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Prada is a luxury fashion house that is specialised in its Leather handbag, travel accessories, shoes, perfume and other fashion accessories. This fashion company was founded by Mario Prada in 1913. PESTLE analysis of Prada elaborates on all the external factors that efficiently influence the marketing strategy of this company. Also, this task focuses on porter's five forces that help this company to identify the source of power in a business condition.SWOT analysis of this company helps to understand the strength and weaknesses in the market. It also efficiently describes the traits and opportunities of Prada (Gerrie, 2019). By using a marketing mix, Prada is successfully strengthening its organisation. All of this critical analysis can understand the marketing activities of Prada. There are also a lot of marketing strategies that help Prada to evaluate their business in the fashion industry. It also helps to identify their contribution to the marketing department.  This report describes the marketing mix of Prada that helps them to acknowledge the product or the service this company offers to their customers. This report aims to elaborate on various external and internal factors that ultimately help to recognise the position of this company.

[bookmark: _Toc102572661]PESTLE Analysis of Prada
PESTEL Analysis is a popular tool that helps to consider the political, economic, social, technical, environmental and legal environment of an organization to determine the external environment that could affect its operations. Fig.1 below shows a diagram representation of the PESTEL Analysis.
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[bookmark: _Toc102511166][bookmark: _Toc102511248][bookmark: _Toc102572662]Fig.1 Overview of PESTEL Analysis (Source: Management Weekly)
Political
Every region contains a specific Political situation that has to be considered by Prada to promote its brand more effectively and increase its profit. Changes in political power sometimes deliver considerable changes in the policies (Janssens and Lavanga, 2020). The stabilisation of politics in the specific region where Prada generates is crucial because the overall supply chain of the fashion industry is controlled by the law in that region. The political factors are not favourable for Prada as changes in the political situation create many issues and considerable changes in policies. 
Economical
The Economic analysis of Prada says about many issues in this company. The interest rate is rapidly increasing, which creates problems for this company in the fashion industry. Also, the high price is creating an obstacle for regular customers. This factor also includes the economic condition of the business according to the labour laws and minimum labour payment. Economical factors are also unfavourable for Prada because increasing interest rates are also enhancing the cost of the product, which acts as a barrier for regular consumers. 
Social
Prada should contemplate the economic class in the demographic they want to sell their products. Beauty and fashion are superiorly deleted with the female customers, so they focus more on the quality and the brand. However, they are quite worried about the cost of the product as they impulse to buy fashionable accessories according to the price. Social factors are favourable for Prada as it helps this company to gain maximum benefit by focusing on the quality of the brand. 
Technological
Implementing the growing technology in the fashion industry is a beneficial step for any company. Prada also applied innovative technology in their company from the beginning. It was the first company that used a fashion phone. Prada also adopted Oracle's advanced technology in its business to enhance the customer experience with this fashion company. Technological improvement is a favourable factor for Prada as it helps in implementing innovative technologies for superior production. 
Legal
There are a lot of legal concerns that need to be maintained by fashion manufacturers. Prada is also adopting this legislation. Changes in taxation policies are a very important legal factor that helps to overcome the huge penalties (Wihardja, 2021). Also, labour law is the most important entity in the passion company. Developing an intellectual property by Prada has to be secure and legal to avoid competitors in the market. It is narrated as a favourable factor as it delivers security to the intellectual property of Prada. 
Environmental
These factors have the most crucial role in the business that influences its revenue as well as its marketing strategies. Fashion industries are introduced as one of the most polluting industries. The amount of waste in this industry is vast. However, Prada introduced the Re-Nylon project to adopt upcycling dynamism all over the world. This is an unfavourable factor as it produces a lot of harmful waste that creates an adverse impact on the environment, and as people are environmentally conscious nowadays, people tend to buy only those products that are environmentally sustainable.
[bookmark: _Toc102572663]Porter's Five Forces Analysis of PradaPorter’s Five Forces is a strategic method that is used to evaluate the level of intensity of competition in the industry or business. The diagram (fig.2) below shows the five forces involved in Porter's Five Forces Model.
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Fig.2 The Porter’s Five Forces Analysis model (Source: Research Gate)

Threats of new entrants: Threats of new entrants are low for Prada. This company gains a cost-benefit for farms that create many items. The high products and differentiation with customised products help the consumers to pay for premium differentiation of products (Wang, John and Griskevicious, 2021). It makes the threat of new entrance slow for this fashion brand. Also, strict licence and legal requirements are mandatory in the fashion industry, which also decreases the rate of the new entrance.
Threat of substitute: Threats of substitute are moderate for Prada. Matching the quality and the quantity of the product with the price that Prada provided is quite difficult for a new company. It efficiently weakens the threat of substitutes. Also, the benefit of this company is maximum as they charge the premium cost from their interested customer.
Bargaining power of customers: The bargaining power of customers is low in Prada. The high cost of the product decreases the bargaining power of consumers. The consumers have all the information about the product or the sources they use. Also, the number of customers in this company is relatively more significant than the other fashion companies. However, choosing a few new industries by the customers sometimes creates a risk for this company.
Bargaining power of suppliers: The bargaining power of suppliers is moderate in Prada. The suppliers are not dominated by a few organisations. The differentiation of the product is not high, which helps Prada to provide a switching cost for their buyers. The company is a crucial consumer for the suppliers to help to reduce the bargaining power of those suppliers.
Competitive rivalry: The competitive rivalry threat for Prada is moderate. The industry contains few rivalries. The majority are playing an important role. The initial cost may be high however the company decreases the price of the product according to the demand in the market. Due to the considerable investment and important assets mandatory to generate, the sector belongs to high exit obstacles. As they continue their production despite their poor profit, that creates a competitive rivalry as a strong source.

SWOT Analysis of Prada
Strengths
Finance status, distribution and reach, high customer satisfaction and a skilled workforce are counted as the strengths of Prada.  The company has maintained a  profitable market for the last five years, which strengthens its economic growth (Mandal’s, 2020). Also, the specialised customer relationship with the management department is beneficial for this company. Training and learning programs are developed to improve the skills of the employees resulting in greater success for this fashion company.
Weaknesses
The development of varieties in the production decreases the cell of the previous product. This is counted as a disadvantage in this company. Also, Prada is paying itself for many rented places that ultimately influence its property  (Janssens and Lavanga, 2020). Prada is also unable to merge with other companies, which is an essential blemish for the further expansion of this company.
Opportunities
 The use of social platforms in this digital area assembles a lot of consumers in this industry. Twitter, Instagram, and Facebook are effectively helping to expand its geographic area (Mandal’s, 2020). Also, the availability of versatile products is a remarkable opportunity to attract many customers. Prada also invests in research that helps to elaborate its competitive age in this industry.
Threats
Improvement of technology by the competitors and decreasing the suppliers are the threats faced by Prada  (Gerrie, 2019). Also, the new entrances are gaining a competitive market that sometimes influences the business and the revenue of this company. However, it helps the company to ameliorate its brand image in the market.

Advantages of SWOT Analysis
· The advantages of this analysis help to recognize the strength and drawbacks of this company. 
· It also focuses on the economic status, distribution of products and customer satisfaction as the strength of the SWOT analysis of Prada. 
· Analysing the opportunities effectively elaborate several tracks, and that can be seen in ultimately enlarging the geographic distribution of Prada. 
· Understanding the threats helps the companies to take multiple steps to avert those threats, just like Prada, who are aware of the activities and strategies used by the new entrants. It has a positive impact on boosting the quality of the product and services of Prada (Popescu and Scarlat,2015).

Disadvantages of SWOT analysis
· Examining the strength decreases the faith to adopt new tracks for further growth of the business. 
· Discovering the weakness sometimes demotivates the employees to increase this efficient engagement in this company. 
· Recognising a lot of opportunities may influence the employees to choose the right path for their future growth.
· Analysing all the threats sometimes decreases the capability of the employees, ultimately leading to poor production (Popescu and Scarlat,2015).
[bookmark: _Toc102572664]STP Analysis of PradaPrada uses Demographic Segmentation and Geographic Segmentation. 

Segmentation

Demographic Segmentation - Prada classifies the market based on various factors like gender, age, religion, income group and education (Bridges, 2020).  Prada is a luxury brand which makes products for the elite class.
	Age
	Gender
	Income
	Climate
	Place

	15-55 years
	Male and Female
	100,000 GDP
	Temperate Climate
	UK, Canada and European countries.




Geographic Segmentation - Prada classifies the market into various regions, states and other countries (Trollope, 2018). There are stores in Canada, European countries and the USA. These countries are inhabited by the people who belong to the upper class, basically the upper class. The stores in these are opened for the elite class who purchase luxury products. 
Targeting
Prada classifies the audience based on different approaches. The approaches are Undifferentiated, Concentrated and Multi-Segmented. Prada targets an audience of both genders, male and female. The upper class rather than the elite class are the target audience of Prada. All age groups are the target of Prada. It has been observed that the younger generation of the UK is the ones most interested in the brand. The target age group is from 15 to 55. Prada aims to provide a supreme quality product to the customers. Their products stand out in class and style. This is the reason the elite class is attracted to the stores (Grassi,2020).
Positioning
Prada aims at instilling the brand in the mind of the customers in an effective manner. Prada is an established brand with loyal customers. These customers visit the stores for quality luxury products. The service provided by Prada sales employees is the reason for the satisfaction of the customers. The price of the products is considerably high, the customers use this brand for the class and status quo. The environment at the stores is amiable (Grassi,2020).
[bookmark: _Toc102572665]Marketing Mix of PradaThe Marketing Mix of Prada is as follows: 
Product
Prada aims at providing supreme quality products to its customers. The manufacturing and design of the Prada products are impeccable. This reflects the dedication of the employees in the company. Prada deals with luxury apparel, bags, shoes and accessories. Uniqueness is achieved in terms of design and price. Prada makes its brand noticeable in multiple ways, and those branding strategies are highlighted below (Chisari,2021).
Brand Identity
Prada is a luxury brand which manufactures clothes, bags and accessories. The brand tries to offer supreme quality products to its customers. The brand targets the elite and rich class to sell their products. Customers conceive Prada to be a brand that offers high-quality products and services. The style and quality are unique, and thereby, the willingness of the customers to buy the products is much more (Masè and Silchenco,2017).
Brand Meaning
Prada aims at providing high-quality products to its customers. The service and products offered by Prada are unique (Stefan et al., 2019). The delicacy of the design and the fabric appeals to the customers. Prada does not compromise on the pricing. Luxury products are priced based on their quality and input. 
Brand Response
Prada has loyal customers who belong to the elite class. The customer's first preference is Prada. Customers find Prada as a status symbol, and associating with the brand makes them look good. The advertisements are catchy, and the use of celebrities and inspirational personalities is a good marketing strategy to impress customers. Thus, customer loyalty can never be questioned in terms of Prada, as their superior products are always the first preference for the customers (Chisari,2021).
Brand Resonance
Prada offers good quality products to the elite class. The consistency and durability of the brand fit well with the customers. Loyal customers keep coming back to the brand. Prada should focus on improving its online and offline services to increase its sales. 
Price
The pricing of the products is based on the quality, uniqueness and delicacy of the product. Prada manufactures luxury products which target the audience of the elite class. Prada does not compromise on the service and quality of the products (Potsavee, 2021). Therefore the lowering of price is never an option for Prada. Sales are provided to the customers who wish to purchase from the brand at a lower price. Therefore, it can also be said that Prada uses a premium pricing strategy.
Promotion
The promotion at Prada is done with the aid of attractive advertisements and billboards across the location (Simo, 2020). Celebrities, actors and fashion icons are chosen to advertise the product showing the luxury and status of products at Prada. 
Place
Prada aims to open its stores in places which are inhabited by the elite class. There are other countries which have elite people who could afford the luxury products. Expansion of business in these countries shall expand the market of the company. Prada has multiple flagship shops on in all the countries it is operating and has an exemplary supply chain which helps them to keep the stocks of the stores full and also deliver the products to the customers in time (Caro and Martínez-de-Albéniz, 2015).
[bookmark: _Toc102572666]ConclusionIt can therefore be concluded that a brand, no matter how established it is, should always strive to perform better. Understanding the brand and the market is done through various tools. Analysis of the business strategy of a brand could be done by PESTLE, SWOT and STP analysis. These tools enable the evaluation of the position of the brand in the market. Competition is very strong, and therefore the implementation of new strategies and techniques allows the band to work efficiently. Understanding the prospects of the brand fosters the viability and reliability of the brand. 
[bookmark: _Toc102572667]RecommendationPrada is a luxury which targets the elite class to market its products and services. Online marketing could be enhanced with the aid of websites. 
· The software could be used to detect the behaviour of the customers. Behavioural segmentation could be utilised to increase their customers. A website could be developed to offer cookies which would evaluate the taste and preferences of the customers. 
· AI technology could be used in stores where a customer gets an opportunity to visit the store and purchase the product online through the aid of the phone application. This could be facilitated by the provision of tablets in the stores. 
· Prada could ally with the online selling websites to increase their availability and sales. Offline marketing could be done with the alliance of popular magazines like Vogue and Cosmopolitan.
· Prada could sponsor conferences and sports events, which would enhance brand awareness. There are many countries which are inhabited by the rich and elite class who could afford the products.
· Expanding the business in locations like the Middle East, Indonesia and UAE could be profitable for the brand. Promotional discounts and offers could be given to target other customers who belong to different social statuses.
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