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[bookmark: _heading=h.30j0zll]Introduction (Definition of Marketing)
Dolce and Gabbana is a luxury fashion brand which has its headquarters in Italy. This is a brand that develops premium accessories and clothes for women (Dolcegabbana. 2023). The report is here to talk about the fundamentals of marketing analysis. The meaning of marketing is to conduct activities that aid and help a company to sell its products to a target consumer. The definition extends over to efficient research of the market and even promoting the product for everyone (Kalaignanam et.al 2021). There is a process of marketing which is followed by the books to succeed in the objectives sought by the company. This is a core stage that is affected both in positive and negative ways if the external factors work the way they are supposed to. 
[bookmark: _heading=h.1fob9te]Description of the Marketing Process
[bookmark: _heading=h.3znysh7]Situational Analysis 
The meaning of situation analysis is the time when a company is observed as per its performance and efficiency. This analytical examination is later compared with the competitors of the brand to determine if their size, market share, growth in the rate of sales, benefit from existing ad format, types of customers and more (Rogers and Vertovec, 2020). In simple terms, the analysis of a company and its competitors on selected aspects (also known as situations) that govern the market is called situational analysis. This is a very crucial study for every brand to determine the position of this business and find out the scope up to which it can expand to solve certain marketing problems. There are three types of situational analysis that will be discussed under this section. They are as follows - 
[bookmark: _heading=h.2et92p0]PESTLE Analysis 
[bookmark: _heading=h.tyjcwt]Political 
This is a global brand which falls under multiple tax brackets as implemented by the nation. Ancillary assets of the brand are shared with the companies that are owned by Dolce and Gabbana (Fernandes, Honã and Cruchinho, 2020). They simply exploited the loopholes in the tax jurisdiction system of many countries. This was a criminal offence and the matter was acquitted by the Supreme Court of Italy. This was a major setback to the brand reputation of the company. This was an incident which is not favourable to the brand name at any given time. 
[bookmark: _heading=h.3dy6vkm]Economic 
The economic setback came from the pandemic which disrupted the supply chain and demand for these products. The company could not have their sales high due to the low demand and stringent covid-control policies (Brydges, Retamal and Hanlon, 2020). These instances forged the path to economic slowdown which affected the company in a bad way. It has developed a number of designer brands, profiting from their rising disposable income, thriving digital economy, large populations, ease of doing business, etc. 30% of D&G's $1.3 billion in revenue came from the Asia-Pacific region (Statista, 2020). between 2011 and 2021 for Dolce & Gabbana. Over 747 million euros were Dolce & Gabbana's total sales in 2021, a decrease of about 125 million euros from the year before (Statista, 2020)
Social 
The brand does not have a good corporate image as of now due to some accidental racism in China. A television commercial was launched by the company in the country that mocked the Chinese language hence it was tagged racist. 
[bookmark: _heading=h.4d34og8]Technology 
The use of drones in the Milan Fashion Week to transport fashionable handbags was done to be relevant in this changing society. The induction of a virtual boutique was the reason why the customers were able to get a proper 360-degree view of the store (Xue, Parker and Hart, 2020). 
[bookmark: _heading=h.2s8eyo1]Legal 
There are multiple laws that safeguard the intellectual properties of the company. These laws can be employed to work the way it is working now or be revoked for the sake of that country’s benefit. These diabolical situations can prevent the laws from protecting these intellectual properties. Currently, no such laws exist hence this factor has proved to be ideal in this case. 
[bookmark: _heading=h.17dp8vu]Environmental
The company has a long history of using animal fur in its products to add a sense of luxury. This has caused severe upheaval in the vegan community which was led by PETA. They started using genetically engineered rabbits for the clothes which is another extent of cruelty in this case. The biodegradable fabrics they put in their handbags are manufactured in India which has been proven by research that it pollutes the water (Liu et.al 2021). Anyone who comes in contact with these polluted water bodies is prone to skin cancer and mental problems. This is another component which makes them bad in the fashion world. 
[bookmark: _heading=h.3rdcrjn]Advantages and Disadvantages of PESTLE Analysis 
[bookmark: _heading=h.26in1rg]Advantages 
The pros of this analysis help a company with the practical information it needs to have uninterrupted guidance at all times. The company learns the exact position where the brand is standing at the moment (indeed, 2023). The brand comes to know the target of growth they can set for a given fiscal year and lastly the risks they can face in the times to come. 
[bookmark: _heading=h.lnxbz9]Disadvantages 
The factors change all the time which is a severe problem as the dynamic nature of every pillar is to be held responsible for this event. The data necessary to conduct the analysis is often very hard to be retrieved in a short span of time. Due to an awful lot of hard work, a large amount of time is lost with zero progress on the concept. Lastly, the risk of mishandling the data passed on from every department is always there. 
[bookmark: _heading=h.35nkun2]Porter’s Five Forces Model 
[bookmark: _heading=h.1ksv4uv]The Threat of New Entrants 
The threat of new entrants for Dolce and Gabbana is always there due to the change in times. The brand was founded when Generation X was coming of age and the millennials were born. This brand has worked all the way up to the time when Generation Z are in its prime. Gen Z clothing is all about being comfortable in the clothes that keep them trendy. They can settle for vintage designs and environmentally conscious products. The threat is medium as there is This leaves a window open for any company to enter the market and capture a large size of it which is predominantly Gen Z. 
[bookmark: _heading=h.44sinio]Threat of Substitutes 
The threat of substitutes exists for Dolce and Gabbana as the many luxury fashion brands are there in the market. Brands like Dior, Chanel, Prada and Armani are always present in this segment (Dicky and Mansoor, 2020). A situation came recently when the defamation case of Amber Heard and Johnny Depp was aired live. The fashion brand called Dior was supporting Johnny Depp despite the allegations of domestic abuse on him. The supporters of this film star who loved luxury clothing started to buy products from Dior instead of Dolce and Gabbana. This is a low threat as a year has passed and the market has moved beyond that thought. This is why some of their markets was lost to the substitute products sold by one of the rivals of this brand. 
[bookmark: _heading=h.2jxsxqh]Bargaining Power of Customers
This is a power which poses a high threat to a business because the customers run the price and not the company. When something like this happens to a brand like Dolce and Gabbana they will easily lose their status as a luxury fashion icon (Dertwinkel-Kalt and Wey, 2020). A smart move was applied by the company which was to fixate on the products they sell all the time. This trick was effective as the price of negotiation from the customer’s end was removed which brought the company to a relatively safer spot. 
[bookmark: _heading=h.z337ya]Bargaining Power of Suppliers 
The suppliers of manufactured goods of all ranges are made in Europe and China. This is the reason why they have a high power in this case which increases the threats in no time. The reason is that every country in Europe suffers from a single problem when it strikes the Western world. The impact of the Russian invasion of Ukraine plunged the world into continent into recession. These effects increase the price of labour and production which affects the sales of products. This is a high threat as the economy of this continent depends on the development of the other. Hence, a domino effect can cause anyone to suffer from this problem (De Ville and Siles-Brügge, 2019). 
[bookmark: _heading=h.3j2qqm3]Competitive Rivalry 
Competitive rivalry is a mild threat because this is a constant factor in a lucrative market like fashion. The threat can be solved in a quick swift action which is to occupy the market through horizontal collaboration (Jung, Kim and Kim, 2020). They are really necessary as petty rivalry cannot promote growth in an industry. This is why it is a mild threat which can be a severe one if this strategy is not implemented on time. 
[bookmark: _heading=h.1y810tw]SWOT Analysis 
[bookmark: _heading=h.4i7ojhp]Strengths 
The company has a good brand image and its awareness is very high for those fine products that are delivered to the customers. The value for money concept is primary in this company which is a major reason why the customers show a unique sense of loyalty to the brand (Kataria and Saini, 2020). They are the ones who prefer luxury products but not from multiple brands which is rather a single one. The brand has a vast portfolio which is considerably dynamic by nature due to which no other company launch the products at such a frequent rate just after entering the market. 
[bookmark: _heading=h.2xcytpi]Weaknesses 
The price of the products is limited to the people who are from the higher section of society. This is a big reason why the customer base is not large enough for a mass to buy quite often. The sales of these products depend when the global economy of the country is doing good (Subiyanto et.al 2022). Unfortunately, some time comes when the world is facing a recessive market and the rich people try to save up some money by not purchasing these luxurious products. The other companies like Chanel, Dior and Armani provide stiff competition which is another weakness for the company. 
[bookmark: _heading=h.1ci93xb]Opportunities
The nations that are developing at rapid rate like India and China makes for a huge market for these companies. The company has a streak of innovative products that experiment with the available brand in a short time. The demands for these products are spread all over the world which is a big opportunity for any company in the world regardless of its industry. 
[bookmark: _heading=h.3whwml4]Threats 
The level of competition which is given by other rivals of the company is very high. They launch dynamic products at all times which is at par or sometimes better than the one Dolce and Gabbana gives. Just like the company have their loyal customers the rivals have something like that of their own (Duoyan, 2021). This is the reason why it becomes very hard to break the loyalty of other customers who belong to a competitor. The last threat is the amount of money that needs to be invested for the sake of promotion. 
[bookmark: _heading=h.2bn6wsx]Objectives
The Dolce and Gabbana Group have a sole objective which is better than what can be expected from the brand. The aim is to achieve glamorous designs and provide delicate fabrics that produce clothing apparels of premium quality. The second objective of this luxurious fashion brand is to provide a wide network for the sake of production and distribution of timepieces in a short period of time (Dubois, 2020). They have launched new lines of jewels which accumulate to one of the most detailed and finest piece of works. At the moment they have a short term objective that develops craftsmanship and Italian glamour in a new sense altogether. 
This is done in order to make a statement at the fashion show for women’s fall and winter collection. This is the month of summer and the company have roughly five months in hand to design, test, produce, promote and present the product on the first day of the fall season itself. There are many more mid-term and short term objectives that are being used by the companies at all times. They have induced ideal ways by which they are able to win over these objectives through sales and promotion of these products over the course of time. 
[bookmark: _heading=h.qsh70q]Strategies
[bookmark: _heading=h.3as4poj]General plan to achieve a goal determined by the company 
The general plan for the promotion of these products for the season of fall and winter is to organise sessions of photoshoots with famous models. These photos are going to be printed on the first page of various notable fashion magazines that hold a considerable amount of circulation in the industry. Once the promotion has been done on these magazines they are supposed to have a very glamorous and extravagant fashion show where celebrities and other icons of this million dollar industry are supposed to come for the sake of attending the show. They are supposed to make a significant impact in the sales of the product and make sure of the fact that the goal which has been held by the company for a span of five months has been complete. 
[bookmark: _heading=h.1pxezwc]Segmentation 
The target market that has been used by the giant of this luxurious fashion industry called Dolce and Gabbana is to provide a solution to the mid teenagers and young adults who consider they to be innovators of the fashion industry (Atkinson and Kang, 2021). They are the kind of people who loves to set a trend and wants the others to follow them in order to be popular on social media like Instagram and Tik Tok. The psychological analysis of this target market has been used to make a proper assessment which gave a prominent result. The consumers of this brand love to have a lifestyle which is independent and free from the regular necessities of life. They are the kind of a person who cherish witty comments and loves to give an irony through fashion. 
[bookmark: _heading=h.49x2ik5]Targeting 
The target market of the company has a larger share of women as compared to men. The number of women who looks for their fashion needs from Dolce and Gabbana is almost 65% in total. On the contrary the number of men who is loyal to this brand is a meagre number of 35% only. This is the reason why this luxury fashion giant is going to promote the product for women who are psychologically strong, bold and independent (Nguyen, 2022). They are ones who loves to maintain a life where they are in control of everything. This is not the case for men when the company approaches them with the products. They try to set a narrative which shows the product suit the needs of men who gives attention to detail at all times. 
[bookmark: _heading=h.2p2csry]Positioning 
The positioning of the brand is presented to the people who look for fashionable products that are able to make a statement and of course look after the luxury of the brand. This is the reason why they are necessary to target the customers who have a decent look for richness and taste. The brand has positioned itself mby designing fashion which meets the needs of women who loves to be bold and set their own rules in society. Since one of the founders is from the countryside of Sicily, the designs have a touch of Sicilian tradition (Cherro Osorio et.al 2022). The only difference is that the tradition comes with a sense of boldness which is loved and favoured by many as they are elegant as well. This is the reason why the products are used to promote the values of Sicily with a glamorous touch and hint of urban elegance. 
[bookmark: _heading=h.147n2zr]4 Ps of Marketing of Dolce and Gabbana 
[bookmark: _heading=h.3o7alnk]Products 
The products that are sold by the company known as Dolce and Gabbana are made for women, men and children. The designs that are penned every year are unique and outstanding for being fabulous by nature. This is the reason why it has a portfolio of products which range a lot in this case. The features are eye-catchig for being exclusive in terms of designs and superior in terms of creativity. This makes the brand very unique which is the major reason why the brand has clothes, jewelleries, accessories and cosmetics. Every section are sub-divided into many divisions which are known for being colorful, unique and innovative. 
[bookmark: _heading=h.23ckvvd]Price 
The class which comes from an environment of priveliges and fancy lifestyle are the target consumers for these products (Fuxman et.al 2022). This is the only reason which makes sure of the fact that the manufactured items are following a pricing policy which is premium by nature. The flambyount glamour of these products charges a price of money which is obviously very high. Therefore, the status symbol is achieved with the increase in these prices which grants them a competitive edge over the rivals in this industry. 
[bookmark: _heading=h.ihv636]Place
The company initially started its business from the northern city of Milan in Italy and soon spread over to every country in the world with a few exceptions like North Korea, Iran, Republic of Congo and Afghanistan. The global market started with Japan which soon brought opportunities for the brand to open boutiques in developing countries like China and India. The United States of America came in a few times later and developed to 93 boutique stores in total. The country opened production centers in China and India for the cheap labour that is found in these regions (de Kerviler and Rodriguez, 2019). The number of stores did not go up in time which was another reason why they got to maintain a sense of exclusiveness in their positioning strategy. 
[bookmark: _heading=h.32hioqz]Promotion 
The brand itself is known for its boldness which is naturally used as tool to develop some of the most unique fashion trends ever. Their campaigns for advertisements are innovative with that same appeal of strength and independence. In order to amplify this organic theme they invest on fashion shows and billboards more as compared to magazines. The reason is that boldness comes after doing something big and in every sense promoting something in a fashion show or a billboard defines boldness as they are large and visible to everyone. 
[bookmark: _heading=h.1hmsyys]Implementation 
The strategy can be implemented by going big from a small scale which is one of the best ways of doing so. The start can be fresh from a fashion magazine with a wide circulation. This is big enough for a brand like Dolce and Gabanna but not as big as a fashion show exclusively used for this products. The promotion of this fashion show will be priotitised with the product which will bring more viewers to the event (Bloomsbury, 2023). This will attract the eyes of investors and many more designers who want to contribute to the success of this brand. This is the way the strategy can be implemented for everyone to see the products in Dolce and Gabbana boutiques in a short span of time. 
[bookmark: _heading=h.41mghml]Control 
The rate of success that can be described is to assess the control of this brand in every way possible. The best thing to do in this scenario is to conduct a SWOT and PESTLE analysis of the event with all the necessary data available in order to find out the benefit Dolce and Gabbana will be getting from the promotional activities. Once this is every step can be monitored by the professionals of marketing department to wisk out the result that is needed from the event. 
[bookmark: _heading=h.2grqrue]Recommendations 
The brand is at a successful spot as of now but it will not be as the days go by. The generations are changing and the target customers have a different psyche which revolves around sustainability and cruelty-free manufacturing. This is the reason why the brand is not looking forward to a bright future. The world is rapidly shifting towards sustainable development that promotes a sense of eco-friendly which is not considered by Dolce and Gabbana at the moment. They kill rabbits for their fur to make the products which is significantly used to make premium quality fur. This is a cruel method and the use of alternate products to make the fur feel soft can be done. Hence much more investment has to be made on research and development in order to provide the best result in no time without facing the taunt of the customers. 
[bookmark: _heading=h.vx1227]Implementation of the Ansoff Matrix 
The Ansoff Matrix comes with a distinctive set of strategies that are used to make way for a brand just so they can make some profit in the long run. The sense of cruelty is not very deeply followed in this context which is something that has to be fixed as soon as possible. The strategy to bring down this issue is to spend money on research and development. Product development is the exact name of this strategy which is used to develop furs which are not crafted on the grounds of cruelty. The next strategy is to focus on the development of the market where exclusive clothes can be thrown open to higher middle class members of society in order to expand their base of customers. These are the bunch of strategies that can be used as a recommendation for the company. 
[bookmark: _heading=h.3fwokq0]Conclusion 
The future of this brand can be bright and secured if these recommendations are followed from now on, The environment of the market is rapidly changing which demands for the products that meets the need of these changes to the extent that they are able to draft a system where these products are manufactured on a large scale to meet the demands of the loyal customers. This is the reason why the brand needs to analyse the environment at all costs in order to never miss such dynamic changes in the environment of luxurious fashion. By doing so the brand called Dolce and Gabbana is going to stay the way it is at the moment. 
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