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          We all heard about Tiffany’s, and we recognise its distinctive colour, the iconic Tiffany Blue, but how many of us know about Tiffany’s journey to every woman’s wishing list?

           New York based company, Tiffany, started in 1837 with $4.98 total sales recorded on its first day and grew into the global design house and iconic jewellery brand that is today, valuated at approximately 6.55 billion U.S dollars. (Statista, 2022)

          

           Tiffany has been a pioneer, publishing in 1845 the first direct mail catalogue that U.S. had, known as the Blue Book, and is still publishing it every year to present the rarest jewels in the world. (Tiffany & Co, 2022)

           In 1851, Tiffany was the first company to adopt the 925-sterling silver standard in America, then this has been adopted across the United States. (Tiffany & Co, 2022)

           The first America’s stopwatch was also introduced by Tiffany, in 1866. (Tiffany & Co, 2022)

          And guess who produced the first Super Bowl Trophy? 
· Yes, indeed, Tiffany.
          Worth to mention that Tiffany was the one to redesign the Great Seal of the United States, that everyone can see on the dollar bill. (Tiffany & Co, 2022)

           Among the designers that contributed to Tiffany’s legacy we find Louis Comfort Tiffany, son of Charles Lewis Tiffany, Jean Schlumberger, Elsa Peretti and Paloma Picasso.

           The positioning of Tiffany on the luxury jewellery market, and surpassing the competition comes thanks to its marketing mix, which has also helped the company in achieving its commercial objectives.

          Analysing Tiffany & Co marketing strategy, in terms of products, we can observe its dedication in exclusively creating luxury jewellery and luxury specialized and personalized items. But the company has also diversified their product range, creating many others high-end products addressed to high society premium customers.

         When talking about price strategy, one of Tiffany’s principal goals was to increase sales volume through having the lowest price luxury items on the market.

          For a certain time, the company directed attention mainly on low-cost items and maintained the prices for the expensive items for two years.

          At the same time, Tiffany & Co, by offering promotional materials and increasing online activity, also lifted the revenue coming from its top priced items.

          In terms of distribution strategy, Tiffany & Co started with the core store in New York and expanded its points of sale.

           With stores located in privileged locations, like the United Kingdom, Australia, Manchester, Madrid, and many others Tiffany is today present in over 20 countries worldwide, getting millions of dollars returns in sales.
          
           The promotion and advertising strategy of Tiffany & Co is interesting to follow, as it started in the early 1940’s with a mail-order catalogue named “the blue book” and by 1994, the company had its first colour catalogue.




          Tiffany also knew how to strongly use print media in its advantage, to promotion and advertising.

          Tiffany stepped up its strategy on digital media and focused in expanding the business online.
          
           The company believes in quality content strategy and that brought millions of social media followers.

          In the online space, Tiffany went the extra mile and created a Ring Finder engagement app, which gives several products suggestions and allows customers to find the right product for them just by placing their finger under their smartphone camera.

          This idea was the perfect upgrade to the online stores and an excellent strategy adapted to the current environment.

          Connecting to its public on the online media platforms, was the right strategic move for Tiffany and brought millions of followers on Twitter, Facebook, Pinterest, and Instagram. (BluCactus, 2022)
           
           Going back to 1961, the explosion of Tiffany into popular culture happened with the release of the classic film “Breakfast at Tiffany’s”, a romantic comedy based on the book by Truman Capote and starring Hollywood star Audrey Hepburn. (Business Insider, 2019)

           Understanding how a renowned jewellery retailer consistently upholds its exclusivity and elite standards while pushing the envelope in every aspect of business over decades and centuries is truly amazing. They have reached across and closed the gap between sales and consumption by creating an intriguing and engaging purchasing process that appeals to their customers' emotional cues and leaves them with a sense of engaging satisfaction. The simple fact is that they don't just sell luxury goods.


Positioning, Targeting, and Segmentation (STP)

          Women in their pre-teen to middle-age years make up the majority of Tiffany & Co.'s target market. This demographic is the most concerned with their own appearance and status symbols. 

          Tiffany and Company's clients are upper-middle-class and affluent women who are really interested in luxury cosmetics and personal care items.

          The first Tiffany and Co. location was a shop. Now that it has grown internationally, it also sells a variety of products.

          As the first retailer to introduce assisted self-service, Tiffany and Co. positioned itself in the market. In the majority of nations, it has been steadily opening new stores.


          Tiffany's is quite active on Instagram, Twitter, and Pinterest, among other social media sites. Over 5 million people could be among its total number of followers across all social media sites. This is because social media platforms, websites, and apps are updated frequently, keeping their users informed of interesting and useful information and engrossing them to the point where they are constantly craving more.

          The business often launches marketing initiatives to keep customers interested, and it also maintains a strong online presence across a number of social media sites and its website.


           The 4Ps (Product, Price, Place, and Promotion) are included in the marketing mix framework used by Tiffany & Co. to analyse the brand. There are numerous marketing tactics, such as pricing strategy, promotion planning, and product innovation. These commercial tactics, which are based on Tiffany & Co.'s marketing mix, aid in the brand's commercial success.


Product Strategy at Tiffany & Co.

            Luxury jewellery and specialised items are Tiffany & Co.'s main specialties. Its marketing mix covers a wide range of products, such as watches, personalised water bottles, personal accessories, designer cutlery, chinaware, and high-end leather goods. 

           As we may assume, Tiffany & Co. targets members of the rich class, and the name is connected with sophistication, exclusivity, style, and elegance. They display their items in a special way called The Blue Box, which they say makes people's hearts melt when they get it. 

            Tiffany offers specially made wedding rings, wedding bands, engagement rings for the bride and groom, an extensive variety of jewellery, as well as bracelets, gift cards, bands, watches with jewels, and high-end fragrances. 

             They now provide a variety of products, including those for babies, pets, accessories, frames, decorative sets, eyewear, fabrics, personalised key rings, and much more. Tiffany & Co. established itself as a supplier of all opulent products to the upper class of society. Customers feel special because of their specially created products that are built to order and were specially crafted by the designers.


Price/Pricing Strategy at Tiffany & Co.

             Being a manufacturer of luxury goods, the prices are set to appeal to the wealthy section of the population.

             However, Tiffany & Co. sought to boost sales by introducing more affordable goods to the marketplace. The cost ranged between $30 and $60. By increasing the quantities sold, this contributed to an increase in sales. Its pricing strategy included a gradual price increase over time. They kept the pricing of all the pricey goods at the same level for a continuous two years, putting the emphasis on the low-cost goods. 

            By providing discounts, marketing materials, and a stronger web presence, Tiffany & Co. has improved income from the expensive goods.


Location & Distribution Plan for Tiffany & Co.

            The formal Headquarters of Tiffany was established in New York in 1837. They opened this as their flagship store in 1940, which was the beginning of their era. It became a Hollywood attraction as a site used in films because of its best-in-class interiors, flooring, and window displays. 

	Later, they began extending their retail stores at particular sites. In 1990, in Virginia, the largest Tiffany & Co. store outside of the US was established. They also have stores in prestigious locales, such Heathrow Airport in the UK, Melbourne in Australia, Manchester, Madrid, Sydney, and numerous more places across the world. 

	Each store acted as a way to interact with customers, was stylishly built, featured a variety of products, and gave customers a sense of exclusivity. 

	Only two Tiffany & Co. locations exist in India: one is in Chennai, Tamil Nadu, and the other is in Ahmedabad, Gujarat. The business, which has operations in 22 nations, generated almost $3.7 billion in sales in 2012.

Tiffany & Co.'s marketing and advertising plan

            Since the "Blue Book" mail order catalogue first appeared in 1845 and is still in use today, Tiffany & Co. has advertised itself using the goodwill it has gained from it. In 1994, they produced a colour catalogue that was a first of its type and was sent to more than 15 million people. 

            They continued to use print media until the first decade of the twenty-first century, but they eventually discontinued running advertisements in newspapers and other print media. 

            Tiffany centred their strategy on digital media after putting greater emphasis on client interaction. They established a digital presence because every product is now sold online. It was difficult for a luxury brand to offer a product that consumers might only buy sometimes.

            They executed their content strategy so expertly that they attracted millions of social media followers. There was plenty of space for luxury brands to grow their internet businesses. The augmented reality function was the most important element of their internet presence. 

            Tiffany offers a tool called Engagement Ring Finder that, after the user places her finger in front of the phone's camera, shows her a number of suitable ring selections. This allowed clients to fulfil their desires, particularly in the luxury market, without having to physically visit the business. Their primary method of internet product sales is emotional marketing. This completes Tiffany & Co.'s marketing mix.




Conclusion
	
            We witnessed Tiffany & Co. acquire affection and support throughout the breakdown of their marketing plan, whether or not their target demographic was there. This was the case because they were able to connect with the public's inner tastes by creating high-quality products and services.

            This trend has been maintained for decades and even centuries, updating its diamonds and jewels as well as establishing digital marketing techniques to keep up with the quickly changing world. Despite the increased demand for more affordable jewellery and the potential for a global pandemic, Tiffany and co. have succeeded.
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