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[image: ]Gucci's LOGO meaning

Aldo Gucci designed the logo that we all recognise and see
today. The logo has an authentic design and can be applied
easily to any application due to its curve. The well-known
double G comes from the initials of his much-loved father.
[image: ]named Guccio Gucci. (Bhuiyan, 2018)

Gucci vision statement

Gucci is innovating and bringing a new approach to the
fashion industry by redefining luxury, as a new vision in the
21" century of the director, Alessandro Michele. Gucci
buttresses its place as one of the most wanted brand in the
house of fashion. Its products constitute fine Italian,
unsuppressed and craftsmanship for the best quality and for
amazing attention for details. (Jamali, Kamolova and
Mukhtorova, 2022)

Gucci mission statement

Gucci has many plans for the future and tries to be very
optimistic when it comes to its goals and dreams. Its mission
is to be the leader and have the most influential name on a
worldwide level in the luxury market. (Jamali, Kamolova and
[image: ]Mukhtorova. 2022)

DEMOGRAPHIC SEGMENTATION
Gucci's consumer segmentation is mainly based on the age
and gender. The brand focuses the most on higher to middle
class wealthy customers, but in 2015 a report utters that Gucci
changed their dynamics by centring more on age 25 to 35.
Their focal point is on people that appreciate the fine customs
represented by Gucci and for those who wants to be noticed as
luxurious and in vogue. (Dijkastra, 2017)

Advantages:
Thakur (2023) states the success of the company has a higher rate by using segmentation , as this strategy is used as a tool to study the market and to be more precise . It also helps dividing the bigger market in smaller modules knowing the potential of the consumers and therefore the risk of loss is minimise .
Segmentation can create an opportunity for companies , when the consumers of a segment are not as satisfied , it gives the opportunity to the company to establish and focus on their brand. Working in segments and producing innovated products , that are better than the existing ones generates loyalty for the brand. (Thakur, 2023)
Campaigning is another fact that leads to a business success, knowing consumers needs helps marketing administrators to customise and personalise campaigns, according to the needs of the market. (Thakur, 2023)
Disadvantages:
Upfront resources have to be payed to gain clarity in markets , customers bases , data and insights.(Tarver, 2023)
[image: ]Risk of miss assumptions it is a downside when grouping people with trust that they have the same needs and values.(Tarver, 2023)

MARKETS ASIA
Gender: Male and Female
Age: 20 to 50
Education: Moderate to high
Income: 800 and above
Primary Market: Generation x, y, Z (Dong,2023)


MARKETS USA and EUROPE
Gender: Male and Female
Age: 16 to 44
Education: Unlimited
Income:200 and above
[image: ]Primary Markets: Generation y to z (Dong, 2023)

TARGETING:
Gucci's main target is celebrities, influencers, sport industry
and business workers, but from 2021 the brand wants to
increase their manufacture in producing products for the
children sector with 40%. It is considered to be a good
strategy as wealthy people will always prefer higher quality
customs for their kids. (Jamali, Kamolova and Mukhtorova,
2022)

Ayoubi (2018) states that differentiated marketing defines a targeting strategy where the companies are the ones to decide what type of segments they want to focus on, this is the strategy that Gucci is currently using.

Advantages:
A stronger position on each of the market segments chosen. (Larsen, 2010)
Targeting a particular population, considering the company resources, the customers needs and the environment of the market, the targeting becomes more assembled and it insures the cost efficiency and the effectiveness.(Ayoubi, 2018)

Disadvantages:
Having limited resources is difficult when trying to promote , as different factors needs to be taken in consideration when targeting multiple segments. 
Opportunities can potentially be missed when centring on a certain segment , companies may neglect other market segment that possibly have a higher future opportunities.(Ayoubi, 2018)[image: ]
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BRAND POSITIONING:
Gucci's positioning as a brand shows a quite unique side of
 the company which is considered to be different from its
competitors and the position in the marketing industry. The
company presents on the market fine and luxuries products.
implemented by specific techniques and using the best quality
materials as in the beginning when Gucci launched. Fir st USP
which means unique selling products, is utilising the logo
double G and the second USP is utilising different flower and
bright colour print. Furthermore, ESP which means emotional
selling products is used for bringing life and a sort of
sentiment to their customs as a logic alternative. (Jamali,
Kamolova and Mukhtorova, 2022)

“Brand positioning is the act of designing the company's offering and image to occupy a distinctive place in the mind of the target market.”(Ayoubi , 2018)

ADVANTAGES:
Insch and Janiszewska (2012) argue that by brand positioning , companies are able to create brand awareness, and to develop a strong emotional connection with their customers.
Another important factor is the brand credibility which is a key characteristic of positioning. Being consistent assist companies in achieving more customers and keeping the actual ones , by creating brand loyalty and brand awareness. (Insch and Janiszewska, 2012)
Using brand positioning as a strategy , companies can differentiate themselves from other brands , which can create opportunities to gain more customers.(Insch and Janiszewska, 2012)

DISADVANTAGES:
Lost of credibility is very hard to regain , it can be expensive and time consuming. When not achieving customers expectations , most of them might lose their loyalty in exchange of the competition for better quality , service or price.( Insch and Janiszewska, 2012)[image: ]
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Gucci products

Gucci is one of the most luxurious brand in the fashion industry, recognised all over the world labelled as a leader in fashion , since its entry in 1921. (MBA Skool Team , 2021)
The brands products range in different categories from make up, clothes wear, shoes, handbags, jewellery , watches and different other accessories. It includes products for children, men and women and it has a massive diversity of the each class. In the bags category, Gucci presents a large variety of colours from where you can chose , and different styles .(MBA Skool Team , 2021). The chain bag has a big success since 2003 , the year when they launched. (Singh, 2005)
Raw materials R and D is. Department run by 30 employees, is much larger than the usual industry norm , because Gucci aims for better quality of resources and development of the process of production and new raw material. Its investment in skins such as leather, shammy, velvet, python and silk, reached the brand a higher preference due to materials quality that has been used to create the chain bags.Gucci’s logo is always seen embroidered or printed on all of the brand products.(Singh, 2005) 
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[image: ]Gucci Price and Price Strategy 
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Gucci offer products that are mostly at a premium price, but it can vary as the price is dependent of the manufacturing process and the quality of fabrics and materials .(MBA Skool Team, 2021)
In its marketing mix the pricing strategy can change as it includes different expenses and charges. Due to the fact that most of the products are imported from Italy (made in Italy impressed in the fabric) , they come at a higher price. Gucci’s all range of products act as a status symbol due to their prestigious pricing.(MBA Skool Team, 2021)
Gucci is maintaining their price strategy and their quality , despite the company going trough unexpected situations , such as COVID-19. Their wish is to keep the customers loyal , and their way to keep them close is by making discounts , which are much appreciated by their beloved consumers.(MBA Skool Team, 2021)


[image: ]         Gucci flora makeup pallet – new edition (£145)
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Gucci bag – made in Italy (£1,660)
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Gucci ankle boots - new design (£875)





Gucci Place and Distribution Strategy 
[image: ]
The drive of organic growth and profits are a way of optimising Gucci’s existence. Gucci is a worldwide organisation that operates in different parts of the world, Australia , Asia, Europe, America and Middle East.(MBA Skool Team, 2021)
The chosen to sell their products is directly throughout the 500 plus owned stores , direct online store that functions in 25 plus markets worldwide , franchises and departments specifically selected by them.(MBA Skool Team, 2021)
Keeping in my their clients and status , the stores are specifically placed expensive locations. Gucci has laid-out its business in the online multi brand market and outlets store due to their increasing penetration of e-commerce websites. (MBA Skool Team, 2021)
Their products can easily be find on online stores and social media links below.

Facebook: https://m.facebook.com/GUCCI/ 
Instagram: https://instagram.com/gucci?igshid=NTc4MTIwNjQ2YQ== 
Twitter: https://twitter.com/gucci?s=11&t=g4wpV53QGNAAEviAgwLQ4Q 
Pinterest: https://pin.it/65BW7i1 
YouTube: https://youtube.com/@gucci 
Tumblr: https://gucci.tumblr.com/ 
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[image: ]Gucci Promotion and Advertising Strategy 

Social media , print media , magazines, advertisements and banners are methods used by Gucci to make itself known.Gucci has hires many influencers , bloggers and celebrities as a niche to promote their brand trough social media. They also designed an app available in eight languages entitled Gucci style app.(MBA Skool Team, 2021)
Alessandro Michele understand the importance of Gucci’s history and their contemporary outlook of their consumers and designed the advertising campaign on a higher visual impact. Most of their design are made for the young and classic generation with an actual twist. Gucci’s fashion shows are much appreciated and enjoyed by their audience, as they always show a higher level of innovation and prestige. The brand is known for their love for customers , and offers a repair of damaged products, customisation, and the option of ordering the desired items before their realise date.(MBA Skool Team, 2021)
Gucci is using direct channel for their promotion strategy and rarely we can find their product in indirect channels such as TKMaxx. 
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Everything began when Aldo Gucci felt as he had ¢
enough seeing his father Guccio Gucci and’his =< 7

mom struggle in their small business of hat-
making . He took the decision to leave Florence ,
and eventually he arrived in London , where he
started working at the famous Savory Hotel. Not

long after he found another job at a sleeping car *

company, with who many wealthy people where
travelling with . This experience had a big impact
in Aldo’s life , as he saw all that beautiful
jewellery and the fine leather luggages , his ideas
began to roll in his mind . (Menchi, no date)

In 1902 he relocated to his home town Florence
where he started working in a leather industry .
Due to his passion he was easily promoted
reaching the role of manager in the entire Rome
aria . Living there , héf‘»\’/as inspired to open his
own shop for custorfers that knew how to
appreciate a fine leather , and that is how Cucci
was born. (Menchi , no date )
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