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The last two years have been extremely difficult for all types of businesses, including luxury firms. A pandemic will be difficult for luxury products when the international politics and commercial situation are uncertain and there is the less disposable income available. This report will discuss the impact of the Covid-19 pandemic on the fashion sector. The report will use the famous brand Gucci, owned by Kering to investigate the case of the pandemic. The study will explore the internal as well as the external market environment of the company along with the fashion sector. Further, it will explore the different survival factors that are adopted by the brand to ensure its success in the post-pandemic world. 
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Owing to the Covid-19 epidemic, Gucci could not make a projection for the second half of the year even with the optimistic rebound in Asia. The decline in revenues at the group that controls Gucci was somewhat better than expert predictions, with UBS indicating a consensus of a 46 per cent drop. LVMH managed to reduce its own sales loss to 38%, although its gross margins were severely impacted, staggering in at 9% while Kering’s plummeted to 17.7 per cent (Spencer, 2021). Analysts believe this is due in part to Kering’s greater reliance on third-party production, which helped it offset the effect of fixed expenses when its facilities were forced to stop due to the health issue. Gucci, Kering’s flagship fashion brand, lost revenues by 3.8 per cent in the third quarter, falling short of analyst estimates, as the recovery rate from the coronavirus epidemic dropped abruptly after a strong second quarter, notably in Asia (Bourke, 2021).
The company highlighted a positive trend in the United States and improved revenue in Western Europe, but said a return of COVID-19 infections in late July and August impacted profits in the critical Asia-Pacific market. Investors are expected to pay close attention to Gucci’s performance, which amounts to more than 50% of yearly sales and has been lacking popularity in comparison to certain rivals following years of exceptional performance (Spencer, 2021). As the virus expanded from the vital Chinese business to Europe and the United States, the brand was forced to briefly shut down stores and put manufacturing locations on hold. However, internet sales increased and amounted to about 18% of sales in the second quarter, up from less than 10% at the start of the year. Gucci is attempting to recover from the epidemic after decades of tremendous expansion. To get back on track, the company will need to cater to numerous customer groups.
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Strengths: A fashion company that sells expensive products needs to have a very high brand equity. Gucci’s brand ranked 38th in the world in 2015, as per Forbes. the firm is worth a whopping 12.4 billion dollars (Xie and Youn, 2020). Gucci’s merchandise are made of the best materials and are one of the most expensive on the market due to the value and branding that the company symbolises. in terms of fashion, only some companies can complete with Gucci. Moreover, Gucci has around 500 outlets in the world and it has a strong presence in the United Kingdom, Japan, the United States of America, as well as other emerging economies.
Weaknesses: One of the primary weaknesses of every fashion company is the requirement for constant innovation. Gucci’s marketing is a powerful source of criticism. It frequently utilises sexual imagery and depicts females in horrible shape, which has earned it a lot of controversy over the years. Many advertisers, however, believe that Gucci has repeatedly demonstrated that ‘sex sells.’ Since the brand is famous by definition, it has been copied in several nations throughout the years. This is a challenge that Gucci keeps running into. Aside from that, there have been several trademark problems with Gucci.
Opportunities: The youngsters of today prefer luxury brands as their earning power rises and more and more individuals achieve success in their careers. Emerging economies such as China and India are destinations for luxury brands such as Gucci, as demand for premium and luxury products increases in these regions. One significant benefit for Gucci is that style never dies (Fernandes, et al., 2020). 
Threat: Gucci faces a significant threat in that, like any other industry, it is not the only competitive brand. Other brands are also influential, if not as much as Gucci. Christian Dior, Ralph Lauren, LVMH, and Burberry are a few of the companies that have consistently posed a threat to Gucci.
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	Political
	In the case of international businesses such as Gucci, the political costs need to be considered not just in the host nation, but also in all the other nations that it operates in. The political variables range from abrupt government transitions to political upheaval or big government initiatives. Asian nations such as India and China, which have a lot of adherence to official norms, might produce an unpleasant environment for the successful process of such industries.

	Economic
	Gucci had several market issues, the most noteworthy of which were reduced prices and the high protection buy required by clients. Gucci’s solid commercial influence led to an increase in the economic output and living standards of various nations (Liu, 2021). The efficiency with which the capital markets operate can have an influence Gucci’s capacity to obtain cash at a reasonable cost.

	Social
	Gucci is a premium company that caters to a rich clientele that has a unique necessity for a particular product. It has always offered the greatest luxury items that clients have demanded, such as fur coats as well as purses made of leather. While this technique has effectively established a dedicated customer base for Gucci, environmental activists have criticised the brand’s policies to use raw materials extracted from animals for the production of these items. The target market must be companionable with the business’s commodities and pricing level.

	Technological
	Various technical enhancements have an influence on industry distribution and the size of industries to attract specialised buyers. The business is focused on designing ideas via the usage of different industrial developments to promote productivity in its production, in the firm’s daily activities (Pantelić, et al., 2021). Numerous improvements in new machineries would lead to a decrease in manufacturing costs for Gucci’s items, permitting the firm to increase its revenue even more.

	Legal
	Gucci is a brand that closely follows the instructions and standards to offer customers a one-of-a-kind merchandise in the industry. Personnel must be treated impartially concerning labour conditions and relationships in the workplace. In addition, the corporation must protect its commodities from duplication. Previously, the Italian brand launched a case against Forever 21. Gucci’s trademark for blue-red-blue and green-red-green stripe webbing was apparently contested by the firm.

	Environmental
	Gucci is a firm believer that environmental dedication is not only essential for protecting the world but also required for ensuring profitability. The organisation has set high targets for itself to generate a new standard in the premium apparel marketplace. One of the firm’s primary goals is to continuously check the procurement of 95 per cent of its raw material (Cvik and Pelikánová, 2021). The company identifies that there is a rising group of fresh, moral clienteles who value originality and ethical behaviour and do not want to be associated with fundamentally harmful products.
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The Threat of New Entrants- LOW: Gucci targets a specific demographic and also has a high level of brand ownership. The company creates special products that are available only at its stores. The fashion firm faces very less competition from new entrants in the market. Founded by Guccio Gucci in 1921, the brand has created a legacy throughout several years (Peng, 2021). It has made great contributions in the growth of the fashion sector today. The company’s logo is an interlaced double G which is considered prestigious symbol and is very tough to duplicate.
The Threat of Substitutes- LOW: In the luxury marketplace, Gucci is mainly contested by familiar brands such as Armani, Louis Vuitton, Christian Dior, Chanel, and Prada. The company confronts alternatives in the form of inexpensive and counterfeit products in which the Gucci logo is placed on the merchandise with a minor alteration to the company emblem (Kasztalska, 2018). Since persons buy its products as a representation of reputation, it is difficult for a beginner to tell the variation amongst a genuine product and a replica. People with a sense of fashion or who have been in constant touch with the fashion industry can tell the changes easily.
Bargaining Power of Customers- LOW: This limited firm’s customers are majorly rich and scattered all over the world. Although the company is a luxury apparel firm, many others are on the similar tier as Gucci, allowing transfer to another brand highly cost-effective among the targeted consumer base. Since the products and their prices in this business are equitably established, bargaining power of the clients is limited.
Bargaining Power of Supplier- HIGH: A significant number of Gucci’s dealers are based in Italy. These vendors and producers are famous and have been devoted to the brand for decades. To preserve Gucci’s universal stature, it should essentially adhere to all standards and necessities (Aloisi and White, 2021). Vendors have solid negotiation power because they may directly increase the production or employment prices. As they are in a similar area, they are governed by similar legislative guidelines and have the option to join a union if they are discontented with their salaries or revenue.
Competitive Rivalry- HIGH: Gucci sells perfume, accessories, jewellery, apparel, footwear, purses, watches, cosmetics, home furnishing, and others. Companies such as Hermès, Chanel, Louis Vuitton, and Marc Jacobs are strong rivals in the purse industry. The primary rivals in the shoes are Jimmy Choo, Givenchy, Prada, and Dolce Gabbana. Prada, Louis Vuitton, and Tom Ford are among the companies that compete in the accessories market. Luxury jewellery rivals include Cartier, Tiffany & Co, and Bvlgari. In the makeup industry, there are many rivals such as Chanel Beauty, Charlotte Tilbury, and Yves Saint Laurent.
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The company’s employees must be communicated with regularly and thoroughly. They are also establishing certain standards on the new workplace conditions, necessary health procedures, and interaction frequency (Grilec, et al., 2020). Gucci places a high value on client security. It entails implementing process improvements and rules, such as tight cleanliness standards in shops and improved safety protocols for managing and shipping online goods. Gucci is constantly analysing its supply network and monitoring its in-year stock condition. They began with spring and summer inventory to decide whether items, although in a retail channel, might be postponed till summer and autumn. Caused by a lack of additional storage, several items were also offered in special offers over the holiday season. They have also increased their expenditures to improve their brand visibility (Shao, et al., 2019). This has resulted in a change in marketing investment to online channels. These initiatives are mostly directed toward Gucci’s website, but they may also apply to collaborations with e-retailers or wholesale suppliers with significant e-commerce companies.
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With the help of the discussion conducted in the report, it can be concluded that Gucci faced enormous challenges due to the impact of covid-19. The company’s sales fell and its performance in the economic quarters of 2020 and 2021 was notably low. The study investigated the internal environment of the company with the help of the SWOT Analysis. It was concluded that even though the brand sells the best materials and provides value to its customers, Gucci’s marketing strategies have been criticised frequently. The report also analysed the external environment of the company and gathered that Gucci has a strong economic impact on the countries where it operates. Further, the company has developed a devoted target market for its brand with a premium pricing level that caters to a rich demographic. The Porter’s Five Forces Model has investigated that the company faces a low threat of new entrants and substitution but its competitive rivalry is extremely high in different markets. Ultimately, some strategies are being used by Gucci to overcome the impact of the pandemic. Gucci places immense value on its customers’ and employees’ safety. Therefore, the company has introduced new protocols and improved safety protocols to manage the post-Covid scenario.
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