[image: ]

Master of Business Administration 
Student Name         : Abhishek Rohitbhai Joshi 
Student ID               : 2428123
Module Name         : Dissertation proposal  
Module Code           : LCMB7035
Supervisor name     : Amir Homayounfard
[bookmark: _Hlk193375745]Submission Date     :  07/11/2025


Dissertation proposal
EXAMINING WHETHER THE BRAND RE-POSITIONING STRATEGY OF GUCCI TO ATTRACT YOUNG CUSTOMERS FROM TRADITIONAL LUXURY STYLE IS A SUCCESS OR A BARRIER TO GROWTH
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Introduction
Background
This particular research will aim to analyze the repositioning aspects of Gucci, which is an Italian Luxury brand well-known for its heritage and craftsmanship, while assessing if their strategy for transition from traditional luxury aspects towards a younger, digitally influenced, and inclusive aesthetic approach can be a successful measure for their growth or become  a potential barrier. According to Niosi, (2021), repositioning is the process of a brand to position it in a manner to the target market, so they can consider the brand differently and anticipate various expectations and experiences. In the context of Gucci, they have focused on extensive shifting of their aesthetics, communications, and even retail experience aspects, with a particular focus on their target consumer segments. Gucci had been focused on exclusivity and focused on refining the Italian luxury context with its mature consumer base. Yet in 2014, the brand faced major issues, including a decline in profits and operational issues. This forced them to reposition their brand to appeal to more younger, tech-savvy consumers. After this re-positioning effort from 2015 to 2019, Gucci faced major growth with sales doubling from $4.2 billion to $10.4 billion (Danziger, 2024).
Aim
This research aims to assess the effectiveness of the repositioning strategy of Gucci in terms of attracting the younger consumer base while retaining its traditional luxury style.
Research question
· Was Gucci’s repositioning strategy effective enough to alienate its established, traditional luxury customer base in terms of purchase behavior, brand affinity, and perception of the new, maximalist aesthetic among Millennials and Gen Z customers?
Research objectives
· To examine ways in which the repositioning strategy transformed Gucci in terms of product design, marketing communication and experience in retaining young consumers
· To determine the extent to which the repositioning was successful in making both old and new Millennial/Gen Z buyers feel alienated or in increasing affinity towards traditional luxury styles
· To prescribe ways of maintaining brand equity and cross-generational customer loyalty.
To achieve this aim and research objectives, the study will utilize a secondary qualitative data collection approach. For this, information that is already published will be drawn from several distinct sources so as to triangulate the success or potential barriers of brand repositioning strategy of Gucci in attracting the younger customer base. In this methodological context, the research aims to consider a descriptive content analysis context to ensure use of verified data.
[bookmark: _heading=h.dw4zj7af940v]Literature review
In the context of the literature, the extensive analysis of existing data bases will potentially focus on research for luxury brand repositioning, younger consumer behaviors, and others, with a particular focus on the evidence in relation to Gucci’s repositioning. In the context of luxury repositioning, luxury brands are more focused on engaging Millennials and Gen Zs as these segments are major factors of growth. This can be supported by the claims of industry reports, which showcase that Millennials and Gen Z are dominating the luxury goods spending market. With reports showcasing affluent Millennials and Gen Zs developing 65% of the total luxury market spending ($333) in 2022, and are further expected to consider making up more than 80% by 2030 (cdnhl, 2025). This complete shift and trend have pushed luxury brands to reconsider their traditional exclusivity models and consider digital engagement approaches. With a focus on factors like individual expressions, influencer impacts, and values like sustainability and inclusivity, the younger consumer groups are showcasing wider considerations in their luxury shopping, contrasting the only focus on craftsmanship and heritage. Furthermore, in terms of digital marketing and luxury brand relations, the luxury sector has been facing and going through a vast change in relation to the digital context, especially after COVID-19, which significantly enhanced the adaptation and cruciality of online and social media channels. According to the study focused on Gucci’s digital marketing strategies done by Lu, (2024), has identified that the company utilized big data for personalized experiences, optimized their campaigns, and utilized their online-to-offline strategies, with a focus on their luxury digital transformation.
Although social-media strategies like influencer collaboration and or electronic word-of-mouth can majorly impact consumer perceptions and purchasing behaviour, it can also have a negative reputational impact if not properly managed (Valmohammadi et al., 2025). This is especially crucial for younger consumers due to their major alignment with social media usage. In this context, various studies have also shed light on Gucci’s strategy in an in-depth manner. For an example, the study of Wang (2023) has shed light on the fact that Gucci captured the young  consumers through their digital marketing and various social media applications and celebrity culture. This eventually increased their exposure to the younger segments. In this context, risks also need to be considered among brands like Gucci. Repositioning of a luxury brand can include major risks. Younger consumers can showcase lower brand loyalty due to novelty and trend focus over long-term stability. This can potentially develop risk for finding the younger consumers not being long-term loyal in contrast to legacy consumers.  In this context, further research on Gucci can be considered. A relevant study on the brand’s focus on young consumers and their purchasing behaviour raises concerns for balancing the classic and trendy design philosophical aspect (Wu, 2022). Furthermore, the repositioning of luxury brands should be focused on the authenticity aspect in making approaches relevant to youth-focused values like digital and inclusiveness, while further managing their craftsmanship and heritage for luxury consumers.
Regardless of these studies, it is crucial to consider that there are still gaps remaining in terms of empirical research that particularly focuses on analyzing long-term outcomes for the repositioning strategies for luxury brands. Existing literature lacks a focus on measuring both the growth-related benefits from young segments and the potential isolation of traditional segments in various quantifiable aspects like loyalty, purchase behaviour, and others. Thus, to fill this gap, this research will combine the brand performance aspects with a particular focus on secondary data for analyzing if the repositioning is sustainable for the long-term and beneficial for the overall growth of Gucci.
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Research design
A qualitative descriptive research design will be utilized in this research. This approach is found to be suitable in gaining a basic and comprehensive idea of a phenomenon, which is also referred to as a "straight descriptive summary"(Ghanad, 2023). To align with this, the study will gather secondary data sources that effectively describe the entire process of Gucci’s brand repositioning strategy. In this context, the choice of qualitative approach will be beneficial for providing evidence-based description on the brand positioning context. This, in turn, will provide a more in-depth and supported understanding. 
Inclusion and exclusion criteria 
Since this study will rely on secondary data, therefore, there will be no target population for this research. Rather, this study will focus on a list of criteria that will govern selection of relevant data sources for the Thematic Content Analysis to be conducted in the later stage. Consequently, documents published on and after 2021 will only be considered, indicating the fact that only updated information will be included for understanding the actual awareness of Gucci’s luxury goods. Any peer-reviewed academic articles or industry reports that fail to explain the luxury brand strategy will be excluded. 
Data collection
In this study, the data collection method will not involve generation of primary data like interviews or surveys. Rather, focus will be given on rigorous selection, retrieval, and documentation of existing materials. In accordance with the ideas of Stock and Singh (2023), it can be stated that this data collection method enables employing a systematic and multi-step process to gather, and filter various types of secondary qualitative data. This characteristic of this type of method ensures the entire research process to be transparent, replicable, and aligned with the Inclusion/Exclusion criteria. There will be an extensive focus given on secondary data, including reports of Gucci and the parent company, Kering, as a support to the chosen research approach. Searching for relevant scholarly materials from secondary sources will use Boolean operators, such as “AND” and “OR” in databases, such as Google Scholar. Apart from this, online sources such as websites of major consulting firms will be sorted for gathering relevant industry reports on Gucci. It will include items measuring including purchase intent, brand perceptions for Gucci, digital marketing influences, new design aesthetics preferences, and the relation between the brand’s heritage and the new youth-focused approach. 
Data analysis
Followed by the screening of relevant data sources for this secondary study, the thematic analysis method will be used. This is one of the most commonly used methods that enable proper identification, analysis, and reporting of relevant patterns within data. A total of 4 themes will be prepared, by considering alignments with the research objectives. Through this complete analysis, the study aims to analyse the actual fact on whether the repositioning strategy of Gucci has led to potential growth and ways in which it is considered from the perspective of young consumers.
Ethics and reliability
To maintain proper ethical guidelines, it will be ensured that information gathered from secondary sources are properly acknowledged with the help of in-text citations. All these gathered data will be utilized for the academic research purpose only, while ensuring effective protective storage of it. Considering it to be a crucial stage for any research, it is to be ensured that no self-biased data is used (Xu et al, 2020). 
[bookmark: _heading=h.2b3vizc85vn3]Expected findings
It is anticipated that this research will find relevant evidence that Gucci’s repositioning towards younger consumers has been majorly effective in developing increased engagement and even positive perceptions among the selected Gen Z and Millennials. The secondary information to be collected is anticipated to showcase whether young respondents are considering favourable brand perceptions regarding the new aesthetics of Gucci, with a focus on higher purchase intentions and effective digital and social media channel marketing. Thus, considering all of these, it is anticipated that the findings will showcase how Gucci’s repositioning has been more aligned with the beneficial side for their year-on-year growth. However, there is also a risk for this as a barrier for growth if not being managed properly, especially in relation to the youthful relevance and heritage luxury factors.
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In this context, there are various potential limitations that can affect the study in a diverse manner. For example, the use of secondary data restricts the findings to consider most trending aspects of Gucci’s brand positioning strategy. At the same time, this study lags behind in terms of considering generalizability of the findings, which could have been achieved by considering a wider applicable population of luxury consumers. Furthermore, the study is focused on young consumers who are between 20-40 years and does not include the traditional Gucci consumer base. There are quite less chances to collect and find secondary sources that have actually researched the perceptions of consumers from the traditional base of Gucci’s heritage context. Finally, the keen focus on Gucci will also hinder the generalizability of the findings to wider and other luxury goods companies.
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The above proposal has shed light on exploring the fact that the strategic repositioning of Gucci as a more youthful brand has been a success for them or has developed a barrier for future growth. With the consideration of recent and relevant literature regarding luxury consumer behaviours, digital marketing innovations, and brand reposition, the study will shed light on younger consumers’ perspectives and their purchase intentions. With potential expectations of the findings to showcase positive aspects, there can be further risks for analyzing the risk of loyalty hindrance, isolation of legacy consumer base, and others. The complete results of the research will provide crucial understanding to luxury brands like Gucci for managing the general shifting and repositioning strategies in the rapidly evolving market.
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