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This report examines Gucci’s macro environment and business strategies.

1. Marketing process 

Marketing it is the mixture of social needs and the identification and human meet requirements. The easiest way to describe it is “meeting needs profitability” (Kotler & Keller, 2012, p.5) cited by (Seturi and Urotadze, 2017). 
The marketing process model is composed by five parts. The first four parts consists in generating value for consumers, in the mean time the fifth step in concentrating on receiving value from the consumers. (Kotler & Armstrong, 2015, p.6) cited by (Seturi and Urotadze, 2017).
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Figure 1. Source created by learner: Denisa Pop

· Understanding the market:
The main idea of marketing is to complement the capabilities of the company and the customers needs and wants, aiming to achieve the both parties objectives (Wang, no date).
· Developing a marketing strategy:
The marketing strategy is one of the most important stages that a company can develop in conjunction with the other steps that will be discussed, which is about adaptation and standardisation for the market. This is divided into four very well known and very feasible steps for a marketing strategy, the first being offering the product followed by the other three: promotional mix, products offering, price and, structured channel (Furrer, 2006).
· Creating the marketing mix:
The success of a company that sells products or/and services it is dependent of four important components, which are product, price, place and promotion. When a company is offering a service, multiple factors can standardise it, such as staff members, the promotion and the quality in general. While the further attributes apply for the products characteristics that should bring a bold quality, general/new features, aesthetic design and the package needs to be visual appealing for the consumers (Galli, 2021).
· Implementation and execution 
The next approach that has to be taken is to implement and execute the products and services. The best way to succeed and increase brand loyalty is to have skilled staff and develop different promotion campaigns, offers and advertise the products and services the company can offer (Galli, 2021).


· Evaluation and control
The final stage of the marketing process is for the company to analyse their sales, the reviews of the customers and look forward in to finding new strategies and improvements if needed (Rai, no date).

2. Gucci’s background information 

Gucci, also know as The House of Gucci, is an luxurious Italian brand of leather products that is leading in the fashion industry. A part of Gucci is owned by a French company, but was founded by Guccio Gucci, in 1921 in his home town named Florence and has been awarded as the best selling Italian brand. According to Bhuiyan (2018, p.6) the company resulted in “€4.2 billion in revenue worldwide in 2008 according to Business Week and climbed to 41st position in the magazine's annual 2009 "Top Global 100 Brands" chart created by Interbred, it retained that rank in Interbrain's 2014 index”. Gucci is one of the highest desired in the fashion industry and has been labelled as the only most respected brand in the entire world. The company launched the best quality and amazing designs, followed up by incredible floor length gowns and continually offering a unique mix casual and runway styles for both woman and men available in the entire world (Bhuiyan, 2018).

2.1. Marketing analysis 

Marketing analysis is defined as strategy for a business to be able to assess the company’s target market and the competition from the same industry. This analysis helps the company to stand out and leads to success by developing a plans when introducing the products and services to consumers in the market (Coursera, updated 2023).
Gucci is a feeling of excellence by digitally advertising and by interacting with the young generation customers in China. However, the new internet technology and the social context is generating some challenges among the approaches of the luxurious controversial market. It can be demanding for luxury companies to feel secure on China’s platforms, such as TikTok and Xiaohongshu. However, Gucci initiated a direct connection, content wise with the Chinese youngsters and their culture in January and April 2020 on the platforms TikTok and Xiaohongshu. (Lou, 2022).
Stores that contain luxury products must be very careful when it comes to online because the essential factor can be lost due to that the product cannot be touched or tried, the customer being able to feel the very good quality material from which they are made or the cut that often makes the difference for many of them. In this field, the emphasis is very much on physical stores, where the smell, touch and taste are possible, increasing at the same time the expenses, because a physical store has much more expenses than an online one. Having this disadvantage, it can be quite annoying in these days when everything revolves around the online and brings to the gap between the experience and the channel, these cannot hold the place of the traditional kind of sale, but at the same time online advertisements often make the world around much faster bringing the new generation, or even old customers in the stores (Lou, 2022).

2.2. Marketing goals

According to Bhuiyan (2018) Gucci’s main goal “is to become the leader in luxury market at world-wide level”. The organisation is continuously improving their quality, packaging and their promotion strategy to be able to reach their customers needs, wants, hearts and achieve their goal.

2.3. Marketing strategies 

Gucci is using all four factors included in the segmentation strategy, which are geographical, demographic, psychological, behavioural. Therefore, the company focused on the developed countries with a higher purchasing power and high standards. Their demographic segmentation is focusing on age and gender, respectively both genders, children and teenagers. From the entrance in the industry, Gucci payed attention on the lifestyle standards, pausing their attention on the wealthy individuals, such as celebrities or people that have an influence on the market. Behavioural segmentation is briefly defined as customer loyalty, which Gucci made it happen quickly due to their reputation, high standards and quality and for being a much reliable brand (Jamali, Kamolova and Mukhtorova, 2022).

The second marketing strategy the company is using, is targeting. Gucci’s target is people between 25 and 50 yers old, and in 2021 they have planned to increase the children products manufacture with 40 percents.The third marketing strategy is brand positioning, that proves a unique approach of the business, differentiating themselves from their competitors. Gucci is using traditionally high quality materials, utilising their flower print and special special techniques in making their products, making use of the double G logo  (Jamali, Kamolova and Mukhtorova, 2022).
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Figure 2. Brand positioning Gucci – (Jamali, Kamolova and Mukhtorova, 2022)

2.4.  Marketing mix 

Product – Gucci has a variety of products from clothes, accessories, bags, perfumes created for men, women and children. They are always in line with the newest trends and this can be observed in their early change of products (Jamali, Kamolova and Mukhtorova, 2022).
Price – Gucci is using high quality materials, therefore their pricing is always higher. The company is never offering lower prices or discounts, as their image is created by the premium luxurious products and they are not afraid they will lose their clientele because they know that the best quality products are at a much higher price (Jamali, Kamolova and Mukhtorova, 2022).
Promotion – Gucci pays more attention on the customers perception and preferences, and less attention for the their advertising strategy, as their brand image has a concept of unique and limited edition products (Jamali, Kamolova and Mukhtorova, 2022).
Place – Due to the impact of the pandemic situation in 2020, Guccis sales originated from the online stores, but they still have 487 shops in the entire world. The placement of the shops are mainly situated in Asia-Pacific, Western Europe and North America (Jamali, Kamolova and Mukhtorova, 2022).

2.5. Marketing monitoring 

Marketing monitoring is used to further identify, evaluate and improve the company’s marketing strategy (Armstrong and Kotler, 2019). Therefore, Gucci is using this strategy to keep on track with the new trends launched every year and to improve their marketing strategies, aiming to achieve their goal of becoming the leader of this industry.

3. PESTLE analysis 

Pestle analysis is a tool used by organisations to evaluate different factors that may have an impact on their company. Pestle stands for, political, economical, social, technological, legal, environmental (Alanzi, 2018)

Political factors – According to mba SKOOL (no date) Gucci is a multinational company, thus the political issues have to be taken in to account in all the countries the business operates. The political factors are different and based on the regime or the decision the government applies in that specific country. For example, India and China are under the rampant red tapism, so because of that unfavourable environmental problems can influence the smooth undergoing of luxury brands. Investors would not be interested to put money into the business if that country has no framework system put in place for the protection of properties. Due to higher tax rates, prices for products will increase, therefore Gucci will lose most of their profit. Gucci has previously faced some issues with the laws regarding the export and import which increased the operations cost, but cheaper labor will result in profit for the company.

Economic factors – Gucci’s economical factors are focusing on the customers purchasing power. The company has been in a few difficulties due to skimmed prices and high insurance rates, but they have had a positive improvement on the economy which increased the living standards and the gross domestic products in the economy. Investors might again be discouraged to put their money in to the company due to the instability of the currency, and Gucci may loose profits if it is engaging in international trade (mba SKOOL, no date).

Social factors – Gucci is defined as a luxurious brand that focuses mainly on wealthy consumers demands by designing high end products condemning the use of best quality raw materials, hence establishing loyal consumers. The business has to rely on a specific niche market, as it would be inefficient for Gucci to make products based on the general public. The value of its employees is very well recognised by supporting the lives of local communities, as well for the people who helps my making their products come to life. Every year, Gucci is implicating in projects that support the woman’s rights, arts and protecting and children’s health (mba SKOOL, no date)

Technological factors – Gucci is focused on developing and innovating new technologies to help by improving their efficiency in regards of the operations and logistics of the brand. The company has invested, time and effort to reach their audience within social media accounts, such as Instagram, Facebook, Snapchat, YouTube, Pinterest and Twitter. For them to increase their revenue, Gucci has decided to reduce the production cost and improve new technologies and has launched a call centre in the founder home town, Florence with the aim of delivering personalised experience using their smartphones (mba SKOOL, no date).

Legal Factors – Gucci has strictly respected the laws and regulations, as their wish was to deliver the best customer experience and so they can be fully trusted. The company has fairly treated their employees in term of treatment and working hours, and protected their goods from infringement (mba SKOOL, no date).

Environmental factors – Gucci is strongly committed to fight anyone that tries to harm the environment, not only for competitiveness but to make sure that the planet is safeguarded. One of the companies goals is to continue procuring 95 percent only raw materials. The business hopes to be seen as a role model for the companies that yet do not follow the cruelty free system, and killing over 75 billion animals each year. The idea is to influence all fur and skin producing companies to give up in exploiting animals for their products (mba SKOOL, no date).


4. Porter’s five forces

Porter’s five forces analysis is used by companies to analyse their competition and develop a better strategy for the business within an industry (Rihan, no date).
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Figure 3. Porter’s five forces – Mishra A, 2020

Competitive rivalry – It is high due to the targeted small group that are continually fighting for a significant share of the market. Even if all of the big fashion houses has their on image and background, Gucci is still looking to have the biggest amount of follower on the social media platforms and how it can stand out from the rest of the competition (Dijkstra, 2017).

Threats of new entrants – It is moderate to low because any brand that wants to try and launch in this industry has to introduce exclusive, high quality products, due to the small group and market share, and invest a lot of money every year to be able to keep on track with the new trends (Dijkstra, 2017).

Bargain power of buyers – It is low, as rich people will almost never respond in the same way as regular people, a business that sells luxurious products should never lower their prices as it will result on losing their prestige and will hurt the company’s image. Luxury brands will often stars trends and have the expectations of the people to just follow up with them (Dijkstra, 2017).

Bargain power of suppliers – It is moderate to low due to the fact that craftsman and designers that are beginners in this industry are willing to work for less money just because of the name on their CV. Thus, designers that are old in this field will always raise their prices, because they know that the fashion houses will need a designer for the new collection they want to launch (Dijkstra, 2017).

Treats of substitutes – It is moderate to low because the Gucci’s target group wishes for exclusivity, therefore they will not change their favourite brand so easily. The bad thing for these high end brands is middle income class people that buys fake products of the brand, but Gucci is now trying to show the characteristics difference and advertise that this is a cheap thing to do (Dijkstra, 2017).

4.1. Advantages of Porter’s Five Forces

It is centring the attention on the external analysis and enables a company to gravitate on changes in the external environment. It is also highlighting the significance of looking for imperfect markets that the can result in creating opportunities in profits. This framework, in addition, enables a look at company’s competition and focuses on it, as the four forces it is not just affecting the business but it also affects the competitive rivalry (Goyal, 2020). Thus, Gucci is a strong brand with loyal customers and it is always trying to improve their strategies so it can be the leader in fashion industry.

4.2. Disadvantages of Porter’s Five Forces 

Due to the fact that Porter’s Five Forces mainly focuses on the competition, this may create a disadvantages for the companies that need more development and other strategies to be able to function on the market. The framework it is not specific on which buyers are more important for the company to succeed, therefore it can be a critical point for multiple industries. Distributors and suppliers also play their roles in most of the businesses, they can eventually compete against the company, by selling similar products (Goyal, 2020). Therefore, Gucci pays attention on most of these factors and tries its best to analyse and change their strategy if needed.

5. Recommendations 

Gucci is dependent on the Chinese markets and tourist coming to EU and USA, hence the company can take advantage of their logo ‘made in Italy’ to attract the discouraged customers of ‘made in China’ logo. Markets analysts say that the world in merging from the economy scale to the economy scope, this could be applied by Gucci due to it being a luxury brand. Many consumers do no understand how ‘luxury’ is defined anymore, that is why the brand’s goal is to clarify that by putting on market only high quality, premium designs products and bringing their services to a luxurious high level. Multiple companies are changing their advertising strategy in to the digital world, but they should re-asses and invest more in print ads, as this type of advertising can be taken by higher income households, which is Gucci’s main target market group. A study shows that electronic-ads are way more less effective that the print-ads, as online customers will only engage on multitasking and not move their attention to advertisements. Most of the luxury brands have decreased their standards and products/services quality, but many consumers are now demanding the comeback of the classics, where the quality was the force beyond profits (Jamali, Kamolova and Mukhtorova, 2022).

6. Ansoff Matrix 

Ansoff Matrix is a tool used by businesses to identify new strategies for the possible growth of the company (Hussain, et. Al., 2013).

6.1. Market Penetration 

The market penetration is measured by the quantity of usage by consumers of a products or service and it can also be used to develop new strategies to increase the market share of the business. In Gucci’s case, their penetrating market strategies were always on point was mindful of never jeopardising the relationship or inducing company identify confusion with their current customers (Kenton, 2023).



6.2. Product development 
The second growth strategy is product development, what Gucci can bring to the already existing market. A good example can be the creation of interiors for cars with Gucci motifs and their well-studied leather over the years. With a long history and a fairly large clientele, countless people would like sofas or other decorative objects created by them in their homes. This scheme can create quite a large profit, although it would be a new niche for them because the quality and learning is their main praise factor. After the analysis made in Ansoff, it offers a quite considerable point of view for this stage. The fact that they have a very good structure set up, success will not stop appearing, with goals and values and can bring the company to another level (Armitage, Roberts and Sekhon, 2017).

7. Conclusion

Gucci is a brand known all over the world and loved by many fashion enthusiasts as well as regular customers who just want a perfume or maybe some accessories from them. Being a brand with such a large history, they have had time over the years to outline their products very well and to attract customers, thanks to their quality and their effort to always be a step forward with the newest trends. The brand brings a profit of 4.2 billion Euros per year, this company is among the top 100 companies. It is a brand that knows how to make its own strategies and how to reach directly to the hearts of customers both the rough online and physical stores all over the world. Their promotional style is highly appreciated worldwide and is taken as an example by many companies in the fashion industry.
Therefore, Gucci will be and will always remain a symbol of the fashion industry, through the fashion shows, the appearances of celebrities with clothes and accessories signed by this appreciated brand. The fact that they have a very long history, they have had a lot of time to perfect all the sectors from well-trained employees to experts who are always in line with the latest fashion trends. This factor can only keep Gucci at the top and bring a very good approach in this field.
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