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[bookmark: _Toc111667798]Introduction
Businesses consist of several different operations needing to be executed to properly attain the set goals and objectives of an organisation. The most common operations can be identified to be management, marketing, accountancy, finances etc. All of these operations hold quite a significant value to every organisation that is eyeing for success. Marketing is one of those pivotal operational aspects that need to be considered and planned thoroughly to be able to brand a product or service to the masses. Marketing usually comprises different activities in order to complete the cycle that revolves around it. Moreover, there are other aspects such as macro environment, micro environment etc. that affect the situation of an organisation, as well. But, due to the recent COVID-19 pandemic, all of these key aspects and activities have been altered for good. This report will be made on Gucci, a worldwide recognized brand, in relation to marketing. Firstly, the report will define marketing and identify the main stages that are involved in the marketing process. After illuminating the basics, this report will shed light on the macro and micro environment of Gucci through analyses such as PESTEL, SWOT, Porter’s five forces model including the advantages and disadvantages of SWOT analysis with the effects left by the pandemic in mind. After that, the marketing mix followed by Gucci will be elaborated. At the end of this report, segmentation, targeting & positioning of Gucci will be described alongside elongating proper recommendations for the brand to follow with a view to recovering from the adversaries posed by the Coronavirus pandemic and a befitting conclusion.
[bookmark: _Toc111667799]Definition of Marketing
Marketing can be defined as an operation that an organisation can undertake to promote a product or service towards the correct targeted audience in order to gain better sales revenue and creating brand awareness in the process. (Kotler, P., et, el. 2015) Marketing is mainly done through different initiatives that create better opportunities for organisations to brand their products in such a way that help them to formulate a brand loyal customer base all the while boosting the sales figures and brand value. Marketing is executed through certain activities that can include creating different contents in relation to the particular products and services. In simple words, marketing is just a process that helps organisations to gain the attention of required prospective customers who can be conveniently transformed into actual consumers of the products and services in the long run. (Lamb, C.W., et, el. 2012) There are many activities involved in a marketing process such as conducting market research and analysis, comprehending the needs and expectations of the consumers of the given products and services. It also pertains to other activities of an organisation such as product development, distributing techniques, advertisement of the products and services etc. In short, marketing is the way that a business can communicate with its prospective as well as existing customers for the offerings that the business is willing to provide them with.
[bookmark: _Toc111667800]Main Stages in the Marketing Process
There are quite a few main stages in the marketing process that a business has to undertake in order to make the whole initiative a successful one. Through the proper completion of the main stages, only do the businesses see a return coming back to them. These processes include identifying the needs of a particular marketplace, setting proper plans to mitigate those needs by developing products that are superior to certain extents in contrast to the existing ones, implementing the tactics to acquire the goals and objectives and finally monitoring and controlling the whole process so that the desired goals and objectives can be attained successfully. These main stages are elaborated below.
Identification of Needs in the Market: The first and foremost stage in the marketing process is to identify the needs in the market that need fulfilling and can bring effective results for the organisation. This involves conducting market research and analyzing the attained information. 
Setting Proper Plans and Developing Products Accordingly: When the needs are identified and proper analyses are done, then plans are needed to be formulated that can facilitate the development of such products that can mitigate the needs in the market.
Implementing the Tactics: It is of much significance that the plan is enhanced by creating tactics which will come at play when required. This requires formulating strategies that the organisation can benefit from and when such strategies are created, they need proper implementation so that the stages which came before can be materialized.
Monitoring and Controlling the Plan: One of the pivotal stages in the marketing process is to oversee the whole plan and control in order to overcome any issues that might have occurred. This is important because just formulating and applying the above stages won’t do much for the organisation, to attain its goals, if the plan cannot be regulated in a proper manner. 
[bookmark: _Toc111667801]Macro Environment of Gucci
Macro environment comprises the external factors that affect the general operations of a business on a day-to-day basis. These are very much important to consider while strategizing because the factors can significantly alter the operations of business.
[bookmark: _Toc111667802]PESTEL Analysis
PESTEL analysis refers to political, economic, social, technological, environmental and legal factors that influence the planning and strategies formulated by organisations to achieve all the set goals and objectives. (Matovic, I.M., 2020) PESTEL analysis of Gucci is provided below.
[bookmark: _Toc111667803]Political Factor
As a big brand, Gucci has to operate on different foreign soils and for that, the company has to adhere to different regulations in order to carry out the business. Moreover, the business has to face different sort of political influences in order to be able to survive in the competitive market. In addition to that, Gucci faces issues of taking parts in the politics which can only bring more controversial issues on plate for the brand. The company has already faced troubles when it showed signs of racism in its marketing strategies in 2019.
[bookmark: _Toc111667804]Economic Factor
Economic factor is one of the most influential one out of this bunch because having proper performance in the financial department is absolutely a necessary for such a big brand as Gucci. The Covid-19 pandemic has caused serious damages to the economic situation of Gucci as the company was forced to shut a lot of its outlets down in many regions including China where the company shut down almost 50% of regular outlets. (Desklib.com. 2022) Again, just like any other brand, the company faced different supply chain issues, as well, for which the company needed restructure its facilities.
[bookmark: _Toc111667805]Social factor
Social factor is significant when it comes to businesses like Gucci which sell fashionable clothing and other related products. This is, in fact, the most favorable factor for Gucci due to the brand image it has created over the years it has existed and developed. The company has successfully instated the brand image in the minds of its loyal customers for which the company faces not much of an issue from them. But the younger generations are becoming more and more environmental conscious for which the company can face issues as it focuses more on lavishness than other aspects.
[bookmark: _Toc111667806]Technological Factor
Gucci also excels when it comes to the technological factor that influences the most of the current modern businesses. As the company enjoys a huge resource, it can implement many technological facilities in its operations in order to attract more and more customers. The brand has its own application that lets the users to try different clothes and other products online. During the pandemic, the brand also started its own virtual showroom to keep the operations ongoing at any cost and serve its customers.
[bookmark: _Toc111667807]Environmental Factor
Environmental factor matters a lot when it comes to businesses such as Gucci. On top of that, the current generation of customers are very much conscious of environmental issues and unsustainable matters for which Gucci gets no exception. As a result, the company does a lot of CSRs which can be identified as ban of use of fur in all of their clothes and as such.
[bookmark: _Toc111667808]Legal Factor
Large scale businesses like Gucci have to make sure that all the operations that they execute are done properly in accordance to the laws and regulations of respective countries that they operate in. These significantly affect the operations of Gucci as it has to formulate different strategies to meet the bare minimum regulations in carrying out all its operations in the correct manner. Moreover, Gucci, as a huge brand, faces different lawsuits on a regular basis which just make the operations even more tedious. 
[bookmark: _Toc111667809]Micro Environment of Gucci
Micro environment consists of components that affect organisations to a great extent and the organisations also have to consider the factors in order to overcome greater issues and attain success. Below are the SWOT analysis and Porter’s five forces model analysis of Gucci.
[bookmark: _Toc111667810]SWOT Analysis
SWOT stands for strengths, weaknesses, opportunities and threats that are associated with an organisation of which the first two are the internal factors whereas the latter two are the external factors affecting an organisation. (Leigh, D., 2009) Below is the SWOT analysis of Gucci.
[bookmark: _Toc111667811]Strengths
The major strength of Gucci is its brand awareness that the company has built over the years. Furthermore, Gucci is known to deliver one of the best quality products in the market. Moreover, the customer base of Gucci is both enormous as well as loyal as the company starts trends, rather than following the newly set trends.
[bookmark: _Toc111667812]Weaknesses
There are certain issues regarding Gucci and its operations of which the first can be identified to be the amount of investment it makes on its R&D which is quite on the lower side when compared to the rest of the competition. (Sarsby, A., 2016) In addition to that, the company’s financial position is also at a fumbling position. Furthermore, Gucci has done advertisements that have extensively hurt the sentiments of a large group of people.
[bookmark: _Toc111667813]Opportunities
Due to the reputation it owns, it can easily capitalize on the younger generation to make products that go with their interests so that they can be turned into loyal customers. (Bhasin, H., 2022) Moreover, Gucci can penetrate newer markets as well, in order to increase the profitability of the company.
[bookmark: _Toc111667814]Threats
Just as any other flagship brand, Gucci also has to deal with its products getting counterfeited. Moreover, there are increasing number of brands who are emerging and making a difference in the market who can be a big obstruction for Gucci in retaining its market share.
[bookmark: _Toc111667815]Porter’s Five Forces Model Analysis
Porter’s five forces model include five very important aspects that a business can regard to identify different issues and take necessary steps to subsidize those complications. (Dobbs, M.E., 2014) These five forces are competitive rivalry, threat of new entrants, power of customers, power of suppliers and threat of substitutes. Porter’s five forces model analysis of Gucci is given below.
[bookmark: _Toc111667816]Competitive Rivalry
Gucci’s competitive rivalry is quite high because there are many luxurious brands in the niche market that Gucci works with and the fact that they provide similar kind of fashion products and this gives the customers a lot of options to choose from and thus resulting in an increased competitive rivalry.
[bookmark: _Toc111667817]Threat of New Entrants
The threat of new entrants for Gucci is very low due to the niche market it works with. First of all, the products made by the company are luxurious and the costs associated with the entrance in such markets are exceedingly high. (Case48. 2022) That is why the company won’t face much of a threat arising from new entrants.
[bookmark: _Toc111667818]Power of Customers
The power of customers in relation to Gucci is mediocre, mainly because of the concentration of the customer base that Gucci currently has and the fact that the younger generations are more conscious of the environmental factors. The first reason makes the factor quite on the favorability of Gucci, but the latter one increases the influence greatly.
[bookmark: _Toc111667819]Power of Suppliers
The power of suppliers of Gucci is very high because the amalgamation of the providers at the same place, Italy, that Gucci currently has. For this reason, the suppliers can easily demand more and increase the prices for the production costs as they are required to go through a rigorous standard process.
[bookmark: _Toc111667820]Threat of Substitutes
As the products sold by Gucci are premium, there is a very low chance that Gucci will face much of a threat of substitutes, although its market capitalization can be challenged by similarly posed brands, but to have the threat of substitutes is very low in the case of Gucci. Even though there are many counterfeits in the market, there is a substantial difference between the original products and the counterfeit products.
[bookmark: _Toc111667821]Advantages and Disadvantages of SWOT Analysis
Advantages
· SWOT helps to understand the situation of a business.
· It helps businesses to capitalize on their strengths.
· It enables organisations to identify their weaknesses and overcome them.
· SWOT analysis can extensively facilitate businesses in developing certain goals and objectives that can deter the threats and properly utilize the opportunities.
Disadvantages
· SWOT analysis cannot prioritize the weaknesses, rather just identify them.
· It doesn’t provide the organisations with any alternative solution.
· It has the potential of generating a lot of information, but they might be redundant. (Samson, R., 2022)
· SWOT doesn’t focus on specific terms, rather it relies on generalized ones.
[bookmark: _Toc111667822]Marketing Mix of Gucci
Marketing mix is a framework that an organisation can utilize to properly market their products and cover all the associating aspects. (Borden, N.H., 1964) Marketing Mix mainly covers four areas, also known as 4Ps of Marketing, which are products, place, price and promotion. (Goi, C.L., 2009) The marketing mix of Gucci is elaborated below.
[bookmark: _Toc111667823]Products
Because of being a luxury brand, all the products pumped out by Gucci are mainly premium ones. The product lineup is also quite diversified and the company offers its customers with a portfolio where the befitting customers are bound to find their interesting products. (Bhasin, H., 2022)
[bookmark: _Toc111667824]Place
As a luxurious brand, Gucci never fails to keep that in mind while doing anything relating to the brand name. That’s why the countries it is available in, the stores are mainly situated in expensive street locations in order to appeal to the greater extent of the customers that it intends on attracting.
[bookmark: _Toc111667825]Price
Gucci provides premium products and exclusive ones, too, for which the company charges a hefty sum for the products so that the products that they offer cannot reach the general masses and bring luxurious satisfaction to the loyal customers. Again, there are many charges involved which only increase the price at the end.
[bookmark: _Toc111667826]Promotion
Gucci uses different methods for its promotional uses which include advertisements, banners, social media, print media etc. in order to maximize its existence among people who want to be a part of the historical luxury that the company offers. It also runs different campaigns which only contribute to the overall heritage that it possesses.
[bookmark: _Toc111667827]Segmentation, Targeting and Positioning of Gucci
Segmentation: Gucci is a luxurious brand and the segmentation it does revolves around certain aspects such as demographic, geographical, psychological and behavioral. Gucci mainly segments its products in relation to these aspects who are rich as in demographic, popular as in geographical, willing to spend as in psychological and have a tendency for luxurious items.
Targeting: Gucci targets a very concentrated group of customers who are mainly interested in buying the lavish items that Gucci offers to sell. As a result, the targeting groups always get narrowed to those particular individuals who can spend a fortune on the products that Gucci sells.  (EDUZAURUS. 2022)
Positioning: Gucci’s positioning always has been that of a symbol of quality and heritage. Moreover, the company positions its products as the pinnacle of craftsmanship. Again, it sets the trend for newer fashions and do not follow others in that position. (Schlegelmilch, B.B., 2022)

[bookmark: _Toc111667828]Recommendations
The pandemic has been a curse for businesses of all kinds as it has damaged the feasibility of spending attitude of all categories of people. The consumer behavior has changed drastically. As a result, the numbers of customers have gotten narrowed down even further on top of the already squished groups of people. In addition to that, Gucci has been financially quite diffident for quite some time now due to the liquidity issues. Again, Gucci doesn’t let its products sit on the shelves for long which only creates mountain of pressure on the finances. That’s why the things that Gucci should look out for have been suggested below.
· Gucci needs to invest in its liquid assets in order to maintain consistency in relation to the debt it currently has so that the company can survive in the financial aspect.
· Gucci can expand its businesses into more countries so that more and more customers can be availed with a hope of bringing betterment to its financial performance.
· The company can also give a try at selling products with coupons that can give the customers discounts which can attract a lot of prospective customers.
[bookmark: _Toc111667829]Conclusion
The major operations of businesses, regardless of the industry, have been transitioned to newer and more sustainable approaches worldwide. Businesses are now considering all the possibilities of getting impacted negatively by different circumstances and resolving all the key issues in that sense. Core operations such as marketing have been altered to more resilient ones with proper tactics in place. But, due to the financial havoc they have been through and the alternation in the consumer behavior seen in the post-pandemic world, businesses are still facing tough times in coping up with different issues entangled with even the most generic activities. This report has elaborated marketing from the core functionalities and provided insights on a very famous brand, Gucci and their marketing activities. This report also has provided macro and micro environmental analyses for the brand to understand the key aspects related to the brand. In addition to that, the marketing mix of the company has been described and the segmentation, targeting and positing of the products and services of it have been put in place with proper details on them. Lastly, befitting recommendations have been provided so that Gucci can overcome the issues that the company is currently facing.
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