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It is the long-term direction, strategic moves, and business approaches that determine whether a company succeeds or fails. Competitive success in the market is more likely to be achieved when a business strategy is effective.
Prada's unique features and prestige are derived from its distinctive process management, which enables the Group to offer its customers products of unmatched quality, creativity and exclusivity. Through these values, our family business has grown into one of the biggest luxury companies in the world.
The aim of this paper is to take a close look at the different phases of the Prada Group's business model development, in order to analyse the nature and development of the luxurious Italian brand Prada, and the various stages of change that characterise its evolution, as well as management choices and competitive strategies. 
As well as providing information about luxury branding and the main elements of creating a luxury fashion brand, the paper gives readers a brief overview of the concept of luxury goods and fashion industry.


[bookmark: _Toc100649709]Prada is concerned about 2020 after a strong 2019
A positive 2019 is overshadowed by negative outlooks as the impact of the Coronavirus remains unclear.
As with most luxury brands, Prada closed a momentous financial year on a promising note, but the outbreak of Covid-19 could slow its progress in 2020.
The operating profit of the group declined by 5.3% to €306 million due to higher operating expenses, including more expensed on media, events, and labour. With activations like Prada Mode, an international social club that made its way to Hong Kong, London and Paris, and the limited-edition Prada for Adidas collection, the Prada Group has focused on creating brand momentum. In addition, the group has invested in 120 renovation and relocation projects for its retail network. 
(ANNACHIARA BIONDI 18 MARCH 2020)
The coronavirus outbreak has "interrupted" Prada Group's growth as well as that of many other fashion retailers, according to the luxury fashion house.
We have made significant progress in 2019. Investments and operational initiatives have translated into brand heat and sales over the past few years, said Prada group chief executive Patrizio Bertelli.
According to Bertelli, despite the strong results, the beginning of this year had already been affected by the Covid-19 pandemic.
He stated that the Coronavirus outbreak has disrupted the company's growth trajectory.
Although the outcome of the epidemic is difficult to predict, we expect it to negatively impact our results this year. Taking advantage of our flexible supply chain and lean organization, we are developing a comprehensive contingency plan to mitigate the impact."
Sales trends in China are improving, the group reported, as the country begins to recover from the pandemic.
As Europe is one of Prada's biggest markets, along with Asia, it is likely that the lockdown will have an impact on its sales. This is especially true in fashion capitals like Paris and Milan.
 (Georgia Wright- March 20, 2020)

[bookmark: _Toc100649710]Marketing
Marketing deals with customers more than any other business function. The simplest definition of marketing is this: Marketing is engaging customers and managing profitable customer relationships. Marketing has the dual objective of attracting new customers and keeping and growing existing ones by providing value and satisfaction. (Kotler,Phil T., et al 2019)
 Most people think marketing is simply selling and advertising. There are TV commercials, catalogues, sales pitches and online pitches bombarding us every day. Marketing is much more than just selling and advertising.

The definition of marketing is the process of creating and exchanging value with other people in order to enable individuals and organizations to achieve their goals. As part of marketing, businesses build profitable, value-filled relationships with their customers. In other words, marketing is the process by which companies interact with customers, build relationships with them, and capture value from them.

[bookmark: _Toc100649711]Principles of Marketing
Marketing has more to do with customers than any other function in a business. The simplest definition of marketing is this: Marketing is the process of engaging customers and managing profitable customer relationships. Marketing's dual goal is to attract new customers by offering superior value and to keep and grow existing customers by providing value and satisfaction. Over 1.5 billion people use Facebook every day to stay connected and share with the people in their lives. 
Marketers are all around you, so you already know a lot about them. There are still plenty of old-fashioned ways to market to your customers: You see it on your local shopping centre shelves, in the ads on your TV screen, in your magazines, or in your mailbox. Marketers, however, have embraced a variety of new marketing approaches in recent years, including inventive websites, smartphone apps, blogs and online videos. Unlike traditional marketing, these new approaches go beyond simply blasting out messages. Direct, personal and interactive, these approaches effectively reach your attention. In today's marketing landscape, brands want to enrich your life through their brands. They seek to make their brands part of your everyday life. (Kotler, Phil T., et al. 2019)

[bookmark: _Toc100649712]The marketing process
The process of engaging customers, building strong customer relationships, and creating customer value, so that companies can capture value from customers. (Kotler, Phil T., et al 2019)
The Marketing Process is divided into two major parts: activities that provide value to customers make up the first part. There are four major steps in this process. The first one is the largest and most significant. Through the second part of the Marketing Process, the company is able to capture value from customers. Below is a diagram that illustrates the steps. (Maximilian Claessens 2015)
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In Situation Analysis, you identify opportunities and challenges that can be met by your organization, services, or products, both internal and external. This technique can also help you determine the extent of an issue.
Having identified these, you can then plan the route from where you are to where you want to be based on your findings.
Performing a Situation Analysis can be done at any time, but it's especially important before implementing a new process or starting a new project. By doing so, you can determine the best course of action and move forward without wasting time or energy repeating yourself or making mistakes. (Georgina Guthrie 2022)

[bookmark: _Toc100649713]Marketing objectives are the goals a brand aspires to achieve. As well as stating the marketing team's intentions, they provide clear direction to team members as well as information that executives can review and use. Marketing objectives are a pivotal part of a marketing strategy. (KIM KOSAKA)

[bookmark: _Toc100649714]Market strategy refers to the overall plan that a business has in place to attract and convert prospective customers to customers of their products or services. In addition to the company's value proposition, key marketing messages, target customer demographics, and other top-level components, a marketing strategy contains what the company believes in. Product, price, place, and promotion make up "the four Ps" of marketing. ( ADAM BARONE 2021)

[bookmark: _Toc100649715]Marketing implementation refers to the conversion of your marketing strategy into real-life actions: tasks and projects, people responsible for them, and deadlines. Putting your marketing plan into action is what it is all about. (Marijana Kostelac 2020)
Marketing plans are implemented and controlled in order to ensure that the company's strategic objectives are reached. Organizing and directing people plays a special role in this process.
The main objective of marketing plan control is to monitor and evaluate the current marketing activities of the company, record deviations, and report these to management, which takes action based on this information. ( Krzysztof Wozniak)
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Introduction of Market 
In addition to luxury cosmetics, fashion, and cuisine (Statista), Prada thrives within the global luxury market. Despite stagnation in 2014 and 2015, the luxury market has grown since then. Luxury goods and services are found on the global luxury market. The global market for personal luxury goods generated €262 billion in revenue (Bain & Company) in 2017. The growth of this market was driven by key regions such as Europe, Asia, and The Americas. According to current exchange rates, luxury retail sales in Europe increased by 6% and totaled €87 million. In 2020, it is predicted that the luxury market industry will grow further and reach an astounding €295-€305 billion in value. (Bain & Company).

Customer needs, wants and demands
Marketing is based on the concept of human needs. Feelings of deprivation constitute human needs. Basic physical needs such as food, clothing, warmth, and safety, as well as social and personal needs such as knowledge and self-expression, make up these needs. These needs weren't created by marketers; they are an integral part of human nature.
Business strategy is a method of managing resources and setting goals that takes an analytical approach. As with strategic planning, business analysis is often a key part of strategic management. These business analyses can either be internal or external.

[bookmark: _Toc100649717]Internal Analysis for Strategic Management
What Is Internal Analysis?
First, let's take a look at the internal analysis. A systematic analysis of all aspects of an organization, as the name suggests, is called an internal analysis. While internal analyses can sometimes take into account the actions of external organizations or market-wide shifts, they are largely determined by the inherent characteristics of the organization.
The following table summarizes Prada's SWOT analysis (Strengths, Weaknesses, Opportunities, Threats)
	Prada Brand Analysis

	Parent Company
	Prada

	Category
	Accessories and Apparel

	Sector
	Lifestyle and Retail

	Tagline/ Slogan
	Prada

	USP
	Prada is a brand which focuses only on luxury Fashion



	Prada STP

	Segment
	Premium apparel

	Target Group
	Men and Women from urban upper class

	Positioning
	Prada is positioned luxury fashion for the elite
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Prada Strengths: 
1.      One of the most prestigious luxury fashion houses in the world is Prada
2.      The quality and unique designs of Prada products are well known
3.      Luxury and exclusivity are strongly associated with it
4.      The brand is well-known in and around the world
5.      With good advertising and branding by print ads, online ads, and social media, Prada has become an extremely popular brand
6.      There are more than 12000 employees at the company
7.      The Prada brand has left a strong legacy since its inception in 1913, showing its popularity in the luxury segment
8.      Besides running shows and boutiques, Prada also makes perfumes and premium watches, among other things.
9.      Revenue exceeds $4 billion per year for the company.
10.   There is an exclusive website for the company as well as multiple multi-brand ecommerce portals
(Published by MBA Skool Team, 2022)

Prada Weaknesses
1. There is severe competition among the brands, which results in high brand switching rates
2. Prada's business and brand image are negatively impacted when fake imitation products are sold
(Published by MBA Skool Team, 2022)

Prada Opportunities
1.      A growing market for luxury products in India
2.      Middle East luxury market experiencing growth due to more informed consumers and rising disposable income 
3.      Digital customer experience, operational efficiency, and e-commerce go hand in hand with technology
(SWOT & PESTLE.com, 2022)

Prada Threats
1.      Risks associated with international business and the economy affect the luxury goods market
2.      Consumer trends and tastes that are changing
3.      Prada's strong financial structure could be negatively affected by financial risks
4.      The brand's image could be tarnished by malfeasance by Prada's manufacturing vendors
(SWOT & PESTLE.com, 2022)
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In order to improve competitiveness in the marketplace, an organization can determine which major external factors will influence its operation, using a process called PEST Analysis (politically, economically, socially, and technologically). This model is based on those four aspects, as described by the acronym. (WILL KENTON 2022)

[bookmark: _Toc100649720]Macro-environment
There are a number of external, uncontrollable forces that can influence a firm's performance (economic, demographic, technological, social, natural, and political).
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Political
· Corporate social responsibility and sustainability policies/initiatives are expected by companies 
· Terrorism and other political disturbances have caused political tensions
· There have been political shifts within the US and UK in recent elections
In the case of Prada, the political factor is unfavourable, since before venturing into any area or country, the brand needs to consider the risks of military invasions or any other activity, such as non-government organizations, protests, or activist movements that could harm its reputation.

Economics
· The economy fluctuates within different regions
· Due to new entries and ideas, competition within the luxury fashion industry has increased
· China accounts for 30% of luxury goods consumption and the luxury market there is slowing down. (BoF)
The economic factor is unfavourable because a declining economy can make it difficult for companies like Prada to survive. In recent years, events such as Brexit have adversely affected Prada's business.

Social
· In the luxury fashion industry, we are increasingly targeting millennials as our target market
· There is an evolution in consumer needs and expectations compared to the past
· Consumers have become more accepting, desirable, and appealing to fast fashion in the global fashion industry
As far as the social factor is concerned, even if there was a misconception that fashion was only for rich and urban people, now everybody loves to shop for unique and fashionable clothes.

Technological
· Innovations in manufacturing technology allow consumers to customize items, as well as giving companies the option to offer more efficient manufacturing
· Through the use of social media, technological advancements are being made
· Through mobile devices, mobile applications, and e-commerce, consumers demand instant gratification
Prada has been giving maximum attention to the technological factor, making this factor highly favourable. The company has collaborated with a variety of tech brands and gives their products a complete visual presentation on their website.

[bookmark: _Toc100649721]Advantages and disadvantages of PEST analysis 
Advantages
· The framework is simple- easy to use and understand
· That makes it easier to learn about the business environment.
· It drives organizations to develop strategic and external thinking skills.
· One of its greatest advantages is that it allows an organization to anticipate future business threats and mitigate or eliminate their effects
· In addition to spotting opportunities and taking advantage of them
 
Disadvantages
· The amount of data used for PESTLE analysis decisions is usually oversimplified by some users - it's easy to use insufficient data.
· The sheer volume of data can be overwhelming. The risk of capturing too much data and undertaking too much analysis will always exist, thus resulting in "paralysis by analysis"
· There is a risk of being wrong with a PESTLE analysis because it is based on assumptions
· It is possible for an attitude to fail in a PESTLE analysis from time to time. That is why it must be done regularly.
· It is difficult to anticipate developments because of the pace of change, which may affect the future of the organization
· Over the years, PESTLE has to be constantly rewritten so that no information or data is lost. 

PEST analysis is an invaluable tool that can serve several purposes for a business. It can provide insight into the potential impact of outside factors on an organization. It is easier for organizations to prepare for the problems caused by these PEST factors when they are aware of these factors. 
Based on the PEST analysis, you can examine the impact of external factors on the macro-environment on the Prada Company's business. An analysis of influencers' impact on Prada's business model and business case study can be achieved through the PEST analysis.
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1. Market Segmentation
The segmentation process involves breaking the market down into different parts based on each company's need, demand, opportunity, etc. According to the different customer profiles such as demographic, psychographic, behavioural, and geographic locations, it helps divide the markets into smaller portions. (Diaconu and Cerceloiu, 2017)

Demographic Segmentation
According to Prada, their markets are segmented according to various factors; age, gender, education, religion, income, etc. These are a few of their segmentation categories:
Age: Based on their luxury clothing brand, Prada is able to segment their total market based on male and female and add different product lines to each segment.
Gender: Prada mostly should target professionals with the financial ability to afford luxury goods that match their lifestyle, based on the different age groups. For instance, the 30-55 age group should be targeted. In the UK, they target some elite class teenagers and wealthy people aged 14 to 65 years old.

Income: The income of an individual is a major factor in the purchase of luxury clothes. Prada's customers need to be able to earn and habituated to spending a lot of money in order to buy the brand. Without this, the group will not be profitable. (Diaconu and Cerceloiu, 2017)

Social class
The market for luxury clothing in the UK should be divided between the affluent and the rich. In order to fix their segment, Prada should create a niche and only address the people who spend a great deal of money on their clothing. The only way to do this is if they target based on the social class of the UK market. (Iacobucci, 2018).

Lifestyle
Designer clothing from Prada is very unique and of high quality. The products are designed for people who are fashion-conscious, classy and have unique tastes. Prada designs their products in such a way that they will only appeal to people who love different things and are willing to spend money on them. The product of Prada is so coveted by celebrities, athletes, fashion bloggers, and business tycoons.

Geographic Segmentation
[bookmark: _Toc18593569]There are several methods to segment the market based on geography. For instance, segments can be categorized based on region, city, state or country. Most of the European countries have physical stores for Prada, including the United States, Canada, and Canada. The elite and high-class people in these countries are more numerous and they buy a lot of luxury goods. As part of its online services, Prada should also target a wide array of elite-class people from different regions.

Behavioural Segmentation
Based on loyalty to the brand, usage rate, customer response, etc., behavioural segmentation can be determined. Having already built a brand image and permanent brand value in people's minds, Prada is able to target similar types of people (Iacobucci, 2018) . They are known for their excellent customer service and their premium quality assurance. This is why most of their customers are loyal to them.

Targeting
Prada's customers were both men and women. According to them, they set their target customers based on their attractiveness among the elite and rich. They offer a variety of luxury products in different outlets and aim to attract almost all age groups of people with their clothing. In the case of the UK market, young professionals and youngsters have shown a strong preference for their luxury clothing line (Kotler and Armstrong, 2012). Thus, they have defined their target market as being between the ages of 15 and 45. During these times, people spend their money on unique and expensive clothing lines and on their lifestyles. They like to have different clothes and outfits for different purposes, so they go to luxury clothing stores more and prefer Prada to find the best items with the best quality at a premium price range.

Positioning
Positioning involves placing a specific brand in the minds of customers in such a way that whenever they think about the product, they only think of that brand. The brand image of Prada has already been established in the minds of its loyal customers, which is why they come to them for specific luxury clothing lines. This company is renowned for its premium design, fabric, and price with a very amiable and friendly shopping environment (Kotler and Armstrong, 2012).
Providing their customers with premium quality products, Prada provides the best service. To capture their clients' minds easily, they are unique, masterpieces and extraordinary. Even though the price is higher, all the rich and elite class people consider Prada as their best choice of shopping in Britain.
Celebrity endorsement: Annabella Sciorra, Blu Cantrell, Cameron Diaz, Claire Danes, Eva Mendes, Joaquin Pheonix, Kate Beckinsale, Kate Hudson, Kim Kardashian, Robert Pattinson, Ryan Phillippe. 

Prada 
· Value Proposition – Innovation, elegance, Style
· Audience – Intellectual and creative fashionistas
· Range of authority – Leather goods, Clothing, eyewear, fragrances, jewellery
· Relationship – Self-expression, superior taste

[bookmark: _Toc100649723]Marketing Mix 
[image: ]In marketing, the marketing mix refers to the combination of factors that constitute a company's marketing strategy. It assists the company/brand in achieving its marketing objectives. Make sure your marketing mix clearly differentiates your products from your competitors'.



Product
· As a result of its strategy, Prada invests in leather goods and clothing, which together account for 80% of its net sales.
· In spite of the fact that accessories are the major source of revenue for many luxury houses, Prada's share of the market is the smallest.
· Italy's luxury house is expanding globally and improving its customer relationships.

· Product Line Extension - refers to expanding an existing product line. In 2019, Prada introduced its Re-Nylon capsule collection of bags. As of that year, Prada also offers ready-to-wear, accessories, and footwear.
· Brand extension refers to entering new markets or territories by a brand. Prada has experienced great success in the ready-to-wear market after switching from shoes to handbags.
· Line filling can be defined as the strategy a firm uses to grow its product line by adding new products

Price
In this Marketing Strategy element, the value of products is evaluated for the targeted audience. Prada's pricing strategy focuses on the list price, credit terms, payment period, and discount structure.
· Prada would have to set its price lower than competitors if it chooses the price penetration strategy. Discounted pricing will enable the company to gain market share. Nonetheless, management should be aware of the possibility of an undesired price war from competitors.
· When choosing a skimming strategy, it is important to communicate clearly the differentiation basis and how such differentiation justifies the extra price.

Place
When developing its distribution plan, Prada must make some important decisions regarding the Marketing Strategy element. These include:
· The company can distribute its product through its channels to target customer segments, or it can partner with a distribution company to reach the customer.
· Direct distribution (without middlemen), or indirect distribution. It is vital to choose the right number of middlemen (wholesalers, retailers, etc.) when adopting an indirect distribution strategy.
· It may be interested in a traditional brick and mortar distributor, an online distributor, or both. Some online retailers such as Amazon are available for online distribution. Companies can also develop their own online shops to sell their products.

[bookmark: _Toc100649724]Direct vs. Indirect Distribution Channel
There is a distribution channel when goods and services pass through a chain of businesses or intermediaries (such as manufacturers, warehouses, shipping centres, retailers, and the internet) before reaching the end consumer. Direct and indirect distribution channels are separated into two categories.
Building a direct channel between a company and its customers may be a smart way to grow and secure customer relationships.
In an indirect distribution channel, a company's distribution functions are performed by intermediaries. As an indirect distributor, a manufacturer is freed from certain setup and responsibility expenses, which helps them spend more time on running their business. In addition, it can be more manageable than a direct distribution channel with the right vendor relationships. A company may gain support and distribution expertise that they don't have on their own.
Indirect distribution channels may raise the cost of products for consumers because vendors are involved. ( SEAN ROSS 2022)

	 
	Direct Channel 
	Indirect Channel

	Control
	Company maintains ultimate control over (and responsibility for) distribution
	Company has less distribution control and depends on others

	Cost
	Greater initial costs but efficiencies may develop over time and lower them
	Sharing costs can lessen financial impact; good vendor relationships may lead to more savings

	   Relationships
	Company has direct connection with customers, which can support brand loyalty
	Company depends on intermediaries for good customer interaction (which can backfire if vendors have problems)

	Logistics
	Company is responsible for all aspects of distribution
	Others handle distribution of products

	Core Focus
	May be difficult with distribution responsibilities
	Easier to maintain since distribution is handled by others

	Delivery Time
	Potentially more streamlined due to direct route
	May take longer, depending on situations with vendors

	Brand
	Company can control the customer experience and build brand awareness
	Distribution problems might adversely affect relationships and view of company

	Profit
	Keep more profit
	Share profit with others



Promotion
The website on which Prada promotes its products allows them to show images and give details on each of the products available for purchase. As part of creating anticipation for the release of their new product lines and collections, the brand also uses social media platforms like Instagram and Twitter. Prada also holds fashion shows to promote their products. Additionally, Prada advertises in fashion magazines such as Vogue and Elle (MBASkool).

[bookmark: _Toc100649725]Ansoff Matrix Of Prada
Market penetration
· Companies use market penetration strategies to grow their brands in markets where their brands already exist.
· As a result of increased production capacity, Prada can serve more customers within the same market
· To increase its market penetration, Prada can also invest in marketing and advertising.
· To increase its market penetration, Prada can also invest in marketing and advertising.
· [bookmark: _Toc100649726]Prada has the capacity to explore innovative and new distribution methods
· [bookmark: _Toc100649727]In addition, Prada can explore new distribution channels for its products
· [bookmark: _Toc100649728]In order to increase the appeal of its products, Prada may introduce competitive pricing and price cuts
· [bookmark: _Toc100649729]In order to increase competitive pricing, Prada can reduce operational costs
· [bookmark: _Toc100649730]In the market, Prada is able to acquire competitors
· [bookmark: _Toc100649731]The Prada can increase market penetration through joint ventures and partnerships
· [bookmark: _Toc100649732]The Prada can identify new characteristics and features in existing products in existing markets

[bookmark: _Toc100649733] Market development
· For its products, Prada should conduct research and development to identify potential markets and consumer segments
· Research should be focused on understanding different market cultures, trends, and consumer behaviours - and how they differ from those found in existing markets.
· There is the possibility of regional expansion for Prada
· Local expansion includes expansion to different cities or within the same geographical area
· As a result of international expansion, Prada can also grow its business
· In the same market, Prada can also target new consumer segments
· For existing products, the company can identify new uses and features and target new consumer segments
· To reach new consumer segments and increase visibility, the company must build brand awareness
· It is also important for Prada to educate consumers in new markets about its products
· A market education is important to help consumers better understand the products and services offered by the company

[bookmark: _Toc100649734]Conclusion
The purpose of this research paper is to examine how Prada's business model evolved and its current business strategy over time.
In response to changing consumer tastes, expanded competition, and marketing technological advancements, the system of fashion retailing has become complex as Prada has evolved from a single-store business to a major global brand. Through the years, the company's performance has improved significantly. 
In order for the company to maintain its luxury exclusivity and position among the most preferred luxury fashion brands on the luxury fashion market, consistent business management decisions and innovative approaches are crucial.
As a luxury clothing brand, Prada is a very high-class brand. For getting more customers, they need to focus on marketing strategies and online marketing (Zhang and Cude, 2018). Developing new product lines can also allow them to make their products affordable to the middle and upper classes, as well as allowing them to increase their customer base and profit.
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