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TITAN

Crafting Success, One Watch At ATime
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ndia’s horological landscape underwent a significant transformation when Titan emerged onto the scene in 1987. From
humble beginnings to becoming one of the world's top watch brands, Titan has been a beacon of innovation and
reliability. Over the course of four decades, Titan's journey has been nothing short of a fascinating tale of growth, resilience,

and adaptability, especially between 2013 and 2024. In the final leg of this four part series we explore the current decade of
the brand and its outlook for the future.

In the early 2010s, Titan was already a household name in India, but the brand's aspirations extended far beyond its home
turf. As it entered 2013, Titan was gearing up for a decade of unprecedented growth and expansion. It began this phase with
arobust strategy focused on increasing its footprint both domestically and internationally. In 2013, Titan had over

400 exclusive stores across India and was present in 27 countries. By 2017, the brand had expanded to over 1,500 retail

outlets in more than 30 countries. This period saw Titan aggressively entering new markets, including the Middle East, Africa,
and Southeast Asia.
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Goal Achieved
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WATCHES GET SMARTER

In 2016, as the watch world was dealing with a new entrant- the smartwatch, Titan embraced this technology with open
arms. The brand entered the wearable devices market by introducing its smartwatch, Juxt, made through a collaboration
with Hewlett-Packard. Driven by a dual caliber mechanism Juxt housed an analog Titan caliber 6130 and a digital module.
The timepiece featured a subtle honeycomb dial, 3D indices and the watch could be paired with smart phones having either
Android 4.4 or iOS 8.1 and above operating system. The smartwatch’s features included incoming call notifications, receiving
email and social media notifications, reading text messages, staying up-to-date with calendar and appointment reminders.

Doubling down on the smartwatch trend, in 2017 Titan launched a fitness tracker, named Gesture Band under its youth
accessories brand, Fastrack. In the same year, it invested $3 million in a Singapore based wearable tech company, CoveloT. In
2018, the company added new fitness tracker bands. By the end of 2018, Titan had a 7.4% market share in the wearable
devices market.

With the advent of smart technology, Titan launched its first smartwatch in 2020 under the brand Titan Connected X. This
venture into the wearable tech space was a strategic move to cater to the tech-savvy generation. The smartwatch combined
Titan's signature elegance with cutting-edge technology, featuring fitness tracking, notifications, and customizable watch
faces. This diversification into smartwatches opened up new revenue streams and showcased Titan’s ability to innovate.
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NAVIGATING THE PANDEMIC

The COVID-19 pandemic posed unprecedented challenges for businesses worldwide, and Titan was no exception.
However, Titan's robust digital presence and diversified product lines helped it navigate through the crisis. The
company reported a resilient performance in 2020, thanks to its strong e-commerce operations and continued
consumer trust.

Though the brand had a visible online presence prior to the pandemic, there was a lot of work to be done to become
more digitally savvy. Titan took on this task of ‘Retail Reimagine; where the brand introspected about the purpose of its
‘World of Titan’ stores, and how it could be relevant to the consumer when the stores eventually reopened. So, the
chain was rebranded to ‘Titan World; placing emphasis on modernity, international brands, premiumisation and
smartwatches. There was also focus on becoming omni-enabled. By August 2020, Titan was omni-live across its chain
because they had the foresight of investing ahead of time. At the same time, a lot of work was done on the
manufacturing side and went from ‘Make in India’ to ‘Make much more in India’ With the supply chain across the world
getting impacted, Titan decided to reduce its import content from 49% to 20%. Lastly, there was a transformation of
the multi-brand outlet (MBO) channels that received upgrades to make them more efficient.
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BLURRING BORDERS

By 2022, Titan had significantly expanded its international presence. The brand's foray into the Middle Eastern and
Southeast Asian markets was met with enthusiasm. As of 2024, Titan’s journey is a testament to its adaptability and
vision. The company has reported consistent growth, with its revenues reaching new heights. According to recent data,
Titan's watch segment alone crossed the 310,000 crore mark in revenue, a significant milestone demonstrating its
market dominance. The brand's innovation pipeline remains robust, with plans to introduce more advanced
smartwatches and expand its luxury offerings under the Titan Edge and Nebula collections.

According to the Tata Group, today, Titan boasts of 500 World of Titan stores and 180+ Fastrack stores across 223 towns.
The brand has seen such a phenomenal growth trajectory in the last four decades that it has become one of India’s
most recognized brands perfectly embodies Indian values and culture. It is said that Titan clocks sales of 1 watch per

2 seconds! With figures like that is it any surprise that Titan’s enduring legacy combines tradition and innovation,
proving that when it comes to watches, they’ve truly mastered the art of making time fly stylishly!
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