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History and background                       [image: A person and person
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Giovanni Maria “Gianni” Versace was an Italian designer who founded “Versace”, a luxury fashion company, in 1978. He has built this company with his family support, he named his sister Donatella Versace Vice President and his brother, Santo, President of the company. He was born in Reggio Calabria on 2 December 1946, and he grew up with his family: elder brother Santo Versace, younger sister Donatella Versace and his father and dressmake mother, Francesca. He grew up in a world of fashion because his mother was making dresses and he started his business with her. He designed his first dress at the age of 9. But he was a visionary, he dreamed to have successful company and he was an independent designer who had everything in control, from designing to retailing. Gianni Versace launched his first collection in 1972 for Callaghan, Genny and Complice. In 1982, the company started to create accessory, jewelry, home furniture and expanded into China industries. Donatella Versace was known as “the best-dressed girl in the city” and she created the “Young Versace” line and “Versus” line in 1993. Versace was considered haute couture in 1989 when he launched a collection with silk with leopard skin and Medusa head prints. Medusa head is the logo of Versace, and he chose it in 1993 because she made people fall in love with her and no way back and he expected that with his collections, that people will fall in love with them. The Versace’s Golden era was in 80’ and 90’ when he created unforgettable dresses. He also made outfits for Madonna, Naomi Campbell, Michael Jackson, Elton John and many more from the music industry and celebrities. Gianni moved in Miami in 1992, in his villa named The Villa Casa Casuarina, built as he dreamed to be and where he was murdered by a fan named Andrew Cunanan. 
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Princess Diana in Versace       [image: ]

Versace’s vision Statement: “To make women and men feel beautiful and empowered, the House of Versace is an established fashion force that continues to inspire both trends and people.” 
These are Versace’s words and his vision that wants to inspire people and fashion to make them feel better about themselves and Versace company is still doing it nowadays. 

Mission Statement: “Versace will pursue its sales goals on national and international markets through the offer of fashion, luxury and high-quality products at competitive conditions and in compliance with laws designed to protect competition.” 
The mission of any company is very important to grow and achieve the goals. The high-quality products and their authenticity offer to Versace a big influence in the fashion industry worldwide. 

Variety of products
Versace is already known as an Italian fashion designer, but he also explored the fashion for bags, shoes or jewelry. 
A famous nowadays bag is La Medusa bag. It has the Medusa head logo; it is 100% leather, and it is made in Italy. 
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The Medusa small handbag has featured a contemporary curved silhouette and is made in Italy from lightly grained calf leather. The design is perfect for day or evening looks and can be styled on the shoulder or across the body with an adjustable strap, boasting a three-dimensional Medusa plaque. This small la Medusa handbag features a feminine fit and flare silhouette. The handbag has also gold-tone ring hardware, the design is very glamour. The Medusa small handbag can also be worn like business meeting ready. It can also be found at the price of 1,950 euro on the European websites. 
The company has a big variety of products, and it is continuing growing by satisfying the wants and needs of the customers. 
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Description automatically generated with medium confidence]  Medusa Chain Nappa Leather Sandals. These high-heel ankle sandals are  very elegant, with a golden chain on the ankle and toe straps can be eveningwear. 
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Description automatically generated] Greca drop earrings. Elegant golden earrings feature a Medusa stud and a long Greca drop pendant. They are lead and nickel free and hypoallergenic. 
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Medusa studded travel cup. This travel cup is very glamour, all enriched
with crystals, features a gold tone Medusa surrounded by Greca borders. 
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Description automatically generated] Baroque bathrobe. Luxury bathrobe featuring a faint textual Versace logo print with Barocco printed sleeve and wrap belt, can also be customised with up to nine sequin-embroidered characters. 
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La Medusa phone case iPhone has a three-dimensional Medusa plaque.
It can be found in many colours.
 
Price
Versace has a large variety of products like scarfs, wool caps, bracelets, towels, slippers, dresses, perfumes, sunglasses, swimsuits, underwear, wallets, headphone cases, key rings and many more. 
Being a luxury fashion company, it has premium prices that means high prices for high quality products. The price of the product is the price that a consumer is willing to pay to have a product. One important element is price in the marketing mix definition. If a company is new and unknown yet into the market, it is hard for your target market to pay a high price. A low price can often make the customers see it like a low quality of the products and a high price makes the customers feel like they are paying for high quality, and they can see the benefits of the products. A good examination of competitors’ price accordingly can help to choose the right price. Versace is using skimming pricing strategies that means to target the top of the market by having high price and selling to those consumers who are less price sensitive, and they are willing to pay. This label offers an exclusive combination, whether you are a serious businessman or a cool teenager wishing to enhance their physical appearance, there is a place in the Versace brand for you. Both genders are enjoying the diversity within the company and are amazed by the styles and designs in each line. Gucci, Armani, and Fendi are few of Versace’s competitors. Nowadays, the biggest stars in Hollywood are wearing Versace and the company is still enjoying the success. 
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La Greca Jacquard Dress £1,910 or it can be found for 1.950 euro
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Greca Border One-Piece Swimsuit £245[image: A person in a swimsuit
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Place and distribution
Versace’s products are sold in more than 200 company-owned boutiques and some 1000 other shops in 60 countries worldwide. The company provides direct and indirect distribution. Direct distribution into the Versace’s stores and website and indirect distribution into the other stores and other websites. Versace has a selective distribution strategy that means a producer is using a few numbers of outlets in a geographical area to sell products. For example, Versace has three or four outlets in the Mumbai, what makes Versace have a selective distribution. Versace is a vertically integrated retailer, it designs, manufactures, and distributes the product itself. 
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Promotion
Promotion is a very important part of any company. Over the years, Versace has applied different promotional strategies to attract a larger market of customers and bigger segment. 
In the 80’s and 90’s, Versace was the first Italian designer that hired top photographers to shoot his advertising campaigns such as Richard Avedon, Bruce Weber, and Steven Meisel. He also employed top models, turning girls like Naomi Campbell, Claudia Schiffer, Cindy Crawford and Kate Moss into supermodels and global celebrities. Artists like George Michael, Eric Clapton, Elton John, and Michael Jackson were the earliest clients of Versace. Princess of Wales and Princess Caroline of Monaco worn Versace’s dresses. Versace promoted his products with the models and clients help to all the people into the society during the 80’s and 90’s. For award ceremonies and gala appearances, actress and singers like Jennifer Lopez, Beyonce and Penelope Cruz were choosing Versace. He has a long history of promoting his creations through celebrities. Celebrities like Madonna, Britney Spears, Christina Aguilera, and Demi Moore have worn the brand in exchange for free clothing allowances and million dollars contracts. The company is looking to reach young, tech customers with its latest digital marketing campaign helping to promote and launch the new Versus product. This strategy helps with social media marketing, websites, and an online store experience. The digital campaign was used to raise awareness and to launch their new collection on May 15th in New York. Social media strategy includes Facebook, Twitter, Instagram, and Google profiles for Versace are looking to target younger customers. Versace is encouraging customers to join Versus community, and they want to offer fans and followers with behind-the-scenes looks and the design ideas for the new collections. Fashion websites and magazines like Vogues and GQ are Versace’s marketing channels. The company did not have yet started using television advertisements for promoting. 
Twice a year, Versace has seasonal sales. This sale is notified for the customers with a personal invitation before the sale starts, to maintain the exclusivity of the brand. 
The shipments are small and regular, and they are made to keep the inventory up to date; encouraging the customers to buy quick and to come to the store aften to check for new products. To become a global brand, Versace applied measures like bar coding, online shopping and computer, aided purchases, all made to increase sales. The company is still nowadays a global brand.
Nowadays, Donatella is still using celebrities to promote the products, such as Dua Lipa.
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Versace’s packaging is elegant with the same design and the Medusa logo and a warm personal note card. 
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During the years, Versace has created a clear position in the market. This shows that the company is focusing on the needs and wants of the customers providing a differentiated product range. Versace has been one of those organisations that has continuously evolved and has place great reliance on its Marketing Mix Strategy. The strategies that Versace has adopted have maintain its position in the market. Their main strength points are that they have an exclusive collection and high quality and original luxury products which make them stand a step ahead with their competitors. 

Facebook: http://en-gb.facebook.com/versace
Twitter: http://twitter.com/versace
Instagram: http://instagram.com/versace/
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