


[image: ]

Marketing Management – Assessment 2











Student Name: Ibrahim Hazrat Ali Sardar 
Student ID: 2215769
Lecturer Name: Tushara Balendran
Submission Date:1/09/2023


Executive Summary
The topic of marketing management has been done here in which an international brand Gucci was taken. An overview of the company was discussed briefly after which PESTLE was analysed to understand its external environment. In the PESTLE analysis, both positive and negative components of the market were shown for the company. Porter’s five forces were described in this report in which five different forces of the company were described. In order to highlight the internal market components, the SWOT framework of the company was performed. Ansoff matrix, product life cycle model and STP analysis were done here. Being one of the renowned brands within the globe, the 7Ps marketing mix for the company to expand in the market has been shown in this report. Some recommendations were also added to this task suggesting Gucci their future marketing tactics. 
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[bookmark: _Toc143866674]Introduction 
Marketing management refers to the planning, implementing and monitoring of the marketing strategies that organisations make to perform marketing activities. Marketing management involves tactics, campaigns and marketing plans used by organisations to meet the needs of target consumers to generate a decent profit margin (Deepak and Jeyakumar, 2019). The report will give an overview of Gucci with a PESTLE analysis to find out how external factors affect the organisation. Some other key external drivers will be discussed along with a SWOT analysis. Ansoff matrix, product life cycle, STP analysis, porter’s five forces and marketing mix will be discussed. SWOT analysis will provide a clear idea about the strengths, opportunities, weaknesses and threats of this selected organisation. The report also aims to deliver a discussion on the role of marketing in this organisation. Apart from these, some recommendations will be suggested at the end of this report following which Gucci can improve its marketing management. 
[bookmark: _heading=h.qwt1q570e1i8][bookmark: _Toc143866675]Question A
[bookmark: _Toc143866676]Overview of Organisation 
Gucci is one of the leading luxury brands in the world that deals with selling ready-to-wear, accessories, home decoration, handbags and footwear. This company was founded in 1921 in Florence, Italy (GUCCI, 2023). This brand uses high production methods and high-quality raw materials to make these products (Sec.gov, 2020). It celebrates innovation, creativity along with Italian craftsmanship and continuously redefining luxury.
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Figure 1: Gucci
(Source: Waterfront, 2023)
[bookmark: _Toc143866677]PESTLE Analysis 
Political factors: Political factors play a crucial role in business and because of regulations in different foreign markets, Gucci is facing problems in trading. Due to the Ukraine-Russia conflict, trading regulations have been changed which is creating trading barriers for Gucci. The price of products can be higher in foreign markets due to global inflation, customs duties and taxation policies. Therefore, Gucci struggles to establish a strong customer base in foreign countries. 
Economical factors: The United States has become one of the largest and high developed countries across the globe for which the GDP rate of the country is much higher.  Generally, the price of Gucci products is high as they provide high-quality products and the people of the country show their interest in buying their products as they match their social status. It helps the company build a customer base and retain customers. 
Social factors: The renowned luxury brand Gucci has a significant impact on pop culture in this contemporary world. Fashion lovers can not ignore this brand as it has become a staple brand for highly fashionable people. The US citizens can earn a decent income which enables them to afford expensive products from Gucci. The median annual income of a full-time worker in the UK is $74,738 per year which can be considered a decent income (Visas, 2020). It favours Gucci as it helps them get customers even during inflation and make a profit. 
‌Technological factors: The United States is considered one of the strongest countries when it comes to technological infrastructure. The brand Gucci is doing so well because of its technological ability as its high production methods require advanced technological infrastructure. The company provides an app that allows customers to virtually try on different clothes to determine which dress suits them most so that they can make the right purchasing decision. 
Legal factors: Gucci operates in different foreign countries so it is required to meet legal requirements, obligations and statutes of that country which is challenging for this brand. Like other brands, the company also has the threat of counterfeit products. The company has filed multiple lawsuits against different companies that sold counterfeit products. 
Environmental factors: Environmental factors are one of the most crucial factors that can both positively and negatively affect the business operations of an organisation. On the other hand, companies also think about the well-being of the environment and being one of the leading brands Gucci also has the responsibility to reduce its negative impact on the environment. It has taken some initiatives to support the environment such as stopping the usage of fur in clothes to reduce animal cruelty and making business operations totally carbon neutral (Chatterjee, 2020). The brand Gucci is also thinking of reducing its environmental footprint by 2025. 
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Figure 2: Gucci offline stores
(Source: Pestleanalysis, 2023)
[bookmark: _Toc143866678]Porter's Five Forces Model 
Threats of new entrants: The clothing brand Gucci manufactures exclusive products that are available at all its stores. It has a great brand equity and it even caters for niche markets. Therefore the new entrants threat is low for Gucci as the establishment of a similar product or brand will be very expensive for new entrants in terms of capital.    
Threats of substitutes: The substitute threat is low for Gucci because of its luxury brands. Luxury brands like Hermes, Balenciaga and many more offer luxury products at more prices than Gucci. Therefore affluent people prefer to purchase premium products from expensive premium brands rather than Gucci.   
Bargaining power of buyers: The negotiation power of buyers is low for Gucci. It is because the products are pretty fixed within this industry so the brand does not give discounts on its stock-clearance on seasonal products.  
Bargaining power of suppliers: Most of the manufacturers of Gucci are Italy-based so they comply with essential guidelines and standards to maintain Gucci’s global standards. Therefore the bargaining power of suppliers is high for Gucci as they can quickly augment their labor price and production.  
The threat of competitive rivalry: The threat of competitive rivalry is high for Gucci because of the existence of several luxury brands like Louis Vitton, Chanel, Prada and many more (Iordache, 2021). All these competitor brands of Gucci are achieving similar recognition to Gucci in recent times. 
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Figure 3: Porter’s Five Forces 
(Source: Managementweekly, 2023)
[bookmark: _Toc143866679]SWOT Analysis 
The SWOT analysis of Gucci discusses its internal factors like strengths, opportunities, and weaknesses along with threats that are responsible for influencing and affecting its business.  
Strengths: Gucci can be regarded as one of the greatest fashion brands in the world. The brand is highly known for its commitment, designs and product portfolio. In the context of valuation and equity, Gucci has a fantastic portfolio. The brand equity of Gucci has provided it with a value worth 18.1 billion dollars in 2022. In order to sell fashion products at premium cost companies must have significant brand equity (Sun, Gonzalez-Jimenez and Wang, 2021). Despite the brand equity Gucci’s other strength is its focus on the practices of sustainability. The brand has taken a sustainability target to lessen its environmental footprint by around 40% by 2025. The label has also taken another sustainability target for reducing emissions of greenhouse gases from its activities by 50% by that same year.  
Weaknesses: Gucci has a high price figure because of is a luxury fashion brand. However, the pricing point is affecting the volume of sales of the label. Therefore the brand can not expand its market in any cost-conscious segment because of depending on the luxury marketplace. Gucci also faces flak in its advertising segment (Cavusoglu and Atik, 2023). The brand most of the time utilises sexual innuendos by presenting females in bad forms for advertisement. The advertising flak of Gucci has allowed others to criticise it. Opportunities: The contemporary emerging marketplaces of premium and luxury brands are growing in the current years. Gucci is currently focusing on its worldwide expansion in both physical and digital presence across global markets. Therefore the market expansion strategy of Gucci will help it to achieve better growth in future. 
Threats: The luxury brand has significant competition in the market because of the presence of other brands such as LVMH, Hermes and many more. The competitors or rivals of Gucci are well established and also have significant market shares. In terms of comparison LVMH and Hermes have greater consistency of brand than Gucci (Xie and Youn, 2020). Therefore the brand image of Gucci may face a threat to maintaining its revenue in the future because of this competitive rivalry.  
[bookmark: _Toc143866680]Extended STP Analysis 
STP analysis suggests that a company should follow a specific marketing strategy by which it can reach its potential customers and ensure market expansion (Shahriar and Fan, 2020). Gucci follows its market segmentation by manufacturing different products for different groups of customers. The company also reaches out to those customers to know their needs and targets to fulfil them. Also, Gucci created its product positioning to expand their audience. 
[bookmark: _Toc143866681]Extended Marketing Mix  
· Product: The distinct features of Gucci’s products have given it worldwide recognition. It has been occurring because its products are of high quality, easily accessible along with a broader brand portfolio that helps it to reach its target markets.
· Price: The 7p’s marketing mix of Gucci mostly focuses on a hybrid pricing strategy to gain maximum product value. The premium pricing of Gucci’s products is offering it high profits along with significant business growth. 
· Place: Gucci places great significance on its product placement as it is directly related to consumers’ accessibility. 
· Promotion: Gucci focuses significantly on its promotional strategies that help it to directly interact with and influence its target customers. 
· People: Gucci’s 7p’s marketing mix focuses significantly on people building along with product development. It is done because the brand is very much concerned about the significance of employees to build strong customer relationships that are beneficial for gaining profitability.  
· Process: Gucci has placed organised and systematic procedures like quality management and people management to ensure the consistent growth of business experiences.  
· Physical Evidence: In Gucci’s 7p’s marketing mix physical evidence is very important as it is useful to influence customers’s preference towards its brand along with its offerings. Gucci’s physical evidence includes packaging, store atmosphere and website design. 
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Figure 4: Gucci Marketing Strategy 
(Source: Thestrategystory, 2023)
[bookmark: _heading=h.em76osh3lplw][bookmark: _Toc143866682]Question B
[bookmark: _Toc143866683]Ansoff Matrix 
Ansoff matrix is a framework in which four segments are included and represents what kind of market strategy a company follows during its operation (Khajezadeh et al., 2019). Those segments are market penetration, product development, market development and diversification of products. Being a renowned fashion brand, Gucci follows market penetration and diversification as it helps the company to innovate its existing products and internationalisation. 
[image: Understanding 4 different types of growth with Ansoff's Matrix |  StrategicCoffee]
Figure 5: Ansoff Matrix
(Source: Blogspot, 2023)
[bookmark: _Toc143866684]Product Life Cycle Model 
· Introduction: In the first stage of the product life cycle model, Gucci did not face any kind of competition in the market when it was first introduced (Iveson, Hultman and Davvetas, 2022). People were not aware of this brand and for this reason, their sales volume was low. 
· Growth: In this stage, brand promotion and recognition helped Gucci to attract customers to provide knowledge about their product and create a customer base.
· Maturity: In this stage, Gucci were able to gather the maximum number of people to buy their product and collect profit. 
· Decline: It is the last stage of the product life cycle method that confirms Gucci will face a decline stage where their product will be only purchased by its potential customers and only gather a minimal profit. 
[image: Model of project team development x project life cycle Development of the project team continues in the planning stage. In this stage, the increase of the project team performance is expected towards the point of Performing. Plan creation by a project team is the creation of a detailed procedure to achieve set goals while complying with the defined quality criteria of the final product of the project. The project team, headed by a project manager, determines the sub-criteria of the quality of the product produced during the project and creates subprocesses of project implementation to meet the agreed implementation strategies. The project manager in this phase also focuses on the planning of project management (plan of project management, communication plan, reporting etc.)  ]
Figure 6: Project Life Cycle Model
(Source: Nekvapilová et al., 2016)
[bookmark: _Toc143866685]Recommendations 
· Establishing cross-department workflow: Establishing a project workflow between the organisation and marketing can be a good step to improve marketing management in Gucci. The internal activities of individual teams can be highly influenced by the manner of requesting projects by other apartments (Liu et al., 2020). Using a tool to set deadlines, follow up and help with task assignments is crucial after establishing the workflow. 
· Understanding audiences: Most of the time organisations make wrong marketing decisions because they do not have proper knowledge about their target audiences. Gucci needs to focus on the CRM process to know its customers more. Identifying customers' demands and preferences will help them more to understand what kind of marketing management they need to meet all those demands. 
· Prioritising the development of content: Gucci already has a team that works on creating both offline and online content but they must focus on developing it to a great extent. The company can make its content more interesting to catch the attention of target customers. 
[bookmark: _Toc143866686]Conclusion 
In conclusion, it can be said that marketing management is a process of planning and executing marketing strategies. In any organisation the role of marketing is crucial thus marketing management needs to be effective to make business organisations grow more. Gucci is one of the most renowned luxury brands that offer a wide range of fashionable products and is a highly appreciated brand by the young generation. The report has evaluated some external factors affecting this company both positively and negatively. 
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