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INTRODUCTION

Charles Lewis Tiffany founded 

Tiffany & Co. in 1837 in New 

York. Charles along with John 

B. Young started this venture 

by opening a stationery and 

fancy goods store with an ad-

vance they got from Tiffany’s 

father. By 1940, Tiffany & Co. 

started to sell costume jewel-

ry and today it sells multiple 

luxury goods such as jew-

elry made of sterling silver, 

gold, diamonds and other 

products such as fragrances, 

home décor and accessories.  

(Press.tiffany.com, 2019)    

They hold one of the lead-

ing positions in the fine jew-

elry industry and own more 

than 300 beautiful stores 

around the world. (Tiffany 

& Co. , 2019) The brand’s 

name is synonymous with 

romance, quality, luxury and 

style. (Issuu, 2017) The brand 

has also been continuously 

growing and has surpassed 

everyone’s expectations in 

terms of their marketing. 

and innovative strategies. 
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TIMELINE

1837: Tiffany & Co was founded, had a non-nego-
tiable selling price policy.

1845: Printed first ever cata-
logue

1848: Buys the court’s jewelry to sustain them 
for many years.

1851: Becomes the first American 
company to institute the 925/1000 
sterling silver standard that was 
later even adopted by the United 
States Sterling Standard

1853: Charles Tiffany takes control of the 
entire company

1862: Supplied flags, surgical im-
plements, swords and other neces-
sities to the Union Army during the 
civil war

1878: The Tiffany diamond is produced

1886: Tiffany Setting diamond engage-
ment ring introduced

1890s: Gemologist George Kunz 
goes onto travel the globe to find 
rare gemstones for Tiffany to cre-
ate fine jewelry with.

1902: Louis Tiffany  takes over the brand

1926: The American 
government accepts 
Tiffany’s standard for 
platinum.

1940: New Tiffany headquarters address becomes Fifth Ave-
nue at 57th Street New York City
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1958: Truman Capote’s novel – Breakfast at Tiffany’s is 
published

1961: Audrey Hep-
burn stars in the 
Break at Tiffany’s 
movie

1974: Elsa Peretti joined Tiffany creating the most 
modern, sensual designs that amazed the world.

1987: Tiffany & Co went public 
on 15th may and traded its stock 
on the NYSE.

2000: Broaden corporate giving efforts 
- New York Restoration Project and 
the World Wildlife Fund projects.

2003: The Legacy collection is intro-
duced

2008:  Patek Philippe opened 
its first salon at Tiffany’s Fifth 
Avenue store.  

2012: 175 years of Tiffany & Co.

2013: Lederhaas Okun, a 
former Tiffany & Co. Vice 
President was arrested by 
federal officials for steal-
ing (DeMarco, 2013)

2015: Tiffany & Co. launched their same sex cou-
ple campaign

2017: Tiffany & Co. 
starts an academy cele-
brating the brand’s 180 
years of history. Also 
30th anniversary as a 
public company

2019: The Company takes a bold step towards 
being more transparent in its diamonds supply chain 
process. 
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     SWOT ANALYSIS
STRENGTHS

The 181-year-old brand enjoys 
rich American heritage and culture 

Strong association with the world fa-
mous film “Breakfast at Tiffany’s”, the city 
“New York” and actress “Audrey Hepburn”

High brand awareness across the 
world & a wide loyal customer base

High brand recall value due to 
its signature colour, Tiffany Blue

Renowned for its sterling silver jewellery

Luxury is present in its authentici-
ty and overall positive brand image

In-house production for the major-
ity of its products (Bhasin, 2018)

Large product portfolio rang-
ing from jewellery to fragrance and 
home decor (Tiffany & Co, no date)

Actively initiate Corporate Social Responsibili-
ty and Sustainability efforts (McPherson, 2016)

Well integrated website and mobile application

WEAKNESSES

Difficulty in replacing old designs by Elsa 
Peretti and Paloma Picasso (Bhasin, 2018)

Only available at exclusive stores. The 
products are sold only through direct op-
erating stores and its online website. Not 
available in any other marketplace 

Stores located in only 30 countries 
of the world (Tiffany & Co, no date)

High prices act as a weak-
ness for the younger clientele

Not enough emphasis is given on the sus-
tainability initiatives activated by the brand
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OPPORTUNITIES

Expand to growing markets such 
as India (McKinsey & Co., 2007)

Optimal use of the internet and social media 
for communication to continually increase the 
brand’s reach amongst millennials globally

Brand extension in bridal jewellery

THREATS

The proliferation of counterfeit goods

Everchanging desires of the millennials 

Insecurity amongst consumers due to terrorism

High competition and low switch-
ing costs amongst its competi-
tors, hence, price wars may occur

The threat from consumers’ relationships 
with local jewellers in countries like India
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   VISUAL IDENTITY 

Tiffany & Co. is  a global premium American lux-
ury jewellery brand. It is an aspirational luxury 
brand that symbolizes dream intimacy, mystery, 
and sensuality  and “inspires love”. (Wicklund, 
2019) It is through the designs of these pieces 
that Tiffany has created its identity of strong 
emotional influences and essence of endless 
love, priceless beauty and elegant romance. 

Tiffany owns an extremely specific shade of 
blue. This turquoise blue which represents 
the brand is called “Tiffany blue”. This co-
lour is considered the most protected colour 
in the branding world. It was trademarked 
in 1998 so was the packaging - from box-
es to bags with  white satin ribbon tied 
around them. The “Tiffany blue box” is 
trademarked too . (Bebrilliant.com, 2019)
 
The signature little blue box has become 
the iconic face of the brand, a strong part 
of their brand identity and essential ele-

ment of the brand experience. This magical 
box is symbolic representation of the per-
fection it holds inside. It is the most widely 
recognised packaging in the world.The blue 
box represents dreams of exclusivity and 
prestige and every detail of its contents are 
aligned with its exquisitely hand crafted, arti-
san quality jewellery that the brand promises. 

Tiffany’s key product,  the engagement ring is 
a reflection of sophistication which is associ-
ated with the brand. This product is strong-
ly linked with romance, desire and taste. 

Tiffany is also known for its yellow diamond 
which is one of the largest diamond ever dis-
covered. It was discovered in Kimberley mine in 
South Africa in 1878. Its carat weight is 287.42 
carat. It was cut into cushion- shape weighing 
128.54 carats. This priceless stone is one Tif-
fany & Co’s strengths and draws thousands 
of visitors to the New York flagship each year.
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Reed Karloff is an American designer who is now 
the Chief Artistic Officer of Tiffany & Co. He began 
his career designing for Ralph Lauren and Anne 
Klein. Reed Karloff became known throughout 
the industry while he was working for the brand 
Coach where he spent 16 years with the company 
as president and executive creative director. He 
has been honoured three times the CFDA award 
for accessories designer of the year. Additionally, 
he was also honoured with the Whitney Museum 
of American Art Award in 2013. He joined Tiffa-
ny & co. in February 2017 after collaborating with 
the brand on a accessories collection in 2016. 
Reed directs design, brand jewellery and luxury 
accessories for Tiffany & Co. and also heads the 
brand’s  artistic and design vision with respect to 
store, e-commerce, marketing and advertising. 
He has been beautifully intertwining the com-
pany’s past with its future, by bringing in funkier 
designs with youthful aesthetics yet keeping the 
pieces as elegant, classy and evergreen as ever. 

                 
ARTISTIC DIRECTOR
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   USE OF DIGITAL MEDIA 

Tiffany & co uses  several advertising methods, 
the company believes that these activities 
are important to their business. They adver-
tise in magazines, newspapers and through 
digital media. They have acquired strong fol-
lowing through social media platforms and 
use these to maintain consumer awareness 
of the brand and to introduce new products.
Company also publishes its signature blue 
book which showcases high-end jewellery.
Tiffany & Co. has invested in TV advertisements 
too. However they have been more success-
ful in getting publicity from movies and ac-
tresses such as Audrey Hepburn who played 
a central role in Breakfast at Tiffany’s 1961. 
The other means of advertising used are 
at the bus stops, on billboards and in 
malls. They use these  channels to pro-
mote current and exclusive upcoming prod-
ucts, events and to shares videos as well.
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7P’S of MARKETING
Product:Tiffany & Co. sells various different products, but 
all their products have commendable quality and flawless 
craftsmanship. The company has products for almost every-
one, including pets. Their main product categories are love 
& engagement, jewelry; high jewelry, watches, fragrances, 
home & accessories, gifts and they also do personaliza-
tion. While their first category is exclusive for engagement 
bands for both men and women, their jewelry section is di-
vided by collection and by price. The High jewelry catego-
ry comprises of the brand’s most experimental and creative 
pieces, often having jewelry with various precious stones 
from different parts of the world. The Home & Accessories 
category has a lot of exclusive products, many of which are 
made from their famous sterling silver. (Tiffany & Co, 2019)

Price: Tiffany & Co.’s price range is extremely vast. 
Their products start from $20 and go all the way beyond 
$64,000. Tiffany has a variety of products ranging from home 
accessories to high jewelry, which is why we see the huge 
price gaps. Their bar and drink ware consists of the trum-
pet champagne flute glasses, red wine glasses, martini glass-
es and a variety of other glasses, which each are priced at 
$20. These are made with handmade, mouth blown crystal. 
As the products start consisting of sterling silver and pre-
cious metals, their prices start increasing. Products such as 
their Soleste Tiffany earrings made with yellow diamonds are 
priced at $64,000. Tiffany & Co. are primarily a luxury goods 
manufacturer and have introduced products of a lesser price 
range solely to increase sales by increasing volumes sold.
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Promotion: Tiffany uses print advertising, digital me-
dia, press relations and a lot of events to promote their 
brand. They create brand catalogues and books, which 
are used as reference till today. Short clips and cam-
paigns that play on emotion and current social issues are 
consistently released. Another extremely smart strategy 
that Tiffany & Co. used was the connection with the co-
lour- Tiffany Blue. It is a colour that is repeatedly used 
by the brand to reiterate and create a high recall factor 
amongst consumers, whether its in packaging, ad cam-
paigns or other short clips. (CMDS, 2016) Additionally, 
the movie “Breakfast at Tiffany’s is one of the best rat-
ed movies of all times. The movie shows the inner de-
sire of a woman wanting one of the dreamy tiffany state-
ment pieces. The movie did so well that Tiffany & Co. has 
now opened a café in New York where you can literally 
have breakfast. Another way the brand promotes is by 
being socially responsible and community involvement.
 
Process: Tiffany & Co uses four channels of distribution 
that include US Retail, direct marketing, international retail 
and specialty retail. (Raina and Oh, 2003) The company is 
also engaged in product design, manufacturing and retail-
ing activities. Recently, the brand has taken an initiative to 
make their supply chain processes transparent and know 
the exact location from where their diamonds have been 
sourced. This is a step towards responsible sourcing and 
providing their consumers with detailed information about 
their product. (Neo, 2019) This initiative will not only makes 
the consumer trust the brand more but will also creative 
a bond between the two. The company also is known for 
their superior customer services. Employees are trained to 
interact with consumers and make them feel welcomed. 
Consumers have to feel a part of the Tiffany family. They 
need to have the particular skills, knowledge and go 
through product training and written tests. (Glenn, 2017)
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People: The company employees more than 13, 000 people around the world. They also have 
more than 5,000 skilled artisans to cut diamonds and craft their intricate jewelry in company work-
shops. (Tiffany & Co., 2018) Tiffany & Co. also has an academy for excellence and diversity in retail 
leadership, which is an 18-month program providing development experience to help, learn the 
business and excel at Tiffany’s. The culture at the company is that of togetherness and commit-
ment. They believe mainly in honoring the customer, fostering creativity, continuously inventing 
while keeping their heritage in mind and taking ownership for every action. (Tiffany Careers, n.d)

Place: Tiffany & Co. opened their first store in Brooklyn but expanded very quickly. They used cor-
rect brand strategies and had branded their products perfectly, quoting high prices from day one. 
Today, the company operates via their 10 story building on 57th street of the fifth avenue in New 
York. This store is not just any other store, it is the most famous store around, which is a landmark 
for all the tourists coming to visit the vast city. ( DeMarco, 2018) The company has its store all over 
the world and its flagship stores are in Beijing, Chengdu, Dubai, Hong Kong, London, Los Ange-
les, Paris, San Francisco, Shanghai, Singapore, Sydney, Tokyo, Toronto and Vancouver.  It largely 
distributes through its physical stores followed by its online stores, B2B and wholesale distribu-
tions. They use selective global expansion by employing a multi-channel distribution strategy.

Physical Evidence: All Tiffany & Co. stores have similar store aesthetic, since it’s a global 
brand that needs to be consistent. Each store communicates craftsmanship and yells out 
elegance. Some elements such as carved glass and marble, stainless steel and the glows of 
Tiffany Blue are all incorporated beautifully to build an environment that carries the history of 
the brand and are recognized instantly. ((Press.tiffany.com, 2011) Additionally the Tiffany Blue 
Box, which is a part of the main packaging, has become a symbol of style and sophistication, 
known all around the world. It cannot be bought and is given to you only with a purchase. It is 
a trademarked colour which is No. 1837 on Pantone’s colour chart, representing the year the 
company was founded. (Camille, 2016) The blue box shape is adapted in store décor as well.
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PR STRATEGY ANALYSIS

2017

Tiffany & Co. releases all of its 
press releases on its website 
apart from sending it to its target 
media list so anyone can pick it 
up and share their stories (Tiffany 
& Co., no date).  It follows a cer-
tain level of transparency through 
its website by sharing all an-
nouncements from the launch of 
Home Accessories and The Blue 
Box Cafe to celebrity spotting in 
Tiffany. For instance, the launch 
of Fall 2017 Campaign “There’s 
Only One” was first announced 
on their website and picked by 

many publications online and 
offline. The Fall 2017 Campaign 
evoked the notion of uniqueness 
and self-expression (Tiffany & 
Co., 2017). The brand brought 
together six people from diverse 
backgrounds. Each personality 
was hand-picked for their indi-
vidualistic style, peculiar strength 
and distinct vision. The behind-
the-scenes video of Reed Kra-
koff’s first creative production for 
Tiffany was also captured through 
the lens of Dutch photographers, 
Inez & Vinoodh (Frivolette, 2017).

PRESS RELEASE AND NEWS DISSEMINATION
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Tiffany & Co. introduced its new fragrance by hosting an eve-
ning filled with the social circle of New York City, the fash-
ion industry’s big players as well as artists. The star-studded 
evening included Zoey Deutch, Ana de Armas, Riley Keough 
and Doutzen Kroes to name a few (Tiffany & Co., 2017). 
The event was organised during Fall 2017 of New York Fash-
ion Week, a strategic move as all the relevant and key peo-
ple of the industry around the world would be present in the 
city. They also got St. Vincent to perform a cover of the cam-
paign song “All You Need Is Love” (InStyle.come, no date).

LAUNCH OF THE NEW SIGNATURE FRAGRANCE 
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2017
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TIFFANY & CO ANNUAL GALA 2017

The brand hosts a gala each year to celebrate the Blue Book Collection 
of that particular year and its top clients. The event took place at the historic 
site, St. Ann’s Warehouse, and followed the theme of the collection, the natu-
ral wonders of the wild. In 2017, Michael J. Kowalski, the Chairman & Interim 
Chief Executive Officer welcomed several Hollywood and fashion personalities 
like Iman Hammam and Doutzen Kroes, among others (Tiffany & Co., 2017).
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2017

Celebrities like Reese Witherspoon, Haley Bennett, Dominic West were 
spotted wearing Tiffany & Co., epitomizing sophistication and elegance. 
The star-studded event witnessed a special performance by Jennifer Hud-
son which also makes for great public relations for the brand (Sidell, 2017). 
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17

Tiffany & Co. organised a VIP Preview of the Whitney Biennial 2017, 
co-hosted by Mia Locks and Christopher Y. Lew. The event featured 
5 biennial artists who previously associated with the brand through 
the creation of artist edition products and window installations. Tif-
fany shows immense commitment towards art and culture through 
its support to the Whitney Museum of American Art and provides 
sponsorship for Whitney Biennials until 2021. The preview includ-
ed guests such as Zoë Kravitz, Chloe Sevigny, Julianne Moore, 
St. Vincent, Zosia Mamet and Tavi Gevinson (Tiffany & Co., 2017)
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2017 WHITNEY BIENNIAL WITH A VIP PREVIEW
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20
17

THE 2017 HOLIDAY WINDOWS
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CORPORATE SOCIAL RESPONSIBILITY
20

17
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 In 2017, Tiffany & Co. launched ‘Save The Wild’ Collection, an initiative to save the ele-
phants and the wildlife by donating 100% of the profits to the Elephant Crisis Fund. This 
collection includes 18K rose gold elephant charms and brooches embellished with dia-
monds. Furthermore, it also features sterling silver accented with a stone that the brand 
discovered in Kenya in 1974 called tsavorites. Nature has always been close to the brand, 
in terms of both design inspiration as well as the precious materials that help create their 
iconic products. The brand is seen speaking about vital issues in various disciplines, es-
pecially wildlife conservation. The diamonds are procured from, cut and polished in Afri-
ca, therefore, Tiffany has built an entire department that is committed to the econom-
ic, social and environmental well-being of the country ( Tiffany & Co., 2017; Sidell, 2017). 
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TIFFANY & CO PAINTS NEW YORK CITY IN ITS ICONIC BLUE

On may 1, 2018 to celebrate the launch of the new Tiffany 
paper flowers jewellery collection and the Believe in Dreams 
campaign the brand brought a jolt of energy to the New York 
City streets with Tiffany blue coffee carts, serving compli-
mentary special brews and croissants. Taxi’s  transform  from 
signature yellow to robin’s egg blue. Bodegas will have buck-
et of paper flowers, and some subway stations will receive 
Tiffany blue treatment and dispense limited edition Tiffany & 
Co metro cards. The famous atlas clock at the Fifth Avenue 
flagship store was transformed into a digital screen with be-
hind the scenes footage and vignette from the campaign film.
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2018
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BELIEVE IN DREAMS CAMPAIGN & TIFFANY PAPER FLOWER COLLECTION
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 On May 4, 2018 The believe in dreams campaign launch featured 
celebrities like actress and model Elle Fanning, dancer, actress and 
model maddie Ziegler. Tiffany paired with music- streaming service 
Spotify to hold a concert  on the roof of their fifth  Avenue  build-
ing to launch its paper flower jewellery collection. The decor fea-
tured bouquets in Tiffany’s signature blue and A$AP Ferg performed 
a remix of “Moon River”. The Tiffany website calls the paper flower 
collection “a refined balance of femininity and industrial modernity.”
Tiffany launched its “believe in love” campaign featuring interra-
cial and same sex couples and highlighting the engagement rings.

2018
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OPENING OF  JEWELLERY DESIGN AND INNOVATION WORKSHOP

In the month of june, a workshop was cre-
ated by Dana  Naberezny, the Vice Presi-
dent of the jewellery design and innovation 
at Tiffany & Co.  The workshop was creat-
ed to to have direct communication in real 
time and remove organisational barriers so 
that internal colleagues and outside sup-
pliers can work collaboratively to explore 
new materials, technology and processes 
to fasten the pace of innovation. Anoth-
er advantage was the robust prototyping 
in early design stages to allow develop-
ment of speed and flexibility. It is a 17,000 
square feet space with the latest technol-
ogy so employees can increase their ef-
ficiency and foster creativity as a whole. 

20
18
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TIFFANY BLUE BOOK COLLECTION : THE FOUR SEASONS OF TIFFANY 

The Blue Book Collection was designed 
by chief creative officer Reed Krakoff. 
The jewellery collection is Tiffany’s most 
imaginative one of  kind pieces, crafted 
with the world’s most precious and re-
sponsibly sourced gemstones. The collec-
tion was inspired by Tiffany & Co’s iconic  
flagship windows and the nature of the 
changing seasons. A-list celebrities such 
as Kim kardashian West, Kris Jenner, Zoe 
Kravitz and Priyanka chopra as well as 
Asian models and stars Mark Chao, Tae 
Ri, Hikari Mori were spotted at the event. 

2018
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GLOBAL RECOMMENDATIONS

• Geographical Expansion to  countries such as India

• To be more inclusive and offer greater employer bene-
fits : Try to stay as far as possible from negative publicity

 
• Collaborate with artists in their stores on a regular basis  and not 

only at launch party events. This would help in building a  larger 
community with greater impact.  In this way, Tiffany & Co’s associa-
tion will  go a step beyond and not remain with just their products. 

• Tiffany & Co. could start annual stories on elderly couples fall-
ing in love in magazines, through their digital media web-
sites as well. This would make it stand out amongst other brand 
who are purely focusing on the millenials and give it an edge 
over not only jewellery brands, but make its strategy stand out. 
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EXECUTION OF 
INDIAN LAUNCH 
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IDEA AND RATIONALE

WHY TIFFANY SHOULD LAUNCH A STORE IN INDIA? 

The potential growth of luxury brands in India is increasing every year and makes 
it a very attractive market. Luxury brands are aiming at the millennials due to 
growth in their purchasing power. The luxury market is said to grow from USD 
23.8 billion to USD 30 billion by the end of the year. (The Economic Times, 2018) 
An interesting fact is that 29 percent of the global jewellery consumption is con-
tributed by India. (Ibef.org, 2018) India is also the world’s third largest diamond 
consumer after the USA and China. (Sinha, 2015) Tiffany & Co. is not just any 
luxury brand; it is a luxury brand that is known around the world due to its histo-
ry, heritage and strong communication strategies. It mainly sells luxury jewelry, 
which is why it has the opportunity to grow in India and make significant prof-
its. It will also be one of the first international jewelry brand to enter the Indian 
market. Luxury in India is mostly bought during the wedding season. Indians 
spend most during that time and hence the term “The big fat Indian wedding” 
was coined. Indians would not only love to buy Tiffany & Co. for its unattain-
able quality but to climb the socioeconomic ladder. Luxury products would be 
bought not for their economic value but for their social status value, satisfying 
the needs for material immortality. (Srinivasan,Srivastava and Bhanot, 2014) Last 
time Tiffany & Co launched in India, it didn’t  succeed since the arrangement 
with the local jeweller did not work out. Another reason was the lack of retail 
space. However, now Tiffany & Co. could choose to open their retail outlets in 
many places due to the increase of international luxury brands opening multi-
ple retail stores around the metropolitan cities of India. The timing is also an-
other factor to consider since the awareness of luxury brands is much higher 
today than few years ago. If Tiffany understands the right way to start its store 
depending on diverse consumer needs, it can be a very successful venture .
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THE BLUE POLAROID

#TIFFANYININDIA
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THE EVENT

The plan for the launch of Tiffany & Co in India is to have a beautiful set up 
and a breakfast at the Tiffany store at 11 AM. This breakfast would be an 
extremely exclusive event only for limited Tiffany & Co. guests. The guest 
list would not be limited to 40 guests with photographer Joseph Radhik 
and his team and 30 others from the media industry. After the breakfast, 
the store from 1:30PM would be open to public. There would be a  dig-
ital photo screen in the store at one corner so that everyone could click 
pictures, get a physical copy and also post them. Additionally, Lady Gaga, 
who would be our very special guest would be performing. The break-
fast would be served in Tiffany’s own cutlery that they would bring along 
with them. The Kitchen Art Company would take over the catering and 
Le 15 Patisserie would set up a dessert bar.  The alcohol is going to be 
sponsored by Moet & Chandon as they would also be customizing their 
champagne in Tiffany blue bottles just for the event. The company would 
be collaborating with Vandana Mohan for the entire day’s event planning.
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OBJECTIVES

The main reason that the brand is coming to India is because of the huge 
potential for it to grow. Tiffany & Co can widen their consumer base in In-
dia and play on the idea of – Believe in Love and Believe in Dreams. They 
can strengthen the idea of proposing with a tiffany ring and reach out to 
the millennials of the country. Additionally, India recently took a huge step 
towards progress by decriminalizing homosexuality and promoting LGBT 
rights, Tiffany & Co could also promote their homosexual ad campaigns 
and be the first luxury jewelry brand to enter the market in a effective way.

The objectives of the event would be:
• Widespread reach to consumers that the luxury brand has come to 

India
• Great PR activity
• Reaching the right consumers by calling a specific guest list
• Establishing the brand
• Creating an impact in people’s mind
•  Having a luxurious and impressive and impactful event
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VENUE

The store would be right beside Hérmes and Louboutin’s store at 
Horniman Circle in Kala Ghoda, Mumbai. The store would be 3000 
square feet. The building is a heritage property, which is 150 years 
old. It is an art deco building and all distances in the city are measured 
from this building. It is a two storey store with the simpler jewelry 
and engagement bands on the ground floor and the high diamond 
pieces and gemstone jewelry on the first floor. The location is ab-
solutely perfect since it sees both domestic and overseas tourists.
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MERCHANDISING LIST

First and foremost, Tiffany will be bringing their collections under the “Love 
& Engagement” category including engagement rings, women’s wedding 
bands, men’s wedding bands, wedding band sets, couples’ rings, and Tif-
fany celebration rings. The brand is expecting their rings to be the fastest 
selling products, which is why they are going to have a larger display of 
them as well. Apart from their rings, Tiffany & Co will be getting all oth-
er jewelry as well. These would include Necklaces & pendants, bracelets, 
rings, earrings, wedding bands, Tiffany Charms, Pearl Jewelry and Men’s 
Jewelry too. These pieces would be from all their collections that are even 
present online. Lastly, the brand will be selling their High Jewelry pieces 
but have a select few in the first few months. Depending on the response 
and sale of these products would they widen their range in the future. Tiffa-
ny & Co. has decided to bring their fragrances as the one thing apart from 
jewelry to India. The fragrances are competitively priced and the strategists 
believe these could be widely used to spread awareness of the brand. T 
time is Tiffany’s latest collection with clean and bold angles and minimalist 
designs which tiffany is hoping to sell in large quantities on their first day.  
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MOOD BOARD

Alia

Lady Gaga
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Tanishq TBZ

TARGET MARKET Modern progressive women 
– offer collections for teens 
and women between 34-40

Target both, bridal jewellery seg-
ment and the more contempo-
rary and younger clientele. Mil-
lennial and new age consumers.

PRODUCT All kind of jewellery made 
of gold, kundan, plati-
num or diamond or solitaire

Offer various statement 
jewellery pieces using di-
amonds, gold and jadau

POSITIONING The jewellery aspired by 
progressive Indian women. 
Gold as a fashion accesso-
ry and not just an investment

Worn by fashion conscious af-
fluent consumers. The craft-
ing of new and fun experienc-
es to engage the newbies.

PRICING The ranges change as newer 
collections are produced. How-
ever the average price remains  
between Rs 563 – Rs 60,00,000

Rs 9000 to whatever range 
depending on custom-
ization and collections. 

VALUE Trusted Tata enter-
prise- promise of trans-
parency, value and purity.

“ A statement of self expression”

POP Recignized brand name 
and high recall rates. 

TBZ started in 1864 and 
hence is a heritage brand 
that is deeply trusted.

POD Tanishq retail stores only in In-
dia. It offers buyback schemes

Brand only has stores all around 
India. They have a online site 
but do not sell directly online

DIRECT COMPETITORS
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 Tiffany & Co. Forevermark Kirtilals

Baby boomers and Gen-
eration X are major target 
segments while target buy-
ers range from 35-50 years.

Target the new generation of 
women who are strong, au-
thentic and unique. The new 
age millennial consumer

The new age wom-
en while concentrating 
on core Bridal jewellery

Jewelry, High Jewelry, 
watches, fragrances, home 
& accessories and gifts.

All Jewellery in gold, plat-
inum and diamond. Their 
main focus is diamonds.

They do all jewellery in gold, 
platinum and diamonds fo-
cusing on diamonds mainly

Heritage jewelry brand that 
pays attention to detail. Reach-
es out to consumer through 
very communicative means. 

Positioned to be worn by poised, 
powerful, self determined wom-
en of today. The idea of wom-
en buying their own diamonds

South India’s premium and 
trusted brand that has con-
sumers from all across India.

Price range is between 
Rs 1420 (champagne 
glass) – Rs 50,00,000

Rs 8000 (lowest range 
goes upto 50-60,00,000)

Rs 9,451 – Rs  399,939 (base price 
range), goes higher depending 
on pieces and customization

“There is only one true 
love”, “Believe in Dreams” 
and “Believe in Love”.

“A diamond is Forever”. It is known for design excellence 
and creating masterpieces that 
become heirlooms over years.

All brands that are high-
ly recognizable and are 
targeting the millennials.

Diamonds as the focused prod-
uct, international companies. 

Both specialize in high 
jewellery and diamonds

While Tiffany & Co has a sig-
nificant market share all 
around the world, these com-
panies have an edge in India.

Forevermark does not sell ster-
ling silver and other acces-
sories such as Tiffany & Co.

Kirtilals is only present in In-
dia. Does not disclose high-
er range prices online. It is 
dominantly south Indian.

INDIRECT COMPETITORS
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CREATING PRE-BUZZ

To make people aware and create hype about the upcoming presence of the brand in India, 
a number of actions would have to be set in place. The first one would be the digital cam-
paigns by our special guest Lady Gaga and Guest of Honor Alia Bhatt that will show up not 
only on our digital media pages but on the celebrities’ pages as well. The hash tag that will 
consistently be used would be #TIFFANYININDIA. A video created by Natasha Poonawalla 
with her friends about their eargerness for the inception of the brand in India would also 
be posted and lastly, a countdown to #TIFFANYININDIA would occur across Tiffany & Co’s 
digital media platforms. One of the other events that would lead to the Launch is the pop up 
stalls that would be placed in Pheonix Palladium, Lower Parel on four different weekends 
before the event day. This pop up stall would include a huge Tiffany fragrance vending ma-
chine with a Tiffany executive giving out information to any consumer who would want to 
talk about the brand or know more. Lastly, there will be special deals on the first day, and this 
offer will be advertised through pre press releases, newspaper articles and celebrity videos.
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PRE-RELEASE

THE FAMOUS TIFFANY & CO.  IS ABOUT 
TO TAP THE INDIAN MARKET THIS MAY 

Mumbai ( May 5, 2019) - Tiffany & Co. is going to open a 
two level store in Mumbai’s Kala Ghoda, the city’s  desti-
nation for luxury shopping and a centre for art and culture. 
The building is a heritage spot with many other brands 
and is 150 years old. At approximately 3000 square feet, 
it is the jeweller’s first wholly owned retail business in In-
dia and the team is gearing up to launch on May 11,2019. 

“Establishing a presence at this Kala Ghoda store is part of 
our growth strategy as a leading global luxury brand and un-
derscores the importance of the Indian market.” says Abby  F  
kohnstamm, executive vice president, Tiffany & Co. The store 
is designed with warmth and elegance that makes their leg-
endary jewellery collection a pleasure to explore and the team 
is looking forward to bring these products to the Indian market. 

Tiffany & Co. is confident that their rings are going to be their 
best sellers in India based on their previous Indian clientele 
analysis which is why they have created a huge spread of rings 
on their ground floor. Consumers can now see, touch and 
feel these renowned diamonds with real instore experience. 
The brand is only launching its jewellery collection and some 
fragrances that are an untapped and unseen product here. 

The iconic Tiffany Blue takes centre stage as it is being con-
stantly used in many parts of the interiors along with polished 
stainless steel details with a wheat leaf pattern that will frame 
the Mumbai store much like the New York store. Tiffany & 
Co. truly believes in providing a wholesome luxurious prod-
uct and believes in superior customer responsiveness as well. 
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POST-RELEASE

INSIDE INDIA’S FIRST EVER TIFFA-
NY & CO. STORE AT HORNIMAN CIRCLE

Mumbai ( May 20, 2019) - Tiffany & Co. has launched its first 
Indian store and 91st store in Asia Pacific this month on May 
11th. The company has chosen a central location, which is 
itself rich in heritage and culture. Covering 3000 square feet 
with additional features of private VIP rooms for exclusive cli-
ents, the store presents two floors of elegant jewellery piec-
es. The historic and elegant architecture of Horniman circle is 
adding greatly to the very sophisticated store décor as well.

The store has floor to ceiling windows offering a glimpse of 
its collections and interiors to people who walk by. The entire 
store features striking and intricate crystal chandeliers that 
reflect the fine jewels placed in glass cabinets. The store has 
many mirrors so consumers could try on jewelry and get the 
exact look and feel of these masterpieces. “The ground floor 
has a wide section of engagement bands displayed almost 
magically since our research suggests our rings would be 
the best sellers”  says Abby  F  kohnstamm, executive vice 
president, Tiffany & Co. The company has also decided to 
bring along their fragrances to increase their product offering.  

Tiffany & Co. hosted a private “Breakfast at Tiffany’s” at 
the store in the morning with exclusive guests such as 
Lady Gaga, Alia Bhatt, Kareena Kapoor, Anaita Shroff, No-
nita Kalra, among other big celebrities. Lady Gaga was not 
only part of this exquisite affair; she even performed at the 
store. “It is an absolute pleasure to be such a huge part of 
Tiffany & Co., the breakfast was beautifully hosted and an 
unforgettable experience” she says. Additionally, consum-
ers were seen carrying out cute polaroid photographs wear-
ing Tiffany jewelry that they had clicked on the automatic 
screen in the store. The event was a glittery, opulent and 
successful one but it’s now time to see how Tiffany & Co. 
really pleases the Indian market in terms of their collections. 
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TARGET MEDIA LIST 

Media list would include the editors, fash-
ion directors and fashion editors from key magazines such as:
1. Vogue
2. Elle
3. Verve
4. Harper’s Bazaar 
5. Grazia 
6. Condé Nast Traveller 
7. GQ
8. Hello

The newspapers that will carry the story are:
1. HT Brunch 
2. DNA
3. Mint 
4. ET Panache 

Vogue exclusive: Tiffany & Co. would be doing an exclusive with Vogue In-
dia. This would be a 6 page spread in their june issue. Vogue would get a chance 
to interview Lady Gaga and this would be a great chance since she was the 
only one to wear the priceless Tiffany diamond after Audrey Hepburn in 1961.
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TECHNICAL BOOK 

PHOTOGRAPHER

JOSEPH RADHIK

Joseph Radhik is the first Indian photographer acclaimed inter-
nationally through the press, awards, as well as conferences. He 
was also the first Indian featured as the 57th photographer on So-
ny’s Global Imaging Ambassador Program. He revolves his work 
around beauty and emotion which resonates with Tiffany’s DNA.
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STORE MOOD & LIGHTING 
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BREAKFAST DECOR
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FOOD & BEVERAGE AND CUTLERY
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MENU

ALIA BHATT 

#TIFFANYININDIA

A personalised journal by Tiffany & Co. with the menu card inside each journal.
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IMPLEMENTATION
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INVITE
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PRE EVENT 

Along with the invite and balloon, there would be a Tiffa-
ny & Co. brochure and small sized prefume inside as well. 
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ENTERTAINMENT

THE BLUE POLAROID

#TIFFANYININDIA

Anyone who walks in the store could take a picture of themselves at our 
automated screen that would be in store on that day. Not only that, one 
could also print the picture in the forn of a polaroid to take back with them. 
This excercise will make people remember the launch of Tiffany & Co. as they 
will take away this sweet memory back home. Additionally, this would also 
create hype since people would post these pictures on social media as well. 



79

One of the main performances would be that of Lady Gaga’s at the opening. Lady 
Gaga would perform live at the store a few hours after the breakfast. Since she has 
been the constant face of the brand, she would also click pictures with other special 
guests on that day. The brand has chosen her since she is a close friend of the brand 
and is well known in India as well. Her recent success in the movie “A Star is Born” was 
watched and loved by many Indians as it was globally extremely successful as well. 
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GUEST LIST 

A total of 40 guests with around 30 people from the media would be present at this event. 
Tiffany & Co. would tie up with Bhavana Pandey and Natasha Poonawalla to bring the 
best of best celebrities from the Bollywood industry along with key personalities in the 
business, fashion and jewellery design industry as well. Some guests would include:
1. Lady Gaga
2. Alia Bhatt ( Guest of Honour)
3. Karan Johar 
4. Nandita Mahtani
5. Priya Tanna 
6. Anaita Shroff 
7. Diipa Khosla
8. Mitali and Summiyya (from House of Misu)
9. Tanya Ghavri 
10. Nonita Kalra
11. Kareena Kapoor 
12. Karisma Kapoor 
13. Armita Arora
14. Malaika Arora
15. Isha Ambani



81



82

MOET & CHANDON: Along  with   the    champagne   sponsored   by    Moet    &      Chandon    at    the    
event, Moet & Chandon will also sponsor about 50 bottles of Champagne for after event gifting. 

RAY-BAN: Another Collaboration would be with Ray-Ban, the glob-
al leader in the premium eyewear market. The brand would provide black co-
loured wayfarer sunglasses that would be given to the guests at the breakfast.

FIORELLA: The last collaboration that Tiffany & Co. would do for this particu-
lar event would be with the flower boutique Fiorella. This is again for the post 
event gifting. They will provide their boxes with Tiffany blue roses on each side.

COLLABORATIONS
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POST EVENT GIFT

The post event gift would be sent 6-7 days after the event to the invitees’s houses. Each 
box would have the guest’s name written outside. Inside the box would be a Moet & 
Chandon Champagne bottle with Tiffany’s Champagne flute set. The boxes will spe-
cially be curated by Fiorella and would hence have fresh smelling Tiffany blue roses. 
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BUDGET FOR THE EVENT 

The budget for the event would be approximately 45 crore rupees. The largest part of 
the budget would be spent on the artist performance and celebrities for the breakfast. 
Other expenses would include that of the location, decoration, invitations, staff, food 
& beverages, media coverage, music, installations and other miscellaneous costs. 
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EXHIBIT 1
INTERVIEW WITH SHIVEK GUPTA, 11TH FEBRUARY’19 AT 11:30PM

Sandhya:Hello! Please give me a short introduction about yourself.

Shivek Gupta: I am Shivek Gupta from Hyderabad. We come from the compa-
ny Tibarumal Jewelers, which is an 80 year old establishment. I am a 4th gen-
eration jeweler. My qualifications in this field are that I am a graduate gemolo-
gist from GIA and I have been a part of the business for more than 7 years now.

Sandhya: Thank you. What are your views on Tiffany & Co coming to India?

Shivek Gupta: I think that would be a great thing for us fellow jewelers 
as well. This is because Tiffany & co. has great heritage and them coming 
to India means that India ia prepared to retail, rather Indians are mature 
enough to open their arms to a company like Tiffany. I am hoping they 
will make the consumers more aware and start selling jewellery as a lux-
ury product and not just an investment product. It is hard to sell every-
thing on the basis of breakup, making, buyback etc. cause when a com-
pany like Tiffany & Co. sells they are selling a Tiffany product more than 
a gold, diamond, sterling silver or platinum product. It is selling jewellery.

Sandhya: Do you think Tiffany has the advantage of be-
ing one of the first luxury jewellery brands coming to India?

Shivek Gupta: Tiffany might not have an edge over the Indian jewelers but 
most definitely could tap potential being one of the first international luxury 
brands. They also have jewellery with a wide price range that could really help.

Sandhya: Who do you think are the direct competitors of Tiffany & Co.?

Shivek Gupta: I think Tanishq and TBZ would be the direct competitors 
to Tiffany since they are coming from a sort of a heritage, which Tiffany 
poses as well. Tanishq has the integrity of a Tata firm, which a lot of Indi-
ans truly believe in. TBZ on the other hand has a similar story to Tiffany’s 
where a single man with a vision changed the entire scenario of jewellery 
retail industry in the country. The richest and higher-class society that Tif-
fany would be targeting would be buying from a Tanishq or TBZ today. 
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Sandhya: Who do you think are the indirect competitors of Tiffany & Co. and Why?

Shivek Gupta: Kirtilals and Forevermark could possibly be the indirect 
competitors of Tiffany & Co. These jewelers, especially Kirtilals might 
not produce jewellery much like Tiffany & Co. but could eat up their prof-
its. This jeweler is based in the south of India with a very different de-
sign aesthetic but again targeting the wealthiest crowds. Similarly, Forev-
ermark also mainly concentrates on diamonds but has differently created 
products, especially when compared to the higher end pieces of Tiffany 
& Co. or even the most simplistic ones. Their designs are not very sim-
ilar but they could definitely compete due to the backing of De Beers 
group and since they are comparatively new in the country as well. 

Sandhya: What is the indicative price range of these brands?

Shivek: Tanishq sells its diamonds for 85-90 thousand rupees per carat 
and so does Kirtilals. Tiffany & Co. would need to price its products com-
petitively since their prices might be alien to an Indian consumer. I am not 
completely aware of Forevermark but it should be around the same as well. 

Sandhya: Thank you so much for your time and knowledge. 
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