20D RAHUL DESAI

THE STRATEGIC

JEWELLERY MERCHANDISING
PLAYBOOK

How assortment, space, service and screens
shape commercial performance




A store is a point of
view

Every jewellery store owns more stock than it can explain at one time. That
simple truth is where merchandising begins.

The customer sees a window, a few showcases, a tray, a screen and a
salesperson. Behind those visible moments sit hundreds of decisions: what
was bought, what was allocated, what was held back, what was paired,
what was photographed, what appeared in search, what the team learned,
and what management chose to repeat. The display is only the final visible
layer.

Strategic merchandising gives these decisions one direction. It helps a retailer
decide which customer mission deserves attention, which products deserve
capital, which stories deserve space, and which evidence deserves a second
look. It also creates a shared language between buying, inventory, visual
merchandising, marketing, digital, store operations and sales.

This playbook has been written as a working field guide. It moves from
customer intent to assortment, from inventory to presentation, from regional
culture to festive planning, and from the physical showcase to SOBO, Al and
exhibition booths. The chapters build on one another because customers
experience the whole system together.

The central idea is simple: merchandising is the commercial edit of everything
a customer could see, into what she should see next.

D) RAHUL DESAI



i) .r",'!‘..:- y i 33 Bkt — £
: 'Dea_r Reader, : B

For more than two decades, | have worked w:th jewellery businesses from

« several vantage points: education, corporate training, coaching, consulting and
industry leadership. Each vantage point reveals a different part of the same

business. ik

In a classroom, you see how product knowledge changes confidence. On a
retail floor, you see how confidence changes the conversation. In an inventory
review, you see how buying decisions shape what the team can sell. In a
strategy meeting, you see how location, capital, culture and customer data
shape the assortment itself. \

Merch_andising is where all of these realities meet.

I have seen beautiful jewellery disappear inside crowded trays. | have also
seen an older design regain relevance after a clearer story, a better adjacency
and the right customer conversation. I-have watched small stores outperform
larger stores because their point of view was sharper. | have watched digital
discovery create a high-intent store visit when the product availability and
follow-up travelled together

. This playbook brings those lessons into one practical system. It asks you to
‘combine taste with evidence, product expertise with customer language, and
creative presentation with commercial discipline. The aim is to help you make

W deoisions that your team can understand, execute and improve. 2

'Read the complete book once. Then return to the chapter closest to your Qe
business question. Take one category, one zone or one campaign and apply
the thinking. Record what changed. Share the learning with your team.
Merchandising becomes sirategic when the business can explain why a
de_cision was made and what it learned from the result.

.Warm regards,
Rahul Desai |
_Edupreneu;, __Industry Mentor, & Business Consultant




About Rahul Desai

Rahul Desai stands as one of the most respected figures in the gem and
jewelry industry, with over two decades of leadership, mentorship, and
strategic foresight. As the CEO and Managing Director of the
International Institute of Gemology (lIG), Rahul has empowered over
professionals globally through education that combines technical mastery
with business acumen. A passionate edupreneur, industry mentor, and
business consultant, he bridges the worlds of legacy craftsmanship and
modern retail science.

His strategic alliances with top organizations like De Beers, Gem-A (UK),
GemeWizard, Venus Jewel, and Finestar have elevated jewelry
education standards in India and beyond.

Known for his intuitive understanding of
retail psychology, inventory intelligence,
and consumer behavior, Rahul brings a
multi-dimensional approach to industry
transformation; mentoring both startups
and legacy businesses on their

path to reinvention.



About lIG (International Institute of Gemology)

Founded on the pillars of authenticity, innovation, and global standards,
the International Institute of Gemology (IIG) is India’s fastest-growing
institute in the field of gem and jewelry education.

With five branches across India, IG has become the preferred
destination for aspiring professionals, entrepreneurs, and second-
generation business owners who want to master not just the art of
gemology but also the business of jewelry.

Offering globally recognized programs, customized training modules,
and hands-on mentorship from industry leaders, IIG is a one-stop
education hub that aligns academic learning with real-world trade
dynamics. The institute is known for

curating nextlevel professionals,
empowering them with skills that go
beyond the conventional to
lead in a rapidly evolving
market.




About RD Consultancy

RD Consultancy is the strategic advisory vertical founded by Rahul Desai
to bridge the critical gap between jewelry industry tradition and modern
business intelligence.

Specializing in retail transformation, inventory planning, merchandising
strategies, staff training, franchise scaling, and Al integration, RD
Consultancy offers tailor-made solutions for jewelry brands across
formats; from family-run boutiques to multi-store chains.

With a proven track record of revitalizing stagnant business models,
elevating customer experiences, and increasing operational efficiency,
RD Consultancy partners with retailers, wholesalers, and designers to
deliver practical, profit-driven outcomes.

At its core, the consultancy is rooted in Rahul Desai’s belief that every
jewelry business, when guided by clarity, creativity, and data, can thrive
in today’s competitive landscape.
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Chapter 1: Start with the customer’s mission

The customer rarely enters with a category plan. She enters
with a life situation.

The category exists inside the customer’s mind

A retailer may organise the business into gold, diamond, gemstone, bridal, everyday,
men’s and gifting. Customers often arrive with another form of classification.

« "My sister wears very little jewellery.”

« "l need something meaningful for our tenth anniversary.”

« “The wedding is in Kolkata, but the bride lives in Bengaluru.”

« "l saw this online. Can | try something similarg”

« “l want one important piece and | want to understand what | am paying for.”

These sentences contain the real merchandising brief. They reveal the recipient, occasion,
confidence level, aesthetic preference, budget language, cultural reference and desired
level of assistance. A strategic merchandiser translates that partial brief into a useful path
through the assortment.

Begin every range or display decision by writing a customer mission in one sentence:
For [customer and occasion], curate [product and price territory], guide choice through
[hero, comparison or story], and make the next action [try, enquire, reserve, visit or buy]
easy.

For example:

For brothers seeking Raksha Bandhan gifts under Rs. 7,500, curate lightweight bracelets,
delicate pendants and colored gemstone accents, organise them by personality, and make
store pickup visible across Instagram, WhatsApp and the entrance gifting zone.

This sentence is useful because it links five teams at once.
« Buying understands the assortment.
« Visual merchandising understands the hierarchy.
« Marketing understands the message.
« Store teams understand the customer conversation.
« Management understands the commercial objective.
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Customer certainty changes the display

i ——

Two shoppers with the same budget may need very different merchandising.

« The first knows the exact product, purity, shape and budget. She values availability,
comparison and speed.

« The second knows only the occasion and recipient. She values guidance, reassurance
and a small number of well-explained routes.

« The third is exploring with no immediate purchase date. She values inspiration,
education and a reason to remain connected.

As certainty falls, curation and human guidance become more valuable. The store should
help the customer move from a broad emotional brief to a clear set of decisions. The
sequence may begin with occasion, then lifestyle, then silhouette, then material, then price.

A technical customer may prefer material and specifications earlier. The best sequence is
the one that reduces uncertainty without flattening discovery. Research on choice overload
supports a careful reading of context. The effect of assortment size depends on choice-set
complexity, task difficulty, preference uncertainty and the customer’s decision goal. The
merchandising risk lies in unstructured volume.
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The hero product has a job

A hero product earns attention for a larger commercial idea. It may express a collection,

demonstrate craftsmanship, intfroduce a new silhouette, make a price territory legible or
give the window a visual signature.

The strongest hero is easy to read from the intended distance. It carries enough design
distinction to stop the eye. It also has a credible relationship with products the store can
sell. A spectacular one-off jewel can attract attention, while its surrounding edit should give

the customer relevant ways to enter the story.

Think of the hero as the opening sentence. The pieces around it complete the paragraph.



The supporting assortment can include a simpler interpretation, a wearable companion, a
trade-up, a color variation, a coordinated piece and an immediately available alternative.
This creates a path from admiration to consideration. The relationship must be visible in
design language, occasion, material, motif or styling.

Hero selection should consider five questions:
« Can the product be understood at the viewing distance?

Does it express the intended story clearly?

Can the team explain why it matters in one natural sentence?

s there enough stock or a clear made-to-order route behind the interest?

Do the surrounding products convert attention into a credible range?
Edit choice in layers

Jewellery customers often need breadth because identity, fit and taste are personal. The
answer is layered choice. At a distance, the customer should read one idea. At the
showcase, she should see three to five routes. On the tray, she can compare a tighter set
with meaningful differences. The wider assortment remains available through the sales
associate, stock system or digital catalogue.

This approach preserves variety and protects attention. It also gives the team a better
sequence for the conversation. A useful three-tray journey begins with orientation. Tray one
confirms the broad direction through distinct choices. Tray two compares the strongest
route through meaningful variations. Tray three closes the decision with the selected piece,
its trade-up or trade-down, and one coordinated addition. Each tray should answer a
different question. When every tray repeats the same uncertainty, the customer feels that

she is working harder without moving closer to a decision.
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A store-floor exercise

Choose one crowded category. Stand where the customer stands and identify the first idea
that reaches the eye. Then ask three team members to describe the display in one sentence.
Different answers reveal an unclear edit.

Rewrite the customer mission. Select one hero. Build three supporting routes. Keep
additional stock accessible. Photograph the original and revised versions from the same
position. Over the next two weeks, record customer stops, trials, common questions,
substitutions and sales. The result will show whether the new edit improved comprehension,
inferest or conversion.
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Chapter 02: Give every product a
commercial role

Inventory becomes merchandise when the business gives it a

customer, a location, a reason and a review date.
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Connect buying, allocation, display and
learning

Merchandising loses power when each function works in sequence with little feedback.
Buying selects the range, allocation distributes it, visual merchandising presents it, sales
teams sell it, and reports arrive later. The information often travels too slowly to shape the
next decision.

A stronger loop runs continuously:

« Buy with a hypothesis. State the customer mission, product role, price territory and
expected location before committing capital.

« Allocate with local evidence. Consider catchment, past demand, upcoming occasions,
climate, regional styling, store capacity and team capability.

- Display with a commercial brief. Define the hero, support, adjacency, story, availability
and measure of success.

- Sell with observation. Capture questions, rejected options, size gaps, fit issues, price
resistance, substitutions and reasons for delay.

« Learn with numbers and language. Read sales, margin, age and movement alongside
team notes and customer behaviour.

The conversation asks why the product received attention, where it was shown, who asked

for it, what alternative closed the sale and whether replenishment will preserve the

opportunity.
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Read inventory through three lenses

Movement, capital and age answer different questions.
« Movement tells you how frequently a SKU or design family sells, transfers, gets tried or
receives enquiries.
. Capital tells you how much money is committed and what gross margin the inventory
generafes.
- Age tells you how long the current stock has remained without a successful exit.

A product can move frequently in units and contribute little margin. Another can move
slowly and justify its place through strong gross margin or strategic brand value. A third
can attract many trials while failing on fit, price, design detail or trust. The correct action
emerges from the combined view.
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Rotation should create learning

Rotation works when it follows a written hypothesis. Moving stock because it has been
stationary changes location. Moving it fo test a new mission, adjacency, story or catchment

creates learning.

Every rotation entry should record:

what moved and from where;

the reason for the move;

the new product role and customer mission;

the presentation or team change accompanying it;
the metric and review date;

the decision after the test.

This discipline prevents repeated motion without understanding. It also creates a useful
internal library of what different stores, cities and customer groups respond to.
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The slow-inventory rescue sequence

Start with diagnosis. Verify availability, condition, certification, photography, pricing,
location and staff awareness. A product cannot prove its potential while basic execution
remains weak.

Then change context. Place it with a stronger mission, more relevant adjacency, clearer
styling or better digital content. Rehearse the sales story and the likely comparison.

Next change audience. Transfer it fo a location, event, appointment list, online edit or
exhibition where the product has a more credible customer.

Then change the offer architecture. Explore redesign, component reuse, customisation,
bundling, exchange-led conversion, private client outreach or a service-based proposition.
Finally make the exit decision.

The business may recycle, return, liquidate, dismantle or archive. The chosen route should
protect cash, customer trust and brand integrity. The sequence is important because
discounting can hide the actual merchandising problem. Diagnosis produces knowledge
the next buy can use.
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One category review that changes the
meeting

Choose a category with meaningful capital and mixed performance.

Bring ten items into the room: two strong sellers, two high-margin pieces, two aged
pieces, two recent arrivals and two products the team finds difficult to sell.

For each item, discuss the customer mission, product role, location, presentation, digital
visibility, enquiries, trials, rejection reasons, margin, age and next action.

Keep the conversation close to observable evidence.

End the review with five decisions only: retain, replenish, re-present, relocate or
release.

Assign an owner and date.
A category review earns its time when capital and customer attention move differently
afterward.







Chapter 03: Edit attention inside the
physical store

A jewellery store stages trust, discovery and decision-making
in physical space.
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One brand can use several merchandising
grammars

Store size changes the edit. Customer mission changes it again.

A small independent store benefits from recognition, memory and close curation. Every
visible product carries greater weight because the customer sees a larger share of the total
offer at once. The retailer should make category boundaries clear, keep counters calm and
use appointment preparation as a competitive advantage. Digital depth can extend choice
without filling every surface.

A mid-size store needs navigation and discovery. It can create defined worlds for bridal,
everyday, gifting, diamond, gold or gemstones while preserving connections between
them. The greatest risk is fragmentation. Repeated materials, lighting, language and
service rituals can hold the store together.

A luxury store uses space to signal judgement. Fewer visible pieces, stronger provenance,
slower handling, precise lighting and prepared clienteling create permission for
concentration. Restraint works when the expertise behind it is equally strong.

A chain store needs a clear core and planned local flexibility. Shared standards protect the
brand. Local modules respond to city, catchment, climate, culture, store size and current
demand. The chain learns when local experiments are documented, compared and either
scaled or closed.

The format decision begins with the customer and the commercial model. Square footage
alone provides little guidance. A compact appointment-led boutique and a large bridal
destination require different rhythms because they solve different shopping problems.

IKEA offers a useful out-of-industry example. lts planning studios bring expert-led planning
and access to the wider range into a smaller city format. The lesson for jewellery is that a
small footprint can offer a large assortment when curation, expertise, ordering and

fulfilment work as one system.
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The threshold introduces the store

The window and entrance should complete one thought.

A strong window communicates the customer, moment, mood and hero before the passer-
by reads supporting detail. Every additional message competes with the product. The
threshold then confirms the promise through sightline, welcome and the first visible
category.

Write a one-line window brief before selecting props:
For [audience and moment], make [hero product or collection] feel [emotion or value], and
invite [visit, enquiry, appointment or discovery].

The prop, background, color and lighting should serve that sentence. A seasonal motif can
support the idea, though the jewellery must remain legible. The window should also
prepare the store team. If a customer enters because of the hero, the product, alternatives,
story and availability should be ready.

Inside the entrance, allow orientation. A customer moving from a busy street or mall needs
a moment to read the environment. Keep the initial sightline clean. Place a strong story

where it can be consciously noticed, and keep operational clutter, packaging and internal
instructions away from the arrival view.
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Design the route as a sequence of decisions

Store flow should help the customer move through useful questions.

The entrance might answer, “What is new or relevant now?”

A nearby zone can answer, “Which world feels like me2”

The consultation area can answer, “How do these options compare?2”

A private area can answer, “Can | make a considered high-value decision here2”

The service desk can answer, “Will this brand support me after purchase?”

1.Map the store from the customer aisle.

2.Mark the first three sightlines, the natural pauses, the hidden corners, the points where
staff enter the conversation and the places where trays accumulate.

3.Then compare the observed route with the intended route.

Each zone should have one commercial purpose. A zone may introduce, inspire, compare,
complete, reassure, personalise or close. When a single zone attempts every purpose, the

visual hierarchy weakens and staff behaviour becomes inconsistent.

Adjacency creates useful movement between zones.

« Bridal can connect to gifting for family purchases.

« Everyday diamond can connect to stacking and self-purchase.

« Colored gemstones can connect to birthstones, styling and bespoke work. Men's
jewellery can connect to milestone gifting and occasion dressing.

« Repair and exchange conversations can connect to upgrade opportunities with
sensitivity and consent.
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Light should reveal the jewel honestly

Jewellery reacts strongly to its environment.A aiamond’s appearance changes under
different light sources and surroundings. Brightness, fire and contrast also depend on how
light reaches the stone and how the observer moves.

This has practical consequences.

« Use focused light to create sparkle and contrast.

« Provide a balanced ambient level so the store remains comfortable and faces remain
natural.

+ Check colored gemstones and metal tones under lighting that renders color faithfully.

« Give customers a neutral viewing option for considered comparison, especially when
color is commercially significant.

« Evaluate lighting at the product, tray, mirror and customer positions. A showcase can
look excellent from the aisle and create glare when the customer leans closer. A ring
can sparkle under a spotlight and appear flat near the billing desk. The merchandising
review should follow the product through the whole handling journey.

Material choices influence perception too.

Matte fabrics control reflection.

Warm ivory can soften the environment.

Deep tones can create contrast for pale metals and diamonds.
Highly reflective surfaces add visual noise quickly.

The correct background depends on the product, lighting, brand and maintenance
capability.

Run material and lighting trials with the actual jewellery. Photograph from the customer
position. View the image on a phone. Ask whether the silhouette, color, finish and scale
remain truthful. A beautiful setup that misrepresents the product creates friction later.
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Handling is part of visual merchandising

The customer experiences the display again when the jewellery leaves the showcase.

Tray condition, gloves, mirrors, seating, spacing, product order, documentation and the
associate’s pace all affect perceived care.

« High-value jewellery benefits from a composed ritual.
« Everyday jewellery benefits from ease, styling and confident comparison. Both require
product knowledge and attentiveness.

Train the team to preserve the logic of the display on the tray. Begin with the customer’s
mission. Present a small, meaningful set. Explain differences in customer language. Allow
touch and viewing time. Introduce technical information when it helps the decision. Place
rejected pieces aside cleanly so the active comparison remains visible.

The associate also becomes a source of merchandising intelligence. A short end-of-day
huddle can capture which products were requested, which comparisons helped, where
customers hesitated, what language worked and what the store could not fulfil.

Apple’s retail learning model offers a relevant lesson. Today at Apple makes education an
in-store experience led by trained people. The product sits inside a useful activity, and staff
expertise becomes part of the environment. Jewellery retailers can apply the principle
through styling sessions, care clinics, gemstone conversations, bridal planning and

collection previews that genuinely help the customer.
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Luxury is made legible through decisions

Luxury merchandising concentrates attention around rarity, craft, provenance, service and
access.

The customer should be able to see why a piece deserves focus. That explanation may
come from design, material, making, stone selection, archive reference, artist
collaboration, personalisation or exceptional service. Space alone cannot create meaning.
The story and expertise complete it.

Tiffany’s Landmark in New York integrates high jewellery, custom artwork, archival
material and immersive displays across a large flagship. The transferable lesson is the use
of environment to deepen the brand world while keeping product and heritage connected.

For an independent luxury retailer, the same principle can operate at a smaller scale. One
exceptional gemstone can be shown with its origin story, design development, maker’s
decisions and private viewing route. A tightly edited appointment can create more value
than a dense room of unrelated prestige cues.

Luxury stores should also protect honesty, Accurate product representation, clear disclosure,
documentation, secure handling and informed staff create the confidence on which

aspiration rests.
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A physical-store review in 90 minutes

« Begin outside. Photograph the approach, window and entrance from the customer’s
actual route.

« Walk inside without speaking to the team.

« Record the first product, first message, first staff interaction and first point of
uncertainty.

« Follow three missions: an everyday self-purchase, a milestone gift and a high-value
appoinfment.

« Check whether each mission has a coherent route from arrival to comparison.

. Select five products from different zones. Carry each through display, tray, mirror,
documentation and billing. Observe lighting, handling, product information and
continuity.

« End with the team. Ask what customers requested this week that the store could not
show confidently. Compare their answers with stock and digital availability.

The output should be a short decision list organised by customer impact and commercial

value. Fix one visible issue, one range issue, one service issue and one measurement issue
first. The store becomes stronger through disciplined iterations.
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IE)ter 04: Merchandising using local
mte igence

Culture gives jewellery meaning. Local evidence gives
merchandising precision.

0D RAHUL DESAI



India is a porifolio of jewellery markets

Regional difference in Indian jewellery appears through material, purity, motif,
construction, weight, occasion, family role, climate, attire and the relationship between
adornment and investment.

World Gold Council research describes the market as highly diverse and identifies
regional differences in tastes, preferences and manufacturing strengths. It also notes the
continuing dominance of plain gold jewellery and the strong contribution of South India to
demand.

These broad patterns are useful starting points. Store-level evidence should make the final
decision.

« A retfailer in Delhi may see strong wedding demand, larger family shopping groups
and seasonal variation around the wedding calendar.

« A Kolkata store may need fluency in Bengali bridal forms, workmanship and festive
occasions alongside a contemporary urban assortment.

« A Chennai or Coimbatore store may carry deeper plain-gold and temple-influenced
territories, with local expectations around purity and weight.

« A Mumbai store can serve highly varied communities, workwear, destination weddings
and gifting missions within the same catchment.

Each city contains several markets. A mall, high street, neighbourhood store and
destination bridal showroom can sit within one geography and serve very different

missions. Location intelligence therefore begins at catchment level.
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Build a local demand canvas

Review the store through seven lenses.

1.Community and ceremony. Which weddings, festivals, rites and gifting traditions shape
demand? Who participates in the purchase?

2.Wardrobe and lifestyle. What is worn daily, at work, socially and during major
occasions? How do climate and attire influence comfort, length, weight and layering?

3. Material confidence. Which purities, gemstones, diamond propositions, silver
categories and emerging materials receive trust or require explanation?

4.Price language. Does the customer begin with total price, weight, making charge,
monthly saving, exchange value, design or rarity?

5. Competitive context. Which local specialists, family jewellers, chains, designers, online
brands and category leaders shape expectation?

6. Digital behaviour. What do customers save, share, ask on WhatsApp, search, reserve
and carry into the store?

7 . Store evidence. Which products receive frials, enquiries, requests, substitutions,
transfers, custom orders and repeat purchases?

The canvas should combine data with conversations.
« Sales history describes what the store was able to sell.
« lostdemand logs describe what the assortment could not answer.
« Staff observation explains the gap between the two.
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Use a core, local and experimental
architecture

A multi-store brand needs consistency and responsiveness.
« The core assortment carries the brand promise and proven commercial drivers.
« The local module responds to the catchment’s design, material, occasion and price
preferences.
« The experimental module tests emerging demand with controlled capital and a clear
learning period.

The exact proportions should be set by category, store and season. A bridal-heavy
destination store may require a larger local module than an urban everyday-jewellery
boutique. A new market may need a broader experimental phase until customer evidence
becomes reliable.

Tanishq's Rivaah provides a useful industry example. Its bridal presentation is organised
around wedding occasions and community-specific routes, including Gujarati, Marathi,
Punjabi, Tamil, Telugu and other traditions. The brand architecture remains recognisable
while the discovery path respects regional relevance.

The deeper lesson is operational. Localisation needs product depth, trained language,
styling knowledge, availability, content and service. A regional label without these
elements creates only surface-level relevance.

v

httDs://www.ténishq.c.in/rivaah/occsions
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Small festivals need focus

A ten-day or two-week festival sprint should solve a specific mission with a deliberately
compact scale.

Choose one customer, one emotional territory and one commercial objective.

« Raksha Bandhan can focus on quick sibling gifting by personality and price.

« Valentine’s Day can explore self-purchase, partnership and modern commitment.

« Akshaya Tritiya can connect auspicious buying with accessible entry weights,
investment confidence and advance appointments.

« Mother’s Day can be organised around memory, daily wear and family participation.

The assortment should be narrow enough to replenish and explain.

Use products already available or quickly accessible. Create one entrance edit, one digital
collection, one WhatsApp guide and one short team story. Make packaging, pickup and
delivery clear.

Measure enquiries, trials, conversion, average ticket, fulfilment and the products customers
requested outside the edit. Small festivals are valuable learning windows because the
mission is specific and the cycle is short.

RD RAHUL DeSAI



Major festivals need architecture

Large festive periods bring more demand, more inventory, more channels and more
execution risk.

Begin with a collection architecture.

Define the umbrella idea.

Within it, create customer missions such as family purchase, gifting, first gold,
upgrade, self-purchase, wedding crossover and high-value private client.

Map each mission to category, price, product role, geography, content, packaging
and service.

Build the calendar backward from launch.

Eight weeks before launch, confirm customer missions, historical gaps and the capital
envelope.

Six weeks before launch, finalise the core, local, hero, gateway and high-value
modules.

Confirm supply, quality and replenishment.

Four weeks before launch, complete photography, product data, store allocation,
display briefs and client lists.

Two weeks before launch, install pilot displays, test digital journeys, train teams and
rehearse substitutions.

During launch, review availability, customer response, transfers, digital enquiries and
operational issues daily.

After the period, separate carry-forward winners from seasonal residue. Record what to

reorder, localise, redesign, transfer or exit.

Teams learn the collection through the customer missions they will serve. Product
knowledge, styling, objections, digital handover and follow-up can be rehearsed
together.
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The annual calendar should protect
freshness

A commercial calendar combines several rhythms: weddings, festivals, gifting, tourism,
local events, salary and bonus cycles, store anniversaries, product launches and digital
content moments.

It should also show inventory actions. Mark buying deadlines, quality checks, photography,
allocation, installation, training, replenishment, transfers and exit reviews. This exposes
pressure points early.

Freshness comes from planned change. A store can refresh through new arrivals, new
combinations, a different customer mission, a new story, a regional module, a private
preview or a digital edit. Each refresh should retain enough continuity for customers and
teams to recognise the brand.

Use the calendar to protect white space. Every surface and channel does not need a new

festival message at the same time. A strong brand can participate selectively, with depth
and relevance.
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Culture requires informed language

Jewellery sales teams should understand the cultural meaning and practical use of the
products they present. Training can cover naming, ceremony, attire, wearing method,
regional variation, care, future use and respectful questions.

The goal is confident assistance.
« A customer may use a local name that differs from the internal category.

A family may combine traditions.
A bride may want a regional form with a contemporary scale.

The associate should have enough knowledge to understand the request and enough

curiosity fo avoid assumptions.

Invite local experts, customers, designers and experienced team members into the learning
process. Document language and product knowledge in a living guide. Update it with new

customer evidence.
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Chapter 05: Treat the screen as part of the
showroom

The customer should never have to rebuild her jewellery
journey when she changes channels.
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The product page is a virtual tray

A physical tray helps the customer see scale, finish, color, comparison and styling. A
product page must perform a similar job through images, information, availability and a
clear route to assistance.

Begin with the visual sequence.

« The first image should make the silhouette immediately understandable. Follow with
detail, side or back view, clasp or construction, worn scale and a short video where
movement matters.

« Rings, earrings, necklaces and bracelets need different scale cues. The model image
should reflect a believable proportion and styling context.

« Then build confidence through precise product information.

« Depending on category, this may include metal, purity, weight range, dimensions,
gemstone or diamond information, setting, size, care, certification, treatment
disclosure, price, taxes, delivery, returns, customisation and store availability.

« The information should be written in customer language while preserving technical
accuracy.

« Finally, make the next step useful. The customer may want to reserve, book an
appointment, speak to an expert, find the item in a store, request a video, compare a
size, check delivery or save the product. Each action should retain the product and
customer context.

The product page should answer five questions in order:
1.What does this look like?
2.How will it look on me or the recipient?
3. What exactly am | considering?
4.Can | trust the information and availability?
5.What can | do next?

Oracle describes merchandising as a discipline that promotes products and increases sales

in both physical and digital spaces. That shared definition matters because the customer
experiences one brand, even when internal teams use separate systems.
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Search is a merchandising decision

Customers search with many kinds of language: category, occasion, recipient, style,
budget, material, purity, gemstone, shape, size, trend, regional name and desired use.

A search for “lightweight office earrings” contains category, lifestyle and comfort.
“Emerald anniversary gift” contains material, occasion and recipient uncertainty.
“Maharashtrian bridal nath” contains region, ceremony and form.

The search system should connect this language to accurate product attributes and useful
content. Review zero-result searches, refinements, exits and customer-service queries every
month. They reveal vocabulary gaps, unavailable demand, misspellings, internal naming
and weak filters.

Filters should help the decision through the attributes customers actually use. A diamond
ring journey may need style, shape, metal, price, size and occasion.

A gold chain journey may need length, width, weight range, purity, style and wearability.
Colored gemstone jewellery may need gemstone, color, design, treatment or certification
information where appropriate.

Category-page merchandising should balance commercial priorities with customer
relevance. A useful sequence can introduce the category, show a strong edit, reveal

meaningful routes, preserve access to the full range and keep assistance visible.
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Content should merchandise a decision

Social media, email and WhatsApp can do more than announce products. Each can help
a customer move closer to a decision.

An Instagram carousel can show three anniversary routes: daily wear, a symbolic
gemstone and a milestone statement. A short reel can demonstrate necklace length on
different necklines. A WhatsApp edit can present five gifts under a clear budget with final
price, scale and pickup availability. An email can invite high-value clients to preview one
exceptional gemstone with its story and appointment options.

The product selection and information should match the channel.
« Social content can inspire and invite.
« WhatsApp often needs a tighter, more actionable edit.
« Email can support deeper clienteling.
« The website should preserve full information and availability.

Create content from the same merchandising brief used by the store. Define the customer
mission, hero, support, price ferritory, availability, proof and next action. This keeps the
story and commercial reality aligned.

Sephora calls itself a prestige omni-retailer and treats digital and store experiences as
connected parts of the beauty journey. Its example is relevant to jewellery because both
categories benefit from assisted exploration, comparison and confidence.

]
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SOBO: Shop Online, Buy Offline

SOBO describes a familiar fine-jewellery journey: the customer discovers, researches,
saves, shares or enquires online, then completes the decision in a physical store.

The online work has already shaped her expectations. She may arrive with screenshots,
product codes, price knowledge, a shortlist and questions. The store should recognise this
progress.

A strong SOBO journey has six connections.

1.Product connection. The store can identify the exact piece and credible alternatives.

2. Availability connection. Stock location, transfer, reservation and expected fulfilment are
visible.

3. Customer connection. Consent-based details, preferences and conversation history
reach the responsible person.

4.Service connection. The appointment owner understands the brief before the customer
arrives.

5.Price and policy connection. The customer receives consistent information on price,
offers, exchange, delivery and returns.

6. Measurement connection. The business can record that digital discovery influenced the

store sale.
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Build the handover

Every digital enquiry should have an owner, interest tag, source, next action and response
time. When the enquiry moves to a store, send a compact brief: customer, occasion,
selected products, budget language, timing, location, promised action and any unresolved
question. Prepare the exact piece where possible, plus two thoughtful alternatives. The
customer should feel that her earlier effort travelled with her.

After the visit, continue from the conversation. Reference the products tried and the decision
still open. Avoid restarting with a generic catalogue.
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Keep physical and digital truth together

« Audit ten high-view products from screen to store.

« Check the name, image, specification, final price, stock, size, certificate, packaging,
delivery promise and returns information.

« Ask a store associate to locate and present each item.

+ Record mismatches and the time required.

+ Then audit the story. Does the product appear premium online and ordinary in the
store? Does the social post show styling that the associate cannot recreate? Does the
product page promise customisation without a clear store process? Does the store have
a better story that never appears online?

The audit should include content, systems and people. Continuity improves when the same
product truth is available to all three.

Measure the connected journey

Useful SOBO measures include store-locator use, appointment requests, product
reservations, clickto-WhatsApp, assisted-video sessions, saved products presented in store,
endless-aisle orders and digitally influenced store sales.

Choose a practical attribution method and train teams to use it consistently.

A simple source field supported by periodic customer surveys can create an initial view.
More mature systems can connect product, campaign, customer and transaction data.

The metric should improve decisions.

If customers frequently view a category online and fail to find it locally, review allocation
and transfer. If appointments convert strongly for certain missions, build more deliberate
content and preparation. If WhatsApp produces high enquiries and weak visits, study

response quality, product availability and call to action.

Digital merchandising proves its value when the business can see how discovery changes
store behaviour and how store learning improves digital curation.
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Chapter 06: Use Al to sharpen judgement

Al can widen the field of evidence. The merchandiser
remains responsible for the edit.
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Begin with the decision

Al becomes useful when the business can name the merchandising decision it wants to
improve.

Examples include identifying products that deserve replenishment, detecting emerging
search language, recommending the next best product, localising a category page,
drafting product descriptions, clustering customer missions, spotting availability gaps,
predicting stock risk, preparing store transfers and summarising feedback.

Each use case needs a decision owner, reliable data, guardrails and a way to evaluate the
output. A system that produces attractive recommendations from incomplete product data
can create more work and less trust.

Salesforce describes Al merchandising as the use of customer behaviour, purchase patterns
and market trends to improve product placement, inventory, pricing and promotions. The
opportunity is broad. Jewellery requires additional care because the product combines
high value, technical attributes, disclosure, rarity, emotional meaning and a frequent need

for expert assistance.
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Five practical applications

1. Assortment signals

Al can combine sales, search, enquiry, wishlist, return, transfer and local-event data to
surface changing demand. The output should become a question for the merchandiser:
which customer mission is growing, and can the business fulfil it profitably?

2. Product tagging and findability

Computer vision and language tools can help suggest silhouette, motif, occasion, styling
and customer-language tags. A trained product expert should verify material, gemstone,
treatment, construction, cultural naming and technical claims.

3. Personalised discovery

Recommendation systems can use consented behaviour and transaction history to rank
relevant products. The customer should still have access to exploration, explanation and
human assistance. Personalisation works best when it helps the customer discover a useful
route and preserves space for new preferences.

4. Content production

Generative tools can create first drafts of product descriptions, category introductions,
campaign routes and associate briefs. A clear brand voice, technical review and disclosure
standard are essential. The final language should sound informed, specific and human.

5. Operational alerts

Al can flag products with rising attention and falling availability, stores with unusual

rejection patterns, aged stock receiving new digital interest, or campaign items arriving
late. Alerts create value when an owner can act in time.
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The data readiness test

Before selecting a tool, inspect the data that will feed it.

Are product names and attributes consistent? Are images linked to the correct SKU?

Are prices and availability current? Can the business distinguish sale, transfer, return,
exchange, repair and custom order2 Are customer permissions recorded? Do store teams
capture enquiries and rejection reasons in a usable form2 Can online activity connect to
store outcomes?

Start with one category and one decision. Clean the minimum data required.
Compare the Al-assisted output with a strong human baseline. Record accuracy,
commercial usefulness, time saved, exceptions and customer impact.

The pilot should make accountability visible. Product experts own technical truth.
Merchandisers own the commercial edit. Legal and leadership teams own privacy, claims

and risk standards. Store teams report operational reality.
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Keep the human responsibilities explicit

Al can identify a pattern. A merchandiser must interpret whether the pattern reflects
sustainable demand, a campaign spike, missing stock, a pricing issue or noisy data.
Al can recommend a product. A trained associate must understand suitability, fit,
disclosure, care and the customer’s actual brief.

Al can draft cultural content. A knowledgeable human must verify language, context and
respect.

Al can automate an allocation proposal. Leadership must decide how capital, service
capacity and local strategy should influence the final move.

These responsibilities strengthen the career. Routine analysis becomes faster. Judgement,
domain knowledge, communication and leadership become more valuable.

@
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A 30 Day Al pilot

« Choose one decision with visible repetition, such as tagging new products for website
filters or identifying slow stock with fresh online interest.

« Define the current human process, time required, error rate and commercial outcome.

« Prepare a verified sample. Run the Al-assisted process. Have an expert review every
result and label the errors.

« Measure time saved, correction effort, accuracy and action taken. Ask whether the
output improved a real decision.

At the end of thirty days, choose one of four actions: adopt with controls, refine and
repeat, limit to a narrower use, or close the pilot. This decision discipline keeps Al

connected to business value.
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Chapter 07: Build a booth as a compressed
store

A small exhibition booth has enough space for one clear

promise, one strong edit and one useful conversation.
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Decide what the booth must achieve

Exhibition merchandising begins with the commercial objective.

A manufacturer may want qualified retailer appointments.

« A designer may want distributor interest and press visibility.

« A laboratory may want to demonstrate capability and build partnerships.

« A retailer at a consumer show may want trials, appointments and immediate sales.

Write one primary objective and one priority visitor. Then define the evidence that visitor
needs before taking the next step.

The aislefacing message, hero product, live demonstration, team questions, meeting area
and lead-capture fields should all support that decision.
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Curate for the visitor

A retailerfacing buyer may need price architecture, margin, minimum order, customisation,
delivery, consistency and commercial range logic. A consumer may need styling, fit, price,
trust, availability and fulfilment. A press visitor may need a distinctive idea, visual story and
credible context.

Prepare a route for each priority visitor without displaying a separate booth for each one.
The hero can attract. The team can qualify. The product edit and digital catalogue can then
reveal the relevant depth.

Use the product itself whenever it is the strongest proof. A well-finished clasp, calibrated
assortment, unusual setting, documented origin, light-performance demonstration or rapid
detection process can communicate more than a wall of claims.
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Train the booth conversation

The first question should help the visitor use their limited time well.
Ask about their role, market, priority and available time.
Then guide them to the most relevant product or proof.

Every team member should know:
« the priority visitor and objective;
« the hero story in one sentence;
« two supporting proof points;
« the qualification questions;
« the handover signal for a senior or technical colleague;
« the exact next step the business can commit to;
« the process for recording and following up.

Run a ten-minute huddle before the show opens and a fifteen-minute review after it closes.
Record visitor patterns, objections, requested products, sample movement, follow-up priority

and operational issues. Adjust the next day’s edit when evidence is clear.
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Merchandise before and after the event

The exhibition journey begins before the aisle.

Invite named prospects with a specific reason to visit. Reference a product, capability,
demonstration or meeting topic. Prepare appointments and the samples they require.
During the event, record the exact conversation. A photograph or product code, shared
with consent, can preserve context.

After the event, continue from the visitor’s interest. Send the promised information, identify
the agreed next step, assign an owner and propose a date. Generic catalogues can
support this specific follow-up.

Measure qualified appointments, relevant stops, meaningful demonstrations, opportunities,
next steps completed and commercial progression. Footfall becomes useful when the booth
can distinguish attention from intent.
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A booth audit

« Stand ten metres away and ask what a priority visitor can understand.

« Move to the aisle edge and identify the first product, message and person they see.

« Enter without speaking.

« Check whether the route feels open, whether the hero is clear and whether operational
items remain hidden.

o Ask the team to qualify three visitor scenarios.

« Observe whether the product and proof are easy to access.

« Review five lead records.

« Confirm that each has context, value, timing, next step, owner and consent.

The audit should finish before the event. A booth becomes powerful through preparation.
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Chapter 08: Build the modern
merchandising career

The strategic merchandiser connects product, customer,
capital, channel and people.
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The role has expanded

Visual judgement remains important. The modern role also requires assortment planning,
inventory analysis, customer insight, digital fluency, cultural understanding, commercial
measurement and cross-functional leadership.

Current luxury merchandise-planning roles commonly include sales analysis, forecasting,
inventory, allocation, assortment, performance reporting and partnership across retail,
finance, supply chain and markets.

Visual-merchandising career profiles add design, installation, brand interpretation and
store execution. Together they show how the field spans creative and analytical work.

This breadth creates several career routes: visual merchandising, category management,
merchandise planning, buying, allocation, digital merchandising, retail strategy, store

design, client experience, training and consulting.

The strongest professionals learn to translate across functions. They can explain a design

decision in commercial language and a commercial decision in customer language.
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Build six capability pillars

« Product fluency
Understand materials, gemstones, diamonds, construction, finish, wearability, care, design
language, certification, disclosure and category economics. Product knowledge should
help the customer and improve the assortment decision.

« Customer intelligence
Learn to identify missions, preferences, uncertainty, cultural context, objections and service
expectations. Combine data with store observation and conversations.

« Commercial discipline
Use sales, gross margin, sell-through, turnover, GMROI, ageing, open-to-buy and
allocation data. Know the definition behind each number and the action it can support.

« Visual and spatial judgement
Build hierarchy, composition, adjacency, flow, light, material and scale. Write clear briefs
and evaluate execution from the customer’s position.

- Digital fluency
Understand product data, imagery, taxonomy, search, filters, content, analytics,
availability, appointments, assisted commerce and SOBO attribution.

- Leadership and learning
Align buying, inventory, stores, marketing, digital, supply chain and finance. Coach teams,
run experiments, document learning and present decisions clearly.

||,f
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Build a porifolio of decisions

A merchandising portfolio should show how you think.

Include a category review that links assortment roles with commercial evidence.

Show a store or digital journey audit. Include a before-and-after edit with the customer
mission, hypothesis and result.

Add a festive plan with allocation, content, training and exit logic.

Include one example where the first idea changed after evidence.

For each project, explain six elements:
« The business question.
« The customer evidence.

The commercial and product context.
« The decision and execution.

The result and limitations.

« The next learning.

This format demonstrates judgement, humility and the ability to work with evidence.

lﬁllo
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A 90-day development plan

« During the first thirty days, select one category and learn its economics, products,
customers, locations and digital journey.

« Spend time with sales associates, inventory teams and customers. Create a concise
diagnosis.

« During days thirty-one to sixty, redesign one journey. It may be a store zone, category
page, SOBO handover or festive curation.

« Write the brief, align the teams and train the people who will execute it.

« During days sixty-one to ninety, run a clean experiment.

« Capture the baseline, change one major variable, track the result and present a
recommendation.

« At the end of ninety days, you should have one useful business result and one complete

portfolio case.
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Measure a merchandising decision cleanly

« Begin with one hypothesis and one primary measure. For example: If we reorganise
the everyday diamond counter by customer mission and present three clear price
routes, qualified trials will increase over the next three comparable weekends.

« Capture a baseline. Document stock, price, promotion, staffing, location and relevant
external factors. Make the planned change. Photograph execution and coach the team.
Record the primary measure and a small number of diagnostic measures.

« At the end, explain what happened, what else may have influenced the result and what
the business should do next. Choose to scale, adapt, repeat or stop.

« Measurement should protect creativity. It gives strong ideas a way to earn repetition
and weak ideas a way to teach the next decision.







"When you sell jewelry, you sell dreams.
When you build a jewelry business, you fulfill
destinies starting with your own.

Build boldly. Build beautifully. Build to last."
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Turn Your Coffee Break into a

Masterclass.
About Loupe Insight: Delving with Rahul Desai

Loupe Insight is a sharp, 10-minute podcast series by Rahul Desai,
designed for jewelry professionals who value clarity, speed, and depth.
Each episode delivers actionable insights on everything from gemology
and design to retail strategies, consumer behavior, and Al integration.

With Rahul’s trademark blend of expertise and real-world relevance,
Loupe Insight is more than a podcast; it's a power tool for jewelers
looking to grow smarter, not just bigger.
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Email: rahul@iigindia.com
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All content in this playbook has been thoughtfully curated by
Rahul Desai Consultancy for educational and professional
development purposes. All images are sourced from ChatGPT
and Canva Pro. This material is the intellectual property of
Rahul Desai Consultancy and is intended solely for the benefit
of learners and professionals within the gem and jewelry
industry. Unauthorized reproduction, distribution, or use;
including the removal of branding or misrepresentation under
any other name is strictly prohibited.
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FROM KNOWLEDGE TO
COMMERCIAL PERFORMANCE
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Every display is a decision
about attention, capital and
customer choice.

Jewellery merchandising shapes what a retailer buys,
how inventory moves, what customers notice and how
confidently teams sell.

The Strategic Jewellery Merchandising Playbook brings
together assortment planning, inventory intelligence, store
presentation, customer service, digital discovery and
exhibition strategy. It offers jewellery retailers and
professionals a practical system for turning merchandise
into stronger customer experiences and measurable
commercial performance.

RAHUL DESAI

Founder, RD Consultancy
MD & CEO, International Institute of Gemology
rahuldesai.in
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	A store is a point of view
	Dear Reader,
	For more than two decades, I have worked with jewellery businesses from several vantage points: education, corporate training, coaching, consulting and industry leadership. Each vantage point reveals a different part of the same business.
	In a classroom, you see how product knowledge changes confidence. On a retail floor, you see how confidence changes the conversation. In an inventory review, you see how buying decisions shape what the team can sell. In a strategy meeting, you see how location, capital, culture and customer data shape the assortment itself.
	Merchandising is where all of these realities meet.
	I have seen beautiful jewellery disappear inside crowded trays. I have also seen an older design regain relevance after a clearer story, a better adjacency and the right customer conversation. I have watched small stores outperform larger stores because their point of view was sharper. I have watched digital discovery create a high-intent store visit when the product, availability and follow-up travelled together.
	This playbook brings those lessons into one practical system. It asks you to combine taste with evidence, product expertise with customer language, and creative presentation with commercial discipline. The aim is to help you make decisions that your team can understand, execute and improve.
	Read the complete book once. Then return to the chapter closest to your current business question. Take one category, one zone or one campaign and apply the thinking. Record what changed. Share the learning with your team. Merchandising becomes strategic when the business can explain why a decision was made and what it learned from the result.
	Warm regards,
	Rahul Desai
	Edupreneur, Industry Mentor, & Business Consultant
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