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INTRODUCTION
The story of Prada begins in 1913, when Mario Prada and his brother Martino opened a very elegant boutique in the Galleria del Duomo in Milan. The shop sign reads "Fratelli Prada". From the window you can see suitcases, trunks, travel bags, evening bags, walking sticks and jewellery boxes. The vision of Prada is to be the leading quality service and product provider for customers.
The assiduity in which Prada operates is veritably responsive to request and consumer trends.
Everything is handmade, from the skin of any animal: elephant, crocodile, snake, walrus, etc. In addition, there are also design objects in ceramics, porcelain, watches, cutlery, crystal. A true variety of items that in just six years will make a small boutique in fact, in 1919, at the end of the First World War, the history of Prada had an important turning point. 
The shop will become the official supplier of the royal house of Savoy. A very prestigious role that will soon provide the Prada Brothers with a very broad user portfolio of great Milanese and European families. Up to becoming a reference point for national and international fashion for leather good sue known in noble circles.

















MARKETING
Marketing refers to activities a company undertakes to promote the buying or selling of a product or service. Marketing includes advertising, selling, and delivering products to consumers or other businesses. Some marketing is done by affiliates on behalf of a company.
Professionals who work in a corporation's marketing and promotion departments seek to get the attention of key potential audiences through advertising. Promotions are targeted to certain audiences and may involve celebrity endorsements, catchy phrases or slogans, memorable packaging or graphic designs and overall media exposure.
The vision of Prada is to be the commanding quality service and product provider for guests. Being the stylish and the leading player means that Prada marketing strategy and operations concentrate on.

· Providing high quality of products and services
· Providing value to customers
· Concentrate on building customer experience

Prada marketing strategy is predicated in its charge. The charge for Prada is to be the favourite brand of the guests. 
Understanding and knowing the brand equity is vital for directing and giving meaning to the marketing strategy of Prada. The knowledge of brand equity will help in shaping Prada marketing strategy effectively – thereby easing the growth of business for Prada.

· Brand awareness

· Prada has high brand awareness because of international operations
· Each request for Prada has modified marketing and strategic directives and plans

·  Brand association

· Prada is directly associated with the brand name and product category
· Prada is associated with promising and delivering quality and innovative product



· Brand loyalty
· Prada has been successful at gaining high consumer fidelity because of unique and influential marketing strategy
· Prada keeps adding value addition to the products and product portfolio to keep consumers engaged


MARKETING PROCESS
	


ANALYSIS
	The assiduity in which Prada operates is veritably responsive to request and consumer trends. Prada, thus, needs to be watchful in its request strategy towards
 competition – to make sure that it maintains its competitive advantage.
	
· Strategic Group Analysis
· Industry rivalry


	

OBJECTIVES
	

Prada marketing strategy has the following objectives for the current financial year:
	· Increased market penetration
· Enhanced brand recognition
· Increased use of digital marketing
· Retail Growth

	

STRATEGY
	Is centred around an elimination of markdowns, higher average selling price and more control over the distribution with directly-owned stores and online — is paying off
	· Influencer
· Conventional marketing
· Digital marketing

	IMPLEMENTATION
	The PRADA Group developed its prestige through a functional operation system 
grounded on high quality, creativity, invention and fustiness
	· The product/service design and production function
·  The marketing functions
Job design and work organization and social responsibility of the firm.

	






CONTROL
	


The marketing control have 4 different types:
· annual-plan control, 
· profitability control, 
· efficiency control, 
· and strategic control.
	· The basis of annual-plan control is managerial objectives.
· Profitability control and efficiency control allow a company to closely monitor its sales, profits, and expenditures.
· Strategic control processes allow managers to evaluate a company’s marketing program from a critical long-term perspective.





Prada is a luxurious Italian brand that has successfully done its business for the last 106 times. To sustain in this competitive assiduity, they've to use so numerous marketing strategies and tools. Since they've decided to enter in UK apparel request and for this reason, they've hired a experimenter as a marketing superintendent to make a report grounded on the expansion of their business in UK (Hodder’s, 2012). Prada should compromise the higher tax because other things are very favourable to earn high profitability from this market.
Before entering a new market, Prada should know about all the economic factors like inflation rate, interest rate, structures of the market, the exchange rate of foreign currency, employment rate, etc.



· Prada operates I markets with political stability 
· Prada is aware of local and global laws of business and human resource management
Social/cultural forces
Economic forces
Environmental 
MACRO ENVIRONMENT
PRADA


Political & Legal forces








Higher education and awareness increase sales of Prada predict.
Social environment indicates culture, religion, social status, attitudes of people, values, behaviours and so on




Technological forces



Prada has an active CSR program
Environmental friendly products are accepted by the people of UK as they are very cautious about their environment.

The firms which keep up the pace with growing technology hails or else the firm starts going out of business and soon is not a competitor in market.
technology brings revolutionary changes in all sectors of life. Prada operates both stores and online services.
 So Prada needs advance technology to do use new innovative ideas, planning strategy, and online business activities















	
5 Forces of Prada
 Threat of substitutes
· High risk of replacement

· Backups offer analogous products at low prices


 Threat of entry
· New entrants need:
· High fiscal investment
· Technology for keeping par with assiduity progress






Industry rivalry
· High industry contest
· Players:  - offer related products and face through marketing to guide consumers


   



 Bargaining power of buyers
· Grazing of products at retailers, as well as own- contained retail avenue
· Deals made to end consumer directly

 Bargaining power of suppliers
· Suppliers chosen careful examination, and through contracts
· Multiple suppliers of raw materials





















PRADA SWOT ANALYSIS



	Strengths
	· Contribution in market research

· Maintain reliable relationship with raw material suppliers and create loyal customers by satisfying their customer’s needs.

· Strong brand image for the upper-class people

· Global delivery network


	Weaknesses
	· High product prices

· Slow departmental processes

· The planning of financial items is not done effectively

· There is a gap in their product range for each competitor can easily enter this market





	Opportunities
	· Regional expansion

· Fresh lifestyles

· Diversification

· More liquid asset refers to invest properly in a new market and expand their business.

· The chance to adopt new technology and emerge a new market.


	Threats
	· Increased competition and imitation
· The Supply of new products is not a regular basis
· Target customers are only upper-class people
· The global market needs a more skilled workforce than they have now, it a warning for the company 
                           








Advantages and disadvantages

The marketing strategy of Prada stands out from the clutter and competition. Prada has also achieved a sustainable competitive advantage in its marketing strategy:
· Cost-effectiveness
· Innovation
· Strong market research and consumer understanding grounded
· Making effective use of emotional prayers.
Prada focuses on reaching consumers effectively rather than majesty.
Also, the Prada closed a momentous fiscal time on a promising note, but the outbreak of Covid-19 could halt progress in its tracks in 2020, much like utmost other luxury brands.
The launch of 2020 has been veritably buoyant for the Prada Group; the coronavirus outbreak has intruded our growth line.
As COVID-19 despoilments the world, every sedulity has been made to reflect – – on how we ’ll make it through, and when we do, how we ’ll change our ways moving forward. The fashion sedulity has been hit on a global position by the epidemic, leading to everything from benign disruptions, like Milan Fashion Week cancellations, to ruinous goods like mass layoffs and sinking stocks as retailers and factories shutter.

Despite the certain financial losses to come as a result of the contagion, Prada is along of the wind when it comes to swiftly shifting priorities to the good of caretakers on the anterior lines.
 Following its emergency donation of six Ferocious Care Units to Milan's hospitals last week, the brand has pledged to manufacture and distribute masks and medical overalls to healthcare help, in response to a request from the Tuscany region, which came amidst considerably reported crunches of proper medical supplies in hospitals around the world. 
Prada's Montone factory remains open for the sole purpose of creating the supplies, which will be made from a nonwoven fabric sourced with help from the officers of Tuscany. 
“Grazie mille, Prada.”
On the one hand, digital has been stoutly encouraged and the results have been seen the family’s e-commerce has tripled in just one period. 
On the other hand, some charges have been reduced by limiting marketing enterprise.
The 2020 results for Prada, which-it should be remembered- operated in the twelve months of 2020 with a normal of 18 of stores closed (27 in the first half and 9 in the alternate). Retail deals (retail) amounted to 2.115 € million and fell by 32 in the first half, down to 6 in the alternate, on average they were 18 in the time. 
The results thus appear to have losses explosively eased by the performance of the alternate half of the time and benefit, as mentioned, from the donation of e-commerce which, accelerating sprucely throughout the time, has further than tripled the situations of 2019., obviously thanks to the new logistics platform.
The lockdown measures were a causality for the focused sector to push e-commerce. For Prada, online deals better than tripled last date. The necessity to impress guests indeed when it was impossible to leave the house due to contagion constraint measures has converted the part of clerks.
 “We have gone from the salesperson who hands you the product to a person who does marketing, who knows the customer's habits, his tastes, and connections him to offer him the right products. Maybe he indeed sends them home, in a kind of tried trade," said Bertelli, emphasizing how the way of showing an item of vesture or an accessory from a distance is now truly sophisticated.
























The marketing Mix

The marketing blend for Prada as per the marketing strategy is the following:
	


P
R
O
D
U
C
T



	· Prada provides mass retailed products for all parts across the request undifferentiated
· Prada also provides some named, decoration products to niche client groups
· The Prada maintains a high focus on invention in products and introduces new products constantly to keep the consumers engaged
· All products are acclimatized to meet consumer specifications, demands and requirements across different indigenous requests
· l products in the portfolio constantly maintain high quality
· All Prada products are not only best in quality but also excellent in case of providing comfort
.
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P
R
I
C
E
	· The price of Prada’s products includes not only the high-quality raw accoutrements and value additions but also the enhanced client experience they deliver
· The company’s pricing strategy allows to enjoy stable profit and profit growth
· Prada also sell its products online and their sales are increasing all round the world among the elite class people and getting excellent from their clients

· The Prada prices its products so that its target consumers can go it fluently
· Prada uses relative pricing strategy for its products
· The Prada prices its products so that its target consumers can go it fluently
· Prada uses relative pricing strategy for its products
· The company’s pricing strategy allows it to enjoy stable profit and profit growth
· The price of Prada’s products includes not only the high-quality raw accoutrements and value additions but also the enhanced client experience they deliver 

	P
R
O
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O
T
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	· The Prada has a high budget allocated towards marketing conditioning
· The Prada invests mainly in digital marketing conditioning to reap high and effective results
· Use of digital marketing has also allowed Prada marketing strategy to cap costs and charges
· Prada also takes part in direct consumer engagement through on- ground conditioning where the company initiates trials
· Prada also invests in traditional media channels to reach maximum consumers in the request
· Their online  website is also well designed and portrayed with all

	P
E
O
P
L
E
	· Prada has a large pool across different companies
· This pool is continually trained to come experts in their separate fields of operations
· Prada hires without discrimination
· Prada ensures that its workers remain motivated through erecting an inspirational and creative organizational culture
· Prada focuses on also erecting and maintaining organizational commitment and fidelity in its workers
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	· All conditioning at Prada-from raw material procurement to the final trade to the end consumer- suffer methodical processes

· The processes at Prada are well defined, and well communicated to all workers

· The methodical processes also insure a smooth handling of operations at the Prada


· All workers are trained to follow the processes internally to insure constantly high quality as well as timely product and deliveries


	P
H
Y
S
I
C
A
L

E
V
I
D
E
N
C
E
	· The physical substantiation for Prada includes the company totem, company store designs, and the product packaging

· Satisfied and agitated guests in the retail spaces of Prada, as well as during product consumption produce a bubbling and an inviting atmosphere

· Thee-commerce website for retail by Prada is also designed with a friendly client interface to allow maximum commerce with the brand

· The store designs created by Prada for its retail space allow consumers maximum commerce with the products directly.
.

.



















RECOMMENDATION


Prada is a truly prestigious, well given and celebrated brand so their target group of guests is also named from a niche group of people. They maintain a high brand image and excellent quality for their high income and elite class rich people. The brand is trying to maximize its profit to come the leader in the luxury vesture sedulity by expanding its business in UK (Zhang and Cued, 2018).
 Also, some of the recommendations are given to make Prada popular and more established in people’s minds and stand out in a better position from their contenders. Prada should accumulate their geographical position and outlets to reach further guests. 
Middle East, UAE, Saudi Arabia, Indonesia, etc. can be some excellent choices for them to start their outlets and get huge earnings from those places. They need to increase their digital appearance and concentrate on online marketing more to snare all elite class people around the world. Prada needs to interact further with their virtual guests to increase their profit base and serve farther people. They also should produce alliances with some strong brands of the world analogous as; nine west Cosmopolitan, Vogue, etc. and sponsors some world-notorious events analogous as; world mug justice, football, concerts, business summits, high- class conferences, etc. The brand can also introduce trade offers, occasional abatements and other special offers for the people to get attracted to the brand.




























Conclusion


In many ways, most of the brand’s moment have espoused the strategy of flagship stores to enter a new country with the sole reason that it enables them to make a big and a grand entry.
 
But can we say a big fact about Prada and all the process as a company. Prad stays in top of the most successful brand company and no matter what she will always succeed.
Now they should focus more on promotional strategies and online marketing for getting more customers

Moment with stiff competition it makes it more important for a company to make up its own image where flagships store clearly grease the process.
From the operation point of view, the themes of leadership, operation style, power, and organizational structure were anatomized as displayed in the film. Still, the movie offers some assignments of the life that hourly prove to be useful.
So, as a last word the hole process of Prada it’s look complicate but no that much when you truly want to success and have the ambition to keep searching for that proud feeling pass at the end.
They can also introduce new product lines to make them affordable to the higher middle class and middle-class people as well to increase their customer base and profit as well.
.
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