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[bookmark: _heading=h.voag08xwpao7]1. Introduction
The macro-marketing environment is critical towards defining the strategic pathway of organisations that are engaged in competitive industries. Manuel (2022) argues that the PESTEL framework is an indispensable analysis method that allows managers to develop a full vision of opportunities and threats that arise on them due to external factors that are outside their control. The jewellery market has been estimated to be USD 381.54 Billion in 2025 and is expected to grow to USD 578.45 Billion in 2033 at a CAGR of 5.5 and the Asia-Pacific region has the largest demand at about 60% in 2025 (Grand View Research, 2025). In this international context, India has a special place; India jewellery market with USD 85.52 billion in the year 2023 taking about 24 per cent of the total global market (Grand View Research, 2024) and contributing about 7 per cent to the GDP of the country (India Brand Equity Foundation, 2025).
This report picks Tanishq as the pioneer organisation that is a subsidiary of Titan Company Limited which is also located in the Tata Group. Tanishq is an Indian jewellery firm founded in 1994 as the first Indian jewellery brand with branded and hallmarked jewellery providing purity assurance (Titan Company Limited, 2025). GIVA, in its turn, was established in 2019 and is classified as the follower organisation a digital-first, direct-to-consumer (D2C) brand that specialises in low-cost 925 sterling silver jewellery and later extends to gold and lab-grown diamonds (Dhara Mandaliya, 2026). There are two macro-environment forces that are critically analysed in this report: technological and socio-cultural forces and the analysed strategic responses are evaluated with the help of Porters Generic Strategies and Ansoff Growth Matrix.
Table 1: Comparative Profile of Tanishq and GIVA
	Dimension
	Tanishq (Pioneer)
	GIVA (Follower)

	Founded
	1994 (Titan Company / Tata Group)
	2019 (Ishendra Agarwal)

	Core Product
	Gold, diamond, platinum jewellery
	925 silver, lab-grown diamonds, gold

	Revenue
	₹50,000+ crore (FY25 Titan consolidated)
	₹273.6 crore (FY24)

	Store Network
	3,322+ stores (incl. 23 international)
	240+ stores (domestic only)

	Target Segment
	Broad: upper-middle and premium
	Focused: Gen Z and millennials

	Channel Strategy
	Omnichannel (physical-led)
	Omnichannel (digital-first)


Source: Compiled from Titan Company Limited (2025), Business Standard (2024), Dhara Mandaliya (2026), Tradejini (2025)
[bookmark: _heading=h.beezzsbugpg]2. Macro-Marketing Environment Analysis
Hatoum et al. (2023) confirm that the PESTEL framework is an established strategic instrument to be used in analysing macro-environmental factors, which advance organisational change, but which the firm has no control over directly. This section looks at two of these critical forces, which are the technological and socio-cultural forces, and evaluates their respective opportunities and threats to the two organisations.
[bookmark: _heading=h.9wacq37fzs9a]2.1 Technological Factors
The high digital technology development has essentially changed the jewellery industry both globally and nationally. In the global market, only about 84 percent of overall jewellery sales are held by offline shopping (Grand View Research, 2025), meaning that the digitalization of jewellery retail is still at rather young years of its development, and the number of ways to increase the sales is tremendous. This digital revelation has taken place especially in the direct-to-consumer region in India. The D2C jewellery market in India has also generated USD 104 million in funding in 2023, which is a 57 percent growth compared to the past year, and more than 550 D2C jewellery startups are currently present in India (Tracxn, 2024). These changes include virtual try-on features, artificial intelligence-powered customization and social media selling all of which have reduced the cost of entry to the new participants in the market.
In the case of Tanishq, technology creates an opportunity and threat in the macro-environment. Having more than 3322 retail stores in the country, Tanishq has capitalised on technology to create an omnichannel ecosystem, such as the tactical purchase of CaratLane, which is a digital-first jewellery brand (Tradejini, 2025). In July 2025, Titan Company Limited (2025) made the announcement of a 22 percent growth in total income by the FY25 exceeding the figure of 50,000 crore indicating efficiency in the capitalisation of both brick and mortar as well as online platforms. But the emergence of digitally native startups is a very real threat, since such nimble brands get into the hands of the consumer without the heavy capital required to build the physical retail infrastructure of a brick-and-mortar operation.
In the case of GIVA, on the other hand, opportunity has been made to take place overwhelmingly through the technological environment. According to Social Samosa (2025), the online marketing mix of GIVA, which included influencer and celebrity deals, earned the company 1 crore revenue during its first financial year, and the following year 274 crores. By April 2025, the brand would increase its physical stores to more than 200 and supplement its presence with quick-commerce opportunities, like Blinkit and Instamart (Dhara Mandaliya, 2026). Nonetheless, the commoditisation of D2C technology is growing faster, which means that, in future, new competitors will have an easier time replicating the GIVA digital-first model as a threat to its competitive position in the long term.
[bookmark: _heading=h.dhcp7grn54wr]2.2 Socio-Cultural Factors
Jewellery market is experiencing a deep-seated generational change in the socio-cultural environment. Gold jewellery continues to hold the largest material share in the market at all of about 55 percent (Grand View Research, 2025) across the world, but consumer trends are shifting quite fast, especially in younger generations. In India, National Herald India (2026) states that, 51 percent of consumers in the Gen Z category has moved towards preferring silver jewellery, and 49 percent of the entire population prefer less bulky and more minimalist jewellery collections to the heavy, rich sets. This is a major break to the traditional consumption trends that have been dominated by gold, and whose causes are mainly weddings. The youths (millennials) are buying jewellery to lay non-ceremonial gifts like birthdays, daily unemployment, and work accomplishments (National Herald India, 2026).
In the case of Tanishq, the socio cultural environment is a two edged dynamic. The progressive introduction of compulsory BIS hallmarking by government has increased the number of mandatory districts gradually, reaching 343 to 2021- 2024 with registered jewellers growing to 34,647, to 194,039 (Press Information Bureau, 2024): this again favours long established purity assured brands, whose continued supply fits perfectly with the hallmarking needs. This is a regulatory trend, which is increasing the pace of unorganised to organised retail, which is of direct advantage to Tanishq. Nevertheless, the increasing popularity of the cheaper, design-oriented, and everyday jewellery among younger people is a risk to Tanishq in its luxury positioning in the segment of youths who are price-sensitive.
In the case of GIVA, this socio-cultural change is a big opportunity. India silver jewellery market has a projected growth of 46 per cent a year until 2029, and the venture of GIVA in lab-grown diamond, which brought in nearly 20 per cent of its revenue in FY25, complements the clients who are more sustainability-conscious (Inc42, 2025). Business Standard (2024) verifies that in FY24, GIVA has an operating revenue of 273.6 crore as compared to 65.8% growth in FY23, which is a reflection of 65.8% YoY. However, it is dangerous that the cultural rituals of gold as an investment and an adornment are firmly ingrained and thus about 86 percent of Indian consumers believe that gold and jewellery are a desirable tool in wealth creation (National Herald India, 2026), thus limiting the long-term ability of GIVA to maintain its clientele as the customers grow up and their financial needs grow.
Table 2: Summary of Macro-Environmental Opportunities and Threats
	Factor
	Tanishq Opportunity
	Tanishq Threat
	GIVA Opportunity
	GIVA Threat

	Technological
	Omnichannel integration; CaratLane acquisition
	Digital-native competitors bypassing physical retail
	D2C model; social media reach; quick commerce
	Low barriers to entry for new D2C rivals

	Socio-Cultural
	BIS hallmarking shift favours organised retail
	Gen Z preference for affordable everyday jewellery
	Silver/lab-grown demand; everyday wear trend; tier-2/3 cities
	Cultural dominance of gold as wealth asset (86%)


Source: Author’s analysis based on reviewed literature
[bookmark: _heading=h.h80hzl1ym70i]3. Strategic Responses: A Comparative Evaluation
This part follows the macro-environmental analysis, though, by assessing the strategic response Tanishq and GIVA have introduced to continue its development on the basis of Porters Generic Strategies and Ansoff Growth Matrix as the analytical.
[bookmark: _heading=h.mcvksrjtjp37]3.1 Porter’s Generic Strategies
According to Porter, three basic competitive approaches include cost leadership, differentiation and focus in which companies attain sustainable competitive advantage (Islami, Mustafa and Topuzovska Latkovikj, 2020). The empirical evidence shows that the differentiation strategy is the most effective approach to achieve the best performance of the firm over cost leadership strategy or focus strategy (Islami, Mustafa and Topuzovska Latkovikj, 2020). Mashingaidze et al. (2024) also verify that market and technological innovation are also key mediating variables in the relationships between generic strategies and firm competitiveness.
[bookmark: _heading=h.gi343fftf162]3.1.1 Tanishq: Broad Differentiation Strategy
Tanishq has a wide differentiation approach, and the company is presented as the most reliable jewellery brand in India. Its Karatmeter technology of non-destructive ethos of verifying purity of gold was an unmatched innovation that had generated confidence in a market that had a history of apprehension of adulteration issues. The brand equity of the Tata Group parentage is the source of substantial value, and the sub-brands, including Mia, contemporary workwear, Zoya, ultra-luxury, and CaratLane, serving digital consumers, allow differentiating within numerous segments at the same time. With international growth to 23 stores in the UAE, USA and Singapore, new international openings in Sharjah, Atlanta and Santa Clara, Tanishq has been presented with the international branded jewellery market alongside international player. Failing to match Tanishq in their physical retail size, the scale has 3,322 stores altogether (Tradejini, 2025), this is a very powerful differentiator that cannot be recreated by digitally native competitors without a lot of effort.
[bookmark: _heading=h.ue2kozsdwg8i]3.1.2 GIVA: Focused Differentiation Strategy
GIVA uses a focused differentiation approach, via providing Gen Z and millennial consumers with cheap but aesthetically high-quality jewellery. This has been realized in differentiation that is designed using forward-looking design, a digital-first customer interaction, and an omnichannel model that incorporates its site, presence in a marketplace, found in apps like Amazon and Nykaa, physical-franchise outlets, and expedited-commerce services delivery. When discussing the advantages of the franchise model, Dhara Mandaliya (2026) states that it minimizes capital requirements and allows GIVA to expand and go global to more than 240 stores. Investor confidence is indicated by the ₹530 crore Series C funding of GIVA led by Creaegis which values GIVA at about 2020 crore (Dhara Mandaliya, 2026). Nevertheless, a net loss of 58.6 crore (in FY24) asks important questions about the sustainability of such a fast growth when there is no corresponding increase in margins (Business Standard, 2024).
Figure 1: Application of Porter’s Generic Strategies to Tanishq and GIVA
	Strategic Element
	Tanishq (Broad Differentiation)
	GIVA (Focused Differentiation)

	Competitive Scope
	Broad – all segments, domestic + international
	Narrow – Gen Z/millennials, affordable fine jewellery

	Source of Advantage
	Purity guarantee, Tata brand trust, multi-brand portfolio
	Design-forward, digital-first, affordable luxury pricing

	Key Resources
	3,322+ stores, Karatmeter, celebrity endorsements
	Social media, franchise model, quick commerce

	Financial Performance
	₹50,000+ crore (FY25); 22% YoY growth
	₹273.6 crore (FY24); 65.8% YoY growth

	Strategic Risk
	Premium positioning may miss price-sensitive youth
	Net loss ₹58.6 crore; profitability not yet achieved


Source: Author’s analysis based on Islami, Mustafa and Topuzovska Latkovikj (2020), Titan Company Limited (2025), Business Standard (2024)
[bookmark: _heading=h.yizat69mnsvq]3.2 Ansoff’s Growth Matrix
According to Growth Matrix by Ansoff, four strategies of strategic growth are presented depending on the overlap of the new and old products with the new and old markets: market penetration, market development, product development, and diversification (Ferreira and Marques, 2024). The framework allows organisations to consider growth opportunities as well as giving the organisation insight into the increasing risk of each subsequent strategy.
[bookmark: _heading=h.n7nns46dkm6p]3.2.1 Tanishq: Market Penetration and Market Development
The main growth plan of Tanishq is in line with the market penetration into the local Indian market. The market share of organised jewellery retail has increased to 36–38% by FY25 since it was 22% in FY19 and Tanishq is the main beneficiary of this transition in structure (Tradejini, 2025). Tanishq strengthens its presence in the current segments by exploiting the binding hallmarking rules, improving the in-store experiences, and further marketing via festival and bridal promotions. The Indian gems and jewellery market is expected to grow by USD 35 billion to USD 130 billion over the coming decade to 2030 by India Brand Equity foundation (2025) which gives plenty of space to the domestic market.
At the same time, Tanishq is working on the market development strategy by expanding overseas. As Asia-Pacific controls majority of world jewellery requirements (Grand View Research, 2025), Tanishq 23 global stores are located on big Indian diaspora and luxury consumer markets in the UAE, USA, and Singapore (Titan Company Limited, 2025). This two-pronged strategy of penetration in the domestic market and market expansion in the foreign market is a moderate-risk strategy that exploits the brand image of Tanishq.
[bookmark: _heading=h.qn3htsrjzd5v]3.2.2 GIVA: Product Development and Market Penetration
GIVA has a growth strategy which is more of a product development strategy. The diamond-studded jewellery market has increased to 17 percent of the jewelry market compared to the 7 percent that it was in 2019 (Inc42, 2025). GIVA has been able to take advantage of this trend by diversifying beyond its initial sterling silver product into 14K/18K gold and lab-grown diamonds, which have together added up to about 20 per cent of its FY25 revenue (Inc42, 2025). The fact that India is a major manufacturer of diamonds and this trend has been supported by the opening of the Surat Diamond Park in 2023, means that the product development strategy is especially feasible (Inc42, 2025).
In addition to product expansion, GIVA is undertaking vigorous penetration in terms of physical retailing expansion to tier-2 and tier-3 cities. GIVA has a tremendous growth rate with records showing that it had only a single store in May 2022 but had reached a network of 200 stores by April 2025 with projections of 145-150 more stores (Social Samosa, 2025). This growth capitalises on the technological macro-environment by implementing an omnichannel business model that integrates digital penetration with physical store points of retail experience, since jewellery buying is high-trust business. The success of this combined strategy is validated by revenue growth of 84 crore to 273.6 crore in FY22 to FY 24 (Business Standard, 2024), the risks associated with product development are considerably greater than the penetration strategy used by Tanishq, since the acceptance of lab-grown diamonds in India keeps changing.
Figure 2: Application of Ansoff’s Growth Matrix to Tanishq and GIVA
	
	EXISTING PRODUCTS
	NEW PRODUCTS

	EXISTING MARKETS
	MARKET PENETRATION ▶ Tanishq: Domestic expansion; leveraging BIS hallmarking shift (22% → 36-38% organised share) ▶ GIVA: Tier-2/3 retail rollout (1 → 200 stores in 3 years)
	PRODUCT DEVELOPMENT ▶ GIVA: Silver → Gold → Lab-grown diamonds (20% of FY25 revenue) ▶ Tanishq: Sub-brand launches (Mia, Zoya, CaratLane)

	NEW MARKETS
	MARKET DEVELOPMENT ▶ Tanishq: 23 international stores (UAE, USA, Singapore)
	DIVERSIFICATION ▶ Neither organisation currently pursuing full diversification


Source: Author’s analysis adapted from Ferreira and Marques (2024)
[bookmark: _heading=h.hyv21jv8eyi5]4. Conclusion
This report has critically discussed the impact of the technological and socio-cultural macro-environmental forces on Tanishq and GIVA competitive landscape as a pioneer organisation and follower respectively within the Indian jewellery industry, that falls within a global market that is approximated to be USD 381.54 billion (Grand View Research, 2025). The digital revolution has provided avenues through which digitally native brands such as GIVA can take market share away of the established players, as it has also forced Tanishq to ensure that its retailing environment incorporates digital functionalities. Gen Z favouring affordable, lightweight and ethically sourced jewellery has led to the socio-cultural shift that presents new market segments where GIVA can employ its initiatives as Tanishq has been strengths in its gold purity and brand trust (National Herald India, 2026).
With the help of Generic Strategies by Porter, Tanishq may use the advantages of its wide differentiation through unmatched brand recognition, multi-brand framework, and distribution network of more than 3,322 stores (Tradejini, 2025), and GIVA could access the underserved segment of the market with attractive digital interaction. Ansoff Growth Matrix creates two specific avenues: Tanishq spreads domestic market share and international market execution into 23 stores located worldwide (Titan Company Limited, 2025), and GIVA balances development of products based on lab-grown diamonds and aggressive extension toward the physical retail (Inc42, 2025). In conclusion, it has been proved in both organisations that strategic agility, responsiveness to macro-environmental force, as well as ability to flex organisational capability according to the current consumer demands are the keys to sustainable competitive advantage in a very dynamic market.
[bookmark: _heading=h.desk6ex8wvw0]
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