


SALVATORE FERRAGAMO

Brand awareness

Overview

Create awareness for the Salvatore Ferragamo brand
and its range in India

Situation Analysis

Though the brand had recognition in India, it's
legacy of Hollywood was not know nor was it viewed
as a fashionable or contemporary brand.

The Challenge

Introduce Salvatore Ferragamo to the brand
conscious Indian consumer. Draw attention to the
new store. Showcase the new line Fiera and
leverage the visit of Family/Management

Strategy

PR Pundit devised a PR strategy comprising of
gaining familiarity followed by an aggressive media
contact programme to seed the opening collection
across media and thereafter a detailed plan to build
and enhance the brand awareness.

Execution & Tactics

Pre launch

Select features with key leading publications to
feature the brand legacy of Salvatore Ferragamo
- Verve & Economic Times
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Launch

The launch celebrations included a well orchestrated
plan including:

Press interviews with Mrs. Fulvia Visconti Ferragamo
across L'Officiel, NDTV, CNBC, CNN-IBN, Zee, Zoom,
etc.

Launch party at the new store with a catwalk of the
Fiera Line in the mall's atrium

Photo opportunity with Mrs. Fulvia Visconti
Ferragamo and Salvatore Ferragamo

Press Lunch with key fashion editors

Private dinner hosted in South Mumbai for select
guests

Post Launch

Dissemination of press releases, CDs and Look Books
and select product photos

Placement of Ferragamo products in shoots with all
Tier A lifestyle magazines

Product placements across fashion features
Participation in industry stories

CASE STUDIES

m A5 VVORD




CASE STUDIES
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Initiated an association with Peroni Nastro Azzurro,
Italy’s most stylish premium Italian beer with JW
Marriott to present an exclusive showcase of the
Autumn-Winter Collection of Salvatore Ferragamo on
November 18, 2006

Initiated participation of CEO at HT Luxury
Conference in March’07

Leveraged visits of Ferrucio Ferrgamo, Fulvia
Visconti Ferragamo and Michele Norsa, CEO

Interviews with:
Economic Times
NDTV Profit
HT City
HT Splurge
Business Standard
Mint
Verve

The purveyors of opulence
flock to the country
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Key achievements
Business World Cover story on “The business of
luxury”

Exclusive preview of Ferragamo’s AW'07 advertising
campaign featuring Claudia Schiffer and Stephanie
Seymour in L'Officiel, July’07 issue

Fulvia Visconti Ferragamao’s interviews during her
visit to India for the Vogue India Launch

No shoe story complete without the mention of
Ferragamo

Consistency in coverage across magazines

Exposure worth Rs.86 million in 24 months (March
2006-08) (Approximately US$ 2 mn)
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Double page spread

L’Officiel

— July 2007



CASE STUDIES

[talian connection

Ferruccio Ferragamo on why India is a haute destination
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