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Background 
  Swarovski is a cut crystal manufacturing company who make a 

variety of crystal products, now famous for their contributions in 
fashion and jewellery, making crystals with “the splendour of a 
diamond” but at a far more affordable price.  

  It is a multi-faceted, internationally successful company. It operates in 
120 countries and manufactured in 79 countries.   

  The brand strength lies in its association with the abstract concept of 
“luxury” in part to strong links to 

    the high-fashion industry.  



Branding  
Swarovski operates 4 brands  

1.  Swarovski Optik 
2.  Swareflex 
3.  Tyrolit  
4.  ENLIGHTENED™ Swarovski elements 



Brand Objectives  
  To achieve growth in sales with passion for the brand, 

excellence for consumer and innovation for business 
 Passion for brand & sales – need for brand identity 

(luxury, prestige) and unique brand language with quality 
PR collaboration and consistent implementation on 
communication front 

 To gain one new sponsorship to increase awareness of 
Swarovski dedication and commitment to social 
responsibility  



Target Group Segmentation 

•  Key target markets as for most luxury and lifestyle 
brands  Travel Retail  

•  Sophisticated 
•  Business 
•  Classical 
•  Bridal collections 
•  Relevant age group  

•  + 25 years old 

Women  

•  Emerging market Men/children  

•  Stars, singers, socialites  Hollywood 

•  Affordable gifts for special occasions Gifts 



Business Strategy  
Manufacturer Reference  
•  Ingredient branding  
•  Crystallized™ Swarovski elements in fashion, Hollywood (i.e., Oscars) 
 Raised Awareness  

Quality Guarantee  
•  Co-branding  

•  i.e., Philips, Active Crystals 
 Goodwill  

Carrier of life-style 
•  Celebrities also wear it 
•  Dedication to perfection and innovation 
•  Following the coming trends 
•  Movies, Oscars, Fashion 

CULTURAL UP-TO-DATENESS 

Development of the brand  



Position  
Worldwide market and technology leader in the areas of: 

  crystal manufacturing and processing 
 Trendsetter and creative pioneer in fashion and lifestyle business 

Why? 
 high level of innovation  
 enormous commitment to our employees  
 internationally established company which has expanded market 

position 



Positioning 

Differentiation: 

  Being better than competitors 
  Unique technology in crystal cutting, rich cultural heritage 

Competitive advantage:  

  Connection with customers 
 Master integration across value chain  
  Leaders in innovation 
  Technological leader in cut crystal business 
  Preserve financial autonomy (family-owned) 



Current Communication Plan  
 To further strengthen the image and appearance of the Swarovski 

brand for the end consumer 
  Integrated marketing concept: 

 Advertising 
 Communication 
  Visual 

 merchandising and product design are closely harmonised. 
 In the current marketing campaign, the 
 three graces of Greek mythology represent the three fundamental 
 values of Swarovski: fantasy, poetry and technology. At the same 
 time, they reflect the future of the family company 



Competition Overview 
  With growing competition from cheaper manufacturers in 

China, Czech Republic etc., Swarovski needs a brand strategy 
to stand out, but one that remains true to the values of the 
company before the brand: Innovation, quality and merit 

  Pandora, Tous and Tiffany & Co. are among the top 
competitors:  
 Luxury brand retailers 
 Medium – high end pricing (Similar audiences) 
 Articles include: silver, gold, platinum, pearls, 
   diamonds, crystals, onyx etc.  



Competition  
Pandora  
To offer women across the world a universe of high quality, hand finished, modern and 
genuine jewellery products at affordable prices, thereby inspiring women to express 
their individuality. It looks to promote individuality and celebration of the life’s moments 
that make us who we are.  

Tous 
Built competitive advantage by managing design in a global sense. Turned a low 
added-value product (pendant) into a symbol expressing a way of being and 
creating world reference. The Tous bear became symbol of the company and is 
recognized and remains a best-selling article in every version, crystals, gold's, 
silvers, minerals and pearls. It is growing to consolidate its international position 
and become worldwide, becoming an international luxury brand. 

Tiffany & Co.  
Well-established brand, known for its specialty jewellery and diamonds. The little blue 
box portrays an image associated with prestige and luxury. The strong symbolic image 
of the little blue box is the anchor in the company’s promotions and marketing 
strategies, as it currently holds the leading position in the jewellery industry. It has 
succeeded in three major areas, strong direct selling, broad offerings and a strong 
brand name.  



Consumer 
Analysis 

MarCom: 
  Attitudes towards 

brands are 
overwhelming 

  Luxury 
consumption is 
growing 

  Emergence of 
new luxury 
customers 

  Diverse groups 
from youth, to 
middle class, 
business 
executives, white-
collar, blue-collar, 
low educated, to 
celebrities  

  Modern luxury 
shoppers (newly 
rich, younger than 
traditional 
shoppers  more 
disposal income) 

Repeat Customers 

Emerging middle class  

New luxury customers 



4 P’s of Swarovski 
Product  
  Jewellery  
  Charms 
  Watches 
  Fashion accessories 
  Home accessories 
  Bridal  

Price 
  Low end pricing 
  High end pricing 
  $40 + up  

Place  
  Global distribution 
  Available in 120 countries 
  Manufactured in 79 countries  
  819 Partner operated boutiques 
  1014 boutiques/concessions 
  Department store kiosks  
  Headquarters Wattens, Austria 

Promotion 
  Internet 
  Print (magazines, catalogues, 

newspaper) 
  Brand Ambassadors 
  Shop experience  
  Events (fashion shows) 
  In-store  
  Billboards 



Environmental 
Analysis 

Economical 
 Member of the World Business Council for Sustainable 

Development (WBCSD) 

Social 
 Swarovski has expanded its position internationally in the 

worldwide market and is a technology leader, trend setter, 
and creative pioneer in the fashion and lifestyle business  

Technology 
 Swarovski offers training in several different technological 

fields including, crystal-cutting, electrical and chemical 
technology 

Environment 
 Swarovski is committed to reducing the overall number of 

greenhouse gas emissions to preserve air quality  by: 
 Chlorofluorocarbon (CFC) Free 
 Changeover to natural gas for heat supply 
 Reduce electrical energy used by 30% 

PESTEL 
  Political 
  Economical 
  Social  
  Technological 
  Environmental 
  Legal 

*Note: For the purposes 
of the Swarovski brand 
only the following 
elements of PESTEL 
apply  



SWOT  
Strengths Weaknesses Opportunities Threats 

•  Established brand & 
company reputation 
worldwide 

•  Reinforce successful 
- brand status with - 
targeted and 
marketing, PR and 
communication 
activities  

•  Craftsmanship (durable 
quality) 

•  Widely recognized market 
leader  

•  Multi-faceted (120 
countries, 4 brands) 

•  Fine line between middle 
class and elite price (one-
stop shoppers) 

•  Repetitive design 
•  Varying international pricing  
•  No TV commercials 

•  Expand Crystallized Shops  
•  Expanding partnerships  
•  Celebrity endorsements 
•  Tourism industry market 

•  Tourists are a large 
market for buying 
luxury goods  

•  Growth in children’s and 
men’s market  

•  Cheaper competitors 
(China, Egypt, Czech Rep.) 

•  Imitators/substitutes 
•  Knock-offs  
•  Relies on disposal income 

of consumers  
•  Slowdown in market growth   



IMC Element 
#1: Advertising 

 Tactic: Television commercial  
 to create a series of Swarovski commercials to be aired 

on television across North America and Europe 
 Use brand ambassador in commercial 

 Rationale: 
 By creating commercials targeted at women Swarovski 

is able to connect with them to reveal their inner beauty 
through the sparkle and shine of our crystals  

 Means of Measurement: 
 # of times commercial is aired  
 # of broadcasting stations delivered on 
 Broadcasting time (prime time vs. daytime) 

Strategy: To use 
institutional advertising 
techniques designed to 
enhance the company 
image rather than 
promote a particular 
product by the end of 
the fiscal year. 



IMC Element #2: 
Events  

 Tactic: Red Carpet Branded Event  
 Glitzy fashion & music event 
 Attract high-end designers 
 Guest performers 

 Rationale:  
 For the company to build on its success and 

compete with low-cost rivals from China and 
the Czech Republic it needs to promote on 
merit 

 Means of Measurement: 
 Media coverage 
 # of attendees  

Strategy: To elevate the 
brand perception and 
image by gaining 3 high-
end fashion 
collaborations by 2013, 
placing the product into 
the hands of the most 
creative people in the 
industries.  



IMC Element 
#3: Sales 
Promotions 

 Tactic: Preferred Customer Events  
 E-mail & mail customer invitations  
 Receive 25% off entire purchase on designated weekends 

throughout the year 

 Rationale:  
 By offering loyal customers a percentage off their purchases not 

only will it build and foster customer relationships, while 
simultaneously increasing sales.  

 Means of Measurement: 
 Amount of purchases 
  Inventory counts 
 Volume and frequency 
 Conversion rates 

Strategy: 
To increase sales by 
20% by the end of 
the fiscal year 
through loyal 
customer 
relationships  



IMC Element #4: 
Internet Marketing 

 Tactic:  6 series “Mini-sodes: Crystal Ball theme” 
 Short mini episodes on-line 
 6 short episodes released on determined dates 
 Use of brand ambassador to promote prestige  

 Rationale:  
  Integrates key elements of advertising, personal selling, public 

relations and direct marketing. Ability to reach a large audience 
base across geographical barriers.  

 Means of Measurement: 
 # of hits 
 # of likes  
 # of shares 

Strategy: To increase 
awareness through 
on-line presence and 
build brand identity 



IMC Element #5: 
Sponsorship 

 Tactic:  Sponsor Amnesty International by hosting 
“Crystal Ball Gala Dinner” 
 6 short episodes released on determined dates 
 Use of brand ambassador to promote prestige  

 Rationale:  
   Amnesty International in one of largest NGO in the world, by 

sponsoring a gala dinner not only will it position Swarovski 
commitment to “giving back” but also gain media coverage. 

 Means of Measurement: 
 # of endorsements 
 # tickets sold 
 Amount of money raised 

Strategy: To increase 
awareness by 15% of 
Swarovski commitment 
to sponsor international 
events and not-for-profit 
organizations to 
enhance brand image by 
end of fiscal year.  



Budget 
•  TBA 



Conclusion 
 This IMC plan hopes to create the right brand 

communications to draw enough attention to the target 
market and make the link between the consumers mind, 
the brand and luxury. Swarovski will make the most of the 
glamorous associations they establish with TV 
commercials, web-episodes and sponsorships and 
making them known in the public. This in turn will lead to 
enhanced brand identity, luxury position and sales.  


