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1. Introduction
Covid-19 had a big impact over the world and over many companies. Because of lockdown, the physical stores were affected with the sales because they were closed, and people started to be shopping online but not as much as they used to do into the physical stores. The virus had a negatively effect on the fashion world, being worse during the fall 2020 fashion month season, causing brands and design houses to close their doors and reschedule upcoming runway shows. Capri Holdings Limited, the company that owns Michael Kors, Versace, and Jimmy Choo, has closed 150 stores in China and first-quarter revenues for 2021 are expected to fall by 70 per cent. The company had a 6 per cent increase in revenues for the full 2020 fiscal year. With fourth-quarter revenues down 11 per cent, losses for the period totalled $551 million, compared to $19 million profit the previous year. 


2. Marketing and Marketing Process
Marketing’s Definition: the action or business of promoting and selling products or services, including market research and advertising. (Source: Oxford Dictionary)
A Marketing Process is many moves that admit organizations to recognize customers issues, examine market opportunities, and produce marketing materials to get to the target audience. The Marketing Process it has many elements as following: strategic marketing analysis, marketing-mix planning, marketing implementation, and marketing control. Source: Bergstrom, B. (2019) ‘How To Document the Entire Marketing Process In 6 Simple Steps’, Coschedule blog [blog]. 21 August. Available at: http://coschedule.com/blog/marketing-process (Accessed: 14 December 2021)
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Source: Weller, J. (2017) ‘The Definite Guide to Strategic Marketing Planning’ Smartsheet. Available at: http://smartsheet.com/strategic-marketing-process-and-planning (Accessed: 14 December 2021)

3. Situational analysis
A situational analysis or a SWOT analysis is a group of many ways to analyse the internal and external factors within an organization. It is allowing to utilize market research to analyse the growth of the organization, define the possible customers, rate your competitors, and analyse the state of the organization. The key factors of the SWOT analysis are: 
· Strengths: solid points within the organization or brand, their products and services and marketing programs.
· Weaknesses: the points where the organization can evolve and improve as products, brand imagine and marketing programs.
· Opportunities: the ways the organization or brand can use for a bigger success and new tactics to get to customers or a new target market to join.
· Threats: The external factors that can have a negative impact within the organization or the brand, having an impact on sales and profitability, and sure can affect the brand imagine.
Source: Indeed Editorial Team (2021) How to Complete a Situational Analysis (With Definition and Elements). Available at: http://indeed.com/career-advice/career-development/situational-analysis (Accessed: 14 December 2021)

4. Objectives
Marketing objectives are quantifiable objectives that outline what the end results of the organization’s marketing strategy should be. Their first intention is to guide the organization’s marketing efforts toward set milestones. The best objectives need to line up with the organization’s business plan and supplement the organization’s overarching business goals. 
Source: Available at: http://podium.com/article/marketing-objectives/ (Accessed: 14 December 2021)
5. Strategy
A market strategy is an organization’s business plan to get to possible buyers and turning them into customers of their product and services. A marketing strategy contains the organization’s value proposition, key brand messaging, data on target, and customers demographics. The biggest desire of a marketing strategy is to reach and communicate a sustainable competitive advantage over rival organizations by understanding the needs and wants of the customers. 
Source: Barone, A. (2021) ‘Marketing Strategy’ Investopedia. Available at: http://investopedia.com/terms/m/marketing-strategy.asp (Accessed: 14 December 2021)

6. Implementation and control
Marketing plans for implementation and control are processes applied within the company to achieve the goals and the strategic objectives. The most important steps are organizing and directing people. To achieve these objectives, it needs a clear list of activities to be done, people responsible for the occupations and the methods that they need. These steps can be running ads, opening a website, or promoting through another channel. The implementation needs to be done properly, otherwise the company will not achieve its objectives and goals. The implementation of the marketing plans needs to be done in the correct time and sequence for success.
To control the marketing plans, it needs to observe and estimate the marketing ocupations, record, and report of any issue to management who will take further decisions based on this information. The marketing plan needs to be evaluated with quantitative numbers and qualitative numbers. The quantitative means the numbers of sales obtained, customers reached, and dollar amounts achieved. Qualitative numbers mean to measure the customer satisfaction. The data needs to be examined to see if the company reached its strategy objectives or not. If it is, the strategy can be continued for more success, and if not, changes need to be done to improve the results and performance. 
During the process, managers need to ensure correct use of capital, human and marketing resources of the company. 
For a good management, the focus needs to be on: 
· Leadership – the best managers need to get involved in the process.
· Coordination – all the departments need to have a good cooperation.
· Communication
· Human resources – the best team need to be created, trained, and evaluated often.
· Organizational resources – IT system needs to work properly.
· Motivating – the team needs to be motivated, working in a nice environment to achieve the goals.
· Organizational structure – the relations within the company between organizational departments, processes, and formalization.
· Organizational culture – observe the market, values, and customers.



Types of marketing control: 
· Annual plan’s control – made by mid-level management (sales analysis, market share).
· Profitability’s control – made by marketing controller (the profitability of the products, area, customer segment).
· Efficiency's control – made by marketing executives, line managers and HR department (the efficacy of the sales staff, advertising, sales, promotion, distribution).
· Strategic control – made by top manager of marketing auditor (focusing on the effectiveness of marketing, marketing audit, the judgement of marketing excellence).

7. The Macro Environment 
A Macro Environment is a set of external factors that affect a business development effort either positively or negatively. (Source: http://myaccountingcourse.com/accounting-dictionary/macro-environment ).
These elements have a big impact over the business, and they are uncontrollable. These factors are grouped like macro because they are affecting the economic system as a whole and not just the business market. Economic growth, inflation, social conditions, interest rates, government policies, technological developments and climate changes are few of these components. The Macro Environment is very dynamic, and the PESTLE (Political, Economic, Socio-cultural, Technological, Legal and Environmental) analysis is one of the most understanding analyses to understand best the Macro Environment. 
Political forces of Versace:
· For a foreign market, political risks can occur.
· Political problems from China for the company.
Taking into consideration this characteristic, first should be answering questions connected to the stability of the political situation in the market. Second, the impact of local laws and regulations on organizations, then organization’s ethics, taxes, fees, customs, and other state contributions that differ from country to country. Besides, the labour law and its functionality, market barriers, health issues, and tax policy should make part of this domain.
Economical forces of Versace:
· Exchange rate fluctuations can be affected by foreign currency.
· Costs and trade tariffs can be affected by impact of volatility.
· Covid-19’s impact over the worldwide economy.
The impact of economic factors on organizations should be seen through the way of financing offered by banks, interest rates in individual countries, exchange rate, quality cost, inflation rate, price and quality of labour and energy. 
Social forces of Versace:
· In fashion world, social media has a big influence.
· In luxury fashion, the millennials are the highest spenders.
These factors can be the following: demographic structure, religious influence, national culture, level of education, and structure of education. 
Technological forces of Versace:
· Vulnerability of cyber security systems.
· ERP implementation to strengthen supply chain.
This area is important because the big use and accessibility of IT tools are a must within the organizations. Through this area, most examined are the following: level of technology development, innovation, level of equipment flexibility, automation level, technological motivation, technological development strategies, etc.
Legal forces of Versace:
· Import restrictions and governmental regulations.
· Fluctuation in tax law across markets.
· Variation in law related to shareholder’s rights.
The considered legal factors are laws, regulations agencies, requirements, regulations, standards, labour regulation, capital flow.
Environmental forces of Versace:
· Driving luxury fashion through sustainability.
· Ensuring adherence to various environmental and liability laws.
Biggest ecological factors are the way that human behaviour affects the natural resources: biodiversity, recycling of raw materials, control and minimization of air, soil, and water pollution. Sustainable organizations relations with others, as equitable treatment with suppliers, employees, etc.
Source: Matovic, I.M. (2020) ‘PESTEL Analysis of External Environment as a Success Factor of Startup Business’. Available at: http://society.education/wp-content/uploads/2020/10/015IM.pdf (Accessed: 14 December 2021)
The Macro Environment can have benefits as following: 
· The company can anticipate future incidents, threats and opportunities that can appear.
· The company can help its workers to be more productive and more skilled.
· The company can reduce the industrial conflict and have a bigger productivity.
The Macro Environment also can face some challenges like income levels are changing, political changes, socio economic problems and challenges, labour restrictions, etc.
8. SWOT analysis of Versace
A situational analysis or a SWOT analysis is a collection of many ways to analyse the internal and external factors within an organization.
SWOT analysis of Versace shows the brand by its strengths, weaknesses, opportunities, and threats. The strengths and weaknesses are the internal factors, and the opportunities and threats are the external factors. 
Versace’s strengths:
· Versace has exclusive and breath-taking clothes collection.
· Versace have 80 or more exclusive boutiques worldwide and the main one is in Milan, Italy.
· The company is recognized globally and has very well-established brand-imagine. 
· Offers a big variety of high quality and original luxury products. 
· Versace’s products are worn by all stars all over the world.
· The company has 500 employees with an expert team of designers and stylists.
· Variety of products also includes watches, perfumes, eyewear, bathrobes and many more.
· Versace has maintained a strong legacy since 1978 when it was inaugurated. 
· Leadership: Gianni Versace was a good leader, and he was able to match with the exact needs and wants of the market. 
· Engagement of the customer: Versace’s customers are devoted and sure of the product’s quality. 
· Multiple channels: The company has its own website, 1500 whole sellers and the retail segment where it owns and operates 200 boutique stores.
· The Versace experience: The company opened many hotels with the label Versace Palazzo where the customers can have a Versace experience.
· Multiple segments: The company has products for all genders and ages. Donatella Versace created a collection for younger persons called Versus and Young Versace. 


Versace’s weaknesses: 
· Fake products and replicas affect brand-imagine.
· Because of the competition it is a big variety of brand switching and restricted market share growth. 
· Price: The prices are very big and only persons from the highest strata of the market can afford them. This put more pressure on the company because the products need to be worth the money.
· Demand and supply mismatch: The demand is low and very specific, and it is hard to satisfy the customers because they have specific expectations. Sometimes, the supply can be more than the demand and makes the company to sell the products with low prices.
· Poor penetration in Eastern cultures: Being a European fashion brand is hard to understand the Eastern culture and tastes of the consumers.

Versace’s opportunities:
· The online retail and E-marketing are more important nowadays because of the pandemic and can become prospective markets for the company.
· People love high quality products and looking good, and for that is a big request for luxury products.
· Unique and stylish designed products can join the market.
· Global expansion to emerging economies where people have big purchasing power and are affluent.

Versace’s threats: 
· Because of Covid-19 people are not spending so much money on luxury products.
· Other brands can copy and produce similar goods but with lower prices.
· Growing competition can reduce Versace’s selling. 
Source: MBA Skool Team (2020) ‘Versace SWOT Analysis, Competitor & USP’. Available at: http://mbaskool.com/brandguide/lifestyle-and-retail/2832-versace.html (Accessed: 14 December 2021)
SWOT Analysis can have many advantages like it is beneficial in evaluating a business process, a market product, or the implementation of a technology. It can be a neutral analysis where it can be identified factors that are favourable or unfavourable for the objective’s achievement. 
The disadvantage of SWOT Analysis can be that the analysis does not provides any mechanism to classify the importance of one factor versus another. 
9. Segmentation
Market segmentation focuses to observe targeted category of customers to tailor products and branding with a technique that is favourable for the group. Markets can be divided in many groups such as geographically, demographically, or behaviourally. Market segmentation supports the organizations to minimize the risk by finding out which products are the most likely to earn a share of a target market and the best ways to market and deliver those products to the consumers. Source: Tarver, E. (2021) ‘Market Segmentation’ Investopedia. Available at: http://investopedia.com/terms/m/marketsegmentation.asp (Accessed: 14 December 2021)
The demographic part shows that Versace is targeting young and active customers from 18-30 years old. Versace’s audience shows heavily Millennial, they are 47% more likely than average population to be older Millennials (aged 25-34), and 32% more likely to be younger Millennials aged 18-24. Versace attracts younger Gen X consumers as well, as they are 23% more likely to be aged 35-44.
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10. Targeting
Versace targets the upper-middle class families, upper-high class, wealthy-rich and celebrities that can afford to buy the products. 
Targeting is a marketing strategy that divide a big market into smaller parts to focus on a particular sector of consumers within that audience. It shows a part of the consumers based on their unique attributes and focuses to only serving them. 
Source: Yesbeck, J. ‘Targeting Marketing’ Alexa blog [blog]. Available at: http://blog.alexa.com/targeting-in-marketing/ (Accessed: 14 December 2021)








11. Positioning 
Digital Marketing Map
Figure 3 [image: Diagram
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The horizontal axis labels are old and young people, and it shows brand’s target customers. The vertical axis labels are modern and traditional, and it represents the levels of success of the main competitors digital marketing strategy. The map shows Versace’s digital marketing position and the advantages of the competitors.

Competitors Map
Figure 4[image: Diagram
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The competitors map reflects the overall performance of Versace’s competitors. The horizontal axis labels are modern and classic, and it shows the overall imagine of the brand, including production, design style, and marketing. The vertical axis labels are exclusive and accessible, and it shows the price of each competitor. 


12. Versace’s Marketing Strategy
Versace’s Marketing Strategy analyses the company with the marketing mix framework which covers the 4Ps: Product, Price, Place and Promotion). Other marketing strategies can be product innovation, pricing approach, and promotion planning. These strategies help the company to grow and to achieve its business goals and objectives. 
Versace’s Product Strategy:
Gianni Versace always wanted to create current and most in vogue products from the start of the brand, so he had the first collection for Callaghan, Genny and Complice. That was the moment when “Gianni Versace Donna” came into existence in 1978. The brand started with clothes for men and women, but it has expanded to jewelry, accessories, and home furnishings. After Gianni was murdered, Donatella Versace took the ownership and started to create products for young people and launched the collections “Young Versace” and “Versus” in 1993. Versace had a huge success, and the products are well known for their individual designs and latest trends in the fashion world. The product portfolio is bigger nowadays including all sorts of products like clothing, bags, eyewear, earrings, shoes, accessories, wallets, phone cases, bathrobes, scarfs, keyrings, coffee cups, and many more. Products expansion makes the brand more successful and ensure its growth. 
Versace’s Price Strategy:
Versace is attracting people with high purchasing power and with urban lifestyle. The price is equal with the quality and design of the products. This type of marketing mix pricing strategy is called premium price or skimming price where the brand focuses on the customers that are willing to pay a high price to get quality products for their wants and needs. For this premium price, Versace provides exclusivity and high quality of the products. 
Versace’s Place and Distribution Strategy:
Until 1991, Versace had stores only in Italy, and the first store outside Italy was opened in Glasgow, Scotland. After the opening of the first store outside of Italy, the brand started to expand all over the world. 
Versace’s products are sold in more than 200 company-owned boutiques and some 1000 other shops in 60 countries worldwide. The company provides direct and indirect distribution. Direct distribution into the Versace’s stores and website and indirect distribution into the other stores and other websites. Versace has a selective distribution strategy that means a producer is using a few numbers of outlets in a geographical area to sell products. For example, Versace has three or four outlets in the Mumbai, what makes Versace have a selective distribution. Versace is a vertically integrated retailer, it designs, manufactures, and distributes the product itself. 
Versace’s Promotion and Advertising Strategy:
Promotion is a very important part of any company. Over the years, Versace has applied different promotional strategies to attract a larger market of customers and bigger segment. 
Gianni Versace employed top models, turning girls like Naomi Campbell, Claudia Schiffer, Cindy Crawford and Kate Moss into supermodels and global celebrities. Artists like George Michael, Eric Clapton, Elton John, and Michael Jackson were the earliest clients of Versace. Princess of Wales and Princess Caroline of Monaco worn Versace’s dresses. For award ceremonies and gala appearances, actress and singers like Jennifer Lopez, Beyonce and Penelope Cruz were wearing Versace. He has a long history of promoting his creations through celebrities. Fashion websites and magazines like Vogues and GQ are Versace’s marketing channels. The company did not have yet started using television advertisements for promoting. Nowadays, Versace does not need any promoting because its name is more than enough, but the brand always paid a lot of attention by creating its name synonym with luxury. 
To promote the luxury brand more, Versace opened a chain of hotels where you can have a luxury Versace experience. The hotels make the brand be more visible for the top market of the society. 
Versace is using seasonal sales twice a year. This sale is notified for the customers with a personal invitation before the sale starts, to maintain the exclusivity of the brand. 
The shipments are small and regular, and they are made to keep the inventory fresh; encouraging the customers to buy urgently and to come to the store aften to check for new products. To become a global brand, Versace applied measures like bar coding, online shopping and computer, aided purchases, all made to increase sales. The company is still nowadays a global brand.
Differentiated target marketing is a process which is happening when a company focus at the same time on many different market segments, in most of the cases applying different strategy for each. Versace is using this strategy process for its products. 
A concentrated marketing strategy is referred to one specific market segment or audience. The company, for example, can launch a product for a specific age, like teenagers, or a retailer can offer its services to customers in a specific area.
Versace is using this strategy as well, the company launched a collection for kids, for example. 
For a brand extension, Versace chose to open a luxury hotels chain in 2000. Donatella Versace made all this to happen, and she was supported by many teams like architects and interior designers to create the first Palazzo Versace resort. The company did it for a better approach with the customers and for a Versace experience, enjoying all the Versace design inside the hotel, and all their products. It is called a Versace experience because all around you it is about Versace. 
For promoting their new products, like perfumes, the company made TV adverts. The recent one, made in 2020, Versace is using models for the campaign and for the TV advert. Bella Hadid and Hailey Bieber are the celebrities that appeared in Versace Fragrances TV Commercial.







13.The Ansoff Matrix
Figure 5[image: Diagram
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Source: Ansoff, H. Igor (Sep-Oct 1957). “Strategies for diversification”. Harvard Business Review, Vol. 35 Issue 5, pp. 113-124

According to the Ansoff Matrix, Market Penetrations is the least risky growth way for a business and Versace is using this strategy. The company wants to evolve using its existing offerings in existing markets. Versace is trying to increase its sales for the present products by presenting the products more obvious using promotion and distribution. The company could try to use loyalty cards as well. It can be a new attraction for the existing customers or new ones. 
Diversification is the most unsafe growth for a company because it requires new offers in new markets. Versace had in the past a collaboration for a Lamborghini car and the company could have a new collaboration for motorbikes or yachts, it could be a new product for a new market, the top market of the society. 







14. Conclusion
Versace is a luxury brand because it is relatively exclusive, expensive, and preferred by the world’s stars, and it is well known for the high-quality products. Today, the Versace label lives on, and it still holds true to the earlies foundations established by Gianni Versace. Versace is worn on the red carpet and like that it has been in the limelight for years, being an haute couture brand. 
The fashion world is a competitive one, with many brands fighting for the top position. 
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