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[bookmark: _Toc58860363]COMPANY BACKGROUND
The Gucci is an Italian fashion brand which is part of a Gucci Group which is being owned by the French company PPR. The company was founded in the year 1921 in Florence by Guccio Gucci and has become one of the world’s largest and leading luxury brand in the Twentieth Century (ABOUT GUCCI. 2020). The key competitors of the company are - Chanel, Prada, Dior, Hermes and so forth. On an average, it has 10253 employees working and in the year 2016, it generated revenue of € 4,378 million. Alessandro Michele is the creative director of Gucci who was previously working with the Fendi and even before appointed by Tom Ford in the year 2002. 
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The mission of Gucci is to become the market leader in the luxury brand at the global level. The brand describes itself as the cool and the responsible and along with this, it has valued themselves on the basis of their craftmanship. For the company, CSR is very crucial and an important part of its global strategy (GUCCI BRAND REPORT. 2018). The company states that it is their duty to use its position as the luxury brand for pioneering and promoting sustainability. 
The values of Gucci is embedded with the ethics and the company has started working on sustainability in 2004. Quality has always remained the main priority of the company. The target group of the company is the affluent middle to the upper class people. The consumer can be anyone who makes an investment in the fashion either like a treat or for a lifestyle. 
[image: ]
[bookmark: _Toc58860365]MEANING OF THE GUCCI LOGO
The logo of the company can be regarded as the most recognizable in regard to the luxury branding. Aldo Gucci who is the son of the founder of the fashion house Guccion who joined the company in 1933 had designed the logo for his father and the sue of the two G’s is in direct reference to the initials of the Guccio Gucci which is a memorable way to depict the significance of the founder in a timeless manner. 
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Product
Gucci has been known for its excellent services along with the supply of the qualitative products. The management of the organization is having a keen sense of the fashion which enables them to keep the grip firm on the market even at the time of changing times. In the initial years the company usually dealt in the luxurious leather goods but then later on shifted to other products as well (Bilro, Loureiro and dos Santos, 2019). The features and the images of the product of the company is unique, differentiating, and good in quality in comparison to its competitors. These characters tics are the major factors which has contributed towards the greater sales. The designs of the company are innovative and precise with the sage of the technology and has created the products which are very beautiful and unique. These products of the brand involves the fashion for both men and women which are fashionable, elegant and classy. 
[image: Gucci Information Guide]
The shoes are planned with heaps of care so a positive style explanation can be made. The watches are all around planned and the shimmering Jewelry is made with exquisite capability. All the Handbags are refined and rich. The babywear is agreeable and popular. Eyewear is snappy and fragrances magnificent. It Ohas a wide categories of home items that incorporates bedding, furniture and backdrop. Gucci serves all its selects items with the assistance of all around prepared proficient salespersons and that to in an extremely appealing bundling. Thus, the wide range of products being offered by the brand has resulted into making it a tough competitor for the rival and resulting into increasing the competition in the market. Along with this, it grabs the attention of the large group of people with its unique and flaunting designs which adds to their status and prestige.
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Pricing strategy
Gucci has implemented the premium pricing policy which is due to the reason of its superior quality product. The band is being associated with the higher quality and the premium pricing which results into making it a status symbol. 
And  after all that the organization has attempted to bring to the table some discounting offers on special  things at a selected time, particularly on internet buys to accumulate more deals and to keep their unwavering clients satisfied (Helmold, 2020). To expand its incomes the organization has followed the strategy of differentiating the different items and brands and under this, they have attempted to keep a reasonable price strategy along with the premium policy. Gucci's clients are not influenced by this since they get great items. Gucci attempts to offer discounts time to time to improve deals and keep their faithful clients cheerful.
Place & Distribution Strategy
Gucci has been working on effectively optimizing its existing network in order to drive the organic growth and profits. The company operates in the Europe, USA, Asia, Australia, and the other middle east nations. The major operation functions of the organization or the brand is to merchandising, promoting and communicating and store planning. The main collateral aspects pertaining to the Gucci’s business is being managed by its staff functions such as HR, CSR, finance, corporate matters and legal affairs (Serdari, 2020). From the stage of the product development to the technical part, the supply chain of the brand is very much efficient and provides assistance in delivering the product with the use of the latest technology. Its has already opened more than 500 directly operated stores along with this, it has one directly operated online store as well which is operative in 28 markets. The brand is having limited number of franchises and the specialty stores by which it sells out is products. The stores are being located at the expensive up street location’s which is being selected keeping in mind the clients. The outlets are visually very attracting and offers a great and relaxing experience to its customers. 
To create their look  and hold control around these stores the association takes a proactive and direct part in its opening and movement. Gucci has  opened a various retail sources at various essential zones all across the world. A segment of its normal sources is at London, Paris, New York, Rome and Tokyo. Yet more than 70% of the arrangements are driven in these sources, the association also makes huge revenue through its electronic displaying. Gucci has an official website that handles all its web sales through extraordinarily arranged specialists. The association has moreover extraordinary tie-ups for a segment of its checked things with noticeable retail chains in different generally global upmarket regions.
Promotion
With the core purpose of creating a separate and distinguished entity, the brand has look for making a huge amount of investment in the area of promotion. It has adopted the marketing strategies which is innovated for tackling with the changing business environment (Grassi, and Wigley, 2018). For the purpose of appealing the newer generation of the customers of Gucci, it has initiated an experimental marketing for its loyal customers who has been in connection with the company for a very long time. But along with this, it has kept on the traditional marketing approach with the aim of retaining them. There are cases where the company has used the certain controversial strategies for the purpose of promoting its products like in the advertisement of its perfume “Opium”, it posted a naked image of the model name Sophie Dahl which helped the organization in gaining huge media coverage and this has resulted into creating more than expected brand awareness along with its products. 
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Gucci has a big list of the celebrities and the other international clients who are being connected or in touch with the brand since its establishment. The list of legendary clients includes Jackie Kennedy, Hepburn along with Grace Kelly (Cabigiosu, 2020). Within its marketing activities, the brand has introduced the handbags named as “Jackie O” which is a big hit. In the current time, the American models and actors like Blake Lively and Charlotte Casiraghi is also being linked to the brand as its ambassadors.
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In the year 2018, Gucci used top photographers such as Petra Colins and Glen Luchford for its spring campaign in which it has taken an alternative and anew approach to campaign in which art is being used. With the help of digitally created images, the brand shares the blend of the Italian Art with a modern twist. The images are so nice that it requires a closer look to see that they are the paintings. 
[image: ]
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