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Overview of T

iffany & Co.:

Tiffany & Co. hg
leaders in the lux
2016, Tiffany’s i
1837 by Charles
York City and th
company brands
the environment
reduce store enet
meaning that the

managed forests

The initial name
to “Tiffany & Cd
that is ageless y¢
give the absolute
known as Tiffany
that fully belong
TIFFANY 1837,
GRAND, TIFFA
TIFFANY HEAI
GARDEN, ATL)
STREAMERICA
color TIFFANY
are used under li

where otherwise

The three levels

Lewis Tiffany and John B. Young. The

en spread across the globe as a jeweler

and society such as their use of LED lig
gy use. In addition, their iconic Tiffany
boxes are manufactured from raw mate

that ensure environmental, social, and ¢

of the company was “Tiffany, Young a
.” in 1853. The brand mark of Tiffany’
t classic. The purpose of having such a

attention to the certain degree of baby 1
v Blue. This iconic color also came to be

5 to the brand. “The names TIFFANY,

INY LEGACY, TIFFANY CELEBRA

BLUE are trademarks of Tiffany (NJ)
cense. All designs copyrighted by Tiffa

noted'.”

pf Tiffany’s Iconic Key Jewelry:

Core Prd

symbol o

duct: The Tiffany Key product line is

[ luxury that generates a form of inner s

s been a living success for 175 years representing themselves as
ury industry and markets itself as speci%;lists in taste and style. As of

s ranked 74 in the Best Global Brands. ]ifhe company was founded in

iCompany sprouted in New

bf international respect. The

itself as an ethical and responsible ﬁguﬂ&e since they strictly respect

hts for their physical stores to
blue boxes are FSC certified,
rials that come from well-

conomic benefits.

1d Ellis”, then later shortened
2 is basically a minimal font
simple and clear design is to
blue, unique enough to be

> a legally copy righted color
I[TFFANY & CO., T&CO.,

TIFFANY FOR MEN, THE TIFFANY MARK, TIFFANY

ON, PURE TIFFANY,

RTS, TIFFANY JAZZ, TIFFANY SIGNATURE, AMERICAN
AS, LUCIDA, SCHLUMBERGER, SELECTIONS,

\ AND TESORO, as well as the TIFFANY BLUE BOX and the
L‘tLC. and/or its affiliates and

iy and Company, except

ierceived by customers as a

'rength and enables the sense

! http://www.tiffany.com/sery

vice/policy_tra.aspx?regsignedin=...
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of uniqug
goes by v
Tiffany K

vhich is able to influence the way its co

and satisflaction.

Actual P
enough tq
unique de

with its d

roduct: The name of the Brand represel
add a certain degree of value and posit
sign alone is enough to clarify it as a pr

jamonds, gemstones, and elegant cuts. [

website that “they look like drops of light, like a

person is

decorativ

Augment

v Pi
av
of
cl
D
w
Py
stq

in

Importance of

e white ribbon on top, which adds to the

ed Product:
loduct care: Special treatment is given t¢
ailable if the product is damaged. Profe
fered such as “cleaning gemstones, resti
asps and earring backs.”
tliver: Complementary shipment is give
shes to return the product.

ivacy Policy: Tiffany’s gathers persona

pre them in a confidential database. It is

the Brand to the Customers:

When it comes tg
products as a seal

visualizing a proq

the product features and attributes, cus
rch and experience type of product. Cus

luct before purchasing it would go to th

formation, transactions, and demographi

ness. “Legendary is Tiffany” is an unofficial slogan the company

isumers feel towards it. The

! .
ey is able to strike customers with sincefre feelings of happiness, love,

i
|

iting the Key as a whole is
ioning to customers. Its
oduct of Tiffany’s, especially
: was mentioned in their

stream—very modern.” A

instantly excited when receiving the iconic blue box with the

 quality of the product itself.

» the product. Repairs are
ssional cleaning is also

ringing pearls and repairing

n for when a customer

| customer information to

used to keep track of billing

CS.

tomers consider Tiffany’s

jomers who rely on

> retail store to examine it

closely or by obtaining information and visuals from its gpecialized website. A longer

decision process
hundreds of desig

experienced-base

s to choose from. Tiffany’s products

d, since customers often depend on the

becurs here as Tiffany’s is known to being priceless and there are

jre also considered

way the product makes them




feel to be able to
image and status

with their reputaf

Two challenges |

stores overseas h

b
|
i

judge them more sufficiently. Tiffany’s is able to enhance a person’s
often resulting in aspirations. People also associate the brand name

ion, believing that it helps strengthen arjgd publicize it.

[iffany’s has faced in the past relate to Qne economic cycles. Retail

ave suffered along the years as a result %)f currency fluctuations.

Unsettled political waves have also endangered the comﬁaany by causing a drop in

profit which affe
resource, and the
to sustain. This I¢

on mining practig

Tiffany’s Marketing Advantages:

retail environment for jewelry has becq
*d to a decrease in revenue by 24% in 2

res.

1. Improve

Tiffany’s brand knowledge is associated with its custom

mouth, and the n
customers get thg
grand products. ¢
occasions and mg
brand’s impressi)
satisfied. Recom]
perception in the
during President

Michelle Obama

who was obliviovs to this act and so a buzz was created |
social media. Tiﬂ”any’s marketing ads focus on emotiona

emphasizing its derenity, love, family values, peacefulne

brand benefits fr
of how satisfying

self-esteem and 1

l perception of product performance

}arketing of the brand. The minute peop,
t immediate feeling to want to purchase
"ustomers often consider Tiffany’s whe
iking a significant other happy. Positive
ye customer service and upon purchasin
mendations from past customers greatly]
mind of others, thus creating stellar wo
IDonald Trump’s inauguration when Mg

with the iconic Tiffany’s blue box. The:

m product placements in famous movig
owning one of their jewelry is and way

eputation.

cted their future plans and strategies. Di*amonds is a form of natural

T

'me more and more difficult

D09 and stricter regulations

ers’ experience, word of

.e view Tiffany’s blue box,
and possess one of Tiffany’s
1 they think of romantic
experiences stem from the

2 a product and being
influence the brand’s

d of mouth. Word spread
lania Trump presented

e was not a spectator in sight
between the public and on

1 aspects such as

ss, and satisfaction. The

:s to further assure customers

s it can improve a person’s




2. Loyalty:

Tiffany’s allows
great customer s¢
customers’ past 4
personality of hi{
customers, thus ¢
their own person

the brand since tl

hey feel that it represents them and that

3. Less vulnerability to competition:

Unlike its compe
jewelry chain. It
this, they are less

Customers would

titors, such as Swarovski and Pandora,

vulnerable to competitors who have n

| prefer Tiffany’s over any other brand

I
i
\
I
|

customers to form an emotional attach:*ilent to the brand by offering
brvices, providing maintenance and retan policies, and from

Ind frequent purchases. Apart from the ¢motional aspect, Tiffany’s
bh class and sophistication also influendes the way it is perceived by
ausing them to feel as though they “kn¢w” the brand, that it matches

hlity. This psychological effect causes customers to remain loyal to

they understand one another.

[iffany’s is at the top of the

is considered the greatest expert in dian?onds and silver; because of

t been in the field as long.

pecause of its high brand

positioning within the minds of consumers and because q)f the way the brand builds its

great image that

4. Less vulnerable to market crises:

khowcases its luxury more than any oth&r brand.
|

|
|
|

True and loyal cystomers of Tiffany’s would tend to be biased towards negative

comments about
reason for this is

positive past exp

bricnces.

5. Large Mprgins:

Customers do no
expensive diamo
Customers would

any given price.

| question Tiffany’s prices. The brand p:
hds and silver, which automatically rais

| only expect the best from Tiffany’s an

6. Inelasticity for price increases:

If there is a propd

accepting of pric

the brand and would likely support it through difficult situations. The

because of their strong trust and commitment that stems from

raises itself for its grand and
2s its perception of quality.

1 would be willing to pay at

prtional increase of price and quality then customers would be more

e increases because of their familiarity with the brand. The more the




brand increases i

themselves, thus
7. Elasticity

Tiffany’s never d
value and perceiy
tarnish the Brand

may view as “nef
8. Trade Sy

Tiffany’s is a par
amplify its brand
increasing its exy

Thailand.
9, Marketin

Tiffany’s market
time again that it
activities. The br
gifts. An exampls
uniqueness and s

better.”
10. Licensing

Tiffany’s is one ¢

the brand and allgpws it to stand out. Tiffany’s association

led to the labeling
Extension Oppo

Tiffany’s has the

reach a larger ma

:
s prices, the more customers add value

enhancing brand equity.
r for price decreases:

ecreases its prices for knowledge that d
yed quality of customers. Decreased prig
’s strong reputation since it does not of}

Fessary” to their life.

pport:

t of many global franchises that help ing

osure to developing countries overseas

1g effectiveness:

ng has been advancing for many decad
is able to reach its target audience with
hind mainly focuses on attracting couple
> of the way it exercises its marketing al

becialty: “True love grows year by year,

¢ Opportunity:

f the first and only brand’s to license a

p of the color as “Tiffany Blue”.
rtunity:

power to extend its retail stores and braj

ks and increase its revenue and amplify

to the product and

bing so would lessen the
res of jewelry would only

‘er products that customers

-rease brand awareness and

equity. It also assists consumers in expganding its target market and

such as Malaysia and

ps and has proven time and
the proper marketing

5 by portraying the perfect
bilities is by exemplifying its
hand by hand, better and

anique color that represents

with the iconic blue color

nch out to other countries to

its brand awareness.



Tiffany’s Brahd Equity:

1. Brand Awareness:

* Brand récognition:

o The tiffany blue box is a powerful brand inessenger sending a

¢ Brand recall:

explanatory. Their designs are able to sta

stimulation of emotions driven by luxury, quality, and love. The

Tiffany Jewelry Lines are considered unigue, iconic, and self-

id out in the jewelry industry,

especially with their Tiffany Keys Line and Infinity Lines

o Tiffany’s color, logo, and iconic jewelry lines, such as the famous

Tiffany’s Key and the Infinity Sign Line,

are forms of brand recalls

thiat people can instantly identify as Tiffany’s. Furthermore, well-

krlown movies like “Breakfast at Tiffany’

C

2. Brand Image:

e Strength of Brand Associations:

se the brand to stand out within the pe

5 and “Crazy About

T:[fany’s” are also able to cause people tg recall the brand name and

bple’s minds.

o The Tiffany blue box is one of the stronggst attributes people associate

with the brand name. Other attributes are

ts line of Silver, wedding

and engagement jewelry, and its high luxyry title.

* Faverability of Brand Associations:

o Tiffany’s is considered a favorable brand jo many because of its high

maintenance service, its professional cleaning, and its refund policies.

* Uniquendss of Brand Associations:
o Tiffany’s stands out from its competitor’s

angl its well-recognized designs.

because of the iconic color




Segmentation basis Tiffany’s uses in the market:

Tiffany’s has a multi segmentation basis. The segments are categorized as gift-givers,
gift-receivers, and affluent self-buyers based on their different purchasing behaviors.

Gift-givers make up 70% of the segment and the afflueni self-buyers make 30%.

Nature of Tiffany’s competition:

Tiffany’s is an oligopolistic company since it has fev*7 competitors and limited
barriers to enfer into the market such as: natural reco;vlrses, unique creativity and
design, and sfrong heritage. It is exceedingly difficuli for new Brands to become
as well-established as Tiffany’s presence in the markizt and to form a competitive

advantage.

Brand mantrai

Tiffany’s does nat have a mantra




Tiffany’s Versus a Competing Company:

Tiffany’s

Cartier

Target Mdrket

Gift-Givers, Gift-Receivers,

Affluent Self-Buyers

Luxury Sector, Top-End
Spectrum of Wealth and

Social Economic Status

POP Luxury bfand- High quality

POD Unique Packaging and Unigque Panther Design,
Design Line of Watches
Engagement rings

Positioning High-end and classic Extremely high-end and
position with high prices classic positioning with
and quality very high prices and

quality
Improvement To emphasize high quality | To add designs and

exercising creativity

Classic

Perceived Positig

T, A
“Cartier

~

High-end

“TIFFANY& CO. |

* SWAROV% I
, Fashionable

Low-end

¢ PANDORA




Tiffany’s Brand Resonance Model:

Salience:

In order for 4 brand to grow strong it must build a well-established brand

resonance that hls a rich breadth and depth. The breadth)

consider to purc

e Engagenients: 18%

»  Wedding & Weddings anniversaries: 17%
o Self-rewards & Relationship presents: 14%
* Friendship presents: 11%

»  QOccasional presents: 9%

In advertisements, Tiffany’s associates true love, friend

appreciation, warmth, and happiness in order to trigger

ase from tiffany’s products is shown in the following percentages:

#® Engagements

B Wedding & Weddings
Anniversaries

3 Self rewards & Relatonship
presents

O Occasional presents

ship, kinship, self-

brand recall in consumers’

minds. When exposed to Tiffany’s unique designs and is authentic blue color,

consumers can gasily recognize it. In addition, because
recognition of the color the brand uses, consumers are 1

Blue”.

bf the increasing high

ow labeling is as “Tiffany

of occasions in which people

10
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Performance:

Customet
and online store.
customers’ need
Tiffany’s produc
shapes, and colof
style and design
ensures customer
justifies their hig

in further section

Imagery:

1. Tiffany's
* Fema

* Inrelj

*  Midd

* FElegal

2. Usage sitj
* Theb
buy g

s  Peopl
comm

3. Personalit
* Sophi
e Comp

e  Promi

4. Brand his
e Refer

'
|
i

|
Employees are very warm, welcoming,,

hre constantly innovative, ageless, class

s that the reliable and durable quality o

s of this report

user profile:

es between age 25 - 45
itionship or married
e-upper class

ht and charming

hation:

rand is known for being a candidate for

fts and for self-rewards purposes.

only worn on day-to-day bases.

y':
sticated and upper class
ctent and reliable because of creativity i

sing satisfaction

ory:
{o page 2

s of Tiffany’s are always attended to priaperly both at the physical

and eager to satisfy their

in a friendly and formal way to maintai? their sophisticated image.
| features are always quality guarantied* they come in various sizes,

s; yet they always sum up the distinct idﬁentity of Tiffany’s. Tiffany’s

.c, and trendy. Tiffany’s

" jewelry unmistakably

h prices; however this claim is argued against by focus group people

when people are seeking to

p wear Tiffany’s for all kinds of occasians, though the brand is not

n designs

11



Judgment:

Customet
brand’s superior§
superiority withi
the brand’s exqu

certification and
Feeling:

Tiffany’s
experiences. Exp
of the store’s atm
the experimental
personal pride. P

self-respect. Tiff?

mirror that feeling of sophistication and portray it to the

Resonance:

The following
level which the b

engagements:

Instagram:
@Tiffanyand
6.1 million
followers

2,149 posts

Having over &
Tiffany’s active ¢
with its customer:
by constantly kee

and social media.

erimental experiences flourish on the w;

losphere. The luxury and classiness of tl

rivate experiences stem from customers

any’s is known to appear sophisticated 4

|

evokes feelings that depend on experin;

experiences of customers, making them

y are Tiffany’s social media accounts w

Facebook:
@Tiffany
9,265,099 likes
501,831 visits

Co

ngagement with its customers. Tiffany’

) million followers on numerous social 1

s after purchase to ensure loyalty and saj

ping track of their customers’ needs in

s’ brand evaluation of Tiffany’s depends on their perception of the
ity compared to other brands in the jewelry industry. The perceived
h customers’ minds leads to a higher ch%mce of consideration, given
site designs and credibility. The brand i:s credited by its official

the accumulated differentiated responsef_s of customers.

iental and private

arm and peaceful surrounding
ie store’s interior also adds to
feel high-class with sense of
" need for social approval and
ind so customers are keen to

public.

hich validate the resonance

rand generates from customer interaction, mentions, and

o Twitter:

@TiffanyandCo
119 following
1.5 million

followers

nedia accounts indicates
5 reinforces its connections
tisfaction. They achieve this

voth face-to-face situations

12




Brand equity:

Analyzin
equity because o
They maintain a

equal amount of

o the brand resonance model, one can af‘iaticipate Tiffany’s high brand
[ the strong brand positioning it associa#es within customers’ minds.
high consideration rate because of its Va‘;:st breadth and depth and put

tlime and effort to develop a rational an(T emotional appeal. By

achieving this, the brand is able to lure customers to make a purchase that satisfies

both functional and sentimental needs.

Tiffany's Elements:

Brand Name: | IFFANY & CO.

The brand name is universally easy to pronounce and remember with its one

word script and i
founders of the ¢

jewelry offered t

rights, thus it is ynique with a great competitive advantage.

Brand Logo:

Tiffany’s logo is

ts minimum use of vowels. The name itself refers to one of the male
pmpany, yet it gives a feminine vibe which reflects the type of

b its main target. In addition, the name is protected by trade mark

a simple design that creatively illustratgs its initials:

13




Brand Slogan:

“There is only onle True Love” is a slogan that is not widely known or advertised,
however it is said with no clear evidence that it is Tiffany’s main slogan. Tiffany’s
uses multiple slogans or statements and they change all the time according to different

occasions depending on existing trends in order to innovpate and adapt to the current

market needs and want.

* Valenting Campaign: Love not Like

* Engagemgnt Rings Campaign: I Will

*  Wedding|Campaign: The Dream Maker
Jingle:

Tiffany’s does not depend on jingles and instead uses sopthing and classical music in

their advertisements.

Characters:

Famous female celebrities. Ex: Audrey Hepburn & Lady Gaga.

14




Brand URL: http:/tiffany.com

Tiffany’s website is incredibly informative and always up-to-date with the way it
showcases the Brand’s newest products. A history of the Brand is provided, along
with pictures, timelines, contact information and custom‘z:r reviews. Clear and
important points|concerning warrantees and services are|also provided for any
inquiries. Furthermore, the website is professionally opepated and is protected by the

law to ensure its fcredibility.
Packaging:

Tiffany’s packages all of its products in their signature blue box with the white ribbon

tied on top, as shown in the picture bellow.

Tiffany’s meets the general criteria for brand elements, gxcept for the jingle element.
In addition, they|do not limit themselves to one slogan for strategic reasons. Multiple
different slogansare used depending on the type of marketing campaign and different

s€asons.

All of the elements minus the jingle are integrated to foTn a single campaign, which

correlates with ajcertain trend associated by the specific farget audience.
|

There was an ingident in which a company called Costcg illegally used the term
“Tiffany”. They used the label “Platinum Tiffany” and “Tiffany Setting” to display a
set of engagement rings and they were sued for dual usa%;e. As a result, in October
2016, Tiffany’s was granted 8.25 million dollars in punitive damages on the origin

that Costco intentionally and in bad faith invaded Tiffany’s trademark rights.

15




Focus group |

indings:

When asking par

frequently ones 1

percentage of 18
brand; suggestin

it comes to Tiffa;

exposed to pictut

During the inves|

showed both pos

with the Tiffany
Participants mail
boxes and the m

their products.

Negative associa
associated Tiffaz
“cheap” and app
to own a product
mentioned that t
Tiffany’s jeweln

stated that they |

into their twentie

When asked wh
mentioned they

differentiates Til
products. Both n
stating that prod

ticipants of the focus group to recall jewelry brands, the most

hentioned were Cartier, Van Cleef & Atpels, and Prada. A

b of the focus group participants consiger Tiffany’s as a luxurious
b that people between the ages 18-25 da not have a high recall when
hy’s. Nevertheless, participants showed high recognition when

res of the Tiffany’s blue box and the Tiffany’s trade mark color.

tigation of Tiffany’s brand image and btand knowledge, people

itive and negative associations. Positive associations were linked
s trade mark color, its jewelry lines, and its portrayal of luxury.
nly associated jewelry lines with Tiffany’s diamond rings and gift

bst common association to Tiffany’s brgnd is the unique packaging of

tions were very interesting and unexpedted. Although people

1y’s with luxury, many claimed that the brand’s quality of material as

ealing only to young teenagers. Focus group participants agreed that
t from Tiffany’s is a satisfying achieveient, however they also

he quality is not durable. Many have said to no longer wear their

v because of discolorations and rust. Pepple, namely girls, have also

1ave stopped wearing Tiffany’s as they ¢ntered university or entered

|

\
it they liked best about Tiffany’s, both fhale and female participants

2S.

fancy Tiffany’s name, color, and simpli¢ity. They also said that what
ffany’s from other brands is the afforda 'aility and creativity of the
nales and females also mentioned negative aspects of Tiffany’s,

ucts of low quality are affordable and p oducts of high quality are

extremely overp

iced.

Although there gre negative perceptions of Tiffany’s, p%éople claimed to still enjoy the

brand’s products purely because of its famous name an(* wide range of prices. There

are products as affordable as 40 KWD, yet expensive engagement and wedding

themed jewelry may reach to over five thousand KWD.

Female participants
16




mentioned their favorability towards the different produg

them as unique apd interesting, whereas the male participants were not affected by

these factors at all. Females have also stated that they lik
design of its stor¢, and its “amazing” customer service. N
approve of Tiffamy’s store interior and have said that ith

carpets that did r%ot suit the brand’s image. |

When conductmg the projective technique, all of the par|

fales, however, did not

! ! f .
as “cute” anirnals such as cats, rabbits, horses, and elegajat creatures like butterflies

t styles and designs, viewing

=d Tiffany’s atmosphere, the

as poor lighting and unfitting

icipants projected Tiffany’s

and ladybugs. The majority also personified the brand ag a young, high-class woman

who dresses femmmely but has an intimidating aura, thch caused all of the

participants to n(‘pt want to form any kind of relationship

Findings of individuals’ interviews:

The four individilals interviewed all claimed to prefer hi

Cartier, Messika, and Boucheron. The two females hav
which they weari every day and some which they wear fg
men interviewed, however, have said to only wear their

occasions and events. All of the interviewees displayed

with her.

h-end brands such as

jewelry for very special

jmmediate recognition of

Tiffany’s when (ftxposed to the trademark color and gift box. During the mapping

activity, the conmjmon associations in were the following}

Tiffany’s blue box,

engagement rings, and New York City. Female respondents stated that they liked

Tiffany’s atmos;')here, how it always seems clean, prim,

have additionallﬁy mentioned that they liked Tiffany’s lin

Individuals said gthat Tiffany’s is different from other bry
and lightweight.é It can be bought and worn for any occ

aspect of Tiffan}tl’s, the brand has cheap products with

e of sunglasses.

nds because it is affordable

sion. As for the negative

heap prices and is therefore

perceived as me:dium-end quality. Tiffany’s prices are rﬁot relevant to the quality

because people i:'md it is “not worth the money”. The in
purchase from T;iffany’s purely just to own an item with

purchasing it fox;; the actual product itself.

|
|

erviewees have admitted to

the brand name, rather than

'mentioned they have jewelry

br special occasions. The two

and proper. Male respondents

17
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All of the responflents lack personal experience with Tiffany’s. They would visit the

store to observe the products and atmosphere but they wpuld not purchase anything.
Tiffany’s atmos;I;ere plays a big role with the way peopje perceive the Brand;
participants state;ﬁ that they enjoyed its bright lighting arid calming colors. One
participant mentiioned their dislike of Tiffany’s previousjtheme of dark colors and

carpeted floors, )j?et they favor the latest lively theme.

Two out of the f(’;"ur interviewees said that they projected Tiffany’s as a lean indoor
cat that they desc?ribed to be fit and elegant. The third pajticipant said that they see
Tiffany’s as a wlfuite rabbit while the fourth respondent claimed they view Tiffany’s as
a dolphin. Three éparticipants said that if they were to petsonify Tiffany’s, they would
see the Brand as a young woman whom they would have no relationship with and
would feel rathelé intimidated of. Only one participant stated that they would have a
friendly relation:%hip with Tiffany’s and would consider it a “brunch buddy” in which

they would occafsionally eat brunch together.

Survey Analysis:

Analyzing the su%rvey, it appears that 86% of the participants were females and 13%
were males. Apﬁarently, Cartier has the highest brand recall, followed closely by
Tiffany’s. Despiie this, the most common Brand people purchase from is Swarovski,
given its affordaiﬂe prices and suitable designs. Nevertheless, 76% of participants
displayed high birand recognition when asked to identify] one of Tiffany’s iconic

items.

As shown in the f.graph below, the highest percentages shiow that 30% of the sample
claimed that Tifﬁany’s blue box to be “Distinguished” while 19% have claimed it to

be “Refreshing”;

18




How unique is Tiffany's for havin? its blue
box? ‘

|
|
|

Luxurious \ / Aqipuuni

Cémemporary &
Rdlevent

Refreshing

Distinguished

\ Real & Natural

The graph also iﬁdicates that almost 50% of participants would purchase gifts from

Tiffany’s while énly 28% have said they would purchas¢ from the Brand for self-

reward purposes;

Why would you purchase from Tiffany's

e e

ISelf reward

auying »o —

Hngagement

Anniversary

g% 10%  20%  30%  40% 504 B0%  T0%

&0%

S0%  100%
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According to the b&ar graph above, the majority of the sampl

relationship with Tiffany’s while a very low number indicate

relationship.

Yiffany's is
a2 wWo
brand

Tiffany's
makes me
feel good

Tiffany's is
totally
awesome

{ have
neutral
feelings
about
Tiffany's

Tiffany's
makes me
very happy

{ love
Tiffany's

{ have no
particular
feelings
about
Tiffany's

Tiffany's a
pure
detight

Tiffany's

1 am very
attached to
Tiffany's

1am
planning to
buy from
Tiffany's in
the future

t have
previously
purchased
something
from
Tiffany's

1 would
recommend
Tiffany's to
a friend

16.98%

9.62%

15.09%

15.09%
£,

1.32%

1.32%

7.55%

7.55%
4

13.21%

15.09%

1887%

Agree

67.31%

s
43.40%
35.85%

40.38%

33.96%

35.85%

T

32.08%

39.62%

30.19%

16.98%

39.62%

41.51%

39.62%

Neutral

13.46%
32.08%

37.74%

19.23%

43.40%

43.40%

%

26.42%
]

43.06%

32.08%

37.74%

30.19%
4

15.00%

33.96%

Disagree

0.00%
7.55%

4
9.43%

26.92%
|

7.55%
1

5.66%

22 64%

0.00%

28.30%
H

26.42%
i

13.21%

20.75%

7.55%
4

P
i
|
1

|
t

3.85%

0.00%

0.00%

¥

7.55%
4

0.00%

1.89%

11.32%

#

3.77%

s

7.55%
4

0.00%

% “Agreed” to have a good
t{jthat they have no kind of

Weighted
Ayaran

Within a scale frbm one to seven, participants proved that Tiffany’s quality is rated

*5” and their prifces are rated “4”. Respondents also rated the correlation between

price and quality as “3”. Tiffany’s perceived wholesomeness scored a rating of “4”.
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. . . .
Brand equity ?nd personality Discussion:

People in Kuwai* latently perceive Tiffany’s as a high-exn:

d Brand and this is obvious

through the proj QC'[IVG technique conducted. This statem§*nt was proven accurate when

people began to ’éhoroughly discuss the brand, claiming dnat they actually thought of

Tiffany’s as a qulum end Brand. The hidden reason fo* such a claim is that people

in Kuwait rarely purchase expensive jewelry from Tlffaﬁy s; they would rather

choose affordable” products that could be purchased as

|g1fts It was clear from the

two focus groups and survey that people in Kuwait do nqwt commonly purchase from

Tiffany’s for self—reward purposes. This suggests that ydung people in Kuwait would

rather buy cheap;products from Tiffany’s because of fins

incial limitations. Also, it can

be argued that Kilwaiti youth do not admit they are unab‘ale to afford Tiffany’s

expensive jeweh’ﬁy and perhaps this is why they end up s‘:)ending their money on the

affordable items hnd claim that they do so because che

worth the money: than expensive ones.

Analyzing consumers’ perception of Tiffany’s personali

group and surve)ir have openly stated that Tiffany’s is u

sophisticated and exciting. People perceived Tiffany’s a‘

| .
aprer products are, in fact, more

1
1
y, participants from the focus

nguestionably considered

an upper-class Brand that is

incredibly charrmng, especially by women. Both males arnd females have mentioned

Tiffany’s femmlmty and the way it glamorously emphas

vzes this trait.

By describing th¢ brand as exciting, it is meant that is TiJffany’s is spirited and

innovative for ydung people who are looking to purchase¢

designs. Despite ffthese positive personality traits, Tiffany
incompetent by tbe focus group party. From previous ne
Brand, focus grofup members explicitly discussed Tiffan;

quality of their jéwelry and the poor maintenance servicg

Drawing condlusions:

It has been conclfuded that Tiffany’s is a Brand people fif
affordable jewelréy lines to present gifts. It is pleasant, m
young people, silflce the majority of respondents were be

Only 11% of parfticipants claimed to purchase from Tiffa

unique and up-to-date

’s was also considered
zative experiences with the
v’s unreliability with the

»s provided by the Brand.

zquently purchase from its
caningful, and attractive to
'ween the ages of 21-29.

ny’s to acquire the signature
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engagements rings, thus concluding that people are straying away from purchasing the

one item Tiffanys prides itself for.

Tiffany’s Secoindarv Associations:

j i
Tiffany’s does ndt depend on many tools that leverage sq‘;condary associations,
however it emphéisizes its country of origin -New York (;Dity— and benefits from
celebrity endorse@ments. The brand also profits from co-lj;anding, infrequently. New

York City is known to be diverse with the greatest and latest trends and innovations. It

is also known foﬁ its luxurious and high standard of living and business. Tiffany’s
finds a reward frbm originating in New York City since jt immediately gives them a

competitive advatintage and enhances the brand’s image.

\

In terms of celebrity endorsements, Tiffany’s is always l%een on choosing celebrities
that are highly influential, most active, and greatly adored. Celebrities are involved in
the brand’s adveﬁisements and campaigns for product promotion. Tiffany’s also has
an Instagram page that concentrates on viewing picturesTof all the celebrities who
have been seen v:yearing their jewelry lines as casual we%r, in advertisements, or
during special oécasions like Red Carpet events and the fi)scars. Female celebrities
known to frequently wear Tiffany’s jewelry are Lady G#ga, Emma Stone, and Elle
Fanning. Some delebrities like Anne Hathaway and Nat%lie Portman are even
deliberately paidi by Tiffany’s to showcase the Brand’s j*'awelry. The Brand also

profited from Meélania Trump’s choice of gifting Michelje Obama a big box from

Tiffany’s.

|
|
|
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It is apparent that Tiffany’s focuses on young female cel%brities and scarcely ever
uses celebrities older than forty years of age. The chosen| celebrities are always

involved in up-to-date movies, music videos, or are simply active people in the media.
: |

Tiffany’s is not kinown to co-brand occasionally, however there was an occurrence
where the Brand écollaborated with an Australian swimwear brand called Matteau
Swim. The campiaign took place in New York City and Highlighted Tiffany’s

excellent quality ?of waterproof jewelry.

MATTEAU

swim

Recommendations:

1. Tiffany’s can start leveraging the brand by taking part in cultural activities
such as spon events and charity works.

2. Tiffany’si silver lines should be disconnected or replaced with higher quality.

3. There sh%)uld be more advertisements and campaigns that target males in order
to attractéa wider audience and gain a more expopure.

4. Tiffany’s sihould decrease the variety of designs in onder to leverage their iconic
designs aﬁd add value to their products.

5. Since Tiffény’s always emphasizes on its famous rings, the brand should consider
opening af separate branch that strictly specializes in marital jewelry to provide

people with the best matrimonial experience.
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