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The purpose of this paper is to acknowledge that a pandemic can and would affect businesses and of course individuals. Covid-19 was a shock to the world since December 2019 and everyone had to make changes in their company or life to stay on top of the situation. I will be making an internal and external analysis of Gucci company during covid-19. According to Kotler, et al.,(2019). marketing is engaging customers and managing profitable customer relationships. Marketing is everywhere around us; we can see it and we can hear it. While not the first thing that comes to mind thinking about Covid-19, also the luxury fashion industry has been highly impacted. Following the widespread lockdowns, non-essential retails worldwide have been closed, including luxury fashion ones.
‘As many other brands, Gucci suffered tremendous losses in its revenues. Yet this did not stop the brand’s will to promote its 10-year plan for a “culture of purpose”, in order to support the community and its supply chain partners, Gucci took initiatives that aim to demonstrate its commitment towards the creation of a collective future and positive change for people and nature’ (Equilibrium Gucci, 2020).
Marketing is important if you want to have success in your business. Marketing process means that companies engaged with customers, maintain a relationship and create value that the company expect to receive back from their consumers. 
A situational analysis means that the internal and external factors are examined inside a company, it shows the current customers or the potential customer and their feedback. A situational analysis in company of Gucci it means that we must examine the competitors based on the market share, the sales history including price and profit, the use of marketing and what kind of customers we should focus on.
Objectives in a company are clear and specific, meanwhile the company’s strategy is to follow steps and help identify if you reached your goals. 
Strategy if defined by strategic planning, making decision to follow the strategy through capital and people. Gucci’s marketing goal is to attract new customers but also keeping their old ones by maintain the tradition and at the same time making new collection with something new according to the year. In the last years the new marketing strategy was to approach social media and smartphones.
Implementation means that you turn your strategy in actions, placing products or service on the market for consumers. According to De Sole the ingredients of their success are focus, talent, speed, calculating risk, a clear understanding of the environment and of course discipline, coming back up when they suffer a downfall.
Control is a process by comparing the performance of marketing and taking actions if necessary. 
SWOT analysis is a way of assessment of performance, competition, risk and the potential of a business. We analyse strengths, weaknesses, opportunities and threats in Gucci company.
In Gucci we can first see that one of the strengths is that they have a strong brand image despite the feuds and family disagreements. It has a strong value chain with the suppliers, more than 400 stores operated by them around the world, they are an UNICEF partner. They had added brand value when they associated with car companies like Ford, General Motors and Fiat. 
One weakness that we have in mind is that they had to deal with loss of money because of the fake products. Another one is that they had to invest money in order to protect their brand image.
One opportunity that Gucci had to target is the investment in the youth target market, kids fashion and trying to make a success in countries like India or China. In China, customers can buy Gucci products made in China which is not a good strategy for a luxury brand, it will help flourish the grey market and the customers cannot enjoy the real products and get sense of luxury goods shopping.
Threats in Gucci can be the replacing of their products with cheaper version. Because they have been a global brand, could be seen as a threat because of fluctuation of price, recession in some countries during some periods of time and the covid-19 pandemic, who had been a shock for every industry and people around the world.
Porters 5 forces is used to understand how profitable an industry is, it is a model that can analyse an industry structure and first thing to analyse is competition. Industry rivalry exist because like Gucci there are other high-end brands who produces expensive and qualitative clothes, handbags, jewellery, shoes, watches, make up, kid’s wear, accessories, perfumes and home décor. Some of the direct competitors are Hermes, Chanel, Fendi, Louis Vuitton and Marc Jacobs for the handbag section. Jimmy Choo, Prada, Dolce and Gabbana, Givenchy and Yves Saint Laurent for shoes. In the accessories section are in direct competition with Prada, Tom Ford, Louis Vuitton. For accessories they can compete with companies like Bvlgari, Tiffany & Co, Cartier and for watches we can find Rolex, Patek Philippe.  This force in my opinion is medium because of the brand name, a name with history. And yes, there are other companies that offer the same products and the same quality but not the name, Gucci. People who are brand buyers are buying products for the brand name.
Threats of new entry in Gucci company are low because if someone decide to open a new high-end fashion product, they could be facing against a century old company, who is having its own legacy by starting as a family business and staying on top during this time since 1920. It is famous worldwide, it’s an exclusive brand, it was a pioneer in fashion industry. This brand has the advantage of their high differentiation like their double G interlaced, or the green and red colours on their products.
Bargaining power of buyers is low because the brand Gucci doesn’t want their products to be mass produced and only selling exclusive high-end fashion products. The products are made of pure leather and the company is not keeping stock clearance.
Threats of substitutes at Gucci is low only because people are buying Gucci for the name. Sometimes some of the products they buy are fakes well-made where only people in the world of fashion can see the difference between a real and a fake one. We can also add that because are other brands more expensive than Gucci we can see it as a threat, because Gucci rely on rich people blanket.
Bargaining power of suppliers is high because the suppliers can always increase their price because of their location and maybe because of competition offering a better deal. Majority of Gucci suppliers are based in Italy, and they can easily be influenced by others, by competition, so the designers should keep a tight relationship with them, making them feel important. During the pandemic the supply chain was not that heavily used and could easily be forgotten and not having to reach for them.
Advantages and disadvantages in Gucci related to SWOT analysis are the following: we can say that Gucci is a name that will be forever remembered, they have history even when at some point they had to climb their way up once again. They had to keep up with the time evolution in fashion industry but at the same time keeping what they are, stick with history, with legacy. A disadvantage is that we are now in a fast fashion industry and slowly this company could be facing a downfall. They will have to keep up with the world and sustainability in order to remain in top of high-end brands.
Segmentation, targeting and positioning is a fundamental process in modern retail marketing by dividing consumers in groups, based on their needs, desires and preferences. We could split segmentation in some major fixed links like demographic, geographic and psychographic. Demographic segmentation is the study of a population based on factors such as age, race and sex. It could also include information such as employment, income, birth and death rates and much more. Gucci is not for everyone, it’s a high-end brand so the Gucci stores should be placed in popular rich area, based on demographic analysis of the specific place, countries that are not affected by the pandemic.
Geographic segmentation is based on the region where people live or work. ‘In geographic segmentation, the market is divided into different geographical units such as nations, regions, states, counties, cities or neighbourhoods’  (Gary Armstrong, 2009). Because of the products prices, Gucci shops are disposed in a few countries in America and Europe based on the consumers who likes quality products and willing to pay more like the people in France who want to pay more just to receive quality products. Latterly Gucci had shops opened in France, Germany and Belgium. Gucci’s geographical segmentation is poorly structured as it prone to ignore developing countries and soaring markets.
Psychographic segmentation is the research used for studying consumers and dividing them into groups using psychological characteristics including personality, lifestyle, social status, activities, interests, opinions, and attitudes. Gucci’s brand focus is majorly on this segmentation with strict concentration on lifestyle. Over the years, they have targeted the lifestyle of their customers who are mainly songsters, film stars, and aristocrats, whose buying decision are mainly influenced by the group they belong to. Gucci focuses on lifestyle because it satisfies them best and most profitable since their brands are expensive and of great quality. The factors driving the psychological aspect of Gucci’s segmentation over the years are increasing disposable income, lower unemployment globally, increasing female employment, growing wealthy class in emerging countries and the desire to emulate the lifestyle of others and social influence to purchase luxury goods.
Gucci is a company with history and not affordable for everyone and the report will analyse what targeting strategies Gucci applied to respond the unexpected crisis. One of the strategies that Gucci decided to apply was CSR (corporate social responsibility) that means during the pandemic Gucci decided to make masks for the Italians and give financial help to the people.  Gucci’s strategy is about finding the right balance between fashion-oriented products and classic, staple pieces. The Italian company stays true to its brand heritage producing timeless, always-in-style articles while adapting key pieces to keep up with the latest trends.
When you say Gucci you think of leather, handmade products with a long history, you think of the logo, the double G from the founder Guccio Gucci, you think of the country where all of this took life, you think of the product prices. Even if the time passed, Gucci positioning strategy remains printed in your mind, because Gucci remains the same but somehow different keeping up with the new era.
Marketing mix is included in the marketing plan, often refers on the four P’s, product, price, place and promotion. There are no real substitutes for the luxury goods consumers. Production cost is not a big factor for luxury goods, customers looking for elegant and unique design. Customers might not be so keen of a particular designer just focusing on the product itself, unless the designer is very famous, like Tom Ford who belongs to Gucci. Technology plays a big role to shape the products and increase volume of the production in the company. With use of the latest technology the quality of the products will be high standard and production will be faster so that will be the easy way to balance between the production and consumers demand.
Gucci understand this important step of the business, so De Sole helps the supplier to provide latest technology and financial support to produce high quality goods and to reduce the production cost. For example, if Gucci uses the latest technology to cut the leather and the results of cutting will be better, faster and wastage will be less; high quality leather is very expensive so lot of savings for Gucci and ultimately production cost less and profit margin high.
In the beginning of the Gucci era, they had consumers defined as wealthy people, so the price of their product was high. They were having customers as Hollywood stars, or tourists to Europe or from the US. But at the same time, they were committed to good quality above price, and aimed to deliver fair value to their customers. Guccio Gucci saying is: “Quality is remembered long after the price is forgotten”. During the regeneration period as well, they looked for a price endorsed by tradition and quality. They sought quality and prices representing value from the customers points of view; improved products and enhanced quality; and then reduced prices by about 30% on average. For example, the price of the Gucci Bamboo Bag was marked down from about 1,350 dollars to 950 dollars. The revised price is still more expensive than ordinary bags, and yet it was considered as fair value to customers.
During the start-up period, they used a limited distribution channel. Direct channel of distribution with stores located in 5th Avenue, New York City as well as some Italian cities such as Florence, Milan and Rome. When they had to open a new store in Rome or 5th Avenue, proper for the Gucci brand they invested a large amount of money. During the recovery period, instead of using sales as a channel of distribution through consumers can purchase Gucci products everywhere, they limited their channel by diminishing down outlets to directly managed stores, department stores, duty-free shops in anticipation to create the brand image. As a result, the number increased of directly managed stores. De Sole said in an interview ‘In Gucciʼs case, over 80% of the sales outlets are directly managed. Directly managed stores are essential for conveying the product and brand image in a precise manner’.
The founder Guccio Gucci used to promote his products, Hollywood stars by opening a Gucci store in Rome where movies were shooting frequently and their presence in there raised the publicity of the brand. Furthermore, his son Rodolfo also earn support from actors and actresses, including Sophia Loren, by investing on her career as a movie actress. In addition, the brands publicity was also raised by Queen Elizabeth II visits to the Gucci store in Florence before becoming the queen and the scene in the movie ‘Viaggio’ in Italy where Ingrid Bergman appeared while carrying a Bamboo Bag and a Gucci umbrella. During the recovery period, they heavily invested money in advertising to make the sexy and fashionable a lifestyle and the brand image firstly initiated by Tom Ford appeal to the public, instead of the traditional classical image. Over time they had use a lot of celebrities as their promoting strategy such as the Harry Stiles, Beckham family, Jared Leto, Tinie Tempah and much more.
In conclusion I would say that this report is about how a fashion could survive in recession, pandemic, family feuds and fake products. Gucci had to invest a lot of money to keep their company in top of high-end luxury items by having stores opened in rich countries or rich area so they can sell their goods at normal price to people with a fashion sense. I would recommend that in the future they could focus more on sustainability and deliver the same quality but having to recurred to a different option of supply. I recommend that in the future they can introduce their products to more people not only the rich ones. They should begin with some affordable products but keeping their usual style of making high end goods. Using regular people in advertising, in promoting their products and keeping all natural, normal appearance. Maybe making duplicates of their products for regular people on affordable prices and keep their expensive ones for the rich area. They should focus more on the future and where this will take us.















References
Anon., 2021. The Application of Integrated Marketing communication in the corporate rebranding process. Advances in Economics, Business and Management Research, Volume 203.
Anon., n.d. Investopedia. [Online] 
Available at: https://www.investopedia.com/terms/m/marketing-mix.asp
[Accessed 19 April 2022].
Anon., n.d. Statista. [Online] 
Available at: https://www.statista.com/statistics/266503/value-of-the-personal-luxury-goods-market-worldwide/
[Accessed 25 April 2022].
Anon., n.d. The strategy story. [Online] 
Available at: https://thestrategystory.com/2021/08/11/gucci-marketing-strategy/
[Accessed 20 April 2022].
Gary Armstrong, P. K. M. H. R. B., 2009. Marketing an introduction. s.l.:Pearson Education.
Gucci, n.d. Gucci. [Online] 
Available at: https://www.gucci.com/uk/en_gb/st/about-gucci
[Accessed 25 April 2022].
Gucci, n.d. Gucci Equilibrium. [Online] 
Available at: https://equilibrium.gucci.com/?utm_medium=gucci.com&utm_source=gucci.com_uk&utm_campaign=equilibrium_launch_june20&utm_content=footer
[Accessed 25 April 2022].
Kotler, P. T., Armstrong, G., Harris, L. C. & He, H., 2019. Principles of marketing. 8 ed. s.l.:Pearson Education Limited.
Lazzari, B. D., 2021. The impact of covid-19 in the csr policies of Gucci: lessons for the luxury fashion industry. Issue 2021, p. 3.
Li Wang, R. S. S., 2012. A case study of ethical issue at Gucci in Shenzen China. 
Liu, Y., 2021. Analysis of the Marketing Strategies of Fashion Brands. Advances in Economics, Business and Management Research, Volume 203.
Liu, Y., 2021. Proceedings of the 2021 3rd international conference on economic management and cultural industry(ICEMCI 2021). 
Micco, M. d., 2021. CAN THE STRATEGY OF THE ITALIAN FASHION LUXURY BRAND GUCCI SUSTAIN THE BRAND'S MIDDLE TERM FUTURE AMONG ITS TARGET?, s.l.: s.n.
Tim Jackson, C. H., 2002. Gucci group - the new family of luxury brands. 
Trinidad, B., 2013. Principles of marketing management. s.l.:World Technologies.



2

