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MARKET  
RESEARCH 

 
GUCCI AS A BRAND  

    Gucci, a brand founded by Guccio Gucci in 
1921. Gucci a luxury fashion brand that is known 
for its quality leather goods, stylish ready-to-wear 
and iconic horse bit loafers. Since Gucci’s new 
creative director, Alessandro Michelle, got 
appointed in January 2015, Gucci has rebranded 
and is coming out stronger than ever before. With 
contemporary lines such as GucciGhost and 
Gucci Bengal, they are continually keeping their 
products fresh and new, but also keeping that 
authentic Florence craftsmanship that they were 
founded on.  
	

COMPANY PROFILE 
Gucci was founded in Florence, Italy in 

1921 by Guccio Gucci (WWD, 2011). The 
company began by producing luxury leather 
goods with genuine Italian leather. Today, Gucci 
is a publically held part of its parent company 
Kering (“Gucci,” n.d.). Kering is a luxury brand 
group that includes 20 other fashion houses such 
as Balenciaga, Saint Laurent and Alexander 
McQueen (“About Kering,” n.d.). Kering’s 
mission statement is “to enable our customers to 
express their personality and to fulfil their dreams, 
while making a positive contribution to people 
and the planet" (“About Kering,” n.d.). Gucci’s 
Headquarters still remain in the founding city of 
Florence, Italy (“Gucci,” n.d.).  As of December, 
31 2015, Gucci had 525 stores directly run and 
owned by the company (Financial Document 
2015, p.68). The stores are located in the 
Americas, Asia and Europe.  Gucci’s current CEO 
is Marco Bizzarri, and as of 2014, the newly 
appointed Creative Director is Alessandro 
Michele (Bowles, 2015). Gucci has experienced 
significant growth over the past two years under 
Michele’s direction.  
	

FINANCIAL ANALYSIS  
Gucci’s financial growth has been on the rise the 
past five years, with the exception of 2014. The 
largest growth in sales for Gucci was between 
2010 and 2011. A good amount of the growth in 

sales was most likely due to Gucci opening 59 
stores in 2011 as well as the celebration of Gucci’s 
90th Anniversary (2011 Reference Document, p. 
143). Although there was a slight drop in sales 
between 2013 and 2014, the appointment of 
Alessandro Michele shot the sales up significantly 
in 2015. 
 

	
 

BRAND STRATEGY  
"Gucci is currently inventing a wholly 

modern approach to fashion and thereby 
redefining luxury for the 21st century,” (“Gucci,” 
n.d.).  This statement greatly defines Gucci’s 
current brand. Alessandro Michele’s goal was to 
introduce a new contemporary vision. He wants 
Gucci to achieve the style of romantic, eclectic 
and all around contemporary (“Gucci,” n.d.). 
Gucci is, and has always been, in the designer 
price zone. It is distributed through their 525 
company owned stores and through their website. 
Gucci is also distributed at high end department 
stores, such as Barney’s, Bergdorf Goodman, 
Nordstrom and Saks Fifth Avenue.  

 
FASHION STRATEGY  

Gucci has always had an in-house design 
team. Gucci attempts to keep as much business 
inside the company as possible so they can ensure 
that luxury quality that consumers expect from the 
Gucci brand is consistent. In fact, before 
Alessandro Michele was appointed Creative 
Director, he was a Gucci designer who has been 
with the brand since 2002 (Bowles, 2015). Gucci 
stays very true to their design practices and keep 
it very authentic to the Italian processes. 
According to Sourcing Journal, Kering as a group 
is very focused on a sustainable supply chain for 
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all their brands. Incorporating the sustainable 
sourcing of raw materials to ensuring a high 
quality leather, without the large environmental 
footprint (Vitone, 2016). Gucci owns their 
factories, which is located right outside of 
Florence, Italy. By the end of 2016, Kering’s goal 
is to release new targets for sustainability that all 
of its brands will be required to follow (Vitone, 
2016).  

 
COMPETITORS 

Being in the luxury market, Gucci 
essentially has many competitors. But the two that 
most closely relate with Gucci’s demographic are 
Prada and Louis Vuitton. Both brands have 
comparable traits to Gucci, with some standout 
factors as well. Prada encompasses the same 
quirky design with the play on bright colors and 
unique details. They as well are also an Italian 
founded company, founded in Milan in 1913 
(“Prada Group Profile”, n.d.). Prada’s products 
are made in 13 company owned factories, 11 in 
Italy, one in the UK and one in France. They 
distribute their product in 70 countries with 618 
operating stores (“Prada Group Profile”, n.d.). 
Louis Vuitton is also very closely comparable, 
with its iconic monogram print which is by, far, 
one of the most identifiable icons in fashion. By 
contrast, however, Louis Vuitton was founded in 
Paris, France in 1854. (“Louis Vuitton”, n.d.). The 
company has 12 company owned factories in 
France, where all of its goods are produced 
(“Louis Vuitton”, n.d.). 

 
PRODUCT COMPARISON 

 

       
Louis Vuitton Gucci Prada 
$2,490 $2,650 $2,580 

 
Between the three brands there are many 

comparisons and differences. The first 
comparison is all offer the same breadth of 
merchandise in the women’s category, as seen 
from each brand’s website. All three brands offer 

ready-to-wear, shoes, handbags and various 
accessories (such as scarves, bag accessories, and 
small leather goods). Another comparable thing 
between each brand is the price ranges. They are 
all included in the designer category and have the 
prices to match. For example, a typical handbag 
between all three brands ranges around the $2,500 
price range, as shown in the chart above. The 
products they offer, and the prices they offer them 
at, are all very comparable. 

However, comparing the brands 
Autumn/Winter 2016 fashion shows, each house 
has its own unique thing to offer. Gucci’s style is 
very precise and identifiable. Garments are very 
structured and tailored with not many skin tight or 
free flowing silhouettes. Their prints are easily 
identified with bright florals and their signature 
stripes or the jewelry-like embellishments on their 
garments. Gucci also sticks to bright color 
combinations like pink and green or bright red and 
navy. Prada, on the other hand. is at the other end 
of the spectrum with their colors jewel toned and 
much darker and understated. Their prints are 
more of an abstract floral using the dark colors. 
The silhouettes vary among the looks, ranging 
from corseted looks to boxy jackets and ponchos. 
But it’s the fabrics that remain constant with 
luscious furs and shiny leather. The collection 
almost casts an eerie and mysterious vibe. Louis 
Vuitton is almost a nice combination of the 
previous two brands. The collection had a mix of 
silhouettes, mixed between very tailored with 
very feminine. The collection’s fabrics were 
extremely consistent with leathers paired with a 
stretch jersey. At Louis Vuitton, it’s the geometric 
and eye catching patterns that stand out the most 
with rich reds and bright blues. The collection as 
a whole casts a British vibe to the viewer.  

According to the review of the 
competitors, Gucci could look in a few different 
trend directions. One would be incorporating 
more leather and fur into their collections. Prada 
does fur extremely well, and to reach that same 
level of outerwear, Gucci needs to step up the 
fabrics choices. Another thing Gucci would 
benefit from is incorporating a few more neutrals 
into their collections. All of their garments are 
typically Gucci, which sometimes doesn’t appeal 
to every customer. They should include a few 
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simpler pieces to appeal to the more neutral, not 
as daring, customer.  

 
SWOT ANALYSIS 

 
Gucci excels when it comes to their strengths and 
the opportunities they have for the future. Since 
it’s such an old company, they appeal to many age 
groups. From the older customer who grew up 
with Gucci to the trendy blogger needing the new 
‘it’ bag. It is advantageous that they are easily 
identified. For example, Gucci’s interlocking G’s 
are a very identifiable logo and their bright floral 
prints are iconic to the brand. Gucci is also 
following in the trend of merging men’s and 
women’s runway shows into one event. This is a 
strength because it will bring a larger audience to 
watch the show, it also allows the company to put 
their money towards one larger show as opposed 
to two separate season shows. Gucci also has 
many chances for some new opportunities as well. 
First, to become more involved in technology. It 
is inevitable that the direction of fashion is going 
towards technology, by getting involved in the 
technology world earlier, they put themselves 
ahead of their competition. With the transition of 
their runway shows, they should also explore the 
option for a ‘See Now, Buy Now’ runway. Every 
season more and more brands feature this kind of 
show, leading to a major shift in the fashion 
calendar. Another great opportunity for the brand 

is bringing the attention back to its founding city 
of Florence, Italy, as did Fendi at its 90th 
anniversary, which brought the celebration and 
attention to Rome, Italy. With Gucci’s 100th 
anniversary coming up in the next 5 years it would 
be an opportunity to explore.  
 But with strengths and opportunities 
comes weaknesses and threats. One weakness all 
designer brands deal with is the cusp between 
designer and overpriced designer. Although 
Gucci usually does well with staying in the 
average price point, some items can be a 
overpriced for the category. Also, the older 
customers who have been customers of the brand 
their whole lives are questioning the trendiness of 
the brand. They are worried that the future of the 
brand will become too trendy and forget about the 
authenticity and roots of the company 
(Donaldson, 2016). Gucci tends to spread the 
brand thinly at times by extending the logo on to 
too many products. Too much branding could lead 
a look to appear trashy, so scaling back on too 
much branding is always a better idea. One threat 
that forever will face the fashion world is fast 
fashion. Brands like Zara and H&M continuously 
knock off popular styles from higher end labels, 
at much more affordable prices. These knockoffs 
obviously give the customer the same style (with 
a less quality fabric and construction) at a lower 
price. This is why a ‘See Now, Buy Now’ runway 
would greatly benefit the company. Also, with the 
growing population of online only shoppers, 
people are less likely to buy luxury online since it 
is such a high price. Gucci could benefit from 
developing ways to continue to bring customers 
into the stores. Lastly, the brand needs to stay 
relevant. With so many ‘trendy’ items, Gucci 
needs to stay on top of the trends so it avoids 
fading into the normal. However, Gucci is having 
a trending moment right now, and as long as they 
continue to stay on that track with trends they 
should continue to succeed in sales, making this 
threat more of an opportunity. 
 
 
 
 

Strengths Weaknesses 
1. Appeals to all age 

groups  
2. Identifiable due to 

signature logos and 
prints  

3. Merging Men’s 
and Women’s 
runway shows 

1. Older customers 
questioning future 
of brand  

2. Lots of branding 
takes place 

Opportunities Threats 
1. Get involved more 

in the technology 
world  

2. Offer ‘See Now, 
Buy Now’ runway  

3. Bring attention to 
the heritage of the 
founding city of 
Florence, Italy 

1. Fast fashion  
2. The growing trend 

of online only 
shoppers 

3. The need to stay 
relevant  
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LINE  
DEVELOPMENT 

 
TARGET CUSTOMER  

 For the target customer, I am sticking with 
Gucci’s current target market. I think these 
opportunities would greatly apply to everyone 
who already shops at Gucci, as well as possibly 
bringing in a new area of customers. The target 
customer, in this case is, Charlotte, a 34-year-old 
woman living in Long Island City in Queens, New 
York, with her husband, Marc. The target market 
is between ages 30-55, and the shopper has a 
steady career and is now in a management 
position (“Neilsen” 2016). The customer also is 
most likely married, but without children 
(“Neilsen” 2016).  Charlotte holds a position in 
media communications, as Director of 
Communications. Her combined household 
income is $250,000, while her individual income 
is around $100,000 (“Neilsen” 2016). Charlotte 
and Marc own a 2-bedroom flat in Long Island 
City, Queens, which gets them out of the busy 
hustle of Manhattan (“Zillow” 2016), where they 
have lived in for five years. They also have a small 
vacation condo in Naples, Florida, which they 
share with Charlotte’s parents. Charlotte is very 
technology savvy and dependent on her tech 
gadgets to survive the day (“Neilsen” 2016). She 
is very ahead of the technology trends and keeps 
herself updated on all new products on the market. 
Some of Charlotte’s interests include playing club 
tennis, as well as practicing yoga to stay in shape. 
She also enjoys leisure shopping, walking her 
dog, brunching with her girlfriends, and taking 
short weekend trips.  
 Charlotte is an avid luxury shopper and 
shops at the flagship stores on Fifth Avenue and 
Madison Avenue in Manhattan. She also 
frequents department stores like Bergdorf 
Goodman and Barneys that sell Gucci. She visits 
the store a few times a month to browse and shop 
around. However, she only makes purchases 
about once every three months. The items that she 
buys are items that she has thought about and 
wanted for a while. She rarely ever makes impulse 
purchases. When she shops to purchase items, she 

usually spends between $1,000-$8,000 per visit, 
depending on the time of year and what she is 
buying.  
 Charlotte is very 
interested in fashion 
information. She 
regularly reads fashion 
magazines such as 
Vogue, Harper’s Bazaar, 
Elle and W. She reads 
these publications when 
they are downloaded on 
her iPad since it is a 
device she always has 
with her. For the 
Autumn/Winter 2017 
season, Charlotte is 
looking for a modern, updated and trendy look 
that is on par with the season’s trends, but still 
mature and professional.  
 

TREND REPORT  
 Trends for the Autumn/Winter 2017 
season truly capture the spirit of the fall and 
winter months. This trend, named Revamp, is a 
perfect carefree look created with part comfort 
and part elegance. Luxurious fabrics are mixed 
with comfortable knits and juxtapose each other 
to create a whole new look (“Inspiration” n.d). So 
although the trends are comfortable, it still creates 
a luxury mentality. Silhouettes in this trend are 
boxy, masculine garments mixed with feminine 
touches such as ruffles 
or a full skirt. Well 
executed oversize is 
also a key opponent in 
this trend, creating the 
oversized look without 
the garment taking over 
the whole body. 
Proportion is key, too, 
so although oversized 
is a part of the trend, 
it’s most effective 
when paired back with tighter items as well, such 
as flowing pants with a tighter top (“Future 
Trends: Forecast” n.d.). Some key items include 
lingerie robe jackets, matching sets like an 
updated track suit and flowing pajama pants.  
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 Fabrics and colors for this trend have a 
heightened luxury feeling with touches of 
elegance. Fabrics for the trend include velvet, silk, 
and stretch jersey (“Inspiration” n.d). All fabrics 
are luxurious yet still very soft and comfortable. 
Also an introduction of high-tech materials such 
as those with cooling and warming technology 
built into the fabric. These fabrics make it much 
easier to create warmth and style at the same time 
(Borchardt, 2016), truly a two in one fabric. 
Although the focus is on the rich colors of the 
trend, there are a few prints as well. Florals are 
still a huge trend, except in this season large 
brocade florals make an impact. Also, the mixing 
of florals in tasteful ways create a high fashion 
look with just a print alone. Colors for this season 
are key. They are full of muted jewel tone colors 
with brighter accents (“Future Trends: Colour” 
n.d.). Colors like a dark mustard yellow, deep 

oxblood red and a true navy. Accent colors of the 
trend include teal and blush pink. The 
combination of these colors creates a fresh feeling 
for the autumn/winter season. 
 

CONCEPT BOARD 
For Autumn Winter 2017 the theme is 

comfort. In this trend, Revamp, it depicts the idea 
that style and comfort can be merged into one. 
This idea reflects the trends that were reported for 
this season with comfort fabrics like velvet and 
jersey. This theme also narrates the carefree yet 
elegant feeling of the season, by creating comfort 
from luxurious fabrics. The use of florals and 
brocades make the trend feel a higher level of 
elegance as well. The silhouettes of this season 
significantly reflect the trend, from matching sets 
to pairing sweatshirts with skirts and heels. It is 
taking classic, elegant elements and paring them 

back to everyone's favorite comfort 
elements. The colors of this trend 
depict the epitome of fall colors, such 
as muted jewel tones such as deep 
reds, and berry purples with brighter 
accents of blush and mustard yellow.  

 
COLORS  
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FABRIC 

 

 
STYLE SHEETS SAMPLE 

 
 
 
 
 

 
 
Figure 8. WGSN  

Style 
Number: 
GL001008 

Short 
Description: 
Velvet 
shorts  

Category: 
Bottoms 

Retail 
Price: 
$890 

 
Sizes:  
36, 38, 40, 
42, 44, 46, 
48   
 

Color:  

       
Amber, Labradorite 

Fabric Name: Silk Velvet (82% Rayon, 18% 
Silk), Floral Embroidered Mesh (80% 
Polyester, 20% Nylon) 
Description:  Velvet shorts with embroidered 
floral mesh accents on each side. Metal zipper 
up the back, and signature Gucci trim on 
bottom hem.  
Special Treatments:  
Dry Clean only 
Trims/Accents: 
Gucci stripe trim on 
bottom hem. 
Embroidered floral 
mesh on each side. 
Metal zipper going down back 
of garment.  
 

 
 
 
 
 

 
 

Figure 2. WGSN 

Style 
Number: 
GL001002 

Short 
Description: 
Mock neck 
top  

Category: 
Knit Top 

Retail 
Price: 
$790 

 
Sizes:  
XXS. XS, 
S, M, L, 
XL, XXL 
 

Color:  
 

      
Labradorite, Garnet 

Fabric Name: Italian Double Knit (73% Polyester, 
22% Viscose, 5% Nylon), Floral Embroidered 
Mesh (80% Polyester, 20% Nylon) 

Description:  Mock turtleneck top made from soft 
double knit fabric to ensure comfort. Zipper going 
all the way down the back. Embroidered floral 
mesh on center front down whole front.  

Special Treatments:  
Dry Clean only.  
Trim/Accents:  

 
  
Embroidered floral mesh down 
center front of garment. 



	 GUCCI 7 
    

  
 

ASSORTMENT OF LINE 

 
 
 

KEY ITEMS  
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MERCHANDISING 
PLAN 

 
QUICK COSTING 

 
 
 

 
SIX MONTH MERCHANDISING PLAN 

 

COSTING AND 
BUDGET  

 
From the 
calculations of the 
quick costing 
formulas, it is 
concluded that all 
the pieces in the 
Gucci Laze line can 
be sold at the prices 
they were 
originally priced at. 
With Gucci being a 
luxury brand, it is 
understood that the 
garments need 
reflect their higher 
price point. They 
reflect that 
heightened price 
with their quality 
fabrics and 
craftsmanship that 
Gucci is known for.  
Considering luxury 
fabric such as 
velvet and silk are 
being used, it is 
understood that the 
fabric unit cost 
would be a bit 
higher, which in 
the end is why the 
unit retail cost is 
also a bit higher.  
The main goal is to 
always to stay true 
the Gucci brand 
and style. 

 
 
 
 

Style Number Unit 
Retail 

Unit 
Cost 

Target 
Fabric 
Cost 

Fabric Quick Cost Total 
Quick 
Cost 

GL001001 $675 $270 $162 Outer: $60.50 $104.48 
Lining: $43.98 

GL001002 $790 $316 $189.60 Outer: $81.25 $91.65 
Lining: $10.40 

GL001003 $790 $316 $189.60 Outer: $60.50 $121 
Lining: $60.50 

GL001004 $975 $390 $234 Outer: $53.97 $53.97 
GL001005 $1,100 $440 $264 Outer: $10.69 $21.38 

Lining: $10.69 
GL001006 $2,100 $840 $504 Outer: $99.95 $237.45 

Lining: $137.50 
GL001007 $1,800 $720 $432 Outer: $125 $156.69 

Lining: $31.69 
GL001008 $890 $356 $213.60 Outer: $125 $164.98 

Lining: $39.98 
GL001009 $965 $386 $231.60 Outer: $47.25 $68.82 

Lining: $21.57 
GL001010 $1,600 $640 $384 Outer: $52.50 $52.50 
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RATIOS 
Since my target customers goal is to avoid 

the hustle and bustle of the Flagship Gucci store 
on Fifth Avenue, she much rather prefers the 
Gucci shops inside of department stores such as 
Bloomingdales (on 59th and Lexington. Since the 
space is much smaller than a huge flagship, the 
ratios and quantities do not need to be as large 
 

 “We’d like to have less inventory in the 
[department] 

stores” (Lindsey, 
2015). Stocking 
less in department 
stores keeps the 
item exclusive 
and the brand 
highly coveted. 
They key is to 
deliver less size 
stock, at more of a 
variety of styles 
(Lindsey). Since 
the future of 
stores is 
becoming much 

more hands on, the only necessity that the store 
needs a full-size run of every garment. Since 
online shopping is the future of shopping, having 
hands on products for customers to try on is key 
(Young, 2016). So size quantities are ordered in 
lesser amounts, while a number of styles are 
ordered at a wider range. As for the colors, it 
seems that the three dominant colors in the 
collection are the ones that stand out the most. 
Those colors being Labradorite, Morganite, and 
Garnet. Although these three colors are dominant 
in the collection, the other colors such as Amber, 
Sapphire and the brocade Rose Quartz still play a 
major role in the success of the collection. 
According to Pantone, pinks and reds are taking 
main predominance in the Autumn/Winter 2017 

season (McGregor, 2016). While purples and 
yellows are taking secondary positions in 
collections (McGregor,2016). 

 
ASSORTMENT PLAN AND PURCHASE 

ORDER 
The budget of $113,260 for Retail Planed 

Purchases was met for November for Gucci’s 
Bloomingdale’s Boutique. With my goal being at 
$113,260 and my ending total being at $113,220. 
The total retail came in just under the specified 
budget. With this budget, I successfully stocked a 
Gucci boutique with one of every style and color. 
Providing the store with a size run of every color 
lets customers have access to every item, with the 
chance of being able to order a new item of 
whatever product they purchase. This process is a 
more European way of retail, but it gives the 
customer a feeling of exclusivity. Overall, this 
selection will benefit the shoppers at the Gucci 
Bloomingdales Boutique. The consumers who 
shop at this location want personalized, easy 
service. With this tactic it keeps the customer 
feeling taken care of as well as very exclusive so 
in the end, a very euphoric and satisfied Gucci 
customer.  

Class # Class Percentage 
1 Tops 40% 
2 Bottoms 30% 
3 Dress 10% 
4 Jacket 20% 

Size Percentages 
XS 8% 
S 8% 
M 12% 
L 8% 
XL 8% 

Size Percentages 
38 10% 
40 10% 
42 16% 
44 10% 
46 10% 

Color Percentage 
Morganite 22% 
Amber 17% 
Sapphire 11% 
Labradorite 17% 
Garnet 28% 
Rose Quartz 5% 

 

Morganite Amber Sapphire

Labradorite Garnet Rose	Quartz
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ASSORTMENT PLAN SAMPLE 
 

STYLE # 4GL001005 

 
Class SKU # Description  Color Size  Quantity  Unit 

Cost 
Unit 
Retail  

Total 
Cost 

Total 
Retail  

4 4GL001005-M2 Velvet sweatshirt  Morganite  XS 1 $440  $1,100  $440  $1,100  
4 4GL001005-M3 Velvet sweatshirt  Morganite  S 1 $440  $1,100  $440  $1,100  
4 4GL001005-M4 Velvet sweatshirt  Morganite  M 1 $440  $1,100  $440  $1,100  
4 4GL001005-M5 Velvet sweatshirt  Morganite  L 1 $440  $1,100  $440  $1,100  
4 4GL001005-M6 Velvet sweatshirt  Morganite  XL 1 $440  $1,100  $440  $1,100  
4 4GL001005-G2 Velvet sweatshirt  Garnet XS 1 $440  $1,100  $440  $1,100  
4 4GL001005-G3 Velvet sweatshirt  Garnet S 1 $440  $1,100  $440  $1,100  
4 4GL001005-G4 Velvet sweatshirt  Garnet M 2 $440  $1,100  $880  $2,200  
4 4GL001005-G5 Velvet sweatshirt  Garnet L 1 $440  $1,100  $440  $1,100  
4 4GL001005-G6 Velvet sweatshirt  Garnet XL 1 $440  $1,100  $440  $1,100  
        TOTAL 11     $4,840  $12,100  

 
 
           PURCHASE ORDER 

 
 

 
 

Class Style # Description  
Total 
Quantity  

Unit 
Cost 

Unit 
Retail  Total Cost 

Total 
Retail  

1 1GL001001 Silk bustier top  12 $270  $675   $3,240   $8,100  
1 1GL001002 Mock neck top 12 $316  $790   $3,792   $9,480  
1 1GL001003 Zip front shirt 12 $316  $790   $3,792   $9,480  
1 1GL001004 Velvet tunic  12 $390  $975   $4,680   $11,700  
2 2GL001008 Velvet floral shorts 12 $356  $890   $4,272   $10,680  
2 2GL001009 Velvet lounge pants  12 $386  $965   $4,632   $11,580  
2 2GL001010 Silk velvet wide leg pant 5 $640  $1,600   $3,200   $8,000  
3 3GL001007 Midi dress with tie 12 $720  $1,800   $8,640   $21,600  
4 4GL001005 Velvet sweatshirt  11 $440  $1,100   $4,840   $12,100  
4 4GL001006 Silk brocade trench  5 $840  $2,100   $4,200   $10,500  

    Totals 105      $45,288   $113,220  
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