign will be photographed by Bhavesh Patel, a re-
nowned visually impaired influencer in his field. He is the first and only photog-
rapher with visual impairments to have shot a national fashion ad campaign 
with a Bollywood star in his frame i.e. Katrina Kaif. The idea that the ‘viewed’ 
world pertains only to the sighted is questioned by a photograph taken by 
a blind individual. It is proven through him and many others like him that it 
is the mind’s eye that forms a visual picture of life around while the camera 
captures the nuance of the moment.   In fact, the surroundings become more 
visible to the blind photographer, allowing them to have control over their art. 
It gives them a reason to share what they see and perceive in their world with 
sighted individuals.  The blind person’s senses of touch, taste, smell, sound 
and other sensory cues allow the image making processes to be purer than 
ever. Furthermore, it makes the journey for the sighted a lot more exciting 
to behold images created in the mind’s eye of the people with no sight. The 
most beautiful message of this campaign is the idea of always arriving at new 
conclusions when perceived by the senses and seen by the mind.

This campaign will feature on Instagram and Facebook. It is also print friend-
ly. Hence, Gocara will publish an advertisement in Vogue India.
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   GOCARA INDIA
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‘GOCARA’S ILLUMINATI’

The brand will collaborate with Kayaan Contrac-
tor for its third campaign of the year because of 
her editorial vision and an individualistic aesthet-
ic. Kayaan’s campaign ‘Gocara’s Illuminati’ is 
a production with only one eye open in all the 
images which symbolises the Illuminati, a se-
cret group known to have special enlightenment. 
However, here, it conveys that each individual, 
whether sighted or not, possesses a unique un-
derstanding of themselves and they must own 
who they are, no matter what. 
Apart from digital, these advertisements will be 
published in Harper’s Bazaar India and Elle India.

‘GOCARA BLINDFOLD CHALLENGE’

Others social media influencers that correlate with 
the brand are Kayaan Contractor, Nonita Kalra 
(Editor in Chief at Harper’s Bazaar India), Swati 
Dixit (blogger) and Naina (Luxury photographer 
and blogger). The second digital campaign will 
be an activity where each influencer challenges 3 
others to perform the task. This task will involve 
one to be blindfolded and describe what they 
feel or sense in that moment in 3 words or more. 
Rhea Kapoor will start this campaign to create a 
buzz in Bollywood as well, and other influencers 
brought on board will follow to capture diverse 
audiences. 
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EVENTS

Gocara will organise in-store events quaterly to 
create more visibility amongst its consumers as 
well as use those photo opportunities to create 
content for its digital stores like the website, ins-
tagram and Facebook. The event will one that is 
not only for its consumers but also its employees. 
Gocara will bring the Colorblind Makeup Artist and 
Mac Cosmetics Manager, Andria Tomlin to India to 
host a workshop on makeup and jewellery styling 
alongside the famous Indian makeup artist Nam-
rata Soni and stylist Mohit Rai.  We want to follow 
the inclusive approach from end to end by involv-
ing our employees not just at the backend but also 
to increase their standard of lifestyle by enhancing 
their knowledge in different fields, not just jewel-
lery. Gocara will collaborate with Mac Cosmetic In-
dia for this event. This activation will create a huge 
impact digitally because it will give its community a 
reason to start a coversation with others when they 
see it while scrolling on Instagram or Facebook. 
Additionally, Gocara India will also have pop-ups 
in different exhibitions  like Design One, The Sor-
bet Soiree, StyleCracker Flea and more. This step 
will enlighten the brand about its competitors, its 
best-sellers, help them meet the right kind of peo-
ple, build contacts and as a result, increase aware-
ness amongst the target consumers.
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Optimise on digital marketing to spread 
the core message of the brand globally

Sponsorships before the official launch 
can help increase brand awareness

Co-artisting with people such as Bhavesh 
Patel helps in conveying the brand story 
effectively

Capitalise on the cause of the brand to 
help its employees have an independent 
lifestyle

Saturation of marketing concepts, often 
leading to repetition by different brands

Increase in digital dependancy to shop for 
millennials 

High initial investment in marketing the 
products and the brand story as the cos-
tume jewellery market is growing, howev-
er, Gocara has low market share due to 
low brand awareness

Only 400 sq.meters of the studio available 
for display of jewellery, events, or other 
activities

Strong unique selling proposition and 
emotional selling proposition 

Effective Corporate Social Responsibility 
can lead to successful digital campaigns

Well connected to renowned names in the 
industry such as Rhea Kapoor, Ananya 
Pandey, and more.

In-house studio, easy access to document 
the production of the pieces

TO

WS
SWOT ANALYSIS
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PHYSICAL EVIDENCE

THE BIG IDEA

It is essential to communicate the brand’s identity through 
its physical evidence. Gocara is a company that focuses 
on practising inclusivity, both internally and externally by 
employing the visually impaired as well as offering prod-
ucts for them. This is reflected in all its developments such 
as labelling, packaging and 360-degree marketing plans. 
Hence, the big idea for Gocara’s visual merchandising re-
mains intact on inclusivity through incorporating braille in 
the studio’s interiors and window displays to using tech-
nology that is configured for the visually impaired as well. 
Furthermore, the brand’s website also indicates the same 
through its design, a blog that gives information about 
anything and everything ‘inclusive’ especially the visually 
impaired, braille product offering and more.  

Besides this, the display section of the studio will follow a 
minimal yet modern aesthetic in terms of colours, furniture, 
fixtures jewellery stands and shelves. The jewellery will be 
placed at an equidistant to ensure each piece is clearly 
visible to the consumers. The chosen ones will be shown 
to them on velvet trays with the Gocara logo embossed on 
it to create a high brand recall value.
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WGSN TREND ANALYSIS

After thorough research of the WGSN trends for visual mer-
chandising, it is gathered that jewellery is most appealing 
to the today consumer when arranged according to trend 
and colour story. Hence, Gocara will definitely follow to 
achieve a clean atmosphere and highly visible products. 

For the brand collection, as mentioned before in ‘Consum-
er Trends’, the A/W 19 fashion shows are still trending with 
big earrings, however, the focus has turned from the mis-
matched pairs that previously dominated the category to 
matching ones. Moreover, there has been a recognisable 
shift from earrings to neck jewellery. Hence, it is important 
to maintain the right balance of necklace pieces with other 
jewellery. The key trends for Autumn Winter 19/20 com-
prise of upscaled chunky chokers, sculpted large hoops 
as matching pairs, utility style components and hardware, 
minimalist long chains with a single pendant or medallion 
coins, layered necklaces that create a noteworthy style 
and lastly, the short neckpieces that form the Y-shaped 
silhouette (WGSN, 2019).
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STORE LAYOUT PLAN

The workshop is 1000 sq. ft., out of which 300 sq.ft is the 
back end with casting machines installed and a sound-
proof wall. Then there is another section where mostly the 
visually impaired hand-cast designs which go into the ma-
chine for the molten metal to take the form of the design 
(300 sq.ft).  Furthermore, the artisans also brush plate all 
the jewellery by hand in this part of the workshop and get it 
ready for display. The last 400 sq.ft. of the studio is the dis-
play area for the consumers who walk in to shop with us. 

Gocara’s studio sticks to its aesthetics and reflects brand 
identity as well as personality. It maintains a neat layout 
and display of the jewellery.
The interiors and product placements are kept very min-
imal; the brand uses a certain colour scheme i.e. a lot of 
whites and rustic gold through the store complementing 
the colours of the jewellery. 
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STUDIO WINDOW DISPLAY

The window display of the studio is a closed one that represents the brand logo 
against a braille wall. Each braille letter is hollow with jewellery hung inside on a 
couple or more threads.  At the initial stage of the business, it is crucial to work 
around ideas that create maximum recall value for the brand. 

WEBSITE

The website design revolves around many circles that keep the entire visual 
merchandising from the set up of the physical studio to its digital store, all co-
hesive. The website offers e-commerce with worldwide shipping so consumers 
can order products from anywhere in the world. The vision and mission are also 
clearly stated on the website to ensure the consumers are well-informed about 
the brand’s aspirations. As the brand grows, Gocara will maintain a timeline 
on the website to include the consumers in its evolution. The site also offers a 
blog page that contains articles on inclusivity, creating adaptable workplaces, 
fashion features for all, behind the workshop, inside the life of its employees, 
campaigns, interviews, and more. Once the consumers put in www.gocara-
india.com, the landing page appears. The website has inbuilt music to help 
offer a complete online purchase experience, that can be paused as per the 
consumer’s preference. The users can click anywhere on the landing page to 
arrive at the homepage that features popular products, the link to the latest 
Instagram posts, the blogs and press, sign up for the newsletter etc.
The products follow a nomenclature i.e. each product is named after a certain 
person to personify the brands and help create a story around them.  All the 
pages follow a neat and minimal layout to keep the website easy to navigate. 
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SENSE STRATEGY

When it gets to building a high-conversion rate 
at the physical retail studio, the intangibles play 
a significant role in providing a sensory purchase 
experience to its consumers. The five senses 
subconsciously add emotion to a buyer’s pur-
chase decision, even more so, often have them 
come back to the store (Khan, 2016).

SENSE OF SMELL: The best-suited fragrance 
for the studio will be that of Lavender & Crocus. 
Lavender gives the delicate, sophisticated effect 
while crocus’ spice adds boldness, exuding Go-
cara’s modern character.

SENSE OF HEARING: The studio will play al-
ternate and jazz music as they go well with the 
Gocara aesthetic. It helps to achieve a relaxed 
and soothing atmosphere in the store. It will play-
list will consist songs from jazz classics such as 
‘Everything I Love’ by Peter Erskine, ‘Crystal Si-
lence’ by Chick Corea and more to new releases 
of the alternate genre from artists such as ALT-J 
and Imagine Dragons.

SENSE OF TOUCH: The sense of touch plays a 
very important role in getting a consumer com-
fortable in the studio. Gocara has curated the 
space with all things luxury. The display tray will 

be made of velvet gives them a soft stroke while 
feeling the jewellery placed on it along with the 
smooth cushioned couches that they will be 
seated on. Furthermore, the braille glasses for 
serving Gocara’s green juice, tea, coffee, water, 
etc. also reflect the brand’s DNA and heightens 
recall value. 

SENSE OF TASTE: Apart from offering a wide 
range of teas and coffee, the brand will also wel-
come its clients with a green juice which will be 
a blend of cucumber, kiwi, ripe pear, celery and 
apples. It will be refreshing after being out and 
about in Mumbai’s heat and humidity. Moreover, 
it is considered to be a good gesture, leaves a 
positive impression, and cleanses the consum-
ers’ pallets for some shopping. The brand will 
also keep the vegan kale crisps from The Green 
Snack Co. at the counter for the shoppers to rel-
ish while choosing their piece of jewellery. 

SENSE OF SIGHT: The window display, the inte-
rior and product styling help to achieve the sense 
of sight. Gocara has carefully chosen the lights, 
the couches, as well as the jewellery display 
holders. All the products will be neatly distant 
from one another, follow a colour story and sty-
listically be placed in a manner that is intriguing 
to the sight. 
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TECHNOLOGY AND DIGITAL ADVANCEMENTS

Often there are misconceptions in the minds of sighted 
people that the visually impaired cannot do anything. 
However, with new developments in technology, nothing 
is impossible. Gocara can install the Open Sesame App 
at the workshop which enables the visually impaired to 
answer phone calls without touching the screen. They 
can simply answer it by small head actions or voice com-
mands. This enables them to answer any query calls that 
are made to Gocara without any hindrance (NewzHook, 
2017). This application is highly affordable unlike other as-
sistive technologies making it accessible to a larger num-
ber of people. Furthermore, Google and Microsoft have 
developed artificial intelligence to enable computers to 
speak to the individual and take voice commands without 
having to look into the screen. Gocara can benefit from 
training its employees about the same for using it at the 
billing counter in the display area of the studio. 
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BUYING STRATEGY

Gocara will follow a complete in-house production method apart from buying the raw 
metal of Sterling Silver from Ridhi Sidhi Bullion Ltd. in Zaveri Bazaar, every once in a 
quarter. It will purchase the brush plating kit for gold and rose gold polish from IndiaMart 
in bulk for a period of six months. The tools such as pliers in different sizes, crimp tool, 
wire cutters, etc. will be purchased and restocked annually to secure Gocara as an ef-
fective and efficient organisation. 

As mentioned earlier, Gocara will sell its products through its physical studio in Bandra, 
its digital store i.e. the website and Instagram shop. Furthermore, it will tie up with mar-
ketplaces such as Le Mill, Atosa, Bombay Electric in Mumbai and Nimai, Delhi. It will 
also do pop-ups regularly in a year through multi-designer stores in other cities like Fuel, 
Pune and Elahe in Hyderabad. Furthermore, participate in half-yearly exhibitions such 
as DesignOne, Sorbet Soiree, and other local promotional pop-ups across the country.

It is only recently that costume jewellery has become a trend in India and is seen as a 
growing market, today. Brands like Misho Designs, Metallurgy, Dhora, Tribe by Amra-
pali are some of its closest competitors solely in terms of metals used and the design 
processes. They all use sculpting and carving techniques as inspiration to express their 
own unique narratives. For instance, Dhora’s products lean towards the fusion of both 
ethnic and modern designs whereas Mettalurgy’s influence lies in the amalgamation of 
the different metals to create utilitarian art. Thus, Gocara compared to its competitors 
draws inspiration from the free flow of the melting metal creating pieces that are one of a 
kind. It also differentiates itself by incorporating the braille language in its contemporary 
jewellery offering. 
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OPERATIONAL PLAN

LOCATION

Gocara’s studio will be located in Bandra West, 
Mumbai. For the first five years, the property will 
be rented out. Furthermore, it will be divided into 
three sections - the machinery, the handicraft 
workshop and the product display area. Hence, 
from production to retail, it will all be done under 
one roof. 



109

OPERATIONAL FLOW

The sterling silver bullion is supplied by Ridhi Sidhi 
Bullion Ltd. in Zaveri Bazaar. Thereafter, the work-
ers carve the designs or textures on the wax which 
then goes into the casting machine, where the bul-
lion is molten to take the form of the wax to receive 
the end output. The average time taken by each ar-
tisan on each product is 4 hours. Gocara will have 
a total of seven employees including Assistant De-
signers, Store Manager, Floor Staff, etc. and fifteen 
artisans who produce the jewellery including two 
Specialised Trainers for the visually impaired and 
one Production Head. Therefore, Gocara aims to 
produce a total of 15,000 products in a period of 
six months, out of which 13,000 will be stocked in 
the market and 2,000 kept at the backend for any 
contingency.  
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STYLE #001 METAL 100% Sterling 
Silver

VENDOR Ridhi Sidhi 
Bullion Ltd.

DESCRIP-
TION

Two Tone Microbic Statement Earrings FINISH Matte gold 
plating

CONTACT 09745299933

SEASON A/W 19 NO. OF 
GRAMS

8 (4/piece) CUSTOMER Gocara

COST 1000
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Season A/W 19 Year 2019
Style #001 Designer Gocara
Description Two Tone Microbic Statement Earrings
Measurements  
Height 3 inches
Width 1.5 inches
Diameter 18 mm
Thickness 1.5 mm

18mm
3 inches

1.5 inches

1.5mm
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STYLE #002 METAL 100% Sterling 
Silver

VENDOR Ridhi Sidhi 
Bullion Ltd.

DESCRIP-
TION

Lozenge coins layered choker and long 
necklace 

FINISH Matte gold 
plating

CONTACT 09745299933

SEASON A/W 19 NO. OF 
GRAMS

16 CUSTOMER Gocara

COST 2250
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Season A/W 19 Year 2019
Style #002 Designer Gocara
Description Lozenge coins layered choker and long neck-

lace 
Measurements  
Length (long) 16 inches
Length (short) 8 inches
Thickness (chain) 0.5 mm
Thickness (coins) 1.5 mm
Diameter (small coin) 3 mm
Diameter (big coin) 6 mm

16 inches

8 inches

0.5mm

6mm
1.5mm

3mm
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STYLE #003 METAL 100% Sterling 
Silver

VENDOR Ridhi Sidhi 
Bullion Ltd.

DESCRIP-
TION

Metal plates layered bracelet FINISH Matte gold 
plating

CONTACT 09745299933

SEASON A/W 19 NO. OF 
GRAMS

12 CUSTOMER Gocara

COST 1275
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Season A/W 19 Year 2019
Style #003 Designer Gocara
Description Metal plates layered bracelet 
Measurements  
Diameter 40 mm
Thickness (plates) 1.5 mm
Plate height 0.5 inches - 2 inches
Plate width 0.25 inches - 1.5 inches

40mm

1.5mm
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STYLE #004 METAL 100% Sterling 
Silver

VENDOR Ridhi Sidhi 
Bullion Ltd.

DESCRIP-
TION

 Gold finished geometric bangle FINISH Matte gold 
plating

CONTACT 09745299933

SEASON A/W 19 NO. OF 
GRAMS

12 CUSTOMER Gocara

COST 1275
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Season A/W 19 Year 2019
Style #004 Designer Gocara
Description  Gold finished geometric bangle
Measurements  
Diameter 40 mm
Thickness 2 mm
height 0.5 inches
length 1.5 inches - 3 inches

40mm

0.5 inches

3 inches

1.5 inches2mm
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STYLE #005 METAL 100% Sterling 
Silver

VENDOR Ridhi Sidhi 
Bullion Ltd.

DESCRIP-
TION

Braille ‘Joy’ coin pendant necklace FINISH Matte gold 
plating

CONTACT 09745299933

SEASON A/W 19 NO. OF 
GRAMS

16 CUSTOMER Gocara

COST 2250
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Season A/W 19 Year 2019
Style #005 Designer Gocara
Description Braille ‘Joy’ coin pendant necklace
Measurements  
Diameter 12 mm
Thickness 2 mm
Chain thickness 1.5 mm
Chain length 8 inches

8 inches

12mm

2mm

1.5mm



120

STYLE #006 METAL 100% Sterling 
Silver

VENDOR Ridhi Sidhi 
Bullion Ltd.

DESCRIP-
TION

Braille ‘gocara’ coin pendant necklace FINISH Matte gold 
plating

CONTACT 09745299933

SEASON A/W 19 NO. OF 
GRAMS

16 CUSTOMER Gocara

COST 2250
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Season A/W 19 Year 2019
Style #006 Designer Gocara
Description Braille ‘gocara’ coin pendant necklace
Measurements  
Diameter 12 mm
Thickness 2 mm
Chain thickness 1.5 mm
Chain length 8 inches

8 inches

12mm

2mm

1.5mm
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STYLE #007 METAL 100% Sterling 
Silver

VENDOR Ridhi Sidhi 
Bullion Ltd.

DESCRIP-
TION

Two toned geometric ring FINISH silver and gold 
plating

CONTACT 09745299933

SEASON A/W 19 NO. OF 
GRAMS

6 CUSTOMER Gocara

COST 1200
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Season A/W 19 Year 2019
Style #007 Designer Gocara
Description Two toned geometric ring
Measurements  
Height 2 inches
Thickness 2 mm

2 inches

2mm
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STYLE #008 METAL 100% Sterling 
Silver

VENDOR Ridhi Sidhi 
Bullion Ltd.

DESCRIP-
TION

Two toned geometric Y shaped 
necklace

FINISH silver and gold 
plating

CONTACT 09745299933

SEASON A/W 19 NO. OF 
GRAMS

16 CUSTOMER Gocara

COST 2250
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Season A/W 19 Year 2019
Style #008 Designer Gocara
Description Two toned geometric Y shaped necklace
Measurements  
Height 3.5 inches
Thickness 4 mm
Chain length 10 inches (8 inches and 2 inches)
Chain thickness 2.5 mm

8 inches

2 inches

2.5mm

3.5 inches

4 mm
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STYLE #009 METAL 100% Sterling 
Silver

VENDOR Ridhi Sidhi 
Bullion Ltd.

DESCRIP-
TION

Two toned geometric earrings FINISH silver and gold 
plating

CONTACT 09745299933

SEASON A/W 19 NO. OF 
GRAMS

8 CUSTOMER Gocara

COST 1000
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Season A/W 19 Year 2019
Style #009 Designer Gocara
Description Two toned geometric earrings
Measurements  
Height 2 inches
Thickness 2 mm

2 inches

2mm
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MANAGEMENT SUMMARY

ORGANISATIONAL STRUCTURE

The brand will follow a functional organisation structure, i.e. employ staff excelling in their 
specialised fields. For instance, Artisans will work under the Production Head, Assistant 
Designers under the Head Designer and Marketing Assistant under the Marketing Manager 
and so on. This helps to bring in experience and specialist staff into the organisation. It also 
aids in factors such as standardisation at the workplace, easier communication, economies 
of scale and maximising the efficiency. Nevertheless, Gocara encourages its employees 
from different departments to share ideas, feedback and brainstorm collectively to achieve 
a higher goal, i.e. the organisation goal.

FOUNDER/CEO

DESIGN HEAD PRODUCTION HEADMARKETING HEAD

ASSISTANT 
DESIGNERS

ARTISANS/
CRAFTSMEN

MARKETING 
ASSISTANTS
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MANAGEMENT PHILOSOPHY

Gocara aspires to be an indispensable brand that helps its employees thrive to endure 
independent lives. It is fully committed to creating a management team that is both in-
clusive and sensitive to the needs of one another. It serves to help Gocara’s employees 
find the right balance at the workplace with regards to respecting individuality while fos-
tering teamwork. Each individual, at Gocara, is dedicated to adding value to the society 
through employment, creativity, high-end quality, and consumer satisfaction. Besides 
this, the company also inculcates the philosophies of honesty, trust, well-being and per-
severance amongst employees. 
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STRENGTHS AND WEAKNESSES

Each individual has a set of strengths and weaknesses as people, employees and leaders. 
In a business environment, it is critical to identify them to unleash to the maximum potential 
of every employee in the team. Gocara’s team is highly committed and disciplined to per-
form the task at hand. They are compassionate and understanding of the goal of an inclu-
sive workplace. A functional organisational structure also acts as a strength as it brings in 
experience from specialised fields. All the team members have a strong skill set due to their 
committed hours in training and hard work. However, employees with visual impairments 
may take a longer time to adapt to the work environment and processes. Nevertheless, this 
can speed up with the help of specialised trainers and other sighted employees. Lastly, any 
change in the set up of the studio may cause difficulties for the visually impaired employ-
ees. Hence, everything should have a fixed place and if changed, the employees should be 
informed of the same.

LEGAL STRUCTURE

The Indian government enacted the “Disability Law” in 2017 which protects the disabled 
from any form of discrimination, provides facilities for effective employment and inclusion, 
as well as equal opportunities and accessibility. Henceforth, this law requires all organisa-
tions, including the private sector to incorporate an Equal Opportunity Policy. Furthermore, 
private companies that have at least 5% of the employees with impairments receive incen-
tives from the government  (Desai, 2017). Still, it is the organisation’s responsibility to take 
efforts in providing facilities such as training sessions, assistive technologies, approachable 
environment and added benefits such as appropriate no. of leaves, etc. to achieve the high-
est competence from them.
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FINANCIAL PLAN

FINANCIAL OBJECTIVES

Breaking even and thereafter reaching profitability through continued sales.

Ensuring the sales surpass the cost of goods sold.

Acknowledging the capital budget required to kick start the business.

Providing superior return on investments.

Maintaining industry leading cost systems.

Capturing a larger market share every year.
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COST SHEET
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PRODUCT SHEET
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INCOME STATEMENT SUMMARY
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CAPITAL REQUIREMENT

As the company is making profits from year 1, the break even analysis is not required.
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Gocara is born to give back to society by building an 
inclusive work environment. The organisation hires 
visually impaired persons to help craft the jewellery. 
This instates a positive impact by not only adding a 
diverse culture in the workshop but also contribut-
ing different perspectives for the business to grow, 
that may otherwise be overlooked. People with dis-
abilities are hardworking and disciplined, however, 
do not get enough opportunities to prove them-
selves at a workplace. Gocara notes that they have 
untapped potential and strive to make a change for 
them. The company hopes that the majority of its 
employees belong from this community by the end 
of its first decade in the business. Gocara has set its 
mind to revolutionise employment for the disabled. 

CORPORATE SOCIAL 
RESPONSIBILITY
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CONCLUSION

Gocara will launch in fall 2019 with its first collec-
tion, studio launch and digital campaign. The brand 
draws inspiration from futuristic architecture and 
sculptures in pure sterling silver with silver, gold 
and rose gold finish. Gocara endeavours to create 
an inclusive society, train and employ artisans with 
visual impairments as well as offer braille jewellery 
in its product portfolio. Tactile, the language for the 
deaf and blind is another area that Gocara desires 
to explore in the future. With its striking and visu-
ally drawing textures, it could be a huge success 
amongst the sighted as well.  Lastly, Gocara strives 
to take sustainability initiatives by assisting its em-
ployees in improving their quality of life. The brand 
looks forward to expanding the sustainability route 
by using waste fabric and other materials as part 
of the design and create upcycled jewellery for its 
conscious consumers.
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APPENDIX
For qualitative primary research, an interview was conducted with Ms Shilpi Kapur, the founder of ‘Barrier 
Break’ which is an enterprise that aims to create an inclusive society and uses technology to empower peo-
ple with disabilities to live their lives independently. They run on three major principles - technology, hiring 
people with disabilities and a for-profit model (BarrierBreak, no date). She is also the founder of an online 
portal that envisions to change attitudes towards disability called ‘Newzhook.com’. 

TRANSCRIPT OF THE INTERVIEW:
Q: How many visually impaired people exist in India?
A: 26 million are visually impaired. 
Q: Out of which, how many blind people in india? 
A: As per census 2011, 8 million approximately fall in the blind category. India is 15% of world’s blind pop-
ulation. Furthermore, 70-100 million are disabled in the country.
Q: What percentage of the visually impaired falls below the poverty line?
A: 98% of India’s visually injured and blind population fall below the poverty line. The situation is extremely 
alarming.  
Q: What percentage of them is employed?
A: The employment percentage is very low - less than 20% are employed. I deal with them on a daily basis, 
we have many disabled individuals working in our office and we see how disciplined they are. In fact, their 
efficiency level is twice of a non-disabled person. They are committed, talented and most of all eager to be 
employed. 
Q: What percentage comes from upper middle class and upwards families who can afford to buy the jew-
ellery?
A: Only 2% fall in the category of the elite and upper middle class sectors. 

For quantitative primary research, a survey was conducted to understand the consumer market and if it is 
ready to accept the business concept. 
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Gocara will pay 3 lakhs per month as the rent for the studio in Bandra
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