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Executive Summary

A Strategic Blueprint for Digital Couture
This strategic case study outlines the blueprint for "The Manish Malhotra Digital Couture Atelier," a fictional but operationally 

realistic collaboration between India's premier couturier, Manish Malhotra (MM), and the country's leading luxury lifestyle 

platform, Tata CLiQ Luxury (TCL). The partnership addresses a key shift in the Indian luxury market& the convergence of high-

net-worth individuals (HNWIs) in non-metro cities with a demand for digital-first engagement.

While Manish Malhotra has successfully established a "cinematic" brand identity synonymous with Bollywood opulence, the brand faces the challenge of scaling 

its high-touch, bespoke service model to a global and distributed audience without diluting exclusivity. Simultaneously, Tata CLiQ Luxury is pioneering a "Slow 

Commerce" philosophy4encouraging consumers to buy less but better4and seeking to cement its position as the definitive destination for authentic luxury.



The Phygital Ecosystem

1

Solving the "Haptic Gap"

This collaboration proposes a "Phygital" (physical + 

digital) ecosystem that leverages TCL's advanced AI 

infrastructure (including the TARA shopping assistant and 

Genesys customer experience platforms) to solve the 

"Haptic Gap"4the inability to feel and drape couture 

online.

2

Journey of "Investment Artistry"

By combining MM's design heritage with TCL's trust and technology, this 

initiative aims to transform the 6312 week couture production timeline 

from a logistical wait into a celebrated journey of "Investment Artistry".



Strategic Context

The Imperative for 
Convergence
The Shift to "Exceptional Commerce"

The luxury landscape in India is undergoing a fundamental transformation. The 

"fortress of few" has been breached; luxury is no longer the sole domain of 

metropolitan elites. High-end and premium brands are making significant 

pivots toward Tier 2 and Tier 3 cities like Ludhiana, Surat, and Dehradun, where 
rising disposable incomes and digital penetration are driving a radical reboot of 

the industry.



The New Luxury Landscape

55%
Non-Metro Revenue

Tata CLiQ Luxury reports that approximately 55% of 

its revenue already comes from non-metro 

markets.

6-7
Research-Driven

Luxury customers browse 637 brands before 

purchasing, valuing provenance and storytelling.

159%
Revenue Boost

Personalised campaigns can boost revenue by 

159% through targeted engagement.

However, serving these "Aesthete Experientialists" requires moving beyond standard e-commerce transactions to "exceptional 

commerce"4a model that replicates the exclusivity, authenticity, and personalised service of a physical boutique in a digital 

environment.



The "Slow Luxury" Alignment

The foundational thesis of this collaboration is the harmonisation of two distinct brand philosophies:

Manish Malhotra
The Content

MM represents "revivalist" opulence. The brand is built on a 30-year 
lineage of costume design and heritage craftsmanship (Zardozi, 

Chikankari), creating garments that are not just clothes but "stories".

Tata CLiQ Luxury
The Infrastructure

TCL operates on the "Slow Commerce" ethos. It encourages mindful 
consumption, focusing on the heritage and story behind a product rather 

than impulse buying.

This alignment validates the long wait times associated with bespoke couture. By framing the 6312 week production cycle as a necessary period for creating 
"heirloom assets," the collaboration turns a logistical delay into a value proposition that mirrors TCL's anti-fast fashion stance.



The Partners

Digital Maturity & Brand 
Strengths
Manish Malhotra: The Artisan of Glamour
Brand Identity

Synonymous with "maximalist" Indian couture and Bollywood glamour, MM has designed 

costumes for over 1,000 films. The brand thrives on "selling an ideal" rather than just a 

product, leveraging high-visibility celebrity associations to create aspirational value.

Digital Presence

MM is digitally proactive. In 2021, the brand launched India's first Virtual Couture Store (VCS), 

a navigable digital environment allowing customers to walk through the Delhi flagship store 

remotely. The brand also uses virtual measurement consultations, proving operational 

readiness for remote high-value transactions.

Tata CLiQ Luxury: The Enabler of Mindful Consumption
Platform Philosophy

TCL is distinct in its refusal to rely on deep discounting or "flash sales." Instead, it focuses on 
curated brand stories, premium packaging ("The Black Box"), and white-glove delivery 

services.

AI & Tech Stack

TARA: An AI-powered shopping assistant designed to help users discover products 

through chat and visual search.

Hyper-Personalisation: Utilises Adobe Analytics and Genesys to create personalised 

customer journeys.

IndiLuxe: A dedicated boutique segment for Indian heritage brands.



The Constraint

Despite these advances, MM acknowledges that online sales lack the "serendipitous joy" of physical shopping and the ability 

to feel the fabric, drape, and comfort4a sensory experience crucial for couture.

Currently, the brand bridges this via resource-intensive human interaction, which limits scalability.

The Core Challenge: Bridging the "Haptic Gap"

While digital access to luxury is increasing, the "Haptic Gap" remains the primary barrier to selling ¹335 lakh garments online. 

Couture is defined by how it feels4the weight of the velvet, the swing of the can-can, the texture of the embroidery. Currently, 

MM solves this through manual video calls and sending physical swatches, a process that is high-friction and difficult to scale to 

thousands of NRI brides.

To democratise access to Indian couture without losing the "touch," the collaboration must deploy technology that simulates these sensory experiences.



The Solution

The MM x TCL AI Ecosystem
The collaboration introduces three AI-powered pillars designed to create a "Phygital" bridge between the designer's atelier and 

the client's home.



Three AI-Powered Pillars

Virtual Couture Showroom 
3.0 (VCS 3.0)
Concept

An evolution of MM's existing virtual store, 

hosted exclusively on TCL's high-bandwidth 

platform.

Technological Innovation

Fabric Physics Simulation: Utilising 

advanced rendering to simulate the 

specific drape and weight of MM's textiles 
(e.g., raw silk vs. georgette). This allows 

the digital garment to move realistically 

on-screen, giving the user a visual sense 

of the fabric's "fall."

Visual Search Integration: Users can 

upload a screenshot of a celebrity look 

(e.g., from a movie or wedding), and TCL's 

computer vision API will identify the 
silhouette and embroidery style, 

retrieving the exact or nearest match from 

the MM archive.

TARA 2.0 3 The Couture 
Concierge
Concept

TCL's existing AI assistant, TARA, is retrained 

on MM's 30-year design archive and sizing 

data to become a specialised "Couture 
Stylist".

Function

Contextual Styling: Unlike generic bots, 

TARA 2.0 understands Indian ceremonial 
contexts (e.g., "Sangeet" vs. "Reception"). 

If a bride selects a heavy lehenga, TARA 

automatically suggests lighter, 

complementary jewellery or comfortable 

footwear for a long night of dancing, 
driving cross-category sales.

Pre-Vetting: TARA handles initial 

inquiries, sizing questions, and 
customisation requests, passing only 

high-intent "qualified leads" to MM's 

human stylists for the final video 

consultation. This optimises the human 
team's efficiency.

The "Virtual Legacy" 
Capsule
Concept

A limited-edition capsule collection designed 

with AI, exclusive to the TCL platform.

AI-Driven Design

Using TCL's data on emerging trends among 

NRIs (e.g., a shift from red to pastel pinks in 

the US market), MM uses Generative AI to 

prototype new colourways and embroidery 
patterns. This creates a "mathematically 

predicted" collection that minimises 

inventory risk whilst ensuring high relevance.

Sustainability

Produced on-demand (Slow Commerce), this 

capsule aligns with the values of the modern 

"conscious consumer" who demands ethical 

luxury.



The Customer Journey

A "Phygital" Wedding
This journey maps the experience of an affluent NRI bride, "Anya," living in London.

1Phase 1: Discovery (The Algorithmic Allure)

Touchpoint: Instagram & The Luxe Life Magazine.

Action: Anya sees a "Behind the Code" reel featuring Manish 

Malhotra explaining the "Digital Drape" technology. She clicks 

through to TCL's digital magazine, The Luxe Life, reading an article 
on "The Math of Magic: How AI Preserves Zardozi."

Tech: AI-driven ad targeting identifies her as a "High Earner, Not 

Rich Yet" (HENRY) with high intent for bridal wear.

2 Phase 2: Exploration (The Virtual Atelier)

Touchpoint: MM Vows Atelier on the TCL App.

Action: Anya enters the 3D Virtual Store. She interacts with TARA 
2.0, inputting her wedding date and venue (a beach resort).

Tech: TARA analyses her inputs and suggests the "Nooraniyat" 

collection, filtering for lighter fabrics like organza that suit a beach 

setting, rather than heavy velvet.3Phase 3: Consultation (The Phygital Bridge)

Touchpoint: Virtual Try-On (VTO) & Video Call.

Action: Hesitant about the fit, Anya uses the "Digital Drape" feature. 

She uploads a 360-degree video of herself. The VTO overlays the 

lehenga, simulating how the fabric bunches and flows as she turns.

Human Touch: Convinced, she books a "White Glove" video 

appointment. An MM stylist joins the call, accessing her "Golden 
Record" (unified data profile from Tata Neu) to see her preferences 

and size history.

4 Phase 4: Purchase & Fulfilment (The Trust 
Transaction)

Touchpoint: Secure Checkout & Luxe Delivery.

Action: Anya pays ¹4 Lakhs via the secure TCL gateway, earning 

Tata Neu Coins. She receives a "Digital Twin" (NFT) of her lehenga as 

proof of authenticity.

Logistics: 10 weeks later, the lehenga arrives in London in TCL's 

signature "Black Box" packaging, ensuring the physical unboxing 

matches the digital promise.



Operational Strategy

Pricing, Logistics & Technology

Pricing Strategy
Tiered Access

The "Virtual Legacy" capsule (ready-to-wear) is 

priced between ¹50k3¹1.5L to capture the 

aspirational "HENRY" segment. Bespoke bridal 

couture remains "Price on Request" or >¹3 Lakh 
to maintain exclusivity.

Pre-Order Model

Leveraging the "Slow Commerce" narrative, 

customers pay upfront, funding the production 

cycle and eliminating deadstock risks.

Logistics & Fulfilment
White Glove Service

For domestic high-value orders, TCL utilises its 

specialised "Luxe Delivery" network with 

uniformed agents trained by the Taj Group to 

ensure a premium handover.

Authentication

Every couture piece comes with a blockchain-

based certificate of authenticity to combat 

counterfeiting and enable future resale on TCL's 

"Timeless Icons" pre-loved store.

Technology Build
Genesys Platform

Used to manage the high-touch customer support, 

ensuring 100% of video consultation calls are 

answered within 30 seconds and tracking 

customer satisfaction scores (CSAT).

Adobe Experience Cloud

Used for hyper-personalisation, creating unique 

homepages for users based on their location (e.g., 

specific NRI edits for UK vs. USA).



Marketing & Storytelling

"Algorithmic Opulence" Campaign
Theme: "Where Heritage Meets Hyper-
Personalisation."
Hero Film

A split-screen cinematic film. Left side: An artisan's hand embroidering a 

Zardozi peacock. Right side: A wireframe digital mesh constructing the same 

peacock in 3D. Voiceover by Manish Malhotra: "Crafted by History. Guaranteed 
by Future."

Influencer Strategy

Leverage MM's deep Bollywood network. Stars like Kareena Kapoor (already a 

TCL brand ambassador) will demonstrate the VTO feature, showing how they 

"try on" looks from their living rooms.

Content-to-Commerce

Deep-dive editorial features in The Luxe Life explaining the 6312 week journey 

of a garment, reinforcing that the wait is a feature, not a bug.



Success Metrics

Key Performance Indicators (KPIs)
To justify the investment, the collaboration targets specific performance indicators based on TCL's historical data:

1

Conversion Lift

Target a 20-30% increase in conversion for remote inquiries by solving the 
"tactile gap" with VTO and fabric simulation.

2

Customer Retention

Leverage TCL's retention strategies to ensure the bridal customer returns 
for cross-category purchases (Home, Beauty) post-wedding. Historical 

data suggests personalised campaigns can boost revenue by 159%.

3

Geographic Penetration

Increase sales from Tier 2/3 cities and international markets (NRI), 

capitalising on the fact that 55% of TCL's revenue already comes from 
non-metro areas.

4

Customer Satisfaction (CSAT)

Maintain a 96% CSAT score for the digital consultation process, mirroring 

the high standards achieved by TCL's support teams.



Conclusion

Algorithms Don't Replace 
Artisans4They Amplify 
Them
The Manish Malhotra x Tata CLiQ Luxury AI Atelier is not just a store; it is a strategic response to the evolving definition of luxury 

in India. By marrying the emotional, cinematic storytelling of Manish Malhotra with the "Slow Commerce" operational rigour 

and AI capabilities of Tata CLiQ, the partnership creates a scalable model for selling high-value heritage to a digital-first 

generation.

It proves that in the future of luxury, algorithms don't replace artisans4they amplify them.


