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[bookmark: _Toc122789445]1.0 Introduction
The report will conduct a marketing analysis of Versace from an external environment perspective. The macro-environment will be discussed from the PESTEL model, followed by the use of SWOT and Porter’s five forces to create an understanding of Versace’s competitive position in the market. The remainder of the report discusses the marketing practices of Versace through the STP and 4Ps Marketing Mix frameworks respectively. 
[bookmark: _Toc122789446]2.0 Conduction of an environmental marketing analysis taking into consideration key external and internal environments and the role that marketing plays within the firm
[bookmark: _Toc122789447]2.1 PESTEL
Political: First, the UK Fashion and Textile association refers to UKFT REACH industry-specific guidelines, which allow them to check the labelling and fibre composition regulations that allow them to confirm the content of garments that are developed (Lawdonut.co.uk, 2022). Each garment company has to meet the compliances laid under the requirement. 
Secondly, the UK corporation tax is set at around 19%, which is comparatively lower in the country when compared to other European countries (Seares, 2021). It is a moderate increase from past years that will negligibly affect garment prices altogether. 
Economic: Firstly, the consumer price index has gone up to 2.9% from 2.6% in July month of 2022, and it has inadvertently affected fashionable product prices by 4.6% (Halliday, 2017). 
Secondly, the British Fashion Council recently indicated that 240,000 jobs are at risk, due to the post-covid period shuffling wiping out 27% of the workforce. It is likely to send revenue plunging below £88 billion from 118 billion in 2022 (Ft.com, 2021). 
Social: Firstly, generation z customers aged 18-24, are interested to pay more of their money's worth if the value generated provides them with their required utility (Vogue Business, 2021). 
Secondly, 38% of millennials or generation x consumers are likely to view the garments products online before even buying directly from stores (Fibre2fashion.com, 2022). 
Technological: First, 80% of small and medium organisations along with larger corporations, are using cutting-edge innovations like the cloud to ensure clothing styles, dimensions, and prices are stored in databases (Fibre2fashion.com, 2022).
Secondly, 1381 firms that have ventured into the fast fashion market, have impacted the customer mindset using mobile technologies. 
Environmental: Firstly, ever since 2019 a footprint of 11.6 million tonnes of carbon generated from the textile industry has been reduced in the UK.
Secondly, due to the increase of fibre tonnage by 6%, waste generation has also grown within the textile industry with 465,731 tonnes of waste getting created since 2021. 
Legal: Firstly, garment generation in the UK is regulated under article 2 of Schedule 7 under the Copyright, Designs, and Patents Act of 1988 (Wipo.int, 2021). This ensures a unique style and design. 
[bookmark: _Toc122789448]2.2 SWOT Analysis

	Strengths 
	Weaknesses

	· Versace has a higher brand reputation, which allows them to secure loyal customers for a longer duration.
· Its merchandise and clothing collection of Versace is sold through 1500 departmental stores and boutique spaces (Wightman-Stone, 2022).
· The brand uniquely caters to different genders. That allows both men and women to enjoy different stylised collections. 
	· It takes Versace a longer time to equip their junior team members, to understand stock levels and the selling process. 
· The price factor can dissuade common fashion customers in the UK. As a certain middle-class majority exists in the country (Nasdaq.com. 2018).
· Versace might suffer from a lack of composition of inventory, which delays their product availability (Nasdaq.com. 2018). 

	Opportunities 
	Threats 

	· Emerging economies like China pose growing markets for the garment industry overall. The total value is approximated to be around 200 million yuan i.e. $31.4 million in funds (GT staff reporters, 2022). 
· Retail stores with new concepts are getting wider acclamation from customers, who enjoy shopping from such stores as well (Wightman-Stone, 2022). 
	· There exist numerous competitors in the fashion market of the UK, especially Dolce and Gabbana, Armani, Gucci, Jimmy Choo, and others. 
· Increasing inflation might prevent Versace from attaining targeted sales for a period. 



[bookmark: _Toc122789449]2.3 Porter’s five forces 
Another framework developed by Michael Porter in 1979 can be used in a below manner.
Bargaining power of buyers: Each customer within the garment industry can drive down the prices of companies. However, in the UK the cost of living crisis has prevented customers from going beyond their budgets. Despite some considering revenge buying and increasing sales by 81% for clothes surrounding leading firms like Primark. The volume of clothing overall as brought by companies like H&M, and Versace has gone down by 8% on average (Butler and Britten, 2022). Therefore, the bargaining power of buyers is comparatively poor in this context, because it cannot meet the price requirements of luxury fashion brands. 
Bargaining power of sellers: Suppliers might also influence the prices, given their capacity to deliver raw materials on a timely basis. During mid-2022, 55 billion pounds worth of clothing accessories have been supplied by local suppliers in the UK. However, with inflationary pressures, the suppliers now demand higher prices that have even sent the expenditure soaring beyond £57.63 billion in total in a year (Smith, 2021). Therefore, the bargaining power of suppliers is higher in this context. 
The threat of substitutes: Due to soaring prices, the customers that mainly involve middle-class buyers sometimes engage in charity stores, second-hand applications, and even waste management that is utilised for clothes making. This culture has grown in the country, with 2500 or more items getting delivered to the market (McLoughlin, 2021). Therefore, this factor creates a source of threat for a company like Versace to operate in the market. 
Potential of new entrants:  There are certain small-time clothing sellers like Young British Designers, Luxury Bubble ltd, and others. They can seldom create difficulty for a luxury company with the stature of Versace (Fashion United, 2022). Therefore, the threat from new entrants is limited overall. 
Competitive Rivalry: Many luxury fashion sellers exist in the UK that is closer to the reputation of Versace. That includes the likes of ASOS, Burberry, Jimmy Choo, Gucci, Dior, and Prada. The overall retail clothing sold by these competitors encompasses 414,000 units in volume (Fashion United, 2022). Therefore, this remains to be a threat to a luxury fashion brand like Versace overall. Hence, problems can persist. 
[bookmark: _Toc122789450]2.4 Advantages and Disadvantages of the above frameworks
Firstly, the advantage of the PESTEL framework is key to understanding the macro-environmental variables which can impact business performance for any organisation. PESTEL can be scaled up to include the national culture, thereby enabling the framework to incorporate other models such as Hofstede’s cultural analysis. Through it, different economic, political and social phenomena can be discovered and used in conjunction with other models to determine organisational strengths and weaknesses, such as the SWOT analysis. Its disadvantage is that the data gathered from the macro-environmental analysis may be too generic or simplified, thereby making it less effective to use as a strategic model on its own.
Secondly, the SWOT framework is a simple and effective way of gathering data for understanding an organisation’s competitive potential. By detailing the strengths and weaknesses, the opportunities and threats can be understood in an organisational context thereby allowing the firm to make better strategic decisions.  It also empowers decision-making by allowing strengths to overcome weaknesses, capitalise on potential opportunities as well as develop resilience against external threats. When used with an internal resources framework like VRIO, SWOT becomes particularly effective as a model. Its disadvantage is similar to PESTEL where it is too simplistic by itself to make strategic decisions, as other variables such as organisational VRIO capabilities and market, supplier and customer bargaining positions must be addressed to create a sound understanding of potential opportunities and threats.
Thirdly, Porter’s five forces are effective in creating a straightforward and detailed understanding of the organisation’s market and business environment. It accounts for the bargaining position and relationship shared between suppliers, customers and the firm itself. Accounting for market competitiveness can provide insights into how to improve the firm's bargaining position with key stakeholders. Its disadvantage is chiefly in the fact that the model does not analyse external macroeconomic trends such as the PESTEL factors, and similar to the other models, using Porter's five forces with complementary models will deliver the maximum strategic value from the same.
[bookmark: _Toc122789451]3.0 STP analysis towards the organisation
[bookmark: _Toc122789452]3.1 Segmentation
Versace is broadly active across the major global regions of Europe, the Middle East, Africa, Asia and the Americas. As a global fashion brand, Versace aims to target all consumers across global and cultural borders. The segmentation can be shown by the study showing that the majority of sales for Versace came almost equally from the EMEA and American regions, followed by a lower share in the Asian market (Smith, 2022).
[bookmark: _Toc122789453]3.2 Targeting
Versace is successful at targeting the key group of female fashion consumers, and an instance can be given from the German market where 76.16% of the customers were female shoppers of the brand (AIlon, 2022). The German market is uniquely challenging for fashion brands (Hunstig, 2019) and Versace’s success in getting a large share of female customers here shows its success in providing an engaging value proposition to its customers.
[bookmark: _Toc122789454]3.3 Positioning
Through the accompanying perceptual map, Versace’s position regarding its perception as a classical fashion or avant-garde fashion house can be shown (Iacobucci and Grisaffe, 2018). It positions Versace as an avant-garde brand that is innovative and experimental compared to the classic perception of brands like Chanel. The avant-garde perception is shared among Versace and Dolce & Gabbana (Iacobucci and Grisaffe, 2018). 
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Figure 1: “Perceptual map for Versace”
(Source: Iacobucci and Grisaffe, 2018)
[bookmark: _Toc122789455]4.0 Describe the marketing mix strategies of the company
[bookmark: _Toc122789456]4.1 Product
Versace sells numerous popular products ranging from perfumes and handbags to footwear and clothing apparel. By offering different fashion products and accessories across its luxury range of products, Versace can target various tastes and preferences of global fashion consumers, as comparatively accessible products like perfumes allow consumers to interact with the luxury brand without spending “large amounts” (Cabigiosu, 2020).
[bookmark: _Toc122789457]4.2 Price
As a luxury fashion house, Versace uses the same premium pricing strategy as its rivals, as it is essential to maintain the perception of luxury that customers associate with high prices among fashion brands (Royo-Vela and Sánchez, 2022). Although prices are high, they are kept affordable to allow consumers to gain satisfaction from the “emotional experience of buying luxury products” (Cabigiosu, 2020).
[bookmark: _Toc122789458]4.3 Place
Versace is available for purchase across retail and digital sales channels. Versace-owned stores sell products directly to global customers across various markets, whereas the brand’s e-commerce storefront allows global customers to purchase internationally. Such customers can use international credit and debit cards, as well as other means of payment to complete their orders.
[bookmark: _Toc122789459]4.4 Promotion
Social media and television ads are used to promote the products, and Versace partners with celebrity figure to promote their products. Promotion is strategic across global markets, for instance, the company is promoted through lead singers of Korean pop bands in South Korea to gain maximum brand awareness among young consumers (Han, 2022). 
[bookmark: _Toc122789460]5.0 Conclusion
The report has analysed the different models of Versace, to develop a comprehensive understanding of the performance of Versace across different areas of operations. From the marketing mix, the company's strategic decisions to sell products were shown, and the STP analysis described the primary consumer base for Versace’s products. The various models used under the environmental analysis ensured the report could develop a strategic understanding of Versace’s market competitiveness, position and marketing strategies towards engaging its customers.
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