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[bookmark: _Toc124448344]Section 1: Introduction 
Gucci is famous for its luxurious fashion and accessories, the company once started as a luggage business. However, it expanded and now the brand Gucci is considered to be one of the too high-end brands worldwide (Gucci,2022). This report is based on the brand Gucci. I’ll be conducting an environmental marketing analysis by taking into consideration the importance of the internal and the external environment factors within the company and how the marketing plays in the organisation which is Gucci. The report will be divided as follows: the first section will be about the Pestle Analysis relating to the Gucci brand and how each factor is favourable or unfavourable and reasons why. Moving on to the second section will involve the porters five forces model in relations to the company Gucci, explaining if the forces is high, medium, or low and why. Moving on to the third section it will be about the SWOT analysis which is a mix of both internal and external. Towards the fourth section the segmentation, targeting and positions relating to the company will be stated. The fifth section a marketing mix strategy will be present which is the 4p’s also relating to the company. To finalise the report a conclusion and recommendation using the Ansoff Matrix will done.



[bookmark: _Toc124448345]Section 2: Pestle Analysis 
[bookmark: _Toc124448346]What is Pestle Analysis? 
In 1967 the Pestle Analysis was developed by Francis Aguilar. The founder of the framework Pestle analysis argued that Pestle analysis is a tool that is meant to analyse the factors of an organisation or a project externally. The framework Pestle Analysis has six systematic tools that helps organisations gain macro picture and assess the potential external risks along with developing strategies to overcome the issues (Johnson, et al 2008). The five forces are the political, economic, social, technological, legal and economics. 
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The diagram above shows the Pestle analysis framework 

Political/Legal: Merging the political and the legal together, Gucci had major problems due to the pandemic covid-19, the brand couldn’t produce due to regulations of not being able to be in large gathering and plus involving the Brexit exportations and trading relations were cut due to now having to pay higher tax and duty fees for goods to enter the country. This is an unfavourable as the Gucci money is losing money and the brand can possibly get weaker from not selling as much.
Economic: in terms of economics the cost of living is much expensive due to inflation, products and services are costing more.  However, on the other hand the Gucci brand had to raise its prices, but the brand is still doing good in term of sales. This is favourable as high-end brans tends to do well in downtimes as due to the exposure of high-income customers will still purchase the goods.
Social: The Gucci brand delivers luxurious fashion and accessories to high-end customers who have a high demand. Gucci target market aligns with the products and prices. Gucci bases its company on the high class since they can afford the goods. This is an unfavourable act has Gucci should produce a cheaper version of their items to the lower class, this would make them feel that they are part of the society as nowadays ones want to dress good and feel good within themselves.
Technological: Having technology is a positive effect for the market as the brand can target the niche customers. Gucci focuses on developing possible solutions by using technology to ensure that their online website is functioning effectively. Gucci uses social media such as Facebook, Instagram, and Twitter to raise awareness and market their products on the different platforms. This reduces costs as the brand doesn’t need to spend as much money has, they would if they decided to set billboards. This is a favourable act as ones nowadays everyone uses the social media platform and Gucci can advertise their products much quicker along with selling their items via the online platform this also benefits the customers as they don’t have to live their homes to purchase Gucci items.
Environmental: Gucci has a strong belief of not harming the environment and save the planet, hence why Gucci is eco-friendly material company. The brand uses recycled organic, bio-based, and sustainably sources made from ECONYL. This a favourable act as it helps the environment and the society as it reduces the carbon emissions. 

· Environmental scanning and Analysis, by Gucci being a well-known brand, the company needs to be cautious in term of the environmental impact. It has been stated that the company has banned the usage of fur on their luxurious clothes to cut the cruelty of animals since 2018.
In 2019 Gucci decided to go green, all packages are eco-friendly products. The company has decided to make all its operations carbon neutral. The company has a target for 2025. The aim is to reduce the environmental footprint by roughly 35% (Equilibrium Gucci, 2022).
[bookmark: _Toc124448347]Section 3: What is Porter’s Five force Model?
Porter’s Five Forces was developed in 1979 by Michael E Porter. The model is developed to assess and evaluate the competitions, strengths, and position of an organisation. The theory is based on helping managers understand and identify the issues in the organisation. The model has five concepts which shapes and helps identify the strengths and weaknesses of an organisation to avoid possible mistakes (Magretta, 2012).
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The diagram above represents the Porter’s Five model

Threat of new entrants- Gucci has a very high brand equity and it serves to a very niche market. Gucci brand is a very exclusive logo brand that sells luxurious clothing and accessories. The brans have a low has a very low threat of new entrants has it is very hard to replicate the products as they are exclusive and premium nature.
Threat of substitutes- Gucci encounters substitute from cheap quality products that tries to imitate the brand. However, because the brand is a high premium brand is easy to stop the non-premium items. However, Gucci has a threat of substitutes of super-premium brands such as Dior, Hermes etc.., because people for the high class might prefer much expensive items.
Bargaining power of buyers- Gucci has a big audience worldwide. Gucci has a strong brand name, along with high priced items. The process is fixed and the ability to negotiate prices are low. Gucci does seasonal items. Therefore, the exclusivity of each customers items is high.
Bargaining Power of Suppliers: In Italy is where Gucci’s manufacturers is based at. The suppliers are very loyal as they have been with the brand for a long time. The suppliers have a high bargaining power or supply because if they want, they can increase the prices of labor and production. 
Competitive Rivalry- Gucci has a highly competitive rivalry from the high-premium brands such as Dior, Prada, Louis Vuitton Yves Saint Laurent etc. This is because those brands do high-end clothing, shoes, and accessories as well. The high-class people tend to go for much expensive items.
[bookmark: _Toc124448348]Section 4: What is SWOT Analysis?
In 2960’s Albert Humphrey developed the SWOT analysis. SWOT analysis is a strategic planning strategy that evaluates the internal and the external environment of a business organisation. SWOT analysis helps individuals and companies to identify their strengths, weaknesses, opportunities, and threats (Buttle and Maklan,2015).
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The diagram above represents the swot analysis

	Strengths 
. Gucci has a strong brand image globally and a brand equity in the world of fashion.
. Gucci has raised over 37 thousand pounds. 
. Gucci has a good digital posture due to the marketing across the social media and ecommerce platform.
	Weaknesses 
. Gucci faced losses due to counterfeit items/ imitations.
. Gucci to maintain its brand image spends a lot of money.

	Opportunities 
. Gucci could possibly make cheaper version of their item to lower class people.
.  Gucci could create new opportunities in different segments, this can be an advantage.
	Threat 
. Has Gucci been a global brand they have the risk of being in recession.
. Gucci has the possibility of having substitute products.



[bookmark: _Toc124448349]Section 5: Gucci Segmentation, Targeting and Positioning 

Gucci produces products for different ages and sex. The brand produces clothing for children which ranges from age 0-12 and adults female and male. The Gucci brand was mainly designed for the higher class. The brand Gucci is in America and Europe where they know people have high quality lifestyle and they’re whiling to pay more for good quality products. In terms of psychological Gucci focuses more on the lifestyle as it is the higher class who tend to spend more such as rappers, actors, and many others. However, the Gucci brand has expanded to open stores in Asia, middle and fat east. Gucci targets your upmarket audience, the brand targets who wants to have exclusive statement pieces. Gucci depends on the loyalty of its customers and its reputation. Gucci has good products made for longevity. This then justified the motive of Gucci being expensive. However, in terms of high-end brands Gucci is one of the most accessible brands and prices. 
[bookmark: _Toc124448350]Section 6: Marketing mix strategies 4p’s
Marketing mix strategies 4p’s was developed around 1950’s by Neil Borden. The four p’s are strategies that is used in marketing a product or service to the public. The 4p’s means the product, the price, the place, and the promotion.
[image: Diagram

Description automatically generated]This diagram represents the 4P’S

Product: Gucci has portfolio of diverse producers in the company’s marketing mix. The brand has a variety of items that ones can pick from head-to-toe items. Gucci provides items of the likes of each customer. The products have an expensive price. However, the quality is amazing

Price: in terms of pricing the company offers premium priced products. The Gucci brand pricing strategies varies from situations. I’m terms of exporting the products the rage of the products increases in price due to several charges that is imposed on them. 

Place: Gucci is based in Europe, United States, Asia, Australia, and Middle East. Each Gucci store is placed on a expensive area to attract the rich clientele. Every Gucci store is designed exclusively. Gucci’s supply chain ate very effective as they deliver the products very quick.
[bookmark: _Toc124446991][bookmark: _Toc124447053][bookmark: _Toc124448351]Promotion: Gucci does its promotion by social media. The company uses the social media platform to advertise its products as it’s easy reached by the target audience. Gucci does advertisements via banners, Instagram, Twitter, Facebook etc. Gucci does the big ad campaigns that involves celebrities. This is a good strategy as people look up to the celebrities which targets the young and old generation. 
[bookmark: _Toc124448352]Section 7: Conclusion/ Recommendation
[bookmark: _Toc124448353]From this report readers can take a lot from the brand Gucci. Gucci, who is a high-end brand, has its own strategies to combat the marketing. Readers can find about the internal and the external factors about Gucci and see how they use different techniques for the marketing strategies. 
[bookmark: _Toc124448354]Ansoff Matrix 
The Ansoff matrix is a marketing planning strategy model on who it helps the business organisation decide the product and market stately. The Ansoff matrix determines what products are they going to specifically sell and what market that they are going to be choosing to compete. The Ansoff Matrix is decided by four strategies such as the market penetration, the market development, the product development, and the diversification. Although the Matrix is based on two general variables which the products: existing and new and the marketing: existing and new (Hussain et al, 2013).
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[bookmark: _Toc124448356]The diagram above shows the Ansoff Matrix
[bookmark: _Toc124448357]Diversification: I think that Gucci should make cheaper clothing for the low class, as they would feel much appreciated. 
[bookmark: _Toc124448358]Market penetration: Gucci should probably take into consideration to do a loyalty card for its customer as this would retain the loyal customers.
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