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INTRODUCTION

Among the icons of Italian designers globally, Giorgio Armani represents elegant and refined fashion, recognized throughout the world as a symbol of style and luxury.
Giorgio Armani was founded in 1975 by the homonymous stylist (Kimberly I, 2016) who, after a career that lasted about 10 years in the fashion world, decided to propose his creations after the influence of the great designers of the moment.
Armani clothing items immediately conquered the fashion world for their unusual and refined style without never transcending the vulgar.
However, this last period characterized by Covid 19 was a challenge for the company. Therefore, it is even more important to contribute positively to external society. The best way to do it is to improve the internal structure. 
This report will focus on the external analysis of the company and how Covid 19 has had an impact on the Armani Group. Subsequently, a Swot analysis will be carried out to define the internal situation, followed by the segmentation, targeting and positioning.


MAIN BODY 

DEFINITION

Marketing is defined as ‘the process by which companies engage customers, build strong customer relationships, and create customer value to capture value from customers in return.’ (Kotler, Phil T., et al., 2019, p 6). The buyers’ satisfaction is the focus of the company and to guarantee fulfilment is required to identify a series of steps.


STAGES OF MARKETING 

As Kotler discuss (Kotler, Phil T., et al., 2019, p 6), there are several vital phases for marketing, employed to obtain a complete analysis of the situation and consequently to establish a strategy in favour.
 
Different phases involve an analysis of the situation to better understand the market and buyers' needs. Secondly, based on the first step, it is necessary to define objectives to create value for the customer and to build relationships.

The strategy occupies the third stage of the marketing, and it must be focused precisely on the buyer to increase the demand and the profit of the company.

Subsequently, implementing ' an integrated marketing programme that delivers superior value’ (Kotler, Phil T., et al., 2019, p 6), by focusing first on the marketing mix.
Finally, there is the control through customer delight, which Armani is highly dependent on as its long term success is due mainly to make fashion by reflecting people taste and not as an extroverted artist.
EXTERNAL ANALYSIS 

It is conducted through the PESTLE and describes a series of ‘macro-environmental factors used in the environmental scanning component of strategic management.’ (Bishop, Trinidad, 2013, p45)

PESTLE

POLITICAL


The UK is a country with political stability; however, factors like Brexit and Covid raise many concerns, especially for luxury fashion. 
Slower trade activity and the increase of taxation are obstacles to face considering that the UK is importing 10 billion worth of clothes and shoes from Europe. 
(Rahaman M, 2017) 
A solution for the UK government is to encourage companies to produce goods locally to the detriment of global brands like Armani (Frue K, 2018)
Moreover, the PETA group forces their position against real furs and skins, pushing luxury brands to opt for sustainable choices. 
Political figures also significantly influence the UK fashion trends, for example, Michelle Obama or Prime Minister Theresa May (Frue K, 2018).
Armani entered the Asian market since the number of rich people in Asia is increasing as the demand for luxury items. 
However, the pandemic was unfavourable for the brand as it forced the closure of stores and a delay in the supply activities. Armani is strongly dependent on Asia for production and the lower labour costs, and from Italy, specifically, Milan, which has been the epicentre of fashion and covid.  As Tara affirms, “The country’s fashion companies were expecting a strong start to 2020 but are now struggling to cope with supply chain issues and weak demand, especially in China, the heart of the coronavirus outbreak.” (Law T, 2020)


ECONOMICAL

Covid impacted the Italian economy by decreasing 29% retail sales, 47% industrial production and 68% construction production (Wijffelaars M., 2020).

The production decreased, as the demand, since the pandemic brought an economic crisis caused by a high unemployment rate and a lower individual income (Frue K, 2018), making the elite brand less accessible.
Additionally, Giorgio Armani is a sole owner (MartinRoll, 2021), meaning that he is responsible for all the company's financial decisions, even for the losses from the pandemic.
The favourable point is that heavy buyers of elite brands are numerous in the UK (Rahaman M, 2017) and Japan, as Asian shoppers are particularly affectionate to Italian goods as they represent an essential status symbol (Hardach S, 2008)

SOCIAL

The following social factors are influential in enforcing the brand image and its values.
Music events, songs and videos are spinning fashion trends. Musicians tend to show off their clothes and mention luxury brands in their songs. An example for Armani is Ricky Martin in ‘Are you in it for Love’ and Future in ‘POA’.
Renowned celebs are an opportunity for the brand to gain publicity connecting to unlimited media options. An example is Tom Cruise and Katie Holmes wedding, where Giorgio offered elite gowns (Frue K, 2018).
Moreover, Giorgio showed genuine empathy towards the medical staff and decided to donate funds with Pallacanestro Olimpia Milano to help the Italian hospital and the Italian civil protection (Armani a, 2020) 


TECHNOLOGICAL 

The lockdown is the first experience that brought employees in every country to work remotely. As a result, the fashion industry had to adapt, introducing itself in e-commerce and adding new channels of market. As a result, Armani is increasing the online sales utilizing, for example, wireless devices, precisely 40%. (UK Essays, 2018)

Fashion shows were held online, like the women’s Fall/Winter 2020/2021 fashion show set in an empty theatre and transmitted online. (Law T, 2020)
Digital influencers are also gaining importance in the field, as it’s a significant way of advertising for the brand.

LEGAL 

The UK fashion industry must adhere to the country regulations and restrictions like tax, export, and inflations costs (Frue K, 2018).  Most Armani manufacturing is set in Asia since the lower labour cost is favourable for the company to invest more in materials and quality. (Hardach S, 2008)
However, the company must ensure workers' rights, avoiding scandals like child labours or underpaid staff.




ENVIRONMENTAL 

10% of global gas emission is due to the fashion industry (Rahman M, 2020), and the method of transportation used to deliver the products in the houses and the stores.                                              In addition, 80% of buyers in the UK buy clothes that are never worn (Rahaman M, 2020), increasing the waste.                                                                                                                 Moreover, chemicals are used to produce clothes and elaborate cotton, bringing the further release of toxic gases into the environment.  (Frue K, 2018).
The assumption discussed is unfavourable for the brand as most of the production is in Asia, meaning that transportation is fundamental to spreading the products worldwide.              However, Armani is trying to safeguard the environment by controlling the manufacturing process.                                                                                                                                           The aim is to reduce by 2030 by 50% the 1 and 2 GHG emissions and 42% 3 GHG emissions from transportation and distribution. (Adegeest D, 2021)  
PETA rights (which will be discussed in the company weaknesses) are also an external factor that is seriously impacting the image of the company. 

INTERNAL ANALYSIS 

SWOT (Bhasin H, 2018)


STRENGTHS
Armani is regarded as the most successful brand in the fashion market: it has established itself as the most prestigious label in the industry and now it’s considered a firm brand name.
Giorgio Armani, the owner, and founder of the brand has a net worth of $7.1 billion (Bhasin H, 2018), and it's included in the world's top 200 billionaires (Bhasin H, 2018). He has overseen the company from its inception and has played a crucial role in Armani's development as a brand. 
Giorgio Armani's hand-stitched clothing is well-known, as, in addition to machine stitching, the label also presents hand sewing to craft the apparel to the customer size.  
Another distinctive feature of Armani is precisely its design.  The unique and characteristic traits that give elegance and delicacy to the garments are inspiring the most recognized design institutions in the world.  Furthermore, his unmistakable style covers not only the world of clothes but also interior designs for cars and luggage.
Giorgio Armani has always been a lover in casting off his clothes with figure zeros in shows. This marketing tactic is quite controversial as it goes against the values of equality towards all body types. However, it was proven to be an advantage since he was the first to introduce this trend and to broadcast live fashion shows on the Internet attracting audiences from all over the world.
A lot of Armani success is due also to the engagement in stretching the brand.                                       As discussed in the social field of the PESTLE analysis, Armani has excellent links with other organizations and celebrities. Automobile manufacturers hired him to create interior designs and stars such as Lady Gaga for special events dresses. To reach a wider audience he created new product lines, specifically Armani Collezioni, AJ/Armani Jeans, 7 Armani, Armani Junior, A/X Armani Exchange et Armani Casa (Muret D, 2012). Moreover, various partnerships helped the label in the distribution process, for example, the one in India with Genesis Luxury Fashion Pvt. Ltd (Muret D, 2012).
The active social responsibility (Armani a, 2021) reflects the label’s value and the care for different sectors such as customers, suppliers, environment, and human resources.                           As a result, the brand experience turns out to be very positive, not only for the quality of the garments but also for the service offered during the sale. Moreover, the proper usage of resources means a lot for the brand to guarantee sustainability and the protection of the environment. The donation ‘Olimpia Milano” (Armani a, 2021) made by Giorgio Armani for the Covid 19 also provided considerable support.


WEAKNESSES 
Like many other brands, Armani has used animal skin and fur, creating disgust and refusal in animal rights activists. PETA criticized Armani for this point of view and put the label in crisis for 7-8 years until the brand promised to stop using animal products in its clothes.

Armani, even if it’s a globally recognized brand, accessed only 36 countries having a limited presence compared to the 50 countries to which competitors like Dolce & Gabbana and Christian Dior engage (Bhasin H, 2018).

Although the trademark expanded into different categories such as Armani Jeans, Emporio Armani etc., Giorgio Armani remains exclusive and accessible only to a few customers for the high price.


OPPORTUNITIES
A point in favour would be the continuous change of trends. Armani is considered a stable brand in its style and has never upset the initial design idea. For this reason, developing new creations, especially from the young and creative team, would be an advantage to maintain its originality, but at the same time to evolute fashion. 
Another opportunity is to expand the market by considering a broader target of customers, producing more goods of lower prices. Different ways to grow the market and increase the income would be to focus on resale and refurbished and rentals. Creating more connections with corporations and celebrities is another aspect of broadening the market. 
As we mentioned in the pestle, global income is rising, therefore, the increase in disposable income is a favouring element to increase the demand and consequently the sales of elite garments.
Another opportunity would be to choose intelligent materials in production to adapt to current trends and the PETA regulations. An example would be to opt for more vegan solutions, eco-leather etc.



THREATS
Two main threats are affecting Armani:

The first is the premium target on which the brand depends. As the market is a niche, the label profit strictly depends on the customer's loyalty.
Moreover, brand duplication is a significant issue that can compromise the deals, ideas, and values of Armani.










To set a marketing strategy it’s necessary to relate to the segmentation targeting and positioning of the label

SEGMENTATION
 
Armani divides the market into smaller similar groups to administer resources more effectively and to determine customers' needs and wants.


1. Demographic Segmentation

Armani is targeting professionals from 25 to 35 years old with Emporio Armani (MartinRoll, 2021) and kids and older customers with the other lines. Both women and men are included in the segmentation, singles and married. Since it’s a high-class category, the price it’s not accessible to everyone, and includes individuals with a high income like business owners or celebrities. However, brands like Armani Jeans or Exchange made the label accessible for medium-income individuals.
Armani collections are effortless and intelligent, and their design is recognized globally. However, the brand inspired to different nationalities and cultures several times, like in the Prive haute couture fall/winter 2011/2012 (Fox I, 2011). That is why the brand is accessible to every race, even if it is limited to wealthy and classy individuals.

                 2. Geographic Segmentation

The businesses segment the market depending on factors, including countries, regions, and cities. Clothing and beauty are currently accessible in 50 countries (Armani, 2021), while Prives and restaurants, which are accessible just from the elite, are common in rich cities like Dubai and the mother town Milan (Armani, 2021).

3. Psychographic Segmentation

Consumer’s motivations is depending on their activities, interests, and lifestyle. 
The brand style is reflecting the buyer’s opinions of authenticity, elegance, minimalism, quality, innovation, and rationality. These characteristics are reflected in the business environment and in sophisticated surroundings.

4. Usage and Commitment Segmentation

As mentioned in the psychographic segmentation, users choose Armani for the flawless elegance and logic of the brand. Advertisements are consequently targeted to brand-loyal users, who feel an emotional connection to grace, dignity, and stability values of the brand, but also to the emergent consumer, like in Japan who is increasing the demand for elite garments (Hardach S, 2008).

5. Benefit Segmentation
Armani garments are ageless, never vulgar, and enhance femininity without being overbearing. They also improve the individual by framing them with flawless and timeless lines. 

TARGETING

A niche marketing strategy can be suggested for Giorgio Armani, focusing on a small group of buyers who have a certain status.
However, sub-brands such as Armani Exchange allowed accessing lower-income audiences, thus differentiating the target. There is a commitment to focus on different marketing mixes for other groups: Emporio Armani is focusing on professionals aged between 25 – 35 (MartinRoll, 2021), Armani Jeans is the lowest pricing line, Exchange is consisting of a chain of outlets, while EA7 is targeting athletes. (Armani, 2020)
 


POSITIONING

Positioning is designing a brand image to occupy the target market's mind and beat the competition. 
Giorgio Armani positioning reflects the company values, or better to maintain the image of quality and exclusivity. 
The niche market is the only group of unique buyers to afford the most prestigious clothes, making them feel beautiful and exclusives.
Armani stiles have always been authentic and compatible over time: they could evolve without losing the original essence.
Armani design is memorable and distinctive since its aiming to a timeless style focusing on elegance rather than short fashion trends.

As said, quality, exclusivity and elegance are benefits of the label. Other haut couture brands can easily advertise this characteristic. However, it is hard to demonstrate these values as the brand is specialized and born on them.
User Positioning is used as well to attract more customers. Creating sub-brands is an efficient way to identify a wider variety of buyers.








MARKETING MIX


PRODUCT

As mentioned, Giorgio Armani labels are Prive, Armani Collezioni, Emporio Armani, an EA7, Armani Jeans, Armani Exchange and Armani Junior.
The collections have always shown elegance, fluidity, classicism. They are often characterized by floral graphics, solid colours such as black and white garments, grey and red prints, indigo blue on blouson jackets, and bermuda pants, without omitting comfort. The brand produces everything: caps, glasses, belts, ties, wallets, briefcases, gloves, bags, perfumes, make-up, etc.
For example, its "First Bag" (Armani b, 2021) from Giorgio Armani, is a versatile bag located between a small bag and a full-size bag. It has a magnetic flap and an adjustable shoulder strap. The look is clean and elegant, and the bag is comfortable to carry.


PRICE

As previously mentioned, Armani expanded its brand into Sub-brands to reach different members of the company. Despite being more focused on the elite status, Armani has nevertheless produced accessible brands such as Armani Collections which provide excellent product quality for 20% lower price (Bhasin H, 2019) than Giorgio Armani. Furthermore, fragrances and cosmetics are much more accessible even for the medium-low range. It is then proved that the company utilized a price skimming approach, starting off in the market with a high price and quality.


PLACE

Currently, the Armani business owns “60 Giorgio Armani boutiques, 11 Collezioni, 122 Emporio Armani, 94 A/X Armani exchanges, 13 Armani Junior, 1 Giorgio Armani Accessori, and 16 Armani Casa” (Bhasin H, 2019) scattered over 37 countries. 
Online distribution is also very common, especially for cosmetic and perfume areas. The technology allowed Armani to develop a website based on the same styling cues as its stores and allows users to browse the products positioned in front of them with a beauty bar. Another unique element is a real-time model that enables visitors to see the product worn on and to evaluate whether to purchase the items or not. (Bhasin H, 2019)



PROMOTION

Armani uses several promotional channels, including magazines, inserts within newspapers and online, advertising on social media and TV. A fundamental part of the promotion is celebrity endorsements. In fact, the biggest Hollywood celebrities recognize the designer for his fancy gowns. The most recent collaboration planned for 2021 and 2022 is between EA7 and the Napoli football club, whose uniform will be designed by Armani (Bird S, 2021)












CONCLUSION


After analysing the internal and external situation influencing the brand, we can't deny how the coronavirus outbreak, forced quarantine, and lockdown have significantly impacted the fashion industry. But, on the other hand, Armani continues to be the great icon of 'made in Italy' elegance, on which the brand can always rely. The covid experience that profoundly marks the world economy could be considered a break from overproduction, rapidly increasing consumerism, sustained rhythms, which are some of the biggest sins of fashion. A future rebirth that can give space to new opportunities and the desire to start over and feel beautiful will resurrect the fashion business.
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