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Executive Summary 

This report has upheld a planning of six month for boosting up VALENTINO fashion brand.  

This plan has been developed from the perspective of a marketing executive. After 

conducting several surveys and interviews for observing the market position of this company 

this plan has been designed. This report has also highlighted a concept of the RTW market. It 

has also depicted various strategies such as marketing objectives, digital marketing objectives 

with the assistance of RACE framework and KPI of the marketing campaign. It has analysed 

the macro and microenvironment. A budget has been prepared in this report and several 

recommendations have been given to boost up the VALENTINO fashion brand. 
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Context 

Brief Brand Presentation 

Valentino is a luxury fashion company, which has its base in Italy. It was founded in 1960 as a 

part of the Valentino Fashion Group. The founder of this company is Valentino Garavani. The 

Valentino Fashion Group is owned by the State of Qatar through Mayhoola for Investments 

S.P.C. It’s headquarter is in Milan. It is one of the world’s fastest growing brands according to 

Vogue. It has shown an extraordinary improvement in its sales from $590 million in 2013 to $1.4 

billion in 2018, registering a 134 percent growth. 

Overview of the Luxury RTW Market 

Luxury RTW market refers to the readymade apparels which are not in the budget of every class 

of the society (Le Xuan, 2019). As this market is targeted to the higher class of the society, the 

demands in this market never go down significantly no matter what the reason is. 

Italy is often called the homeland of the designers. From this we can easily expect that the 

fashion industry is one of the major industries here. This country comprises well-known 

luxurious global brands, global enterprises and even world-famous designers. For these reasons 

Italy contributes the most to the global luxury RTW market. 

Research Problem 

By conducting a market study, it has been found that due to the effects of Covid-19 people are 

not eager to go to Italy or any other country to shop their favorite brand. For this it will be wise 

to spread the e-business to cope up with the situation. 

Process of Research 

Finding the result to support the research problem Primary research is a type of research where 

the researcher engages in collection of data all by himself/herself (Stubbs et al., 2017). 

Conducting research can benefit the project both methodically as well as academically. This type 

of research is mostly done to analyze certain aspects in the long run of the project. 
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Based on theory of investigation, the research is done to reach a certain conclusion. The fields 

which were not explored properly in the past are explored in the primary research. 

[From the appendix refer to table 1] As per the survey analysis most of the people possess a 

positive view of the quality of the products of Valentino. Not even a single person has given any 

negative view. 

[From the appendix refer to table 2] As per the survey analysis most of the people are not willing 

to go to a Valentino outlet avoiding Covid situation. 

[From the appendix refer to table 3] As per the survey analysis most people are happy to know 

that Valentino is opening its e-business platform. 

[From the appendix refer to table 4] As per the survey analysis most of the people want that 

Valentino should provide more offers to its customers. 

[From the appendix refer to table 5] As per the survey analysis most of the people strongly 

disagree with the thought that Valentino will lose its brand value if it opens e-business. 

Secondary research is a process where one does not have to do a ground zero survey. As opined 

by Ruggiano and Perry (2019), this type of data is generally collected from the already 

researched data and facts. This process is highly cost effective. There are various sources from 

which we can gather secondary data. Some of these are, 

Data from Libraries 

The most common place where any data for any project can be found is both public and private 

libraries (Li et al., 2019). The data collected from the libraries are given huge importance as it 

can provide a great hold of the aggregation of details in a very short period. 

Trade Journals 

In the case of the fashion industry, the trade journals are the most important source of gathering 

secondary data (Mishra, 2019). The trade journals are generally penned by the people who are a 
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part of the fashion industry itself. So, this data is reliable and they generally remain authentic 

even in future. 

Organisational Records 

These sources are often used as a source of inspiration (Worum et al., 20200). These types of 

data are collected to know the strategies to achieve a certain goal which was already done by a 

certain organization in the past that were in the same kind of situation. The market strategy of the 

biggest e-commerce giants (e.g. Amazon, EBay etc.) can be considered to boost the e-business of 

Valentino. 

Analysis 

Definition of target according to the collected data 

Every company has a target to achieve in a certain period of time to maintain its proper growth 

(Kunc and O'brien, 2017). In case it is not nor able to achieve the target its focus shifts to where 

they lack and what should be done in future to achieve it. Here we have done a market research 

to know the mindset of the customers about Valentino and depending on that what steps should it 

take to boost their e-business to cover the deficit in revenue due to Covid 19. 

Competitive Mapping 

Every organization needs to maintain a proper track record of its competitors for a healthy 

contest ( Akramovich and Muratovna, 2019). Valentino, being a well-known luxury brand, must 

compete with brands like Burberry, Zara, Hugo Boss, Louis Vuitton etc. According to the market 

trend of previous years Valentino has surpassed its competitors not only in earning avenue but 

also in recruiting a greater number of people. Where Valentino has surpassed the 1billion mark 

in terms of revenue collection, many of its market competitors have not been able to do it till 

now. The main reason behind that is Valentino has set a market standard in terms of product 

quality. 

Offer according to what have been observed in the store and in the e-shop 
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The main purpose of mine to visit the store was to observe their current changes in business post 

Covid-19 period. There were very few customers; lack of enthusiasm among its employees, up to 

10% discount was given in certain high value products which is very rare in luxury companies. 

Communication 

As lesser number of people is coming to the outlet, their engagement and communication with 

the customers have also decreased. So, Valentino has started advertising in television to grow its 

engagement with customers and to make them aware of its offers. 

Distribution 

Distribution process is considered one of the crucial factors of customer satisfaction. Proper 

distribution network is greatly essential to maintain the smooth flow of business. According to 

the data collected from market research the distribution system of Valentino has a good 

reputation in the market. As it deals in luxurious goods, so the distribution cannot be levied on 

anyone but the best, because great product quality requires great handling. 

Operational Strategy 

Marketing Objective/s 

The luxury brands are different from other brands. People buy luxury products not for their need, 

but for their status symbol as commented by Javeed and Mukhopadhyay (2017). It is a thing that 

people desire, not what they need. So, the marketing objectives of Valentino always revolve 

around increasing their brand value. It projects its various aspects like quality, origin country, 

scarcity, and valuable clients etc. to generate public interest. 

Digital Marketing Objectives 

There are two types of digital marketing companies. First ones are those who are only e-

commerce companies (Lei, Nicolau and Wang, 2019). These types of companies do not have any 

physical branch presence. Second are those companies who started their journey from stores but 

also selling their products virtually via the internet. The purpose of these companies is either to 

spread their business or to compensate their loss in the physical business. As Valentino is 
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currently going through a comparatively tough time due to Covid-19, it now is inclining towards 

digital marketing to recover its revenue deficit. 

RACE Framework 

For successful implementation of a market strategy, it has to have a framework. Valentino, 

which is considering its online business more seriously than before, should consider the RACE 

framework as commented by Garcia, López and Velez (2018). RACE, which stands for Reach, 

Act, Convert and Engage are followed by many of the e-commerce giants of the world. These 

companies first analyse the market, then goals are set according to the current market scenario. 

Then various marketing strategies are taken to achieve the goals. 

KPI of the Marketing Campaign 

As a marketing executive, I have done the research to analyse both the micro and macro factors 

which is essential for the growth and development of the company (Javeed and Mukhopadhyay, 

2017). This has been done to sum up the most important factors to construct an online marketing 

campaign for Valentino. The Macro environment of Valentino is beneficial for the company. Its 

demand is mostly created by the millennial and Gen Z who like to do online shopping, it has 

always maintained a good collaboration with the tax authority of Italy, it has always maintained 

an ecofriendly process of manufacturing goods, but there are also few negative impressions such 

as the brand is banned in Hong Kong, it uses block chain for counterfeiting etc. 

When I consider the microenvironment of Valentino, which consists of its suppliers, employees, 

customers, competitions etc. it comes out that it has maintained a good working environment 

throughout its all the branches, to win the loyalty of their employees they also provide a lucrative 

amount of salary, it always has stayed ahead of its competitors in the last few years. 

I have summarised a KPI for its e-business idea, which are its brand value, standard of quality, 

good working environment, good supply chain and the capability of being ahead of its 

competitors. 

Budget of the marketing campaign: 
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Based on the research data attained by me, I have prepared a provisional budget for the 

upcoming 6 months for Valentino so that it can progress in a significant way with its e-business 

idea. I have considered some aspects creating this budget, which are its inventory, competitors, 

its capital, difference in its profit margin in pre and post covid-19 era etc. 

In the budget I have emphasized only on the e-presence of Valentino totally avoiding its grand 

presence in world fashion. I have made some goals first, then penned down some points through 

which Valentino can achieve that. The main concern while entering a new business is the 

presence of pre-existing competitors. I also have kept that in mind and provided steps to compete 

with them. 

Conclusion 

From the above discussion, it can be concluded that this report has developed a 6-month 

marketing plan to boost up VALENTINO fashion brand. From the perspective of a marketing 

executive this plan has been developed through several data analysis methods such as primary 

and secondary data analysis. This report has given a brief brand presentation, overview of the 

Luxury RTW market. It has also included several operational strategies such as marketing 

objectives, digital marketing objectives with the help of RACE framework and KPI of the 

marketing campaign. In this report a budget on the marketing campaign is also attached and 

several recommendations have also been given to boost VALENTINO fashion brand. 

Recommendation 

After going through all the data collected while doing primary and secondary research, I have 

summed up some key points which should be considered by Valentino in order to become a 

successful luxury brand in its online platform also. 

Physical business strategies not necessarily work in case of online business. So, it must switch to 

a whole new strategy for doing successful online business. 

It should advertise through various social media platforms as it helps to reach many customers in 

no time. 
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Nowadays paid-up media is a good source for building brand value. Valentino should hire some 

media agencies that are global and some PR agencies to get a head start from the very beginning 

in its business. 

The offer which was given in its outlet should be given to its online platform also to attract its 

customer base along with new customers there. They should think of some more offer plans to 

generate more profit. 
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Appendices 

Does Valentino provide good quality product? 

Options Total 

respondents 

Respondents 

answered 

Percentage (%) 

Strongly agree 50 36 72 

Agree 50 11 22 

Neutral 50 8 16 

Disagree 50 0 0 

Strongly 

disagree 

50 0 0 

Table 1: Survey Results 

Should Valentino start its e-commerce zone? 

Options Total 

respondents 

Respondents 

answered 

Percentage (%) 

Strongly agree 50 33 66 
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Agree 50 19 38 

Neutral 50 5 10 

Disagree 50 4 8 

Strongly 

disagree 

50 0 0 

Table 2: Survey Results 

Should Valentino give more offers to its customers? 

Options Total 

respondents 

Respondents 

answered 

Percentage (%) 

Strongly agree 50 3 6 

Agree 50 10 20 

Neutral 50 0 0 

Disagree 50 4 8 
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Strongly 

disagree 

50 0 0 

Table 3: Survey Results 

Will people visit Valentino store in now to purchase their desired product? 

Options Total 

respondents 

Respondents 

answered 

Percentage (%) 

Strongly agree 50 1 2 

Agree 50 0 0 

Neutral 50 0 0 

Disagree 50 18 36 

Strongly 

disagree 

50 22 44 

Table 4: Survey Results 

Will Valentino lose their brand value if it opens e-business? 
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Options Total 

respondents 

Respondents 

answered 

Percentage (%) 

Strongly agree 50 0 0 

Agree 50 5 10 

Neutral 50 9 18 

Disagree 50 20 40 

Strongly 

disagree 

50 35 70 

Table 5: Survey Results 


