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ABSTRACT

The advent of internet has made present day eab
fast from each and every aspects and dimens
Every field is trying to come out of its best thgh
optimal use of this invention from domestic de
goods to luxury and &hionable jewellery items to
so did marketing. No matter how unique ¢
wonderful anything is, without communicatic
distribution and on time availability, it is of meorth.
Digitization has channelled each component so &
and smooth. Marketing i highly sensitive functior
determining success or failure of any project
today’s time. This paper tries to correlate if
noticeable relation can be traced out betw
digitization and marketing mix trends. Main aim
paper is to present an ovemief marketing mix ir
relation with digitization in an individual basisittv
reference to marketing mix strategy of Tanisq. ~
paper is a review paper of remarkable thou
presented by expert opinions already shared
available in various secondargusces of informatiol
regarding influence of digitization over marketi
industry.

Key words: Advertising, digital marketing, online
advertisement, marketing mix, Tanishq marketing
Strategy

1. INTRODUCTION

Digitalization

The finest innovation of modern world is “Interne
Constant connectivity, contextual relevance, bown
less market and mulsereen world are changil
shopping experiences of people. The pace of ch
before and after intaet is noticeable in every sect
First choice to search answer to any question
information or solution to any problem is interr
Either, health, education, science, technol

business, inventions or history, every detail er¢hin
it, as far asknown to any of human mind. In tF
situation we can see highest access of interraang
in business and marketing sector. Yes internet
given a global platform to sellers and buyers &,
buyers are given highest power to direct wt
market. Yet some extra ordinary practitioners cao
up and regularly try to come up with more than
before anyone can expect.

Digitization is internet of goods, servict
information, communication, etc. digitization me
the world boundary less. Virtual netws are used by
every sector to get benefited and best express
selves in most economical way. So particularly
business sector companies are being more col
with updating them with technology in any possi
way. So some influence can be clearlyced out
while designing marketing mix. From hi-tech

production system to pre promotion, dem.
generation, buying, selling, distributing, pricit
packaging, etc. to feedback channel all are

determined considering present global digital mi

No mae only education, service and communica
sector are leading to best use internet, but aésy
precious things have begun approaching interne
reaching to the customer, like gold, diamond,
estate, etc. We can say they don't really apprt
customers through internet to buy and sell, bu
create some space for company positively to be
first choice in mind to prefer in need. And amagr
some companies becomes extra ordinarily abl
influence its customer through amazing collabora
of marketing mix and use of intern:

Tanishq
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Tanisq is the name associated with its -known
parent company Titan which is promoted by TA
Group of industries. It is a prominent jewellerabd
which pioneered the concept of branded jeweller
the Irdian market. Tanisq name was coined br.
Xerxes Desai by two differentvords “Tan” anc
“Nishk” meaning “body” and “gold ornamen
respectively. Tanisq don’t treat its jewellery asere
product but as a form of their art and quality tr
Tanisq earne@ unique image which is synonyms
an artistic blend of traditional values to mod
outlook with reliable quality.

2. LITERATURE REVIEW

Digitization started and took a speedy growth iarg
sector and everywhere almost. It has raised
eyebrows of oncern party’s about the pros and ¢
of it for first and then, its impact anmpac strength
and finally towards its utilization in behalf. Scany
researches are done over its impact specificalty
over specific area or specific sector too.ny experts
have put their views over it anchany individual
companies havdone research over its utilization ¢
balancing with the change.

Sumit G. Khadekar, Manish T. Wanjari & Ramest
Kohad(2016) in their research paper mentioned
importance and reasonsf investment in gol
knowing benefit of various caret gold. Their fings
rank Tanishqg as top most brands in branded jewe
market. This paper has focused on business
traditional jewellery shop, but still highlightedhe
growing efforts of braded jewelleries in market. TF
shows positive future of branded jew

Arul Jyothi, Dr. S. K. Nagarajanighlighted jewellery
branding as new trend of jewellery market, in tl
research paper recently published in 2014,
International Journal of Busineand Administrdon
Research Review. Their study shows 66%
customer prefers buying branded jewellery
majority of them noted advertisement playec
significant role in choice of brand. Advertisem
nowadays have obviously became digital to reasst
to their target customers. Or can be said thageai
target group has become wider.

Hitesh Bhasin in his latest online article

marketing91, Marketing mix of Tanishqg (2018), |
mentioned specific dimensions of marketing mix
Tanishqg. Additionally, ecording to various onlin
sources and website of Tanistadter digitization the

sense of 4ps has been changed as different 4P&
mostly mean to focus around single ‘P’
promotion. These 4Ps are, people, performar
programmatic and platfornThese all mean to foct
on target people, advertisement effectiveness,
systematic way of promoting and platform to do
Tanishqg with no doubt is a leading jewellery bre
which has put its alteund effort to gain sustainak
relationship with catomer and cover a large group
them as target customer. Tanishq has fully trie
best to harmonize all the varied culture, tradsic
generations, groups, occasions and lifestyles L
one brand. And it has been truly supported
digitization of mainly communication mechanisi
Wider spread use of internet has enabled compa
cover wide enough with the same th. Herein
survey sampling site, it mentions that, not onlyoc
other 4Ps, but also marketing mix has b
transformed to 4Cs, i.e. consumer, CoOst,
communication and convenien

3. LITERATURE GAP

Not more study has been found about the impa
digitization over marketing specifically of Tanisloq
any company, but it has enough study in gen
Series of emotional ads are good mples of this
effect. Long length story telling content of adsll
wide screen displays all around, many -ups and
blinks regarding brand, various shopping s
including home page to put an order or give feeklk
virtual displays with humerous dens available at a
time, etc. are all examples again of the impact
digitization has shown in marketing mix of Tanis
After reviewing 25 different online research pag
and consulting other various online sources, ieg
conclusion that digitizatio has obvious impact ¢
every sector more or less, but jewellery industry
supposed to be very sensitive and relies mostly
trust, accuracy, quality, security, relationshiflding,
after sales assurance, reparability ar-sale-ability.
In this cae, jewellery brand has less scope to
product online but it becomes able to occupy s
space in minds of customer. It can at least offier
best options, sufficient information, virtual wing-
shopping, comparison, exclusive promotion and
communication.

3.1 RESEARCH OBJECTIVE

Main aim of this paper will k to find the impact of
digitization onmarketing mi: of Tanishq. So focus of
this paper will be to study individual elementsqpis
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before being influenced by digitalization and a
considering digital promotion and competiti

4. RESEARCH METHODOLOGY

This paper is a conceptual papad meorly based on
secondary sourced data. It has been gone throt
depth observation of its online and other ns of
marketing. Various occasional, festive and o
schemes, reliable quality measurement of purit
gold and diamonds, pricing targetingry low range
to high range luxurious fashionable desig
jewellery, etc. shows that it is a very conscioteni
who is exploiting the modern digital technology
only in promoting but also idesigning distributing,
producing, pricing and such ovef aspect:

To reach up to depth d@ghese objective, various ad
campaigns of Tanisg both online series off line
hoardings are analysed from the year :-2017.
Various research papers and articles publisheagl
same five years are also studied to understan
trend.

5. MARKETING MIX IN RELATION WITH
DIGITALIZED MARKETING

Tanisq is a well-recognized dra trusted brand fc
purity and originality of its product. It deals Wiboth
traditional and fashionable range of prodiwith the
growing market of gold and jewellery, being a pier
company to present branded jewellery, it is notatye
conscious ofmarket competition but also it h
becomen a competition creator. Tanisq deals wit
sorts of fashionable jewellery, which not ol
welcomes all new modern styles but also don't
classical style be faded out of tremal this regard le
us see its @rketing mix in relation with digitalize
marketing preference in present Indian ma

4ps of marketing mix of Tanisg in relation to
digitalization

5.1 Product in marketing mix of Tanisqg

Product importance before and after has remaine
same but aftedigitization product is added wi
product buying experience. Very sensitive jewel
also lacks physical touch actual looks and triait
with it customer gets a huge option and unlim
time to explore number of options at their convah
time. Thisis how Tanishq first ‘P’ as product fro
marketing mix been affected. Let us see it in
about the product of it:

5.1.1 Product Variety:

Tanisq is a pioneer brand which initiated
measurement of purity of gold and thus gained °
over purity andreliability of jewellery quality. It
started its US and European designs with 18«
ornaments which didn’'tget much popularity tht
Tanishq started using 22kt gold for its most
ornamentsProduct ranges from covering traditiol
and cultural style to matching present day fash
lifestyle. Pure gold artistically designed wi
diamonds and coloured gems makes its design \
It covers all sets of jewellery i.e. finger ringspse
pins, langles, mangalsutra, necklace, ear ri
pendants bracelets, gold coins, bars, eNot only
product type but also variety of options under
product type, like under nose pin they will of
various type of nose pin, only gold, diamond nose
coloued, shapes of nose pins, thickneprice range,
etc.

5.1.2 Brand Variety:
Main attractions of its product are by names
following:

Inara

lva

Zuhur

Mehek

Limited edition
Divyam

Uttara

Niloufer

. Mismatch

10. Amara
11.Queen of hearts
12.Subham

13.Fine lines

8,0 N> Uk L, NI

Digitization has influena its product designs to

Tanishy has used online marketing in orde analyse

the jewellery trend, it also works on ord

mechanised designs, automated measurement

product handling and security of showroc Over

3500 designs were offered by-house designers in
Tanishg which is regularly changed on the basi

time, occasion and feedback from custon

5.1.3 Design Variety:

Tanishq designs are all not merely simple desigr
also the team work of award winning cgners. It is
all known for its specializedesign collection and as
design leader in the jewellery market. Tanishc
positioned to be the only brand to have -fledge
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design studio with the largest designer teams
regularly explore unique set of sign to cove
specialized series like festival, particular mage
tradition, particular tradition of some place siec
and ongoing work life matching designs and s«

514 Service

No company an solely lead market with its qual
aspect only whenit lacks customer satisfactic
Tanishq has been so conscious of its customer
sales services too. Encouraging repetition of pasel
positive word of mouth and overall responsiblends
guarantees return, exchange and sale of jewelle
also exsures free repair from any Tanishq showro
all over India. Sales and exchange is made rel
using carat meter and reasonable exchange or
rate. Customers areffered with low starting rate ¢
low as Rs.600 also.

5.2 Placein the marketing mix of Tanishq
Visibility in digital market depends on position
which brand appear isearch engine ranking pages
may be paid or may be due to its popularity ot
presence in social medidanishq is a global brar
focusing over European and Americanrket designs
initially but later it spread its market in domesvel
too. It has started its market from Cherbut today it
owns more than 17@etail and showrooms all ov
India till 2016 Its overseas pilot stores are locate
New Jersey and Chiga and domestically it i
headquartered in Bengaluru in Karnat

Tanishq serves a good and planned channel ¢
retail and big showrooms where it comprises sigé:
format outlets of more than 15000 sqg. feet. It ita
showrooms fully owned and sonfeanchised one
mostly located in high profile areas. Tanishq L
digitization by starting an online portal to displas

design, various social media with designs and e
trends it regularly tries to lead, cne order and
feedback too.

5.3 Pricein the marketing mix of Tanishq

Price can be said as least affected ‘P’ amon after
digitization also. Butit may come up with varior
occasional offer and price schemdse to marke
competition and probability of comparic. Though
Tanishq targets upper and uppeiddle class wome
as its customer, it also keeps choice of lowerepaicd
frankly low carets gold and jewellery who yet wa
to feel good wearing Tanishq. Tanishq is a br
synonym to power, prestige and purity of qual

People who aa afford it also want to pay for it. £
pricing strategy of it is premium pricir Tanishq is
one of fastest growing brand with its sales fromair
of more than 10000 Crores

For pricing, it has used online facility to opel
classify price of each iteran some range as per
quality through online display of design and pi1 A
range of INR.399 also started to significantly the
barrier of price to enter lower class income cusc
group to Tanishq storedt used its online portal t
present best fers and styles in preferred price
customer, that customer can themselves filter 1
portals.

5.4 Promotion in the marketing mix of Tanishq
Promotion ‘P’ is most affected and updated ‘P’ ia
digitization. It has best used this digital fagilito
outreach as much mass as possible and in the vga
possible.

Tanishg is Tanishg today not merely due to
product quality and design, but o due to its
successful - communication that made its ta
customer aware of the difference that Tanish
standing with. It has expl@d all possible mediun
of promotion from prinimedie (billboards, hoardings,
newspaper, magazinegtc.) to online meia (own
portal, social media, pop ups and websites) ITise
very famous for its emotional and positive ar-
visual ad campaignstanishc been always aware of
celebrity power and Deepika Padukon endorse

Various Bollywood movies used its all set some
typical trendy jewells like idodha Akbar, Paheli ,and
Ramleela Even it has offered gold of worth 20 crc
to the buyers of Maruti, by which both the comp.
got benefited in 1998 conducted various fashic
shows to create different shoppirexperience of
jewellery and it has played a vital role to harnzex
various ethnic culture all together under same d
umbrella. Variousexchange offers of exchangi
impure gold with 22 caret pure gold ornament he
Tanshg attract customer for trararent quality
choice offer. This campaign promoted Tanishq
positively that it positioned for quality and tru

It developed a first gold gifting scheme in its ad:
around 1998. Its theme was “when you want to
thank you, say it in gold”, varioucustomer contact
programme, various occasion specific gifting rat
relation specific, place specific, tradition specénd
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all are separatelpresented in various ad campaic
Various loyalty reward programmes, occasic
schemes, Golden Harvest Sayifior making custome
realize that Tanishq cares for you and promoted
purchase as investment not expenii&semotionally
and beautifully ran ad campaigns positively dek
all that it wanted their customer to feel and ustherd
about them. Recély one ad promoting -marriage
got viral in media. From various promotional stept:
Tanishqg seems to be conscious of creating harn
equality and justice in society.

6. FINDINGS

Digitization has spreah its influence in core, lik
everywhere frondaily life to behaviour and mentali
of people. The same people are target custome
different markets. So every company must be upc
with more than customers expect and before

question to the company and its strategy.

lifestyle, busy routing fast market and mpetition
have invited best platform i.enternet, where peop
can do as they want at the time they want and -
the place they want. But to the complexity
digitization, marketers has to be more sens
towards demonstratingand promising anythin
because here customers ¢aphysically see, touc
and feel product but at same time have numbe
choices to compare with.

Market is the place where we can experience
drastic effect of digitization. Market crowd, bugi
behavour, customer expectation, frequency
timing are all changed. The same way comps
have to moderate them. Marketing mix is all ak
those elements which help to develop marketing.}
Major marketing mix for product was 4Ps,
Product, place, pte and promotion. Additionally fc
servicethere adds 3Ps more, i.e. People, Proces:
physical evidence. But now after digitization, oaus
transformations can be seen in each marketing
component but promotion is the ‘P’ which
maximum influencd and price is the ‘P’ which ce
be said less influenced among them.

7. CONCLUSION

Digitization came up with various opportunities la
the same time it has added complications due t
virtual nature where customer suspects in lacl
physical touchyiew and feel. So Tanishqg being m«
sensitive as ajewellery brand, it has a lot «
responsibility to keep its promise of quality andify
with transparency. Yet Tanishq has used this me:

in its behalf positively. It has focused on investit
aspect,sentimental aspect with low to high rar
products, highly divergedrange of jewellery
collection under one site and also in showroom
that it harmonically unite various traditional, wuhl
and place specific jewellentrend at one place.
Tanishg has developed its marketing mix in suc
way that it canfully get benefited of digits
technology to design, distribute and promote
minimum investment with maximum coverage. ~
best part is promotion. It has come up witaximum
ways to deliver its regularly creative designs wat
always match with the need of time, place, occa
and different lifestyle.

As per the objective of our study, we come up ®
conclusion that Tanishqg for being the first name
jewellery marlet to be trusted for its purity, qualii
variety, reliability and long term promis
responsibility is a combine effort of loyal quali
continuous creativity, best international desigt
team, possible exploitation of online opportunity
communicateand focus on customer satisfacti
Purchase of jewellery is based upon price, qualiky
design apart from different social and cultt
occasions. Customers mostly ladies group
associated with jewellery shopping but before
they go up with a lotof window shopping an
comparisons, which is all assisted by digitiza
more conveniently.Thus, understanding these
aspect, Tanishqg has initiated gifting range, lovce
range, high quality and designer range, ethnid
modern range which can leasily even purchased a
understood by male memb. At the same time
through its audiodsual ads it convinced ma
customers also to initiate jewellery purchase tden
their special one more special. Additiona
emotional ad series of Tanishg encged making
gold purchase a big decision. Through its
campaign ‘Say thank you with gold’, it tried
simplify jewellery purchase and offering low pri
range starting at minimum price of Rs.600 and ¢
diamond starting at Rs.200Ct will help customer get
away from the fear of entering w-fledge
showrooms of Tanishq and provide the opportunit
gettingall in one and don't let other options to revo
around the mind of custome
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