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BRAND OVERVIEW

In 1966, Bottega Veneta was launched by Renzo 
Zengiaro and Michele Taddei in Vicenza, Italy. It 
is known for its distinct craftsmanship, rich her-
itage and supreme quality in leather products. 
An attempt to transform the Italian brand’s im-
age from heritage to commercial led to a drop in 
profits and almost resulted in insolvency in 1970. 
The signature knots created using braiding tech-
niques became prominent in 1980 in addition 
to the high-quality leather and artisanal craft. 

In 2001, Bottega Veneta was bought over by 
the Gucci Group, which is now established as 
a luxury conglomerate, Kering Group, with a 
wide portfolio of high-end brands. The brand 
appointed Tomas Maier, a German-born de-
signer as the Creative Director. He took 
charge to re-establish the brand’s identi-
ty as an Italian luxury lifestyle brand globally.
 
By 2005, he produced the first Womens-
wear Ready-To-Wear collection for Botte-
ga Veneta in order to expand and offer 
more products to generate more revenue. 
Eight years later, in 2013, they touched the one 
billion mark making Bottega Veneta the largest 
company owned by Kering after Gucci. However, 
in 2016, the brand saw a decline in sales in the 
Asian market which led to lower profits and de-
creased growth rate by 8.3% (Kering, no date). 

Bottega Veneta imposes its Italian heritage and 
ethos while keeping it modern and contem-
porary by creating a niche in discreet luxury 
from the start. Being at the helm of the luxury 
house for seventeen years, Tomas Maier has 
successfully extended the product portfolio. 
The brand values revolve around the exqui-
site craftsmanship, sophistication, classic yet 
creative designs, excellent quality in materials, 

and functionality (Kering, 2017; Vogue, 2016). 
They focus on building a community and fos-
ter healthy relationships amongst the artisans 
who effectively innovate the Intrecciato tech-
nique, i.e. weaving of leather which is synon-
ymous to the brand’s identity (Dusil, 2009).

In 2018, the British designer Daniel 
Lee was announced as Bottega Vene-
ta’s new Creative Director (Kering, 2018).

The brand believes in the idea of stealth luxu-
ry that targets to consumers who do not want 
to be associated with a striking logo (Vogue, 
2016). The motto “When Your Own Initials Are 
Enough” reflects the brand’s value of being au-
dible without making too much noise (Bottega 
Veneta, no date). The products communicate for 
themselves, but not for their self assured con-
sumer allowing them to bring out confidence 
and individuality. Currently, the brand aims to 
open more flagship stores and curate an ex-
clusive experience in a special and profoundly 
personalised environment (GQ, 2018). Botte-
ga Veneta emphasises on a unique shopping 
experience encouraging customers to pur-
chase at a physical store focusing on the ris-
ing trend of personalised products (GQ, 2018). 

It strives to sell to consumers in the most lo-
cal manner by customising experiences ac-
cording to the demographics. After adding 
RTW and footwear to their product portfolio, 
it offers the consumers a luxury lifestyle and 
the iconic leather items.  Bottega Veneta as-
pires to be the first Italian name to penetrate 
the absolute luxury market amongst all the 
French brands (Business Of Fashion, 2016).
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BRAND OVERVIEW

BRAND DNA 

Bottega Veneta stays true to its stealth luxury 
design. It is timeless, versatile and has a personality 
i.e. the products always speak for themselves. Sim-
plicity, elegance and quality is key in the brand’s DNA. 

BRAND VALUES

The brand values lie in fostering and build-
ing a community amongst the artisans who 
efficiently create what forms the brand identity, the 
Intrecciato technique. It believes that the intricate de-
tails of the motif speak louder than any striking logo 
and the motto “When your own initials are enough” 
also implies their inclination towards personalisation.

BRAND IMAGE

Bottega Veneta is known for the discretion 
and exceptional craftsmanship that it preach-
es through its quintessential weaving of leath-
er and the signature knot that stays consistent 
and cohesive through all the product categories. 

BRAND PERSONALITY 

Sophisticated, Competent and Sincere.
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PESTEL
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SUPPLIERS
LOW

Bottega Veneta’s parent 
company Kering has vertical 
integration 

Brand is entitled with higher 
commanding power and can 
easily shift from one supplier 
to another

RIVALRY
HIGH

High competition from already 
established brands in market

Offering similar products due 
to which price war can occur

Brand can adopt differentiation 
strategy to grow brand recall 
rate

BUYERS
LOW 

Well known and established 
brand with rich Italian heritage

High brand awareness in the 
market

Buyer will not replace the 
brand easily by its younger 
competitors

SUBSTITUTES 
HIGH

Ever-changing consumer pref-
erences (Deloitte, 2016)

Counterfeit products

Switching cost is low amongst 
heritage brands

POTENTIAL ENTRANTS
LOW

Strong brand loyalty from the 
consumers

Barriers of entry are high in 
the luxury segment

Well established brand
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PORTER’S 5 FORCES

Porter’s Five Forces Analysis helps in 
understanding the competition within 
the industry. It helps the brand to ad-
just according to competitive environ-

ment. Bottega veneta has low buyer 
power, low threat to new entry and 
low supplier power with high threat of 
substitution and competitive rivalry.
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Women’s & men’s RTW
Leather Products
Personalization
Intrecciato leather Weave
Company’s motto
Tomas Maier

Sophistication
Competence
Sincere

Personality

Italian Luxury
1966
Heritage
Tradition
Sophistication
Innovation

Discretion
Craftsmanship
Modernity
High-end quality
Individuality
Exclusivity
Luxury

Confident
Sophistication
Superior
High self-esteem
Stylish

Unique
Timeless
Elegant
Classy
Wealthy/Elite

EXTERNAL INTERNAL

Physique

CultureRelationship

Reflection Self Image
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KAPFERER’S IDENTITY 

PRISM

Bottega Veneta’s internal and external 
characteristics are explained through 
this prism which includes its physique, 
relationship, reflection (external) and 
personality, culture, self image (inter-

nal). Therefore, Bottega Veneta is a lux-
ury brand with rich Italian heritage and 
craftsmanship that is unique, elegant, 
exclusive and is known for its leath-
er products (intrecciato technique).
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BRAND 
SYMBOL 

Production of leath-
er goods, distictive and 

recognisable Intrecciatto 
weaving technique, Iconic 

items like the Knot, 
Veneta and Cabat 

bag

BRAND 
SLOGAN

“When your own initials 
are enough” expressing 

confidence and individuality

BRAND 
NAME

‘Bottega’ means a 
small workshop while 

‘Veneta’ is for the origin of 
the brand,

Vicenza. Type font used 
by Bottega Veneta is 

Typophile.

BRAND 
LOGO

No logo. Each item 
intends to enhance and 

not define one’s personal 
style. The brand doesn’t 
believe in a striking logo 

that may hide one’s 
true identity.

BRAND 
PACKAGING

simple, classy, 
discreet, use different 
shades of brown in the 

packaging, strongly asso-
ciated with the brand

BRAND 
URL

www.bottegaveneta.com 
- easy to navigate website 
that further links to all the 

countries it ships to.
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BRAND ELEMENTS

Bottega Veneta is all about simplicity, 
quality and discretion and one can iden-
tify these features  in the packaging they 
provide, their website,  in their slogan 
which also expresses confidence and 

individuality. The brand’s unique iden-
tity which is leather weave intrecciato 
acts as a brand symbol as consum-
ers have a strong association with it..
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STRATEGY
Reinforce the brand position as an exclusive luxury lifestyle brand targeting younger audience 
and local clients 
Business & creativity considered essential for brand’s growth 
New styles of intercciato added, maintaining it’s brand’s DNA

STAFF
Individualistic, confident & self-assured employees
Well informed about the brand’s heritage as well as iconic product’s history
Socially responsibe & true to the brand, 3,381 employees working under the brand (Kering, 2018)
Training workshops to enhance the skills of their staff and foster growth of the brand

SHARED VALUES
Craftsmanship, discretion, innovative design, contemporary functionality and high end quality 
(Bottega Veneta, no date)
Inculcates confidence and individuality amongst its employees as well as consumers
Bottega veneta’s intercciato is an apt reference for perfect craftsmanship

SKILLS
Craftspeople in bottega veneta have great skills and strength
In 2006, they opened a school to train the next generation of leather artisans. 
They help develop the skills required to continue and enhance the workmanship that goes into 
each and every piece of bottega veneta.

STRUCTURE
Part of the French luxury conglomerate Kering
Daniel Lee appointed as the Creative Director in 2018
Departments: Retail & wholesale, Merchandising, Consumer insights & relationship manage-
ment, Design, Research & Development, Communication & Marketing, Finance, Legal, HRM & IT

SYSTEM
Bottega Veneta follows CMR (customer relationship management) system)
It adheres to a system where employees are taken care of and provided with training through 
workshops

STYLE
At bottega veneta the working culture is very open and fluid.
Train younger artisans, provide resources to optimise the growth of the organisation, look after 
the medical needs of its workforce.
Emphasize on creating a personal work culture with the employees and keeping them grounded
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MCKINSEY’S 7S 

FRAMEWORK

Mckinsey framework helps in identify-
ing the 7 elements within Bottega Ve-
neta which are strategy, structure and 
system (hard elements) and  skills, 
staff, style, shared values (soft ele-
ments). Hard elements are easier to 
identify, on the other hand, soft ele-
ments are difficult to describe. Strate-
gy explains the key approach of Botte-
ga Veneta to achieve its goal which is 

to reinforce the brand position, struc-
ture explains the departments existing  
within the organisation and the brand 
uses CMR (customer management 
relationship) system. Working culture 
is very open and fluid in the organisa-
tion with craftspeople who have great 
strength and skills. They have 3,381 
employees working under the brand.
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RESONANCE

Enjoys high brand loyalty and engagement from consumers
High sense of belonging to a community

Use iconic Intrecciato technique in traditional and digital 
campaigns

Strong digital presence [Instagram:  1.5 M followers, Face-
book: 758K followers]

JUDGEMENTS

Elite class brand
Superior social status

Classic designs
Creativity in leather

PERFORMANCE

Known for its discretion and subtlety
Vertical Integration
High-end quality
Durable products

Verified processes of obtaining natural materials
In-house atelier

SALIENCE

Type name 
Strong association with leather products

Ready To Wear
Wide brand awareness and recognition

High brand recall value

FEELINGS

Innovative
Sophistication

Discretion
Empowering

Minimal
Unique

IMAGERY

Intrecciato technique of woven leather
Italian heritage, Classy, Elegant, 

Romantic, Exclusive
2nd highest profitable after Gucci, under Kering
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KELLER’S BRAND 

EQUITY MODEL

Bottega Veneta’s salient features are 
its type name, the iconic leather prod-
ucts and RTW collections. It also has 
high brand awareness and brand recall 
value. The intrecciatto leather weave, 
Italian heritage and classic aesthetic 
form the brand’s imagery. It is strongly 
associated with its discreet and sub-
tle nature, high-end quality and dura-
ble products. Being part of the Kering 
group, it enjoys benefits such as verti-
cal integration and an in-house atelier. 

Bottega Veneta is innovative, sophis-
ticated, understated, empowering and 
minimal yet unique. The judgements 
often made around the brand are that it 
is an elite brand for the superior social 
class, it has classic designs and uses 
creativity in its leather items. It creates 
a high sense of belonging for its buyers 
through quality service in stores and 
strong digital presence resulting in loy-
al consumers and high engagement.
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BRAND LOYALTY
Consumers remains loyal to the brand because of the discretion, quality and 
craftsmanship it provides. It is well known for its leather goods and also it remains loyal 
to its heritage. Celebrities love to wear and carry the brand because of its stealth nature, 
and signature details like ‘intrecciato’ and ‘the knot’. Strong social media presence 
and events keep the loyal consumers engaged and attract new followers for the brand.

BRAND AWARENESS
Bottega Veneta is known for its intrecciato technique of leather weaving 
seen across all categories and have gained an iconic status amongst the 
consumers. Some celebrities like Emma Roberts, Alessandra Ambrosio, Andie 
McDowell, Diana Agron have added bottega veneta pieces to their iconic 
status. Regular updates regarding the upcoming collections, latest campaigns, and 
celebrity clientele helps gain consumer attention and spread brand awareness. 

PERCEIVED QUALITY
Bottega Veneta stands at the top of the hierarchy when it comes to Ital-
ian fashion houses because of the impeccable craftsmanship, premium 
quality materials used in the process of construction, innovative yet 
functional designs which tempts consumers to pay the high price for a particular piece. 

BRAND ASSOCIATION
Bottega Veneta’s evolution started with Intrecciato and it is the most recognisable 
element of the brand. The brand does not have any logo, it follows the motto :When 
your own initials are enough”  which shows confidence and individuality. If you 
see Intrecciato weave, one can easily recognise that the particular product is from 
Bottega Veneta. It is for “Stealth wealth” – category of rich people, who are less 
inclined to flaunt their affluence, thus, giving only subtle hints about one’s class.

OTHER PROPRIETARY ASSETS
Bottega Veneta started a school/workshop for the employees, new hires 
and students so that they can meet teachers and technicians who help learn 
the fundamental values and know - how. It is a place where people can 
compare ideas, receive theoretic and historic information in several 
educational areas, beside acquiring practical skills in cutting and processing 
leather for high-end-leather goods, pattern-making, weaving and prototyping.
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AAKER’S BRAND 

EQUITY MODEL

Brand is loyal towards its consum-
er because of the quality and crafts-
manship it provides. They have high 
level of brand awareness because of 
its leather products and intrecciato 
technique used in various products. 

Bottega Veneta does not have any 
logo, they are known by their motto : 
“ when your own initials are enough” 
which shows confidence and individu-
ality. The brand is for the people who 
are less inclined to flaunt a flashy logo. 
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Use the internet and social media optimally to 
increase digital presence and reach to a larger, 
younger, tech savvy audience

Collaboration with local artists to do a capsule 
collection that resonates with Bottega Veneta’s 
discretion and subtlety. Distribute it globally

Maximise benefits from vertical integration and 
take sustainable initiatives

Add a brand extension of Bottega Veneta Cafe

Saturation in the luxury market due to products 
with similar quality, hence, price wars can oc-
cur

Fake imitation of products i.e. threat from coun-
terfeit goods

Increasing purchasing power of millennial con-
sumers enabling them to switch brands easily 
due to changing desires and trends

Increasing importance of sustainable practices 
and eco-friendly processes

Increase in terrorist attacks causes an insecu-
rity amongst consumers

Unequal content production and distribution of 
the product categories

Relying excessively on Intreciatto technique 
(CPP Luxury, 2018)

Distributes 100% of their products through 
owned stores

Online shopping available only on selective 
product categories 

Rich Italian heritage and culture giving the 
brand an established and renowned position 
(Deloitte, 2017)

Large product portfolio, especially for leather 
products

Enjoys wide brand awareness and loyalty 
amongst the consumers

Luxury in the quality of materials, classic and 
discreet handcrafted leather products and the 
iconic Intreciatto technique of woven leather 

Part of the luxury conglomerate, Kering

O T

WS
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SWOT ANALYSIS

Bottega Veneta is established with 
a renowned reputation amongst 
its consumers due to its rich Italian 
heritage and culture since 1966. The 
brand offers a wide product portfo-
lio and is a pioneer in using innova-
tive techniques in leather products. 
Furthermore, the brand exudes 
luxury in hand-craftsmanship, qual-
ity of materials, as well as the 
understated and discreet aesthetic of 
the brand. Being at the helm of the 
brand for 17 years, Thomas Maier has 
added tremendous value to the brand 
and set an example for the recently ap-
pointed Creative Director, Daniel Lee.

Though their website is easy to 
navigate, it offers online shop-
ping only on selective products. On 
Instagram and Facebook, less 
emphasis is given to its Ready to 
Wear collections as compared to 
bags and footwear. Moreover, it sells 

100% of its products through owned 
stores. Intrecciatto is the iconic 
technique that is easily identifiable 
by the consumers, however, they 
rely excessively on it. Bottega Ve-
neta must continue to evolve and 
innovate with its speciality i.e. leather. 

Owned by the French luxury 
conglomerate, Kering, Bottega 
Veneta benefits from vertical integra-
tion and sources all its materials from 
verified tanneries. It can further look at 
opportunities like collaborating with 
local artists that resonate with the 
brand’s discretion and subtlety as well 
as opening a cafe of its own to make 
the aspirational consumers feel like 
they are part of the Bottega family.
The ever-changing fashion in-
dustry, saturation in the luxury 
market and an increase in fake 
imitations act as perils of the brand.
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BRAND POSITIONING

The positioning map signifies Bottega 
Veneta as a discreet and iconic brand 
that falls in the premier luxury mar-
ket.  The ‘y’ axis represents discreet 
and eye-catching luxury while the ‘x’ 
axis indicates the brand to be iconic or 
trendy. Consumers play a vital role in 
influencing the brands, thereby, result-
ing in saturation of the luxury market 
with similar products sold at the same 
price points. Therefore, the brand fac-
es high competition from other estab-

lished brands in the luxury market. 

Hermes and Chanel are direct com-
petitors the Bottega Veneta as they 
have a classic aesthetic, innovate in 
leather products,  and give an equal 
amount of importance to crafts-
manship. Loewe and Givenchy are 
indirect competitors due to its in-
clincation towards trendy styles. 
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COMPETITOR’S ANALYSIS

Bottega Veneta has Hermes and 
Chanel as direct competitors as both 
of them are close competitors to them 
when it comes to leather products 
and they have almost the same prod-
ucts offerings with almost similar price 
points and targeting the same market 
with craftsmanship as their core value. 

The indirect competitors are Loewe and 
Givenchy for Bottega Veneta, as both 
of them deal in leather goods but they 
are incline towards trendy styles and 
differ in values as well as the tone of 
voice.. Therefore, the weakness of the 
competitors can become the strength 
or opportunity for Bottega Veneta.
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Use the internet and social networking to reach 
larger audience and to increase it’s digital pres-
ence

Brand extension of a kids wear

Associations with curators  and museums for 
exhibitions or a foundation

Maximise benefits from vertical integration and 
continue to take sustainable initiatives

Saturation of products in the luxury market

Counterfeit goods

Shifting preferences of the millennial

Increase in the importance of sustainable pro-
cesses

Terrorism

Higher sales in bags and accessories than in 
apparel

Online shopping is not available

Distributes products through owned stores only

Rich French heritage and culture 

Brand has strong reputation and it’s presence 
globally

Wide range of product offering

Birkin bag is their strongest element

Part of luxury Conglomerate group, LVMH.

Luxury in the exclusivity and high-end quality 
materials

Vertical Integration 
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BRAND NAMES BOTTEGA 
VENETA HERMES

TARGET 
MARKET

35-60 34-60

PRODUCT 
OFFERING

Men & Women RTW,
Bags, Small leather goods, 
Shoes, Accessories, Perfumes, 
Home

Men & Women RTW, Home, 
Jewellery, Watches, Bags, Fra-
grances, Shoes, Scarf & silk 
accessories, Baby gifts

BRAND 
POSITION

Luxury Luxury

PRICING (EU) $247-$5,119 $105-$9,150

VALUES

Discretion, High quality,
Craftsmanship, Rich Italian rich 
Heritage, Timeless, Exclusive , 
Quality driven, modernity

French rich Heritage,
Craftsmanship, High quality 
and refinement,  Exclusive, 
Timeless, Eye for detail

POINT OF 
SALES

Africa, America, Asia,
Europe, Oceania

Europe, North America, ocea-
nia

POINT OF 
PARITY

Wide product portfolio,
Craftsmanship, Deals in leather 
goods

Deals in leather goods, 
Wide product portfolio,
Craftsmanship

POINT OF 
DIFFERENCE

Owned by Kering, Italian heri-
tage, Intrecciato weave,
Personalization, no logo
of the brand

Owned by LVMH, French heri-
tage,range of equestrian, Read-
ing & writing, Baby gifts
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BRAND NAMES BOTTEGA 
VENETA CHANEL

TARGET 
MARKET

35-60 18-50

PRODUCT 
OFFERING

Men & Women RTW,
Bags, Small leather goods, 
Shoes, Accessories, Perfumes, 
Home

Haute couture, Men & Women 
RTW, Jewellery,
Watch, Fragrance, Makeup, 
Skincare 

BRAND 
POSITION

Luxury Luxury

PRICING (EU) $247-$5,119 Prices are not mentioned on 
the website

VALUES

Discretion, High quality,
Craftsmanship, Rich Italian rich 
Heritage, Timeless, Exclusive , 
Quality driven, modernity

Rich French Heritage,
High quality, Timeless,
Attention to details,
Classic , ‘Less is more’
approach

POINT OF 
SALES

Africa, America, Asia,
Europe, Oceania

America, Europe, Asia-pacific, 
Middle east

POINT OF 
PARITY

Wide product portfolio,
Craftsmanship, Deals in leather 
goods, rich heritage, celebrity 
clientele

Deals in leather goods, 
Wide product portfolio,
Craftsmanship, rich heritage, 
celebrity clientele

POINT OF 
DIFFERENCE

Owned by Kering, Italian heri-
tage, Intrecciato weave,
Personalization, no logo
of the brand

French Heritage,
Serves Haute Couture, logo, 
skincare 
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Use digital media to communicate with the tech 
savvy consumers and keep them up to date 
with Chanel’s activities

Brand extension of kids wear

Collaborations with artists, musicians, and 
actors

Sustainable initiatives

Similar products offered in the luxury market

Fake imitation of goods

Constant desire for  renewed products among 
the millennial

Terrorist attacks cause insecurity amongst 
tourists

Despite good brand visibility, consumers are 
easily shifting to new brands

Limit in purchasing garment or products online, 
one can only buy Chanel cosmetics and fra-
grance online

Prices of only selective products displayed on 
the website.

Distributes products through mono-brand 
stores

Rich French heritage and culture 

Well established brand 

Luxury in the legacy of Coco Chanel, the high-
end quality and creativity

Wide range of products available starting from 
clothing to makeup to perfumes , watches etc.

Well Integrated sales department, in-house 
press office and atelier

Creative Director with over sixty years of expe-
rience, Karl Lagerfeld
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Start building brand awareness using digital 
mediums

E-commerce worldwide

Collaborations with artists for capsule collec-
tions, campaigns, etc. 

Add brand extension of LOEWE interiors and 
home decor.

Saturation of products in the luxury market 
leading to high competition and price wars

Counterfeit products

Changing consumer behavior of the millennial

Terrorist attacks 

Brand has been in market since many years 
yet brand awareness is low

It has limited global presence

Apparel does not sell as compared to bags and 
other accessories

Strong brand value and Spanish heritage

It’s puzzle bag is the strong element

It’s website is very easy to handle with appro-
priate information.
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BRAND NAMES BOTTEGA 
VENETA LOEWE

TARGET 
MARKET

35-60 25-40

PRODUCT 
OFFERING

Men & Women RTW,
Bags, Small leather goods, 
Shoes, Accessories, Perfumes, 
Home

Men & Women RTW,
Eyewear, Fragrance, Bags, 
accessories, shoes, jewellery, 
Small leather goods

BRAND 
POSITION

Luxury Luxury

PRICING (EU) $247-$5,119 $262-$3,523

VALUES
Discretion, High quality,
Craftsmanship, Rich Italian rich 
Heritage, Timeless, Exclusive , 
Quality driven, modernity

Craftsmanship, High quality, 
Durability, Minimalistic, rich 
spanish Heritage

POINT OF 
SALES

Africa, America, Asia,
Europe, Oceania

Africa, America, Asia pacific, 
Europe, Greater china, Middle 
east

POINT OF 
PARITY

Wide product portfolio,
Craftsmanship, Deals in leather 
goods, rich heritage, celebrity 
clientele, quality driven

Deals in leather goods, 
Wide product portfolio,
Craftsmanship, rich heritage, 
celebrity clientele, quality driv-

POINT OF 
DIFFERENCE

Owned by Kering, Italian heri-
tage, Intrecciato weave,
Personalization, no logo
of the brand, no eyewear

Owned by LVMH,
Spanish Heritage, logo, no 
home decor



34

BRAND NAMES BOTTEGA 
VENETA GIVENCHY

TARGET 
MARKET

35-60 25-55

PRODUCT 
OFFERING

Men & Women RTW,
Bags, Small leather goods, 
Shoes, Accessories, Perfumes, 
Home

Haute Couture, Men, Women & 
Kids RTW, bags, shoes, make-
up, skincare, fragrance, 
accessories

BRAND 
POSITION

Luxury Luxury

PRICING (EU) $247-$5,119 $262-$3,523

VALUES
Discretion, Craftsmanship, Rich 
Italian rich Heritage, Timeless, 
Exclusive , Quality driven, mo-
dernity

French rich heritage, trendy, 
craftsmanship, creative, femi-
nine, gender fluid, quality driv-
en, aristrocatic

POINT OF 
SALES

Africa, America, Asia,
Europe, Oceania

Europe, America, Asia & Ocea-
nia, Middle East

POINT OF 
PARITY

Wide product portfolio,
Craftsmanship, Deals in leather 
goods, rich heritage, celebrity 
clientele, quality driven

Deals in leather goods, 
Wide product portfolio,
Craftsmanship, rich heritage, 
celebrity clientele, quality

POINT OF 
DIFFERENCE

Owned by Kering, Italian heri-
tage, Intrecciato weave,
Personalization, no logo
of the brand, no eyewear

Owned by LVMH,
French Heritage, logo, kid-
swear, beauty products, difficult 
to navigate website, logo
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Build a strong social presence digitally

Start E-commerce for all product categories

Initiate sustainable practices  

Expand to markets such as South Korea

Co-artisting with french artists to reiterate the 
French art culture

High competition from existing brands in luxury 

Counterfiet products

Continuously shift in preferences of the millen-
nial

Unpredictable climate changes

Terrorist activities affect shopping in-store 

Givenchy has minimum store locations

Difficult to navigate website

Not enough emphasis on recent collections/
lookbook is not on the homepage

Prices of all products are not mentioned on the 
website

It has a strong French heritage and culture

Givenchy kept on reinventing with each new 
Creative Director

Enjoys strong brand awareness

It is a part of strong luxury parent company, 
LVMH.
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TARGET CONSUMER

Bottega Veneta targets consumers 
from the elite class in the specific de-
mographic market to preserve the ex-
clusivity of the brand. The ideal con-
sumer men and women between the 
ages of 35 - 60 years with an income 
of $500,000 on a yearly basis. They 
are affluent, sophisticated, self-as-
sured, well-travelled and success-
ful, often indulging in luxury products 
and services. It caters to a consumer 

with a liking towards discrete, mini-
mal, refined and iconic luxury. They 
also aspire to be unique, hence, of-
fering customised designs. According 
to Bain & Company (2018), millenni-
als will represent 45% of the luxury 
market share by 2025. Hence, in re-
cent times, the brand also targets the 
younger consumer with an eye on su-
perior products to establish it amongst 
the future consumers of the brand. 
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Bottega Veneta operations are performed 
through both online as well as offline 
channels. In 2017, 83% of sales were through direct 
mono-brand stores while 17%  through wholesale and 
other revenue sources (Kering, 2018). The 
product portfolio varies with different demographics 
of the stores. Bottega constantly tries to provide an 
experience that is local and customised 
according to the consumers around the world. 

RUNWAY ANALYSIS

After a thorough analysis of Bottega 
Veneta’s shows, trends such as waist centric 
and sporty silhouettes, asymmetrical patchwork 
and solid colours are repeatedly seen on the 
runway for Spring/Summer collections of the last 
three consecutive years - 2016, 2017, & 2018.

ONLINE & OFFLINE 

VISUAL STRATEGIES
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ONLINE & OFFLINE 

VISUAL STRATEGIES

WEBSITE ANALYSIS

Bottega Veneta offers to ship to 50 coun-
tries through its online website. The design 
of the website signifies simplicity and ele-
gance. It is easy to navigate with a catalogue 
of leather goods, ready to wear, footwear, 
accessories and home decor. It also pro-
vides consumers with a quick view to see 
the available colours and the sizes. Bottega 
offers 24/7 customer service, thereby, im-
proving relationships with their consumers. 
Moreover, selective products from RTW 
and leather items are also sold on online 
marketplaces such as FarFetch, MyThe-
resa, Louisa Via Roma, and Net-a-Porter. 
The brand maintains its exclusivity by hav-
ing a strict control over its stock distribution.

STORE ANALYSIS

The store is located in a commercial mall 
with many other brands yet it is well curated 
and has a modern and sleek design. The 
brand gives attention to details such as the 
layout and the interiors of the store. It is very 
classic and there is enough space between 
items for a neat and highly visible display. 
Bottega Veneta offers a tastefully person-
alised experience to its consumers through 
a well-integrated sales department dressed 
in black.  The placement of all the colours 
at the store from the bags to RTW is aes-
thetically appealing to the consumer’s eye. 
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ONLINE & OFFLINE 

VISUAL STRATEGIES

SOCIAL MEDIA  ANALYSIS

Instagram

1.5M followers, 195 posts

Most updated social media of bottega 
comprising pictures and videos of most 
recent campaigns and products

Facebook 

760,578 likes, 753,484 followers

Well connected and respond actively to 
the consumers

Twitter

53.1k followers

Joined in 2011, low engagement 

Youtube

28,937,580 views, 23,868 subscribers

Joined in 2006, strong engagement with 
brand videos

Pinterest

1,40,206 followers, 276k monthly 

unique viewers, 40 boards, 3,564 pins

Strong presence with pictures of all the 
collections and behind the scenes

The brand spreads maximum aware-

ness through Instagram & Facebook. 

Thus, making it the most crucial part 

in offering a wholesome experience to 

the clients

CAMPAIGN ANALYSIS

Campaigns are an art form for Bottega 
Veneta. Thomas Maier, in his 17 years 
has worked with artists and photogra-
phers like Annie Leibovitz, Steven Mei-
sel, Nick Knight, Peter Lindbergh and 
many more for the advertising  cam-
paigns. He always worked with people 
he admired greatly keeping the message 
direct and clear without any outside in-
tervention, so that the campaign is pure.
Bottega Veneta adds a touch of 
cinematic atmosphere around  its cam-
paigns. Spring summer 2018 campaign 
conveys a new direction for the brand, 
it is the first time that the brand hasn’t 
used a photographer but produced a 
film series called ‘Reflection’ consist-
ing of 6 short stories (Dazed, 2018).
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MARKETING MIX

PLACE

Bottega Veneta has 270 direct operating stores 
across with their main focus on Asia Pacific re-
gions followed by Western Europe (Kering, 2017). 
The store designs are inspired by Italian culture and 
give attention to details like the layouts and place-
ment of products. Bottega also occupies space in 
departmental stores such as Galeries Lafayette in 
Paris and Selfridges in London. The headquarters 
is located in Milan, Italy. It also sells online in 50 
countries across the world from its own website.  

PEOPLE

People includes all the employees that work for 
Bottega Veneta including the two founders and 
Creative Directors. The brand thrives to create a 
safe and passionate work environment ensuring 
a sense of belonging amongst their employees. 
Hiring the right people, providing the right kind 
of training and retaining the good ones can act 
as a competitive advantage for Bottega Veneta. 
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PHYSICAL EVIDENCE

The Knot & Intrecciato: Bottega Veneta does not have 
a logo, however, the knot, as well as the intreccia-
to technique is a signature and runs through all their 
iconic products such as Veneta bag, Cabat bag, etc. 
Creative Director: Being the face of the brand for 17 years, 
Thomas Maier has a strong physical recall value with the brand. 
Stores: Bottega Veneta’s stores have a well structured, cultur-
al yet modern layout and the placement of the products is giv-
en immense thought having enough spacing for high visibility.
Website: The website is clean, simple and elegant-
ly designed. It is easy to navigate and acts as a phys-
ical evidence for consumers all over the world. 
Packaging: Bottega Veneta has imbibed its DNA of discreet and 
stealth luxury, not just in their products but also how they are 
packaged and given to the consumer. The colour used for pack-
aging are the different hues of brown associated with the brand. 
Packaging is kept classy, simple and has the signature knot.
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PROMOTION

Bottega Veneta adopts variety of promotional 
activities, they use social media such as Twit-
ter, Facebook, Instagram, Youtube and Pinter-
est to promote photography and videos of their 
new campaigns,collections and collaborations.
They use Youtube to post long videos of the in-
sights of the brand, how the bags are made to make 
their consumers aware about the product before 
they make a purchase. They post photo ads and 
video ads on Facebook and Instagram to attract 
more consumers. Exhibitions, Runway Shows 
as well as Direct Marketing also play an active 
role in promotion to increase brand awareness. 

PROCESS

Bottega Veneta is known for its signature style 
which is Intrecciato. In this process the strips of 
materials are hand-braided into different patterns 
which can be seen on it’s bags, wallets, RTW gar-
ments and housewares. The process for the icon-
ic cabat requires 2 artisans for 2 full days. Cabat’s 
woven motif is made by hand crafting the leather 
strips with double-faced. Artisans need to main-
tain a consistent tension and be sure that each 
strip is at the same diagonal cut. After this the tri-
angles are assembled together and woven on a 
stand which is specifically designed for the cabat.
Each piece of the handle is measured in terms 
of thickness, then it is reduced so that it can be 
sewed easily and  give it flexibility. When the 
weaving is complete, layers are overlapped to 
make bag identical from inside and outside, 
the handles of the bag are attached to it and 
sent for final inspection ensuring the product 
meets certain quality standard (Surface, 2018).
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MARKETING MIX

PRICE

Bottega Veneta provides different prices for dif-
ferent products within their product portfolio. 
The difference in price for each of the product 
has a varying level of product benefits like the 
lowest price product will be the most basic one. 
As the price increases the product will be more 
complex in terms of design and will have add-
ed style benefit to it. Bottega Veneta price range 
starts from $247 (lowest, Intrecciato leather key-
chain) and $5,307 (highest, Cashmere coat).

PRODUCT

Bottega Veneta’s main line provides a product 
portfolio of 5 categories for both women and men 
including bags, small leather goods, ready to 
wear, shoes, accessories and perfumes. It also 
offers a home decor line. Additionally, they offer  
in-store personalisation service for products, for 
instance, consumers can monogram the piece of 
their choice in three ways by embossing, stamp-
ing or stitching and get personalisation with any 
colour they want in bags, wallets or accessories.
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BOTTEGA VENETA

CAFE

Bottega Veneta Cafe will launch on 
25th January 2019 adjoining the flag-
ship store in Milan on Via Monte Napo-
leon. The cafe aims to strengthen its re-
lationship with loyal consumers as well 
as reach out to those who aspire to be 
part of the Bottega community. These 
new consumers are young, affluent 
and ambitious. The cafe is designed to 
fit perfectly into Bottega Veneta’s iden-
tity with the intricate use of their crafts 
such as the Intrecciato weave as well 
as the knot. Oil paintings are carefully 
chosen to place on the walls to reflect 
the traditional and authentic Italian 

heritage. This diversification can help 
Bottega Veneta increase awareness 
and transform prospective buyers into 
Bottega consumers. The brand will 
brew its own signature coffee called 
“Lusso” meaning luxury and stick to 
Italian cuisine. This brand extension 
will follow a monolithic brand archi-
tecture i.e. Bottega Veneta will still be 
the single master brand and unified 
with “Bottega Veneta Cafe”. In such a 
case, the consumers trust the brand 
by its name and expect a certain stan-
dard that the brand has to live up to. 
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SAF MODEL

SUITABILITY
Bottega Veneta cafe will have the 
essence of its style. The intreccia-
to, the knot that is unique to the Ital-
ian luxury brand will be prominent in 
the brand extension. Bottega Vene-
ta cafe will exemplify the extraordi-
nary craftsmanship which the brand 
is known for by using trained staff in 
the development process of the cafe. 

ACCEPTABILITY
Bottega Veneta consumers do not 
compromise with the quality of the 
product and service, they want the 
best. Every single product is crafted 
with excellent quality and craftsman-
ship. We will offer experience to our 
consumers with exclusive treatments 
at the cafe to make them feel import-
ant and accept our new brand exten-
sion. This will sustain the long term 
financial growth due to increased 
acquisition and market share of the 
consumer segment. Extending Botte-
ga Veneta cafe into the existing and 
new market can be risky because it is 

altogether a new extension for which 
the brand is not known for currently. 
The brand is all set to launch an ini-
tial public offering to its existing regular 
consumers  as well as the big players of 
the fashion and culinary industry which 
can help in boosting the new extension.  

FEASIBILITY
Bottega Veneta already has a school 
where they develop young and talent-
ed craftsmen. They can open a new de-
partment where they can teach the new 
generation about the the specialisation 
required to run a cafe like managers, 
cooks, servers, dishwashers, and bar-
tenders, so they need to hire some and 
train some of them in respect to the the 
products and services they will be of-
fering in Bottega Veneta style. Brand 
is focusing on growth, hence, the new 
brand extension will boost the brand. 
It has a strong presence in Italy which 
will help in recruiting trained staff in this 
sector and further develop their skills 
in line with Bottega Veneta’s identity.
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MONEY
The brand’s revenue for the first half of 2018 decreased down by 6.5% and 0.9% on a com-
parable basis due to low number of tourists in Western Europe. Sales generated was 82.3% 
from directly operated stores which declined by 1.8%, whereas comparable wholesale rose by 
3.3% and the sales increased by (+2.2%) in Japan and (+7.0%) in North America (Kering, 2018).

MACHINERY
Production system in place like they have the craftsmen who can help them out with the furniture 
of the cafe but they need to hire or purchase machinery and tools to produce edibles like food, 
desserts within the cafe. 

MANPOWER
Existing employees and management of Bottega Veneta with required knowledge and skill set 
for the Bottega cafe can be helpful in the furniture of the cafe, but they need to hire some more 
talented staff who can guide and help them out with the insights and interiors of the cafe, with the 
kitchen, with the presentation of food in Bottega Veneta style to its consumers. Some of the exist-
ing staff can be trained for the same and some can be recruited externally to bridge the gap.

MARKET
This is a new product which will be served in new market, the people who cannot afford Bottega 
Veneta presently but wish to have it, can have a glimpse of it by going to the cafe and enjoy its 
feel. It will also have many competitors within the existing market like Gucci cafe, Armani cafe, 
Dior cafe etc.

MATERIAL
Leather is the main material used by the brand in bags and other products, and now it can be 
used in some parts of the cafe like the furniture to be used, for the table mats etc, so the same 
materials can be used, and can be supplied by the same person. And need to look for new sup-
pliers for the new materials required within the cafe like for suppliers who will serve with the cut-
lery, materials required for cooking etc.

MAKE-UP
It means the organisational structure and culture of the brand. The brand emphasises on creating 
a very personal work culture for its employees as well as their clients and maintain good relations 
amongst them as well as with the clients which can be easily carried forward in the Bottega Vene-
ta’s cafe also. They intend to make the consumer’s experience luxury, discrete, quality driven in 
the cafe.
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6M FRAMEWORK

6Ms are the components that need to 
be managed before undertaking any 
operation. So before doing the brand 
extension for Bottega Veneta, the brand 
needs to look if they have sufficient re-
sources and money with themselves 
or they need to hire more employees. 

Bottega Veneta wants to initiate op-
erations for a cafe, hence, they need 
to borrow some amount of machinery, 
materials, manpower as they are enter-
ing into the new market with new prod-
uct, so the already available resources 
will be not sufficient to start the cafe.
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Use the internet and social media optimally to 
increase digital presence and reach to a larger, 
younger, tech savvy audience

Collaboration with local artists to do a capsule 
collection that resonates with Bottega Veneta’s 
discretion and subtlety. Distribute it globally

Maximise benefits from vertical integration and 
take sustainable initiatives

Add a brand extension of Bottega Veneta Cafe

Saturation in the luxury market due to products 
with similar quality, hence, price wars can oc-
cur

Fake imitation of products i.e. threat from coun-
terfeit goods

Increasing purchasing power of millennial con-
sumers enabling them to switch brands easily 
due to changing desires and trends

Increasing importance of sustainable practices 
and eco-friendly processes

Increase in terrorist attacks causes an insecu-
rity amongst consumers

Unequal content production and distribution of 
the product categories

Relying excessively on Intreciatto technique 
(CPP Luxury, 2018)

Distributes 100% of their products through 
owned stores

Online shopping available only on selective 
product categories 

Rich Italian heritage and culture giving the 
brand an established and renowned position 
(Deloitte, 2017)

Large product portfolio, especially for leather 
products

Enjoys wide brand awareness and loyalty 
amongst the consumers

Luxury in the quality of materials, classic and 
discreet handcrafted leather products and the 
iconic Intreciatto technique of woven leather 

Part of the luxury conglomerate, Kering

O T

WS
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TARGET CONSUMER

Bottega Veneta Cafe target consum-
ers from the affluent class, however, 
lack financial resources to purchase 
Bottega Veneta products. The ideal 
consumer falls between a wide age 
bracket of 18 to 65 years. Through the 
cafe, Bottega Veneta aims to reach out 
to the younger audience who aspire to 
purchase Bottega’s iconic “The Knot” 
or “The Veneta” when they stand on 
their own feet. They come from well-
to-do, sophisticated, self-assured, 
well-travelled and successful families, 
however, brought up to be value seek-

ers. Not everything luxury is placed on 
a platter for these individuals. These 
are people sent abroad to study and 
tempted by luxury but wish to achieve 
it with their own money. With the grow-
ing consumption of millennials in lux-
ury, it is important to make them feel 
like they belong to the Bottega Veneta 
community. College-going men and 
women who can spend on Starbucks 
will stop by at the Bottega Veneta Cafe 
at least once in two weeks for a quick 
pizza and coffee with their friends. 
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HIGH PRICE

LOW PRICE

FASHION 
BRAND CAFE

OTHER CAFES
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COMPETITOR’S ANALYSIS

Hermes Cafe Le Plongeoir is the first 
direct competitor as they are close 
competitors in leather goods, and 
have similar price points. The second 
direct competitor is Emporio Armani 
Cafe due to its elegant and simplistic 
interiors as well as popularity across 
the world in comparison to other cafes 
like Dior, and Chanel Beige in Tokyo. 

Tiffany & Co., the jewellery brand’s Blue 
Box Cafe is the first indirect competi-

tor since they have incorporated their 
identity very well in their cafe and made 
it easily recognisable to everyone. An-
tico Caffe Greco in Rome is its second 
indirect competitor due to its heritage 
as it is the oldest in Rome and second 
oldest in Italy after Cafe Florian. It has 
similar price points, its niche and first 
business is the cafe and bar, and the 
interiors are thought through. The feel 
of the cafe is very museum-like with 
the traditional and authentic aesthetic.  
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BRAND NAMES BOTTEGA 
VENETA CAFE

HERMES LE 
PLONGEOIR

TARGET 
MARKET

18-60 18-55

PRODUCT 
OFFERING

French & European cuisine, 
Bistro menu, sandwiches, 
rare teas, homemade pastries 
served on Hermes’ porcelain 
and with silver spoonss

BRAND 
POSITION

Luxury Luxury 

PRICING (EU)
$$$$ $$$$$

VALUES

Discretion, Craftsmanship, Rich 
Italian rich Heritage, Timeless, 
Exclusive , Quality driven, 
Modernity

French rich heritage, classic, 
craftsmanship, creative, mini-
mal, quality driven, architectural 
interiors

POINT OF 
SALES

Adjoining to the flagship store 
on Montenapolean in Milan

In-store in Europe and Asia

POINT OF 
PARITY

Craftsmanship, Deals in leather 
goods, rich heritage, celebrity 
clientele, quality driven

Deals in leather goods, 
Craftsmanship, rich heritage, 
celebrity clientele, quality 
driven

POINT OF 
DIFFERENCE

Owned by Kering, Italian heri-
tage, Intrecciato weave,
,no logo of the brand

French Heritage, logo, french 
cuisine, Hermes’ exclusive por-
celain and rare find teas
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Build a strong social presence digitally

Build a website displaying the curation of 
experiences at the cafe

Co-artisting with french artists to reiterate the 
French culture and heritage

High competition from existing brands in luxury 
cafe business  

Counterfiet products such as silver spoons/
porcelain

Continuously shift in preferences of the millen-
nial

Terrorist activities affect tourist outings  

Not enough information about the cafe on the 
internet

Barely any digital content of the cafe on any 
social media platform

It has a strong French heritage and culture

Well integrated existing departments 

Enjoys high brand awareness worldwide which 
attracts consumers to visit the cafe

French & European cuisine

Space in the stores whereby bags, scarves, 
homeware, etc. are up for sale

Established exclusivity, making the cafe’s 
consumer feel special 
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Engage with the consumers and the content 
created by them , use it to leverage the brand

Collaborate with popular music artists to per-
form at the bars & nightclubs to increase 
awareness

High competition in the market, price wars

Changing desires of the millennial

Terrorism affects tourism 
 

Low digital content of the cafe on social media 
platforms, brand doesn’t repost pictures 
uploaded by its consumers

Low awareness about Armani bars & night 
clubs as opposed to cafes and restaurants

Started prior to any other luxury fashion cafe/
restaurant in 1998

It is both a cafe that serves all day round as 
well as a Michelin star restaurant open for 
lunch and dinner respectively

Easy to navigate & informative website about 
Armani ilifestyle and restaurants providing the 
menu, iconic dishes, etc. 

Enjoys high brand awareness

Located in prime locations of the cities it’s pres-
ent in, for instance, Rive Gauche in Paris and 
Dubai Mall in UAE
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BRAND NAMES BOTTEGA 
VENETA CAFE

EMPORIO ARMANI 
CAFE

TARGET 
MARKET

18-60 18-55

PRODUCT 
OFFERING

Wide offering with cafes, 
restaurants, bars and night-
clubs. The cafe’s menu offers 
Italian cuisine.

BRAND 
POSITION

Luxury Luxury 

PRICING (EU)
$$$$ $$$

VALUES

Discretion, Craftsmanship, Rich 
Italian rich Heritage, Timeless, 
Exclusive , Quality driven, 
Modernity

Italian rich heritage, classic, 
craftsmanship, creative, min-
imal, quality driven, well inte-
grated management

POINT OF 
SALES

Adjoining to the flagship store 
on Montenapolean in Milan

Over 20 eateries across the 
globe

POINT OF 
PARITY

Italian heritage, Craftsmanship, 
rich culture, celebrity clientele, 
quality driven, italian cuisine, 
cafe, fashion luxury brand

Italian heritage, Craftsmanship, 
rich culture, celebrity clientele, 
quality driven, italian cuisine, 
cafe, fashion luxury brand

POINT OF 
DIFFERENCE

Owned by Kering, Thomas 
Maeir, Daniel Lee, recently 
launched, no logo

Restaurants, bars, nightclubs, 
Georgio Armani, established in 
over 3 continents, logo
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BRAND NAMES BOTTEGA 
VENETA CAFE

TIFFANY & CO. THE 
BLUE BOX CAFE

TARGET 
MARKET

18-60 16-45

PRODUCT 
OFFERING

Coffee, tea, bagels, sandwich-
es, waffles, the menu keeps 
changing following a unique 
Tiffany take on signature New 
York dishes

BRAND 
POSITION

Luxury Luxury 

PRICING (EU)
$$$$ $$$$

VALUES

Discretion, Craftsmanship, Rich 
Italian rich Heritage, Timeless, 
Exclusive , Quality driven, Mo-
dernity

American rich heritage, classic, 
craftsmanship, creative, quality 
driven, well integrated manage-
ment, modern

POINT OF 
SALES

Adjoining to the flagship store 
on Montenapolean in Milan

In-store in New York, Singapore

POINT OF 
PARITY

Craftsmanship, rich culture,
celebrity clientele, quality 
driven, cafe, fashion industry

Craftsmanship, rich culture, 
celebrity clientele, quality 
driven, cafe, fashion industry

POINT OF 
DIFFERENCE

Italian heritage, Owned by 
Kering, italian cuisine, hues of 
brown, intrecciato weave, 
leather bags and other goods

American heritage, new york 
signature dishes, tiffany blue, 
jewellery
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Engage with the consumers using the content 
created by them, use it to leverage the brand

Line extension to a fine-dining restaurant

Collaboration with pop culture persnalities to 
increase awareness and drive tourists to the 
cafe

High competition in the market, price wars can 
occur

Constantly shift in desires of the millennial

Terrorism 

No separate website, only the location of the 
cafe and the menu is on the brand’s website 
itself. It is, however, difficult to navigate The 
Blue Box Cafe on the site.

Content about its products from Home & Ac-
cessories, however, no content on social me-
dia about the service it offers at The Blue Box 
Cafe

Gained a lot of popularity through the 1960’s 
movie ‘Breakfast at Tiffany’s’

It is both a cafe that serves through the day 
and reinvents the signature New York dishes 
to be uniquely Tiffany & Co.

Enjoys high brand awareness and association 
with celebrities

Located in prime location i.e. 5th Avenue in 
New York, the same Tiffany’s that is shown in 
the movie

Tiffany blue is well integrated in the interiors 
and cutlery of the cafe
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Despite having years of heritage, every cafe 
must evolve with time. Therefore, they need to 
create a strong presence digitally and use con-
tent uploaded by its consumers

Collaborate with a local artist to have an exhibit 
at the cafe 

Expand to other tourist cities in Italy like 
Florence and Venice 

High competition in the market with increasing 
number of cafes everywhere

Changing desires of the millennial

Terrorism affects tourism 
 

Difficult to navigate website as the homepage 
opens in Italian with no option to translate

Only on Facebook, however, they are not 
active 

Enjoys rich heritage as it’s the oldest coffee bar 
in Rome and second oldest in Italy

It is known for its signature Italian coffee and 
attracts tourists due to its prime location

Delivers Cafe Greco worldwide

Opened in 1760, the interiors of the cafe are 
traditional and authentic with oil paintings, gilt 
mirrors & red velvet

Located on Rome’s most exclusive street, Via 
Condotti
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BRAND NAMES BOTTEGA 
VENETA CAFE

ANTICO CAFE 
GRECO

TARGET 
MARKET

18-60 18-75

PRODUCT 
OFFERING

Italian signature coffee “Cafe 
Greco”, tea, croissants, 
sandwiches, snack menu and 
dessert menu

BRAND 
POSITION

Luxury Fashion Cafe Luxury Cafe

PRICING (EU)
$$$$ $$$$

VALUES

Discretion, Craftsmanship, Rich 
Italian rich Heritage, Timeless, 
Exclusive , Quality driven, 
Modernity

Italian rich heritage, classic, 
craftsmanship, creative, 
traditional, quality driven, 
authentic

POINT OF 
SALES

Adjoining to the flagship store 
on Montenapolean in Milan

Rome, delivers its signature 
coffee worldwide through 
e-commerce website

POINT OF 
PARITY

Italian heritage, Craftsmanship, 
rich culture, celebrity clientele, 
quality driven, cafe

Italian heritage, Craftsmanship, 
rich culture, celebrity clientele, 
quality driven, cafe

POINT OF 
DIFFERENCE

Owned by Kering, brand 
extension of fashion luxury 
brand, opened in 1966

Main business is the cafe and 
not a brand extension, opened 
in 1760
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PLACE

Bottega Veneta cafe takes inspira-
tion from Italian heritage and culture 
with the primary spotlight given to the 
incorporation of subtle brand elements.
The initial cafe will be opened in Mi-
lan adjoining the flagship store on Via 
Monte Napoleon and gradually expand 
to other cities in Italy and across Europe.

PRODUCT

Bottega Veneta has strong relationship with its 
consumers. With the launch of the new cafe, 
the essential objective will be to strengthen 
consumer loyalty, and also reach out to other 
markets. Stretching the brand to a cafe will be 
a stepping stone for the organisation. Botte-
ga Veneta wants their buyer to recognise the 
new expansion i.e. cafe with their original brand 
identity. The motivation behind this brand ex-
tension is to ensure that the brand is fulfilling 
their consumers in all aspects, and further-
more acquiring new consumers. The cafe will 
offer Italian cuisine, chocolates, desserts and 
beverages. To be in line with the brand identi-

ty, intrecciato weave and the knot will be seen 
on the cutlery and desserts. The knot at one 
end of the silver spoons and intrecciato on ti-
ramisu, cupcakes, and cannoli. Intrecciato will 
also be used in cushions and the knot in as 
lids of casseroles the food is served in. “When 
your own initials are enough” is also incorpo-
rated in cappuccino whereby initials of the con-
sumer are crafted as a top layer of the coffee. 
The shading palette of the cafe will be hues of 
nude, and brown as these act as constant el-
ements of the brand. Bottega Veneta cafe will 
emphasise on the brand’s core values, inno-
vative designs, and high-end quality materials. 
This way the consumer will feel closer to the 
brand and connect better with Bottega Veneta.
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MARKETING MIX

PHYSICAL EVIDENCE

Bottega Veneta does not have a 
logo. However, it is easily identifiable 
to its consumer through its unique 
identity i.e knot and intrecciato. 
Therefore, they are intricately used 
in the cafe as a strong representa-
tion of the brand. The cafe will be well 
structured, cultural, clean, simple and 
elegant, keeping the brand charac-
teristics alive in cafe. It will also have 
a lot of oil paintings on the walls to 
bring out the traditional and authen-
tic aesthetic of the Italian culture. 

PROCESS

Bottega Veneta Cafe will operate 
everyday of the week from 9 am until 
9 pm. The service includes taking the 
order and delivering it on the tables 
itself. Once the consumer walks 
in, the manager gives them a table 
according to the number of people. 
They are then given the menu card 
and are looked after by one or more 
waiters. The manager ensures that the 
consumers have a good time and the 
head chef checks the quality of the items 
before sending it out to the table. There 
are different modes of payment, one 
can pay by cash, credit or debit card. 
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PEOPLE

Bottega Veneta has strong consumer loyalty, 
therefore the brand wants to reinforce their trust 
in addition to adding new members to the com-
munity. With the commencement of the Botte-
ga Veneta cafe, the brand is focusing more on 
younger target groups with lower incomes. They 
appreciate quality products and seek to be-
come part of the Bottega Veneta family. In con-
trast with the brand’s other product offering, the 
goods and services offered in the cafe will have 
a lower price range. It enables aspiring Botte-
ga consumers to become more familiar with 

the brand, and eventually purchase in-store.

People also includes every employee that works 
at Bottega Veneta. For the cafe, the brand will 
need to recruit chefs, managers, waiters, bar-
keeps, security, cleaners as well as offer a valet 
service at the venue. Bottega aims to flourish a 
protected, grounded yet energetic environment 
guaranteeing a sense of belonging amongst its 
workers. It is all about employing the right peo-
ple at the right time for the right place and pro-
viding them with the right training for the brand. 
Furthermore, retaining such employees will give 
the brand an upper hand amidst its competitors.  

PRICE

The purpose of Bottega Veneta Cafe 
is to involve a wider audience in the 
brand activities and transform aspiring 
consumers to loyal consumers. Prod-
ucts and services offered at the cafe are 
ranged between 21 euros to 75 euros 
for an expresso shot and a box of eight 
handcrafted chocolates respectively.



75

PROMOTION

WEBSITE

Bottega Veneta has a website of its own i.e. 
www.bottegaveneta.com, there will be an ad-
ditional tab that says Bottega Veneta Cafe on 
this website giving an insight into its curation, 
menu, interiors, as well as offer worldwide 
shipping for Bottega Veneta’s signature cof-
fee called “Lusso”, Italian word for luxury as 
well as its handcrafted intrecciato chocolates 
packaged with a knot. The website also gives 
the exact location of the cafe to its consumers. 

PRIVATE TASTING

Bottega Veneta’s Former Creative Director 
Thomas Maier as well as the recently appointed 
Daniel Lee will host a private tasting event for the 
big fish of the fashion and food industry includ-
ing Radhika Jones (Editor in Chief, Vanity Fair), 
Eva Chen (Director of Fashion Partnerships, In-
stagram), François-Henri Pinault (CEO, Kering), 
Gordon Ramsay (British Chef & Restauranteur) 
and many more. The tasting will take place on 
25th January 2019. Each guest will be given 
a box of handcrafted chocolates as a token of 
appreciation. This private tasting will also in-
clude the regular customers of Bottega Veneta.

EMAIL MARKETING 

Bottega Veneta offers newsletter subscrip-
tions, therefore, the brand can send an email 
about the opening of Bottega Veneta Cafe to 
all the consumers that have already signed up.
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INSTAGRAM & FACEBOOK

The already existing Instagram & Facebook 
page of Bottega Veneta has 1.5M and 761,199 
followers, therefore, introducing the cafe on its 
existing page is ideal. It will help reach out to 
a large audience and create awareness about 
the cafe. The introduction can take place with 
application of grid designs to photos of the 
products offered at the cafe. The brand can 
also make a teaser video of the cafe shooting its 
interiors, products, and details like intrecciato 
and the knot to release it on all its digital chan-
nels before the launch including the website. 

It will actively use #BottegaVenetaCafe for all 
its posts. Content will include flatlays of the 
meals, reposting content created by the con-
sumers as well as celebrity spotting at the cafe. 
For Instagram & Facebook Stories, the brand 
can go around asking its consumers their 
dish of the day and use #BottegaMustHaves. 
Occasionally, upload quotes related to 
our love for coffee and use #BVAddicts.
Bottega Veneta will send a box of handcraft-
ed chocolates and Lusso coffee to digital in-
fluencers like Eva Chen (Fashion Influencer), 
Jamie Oliver (Food Influencer) and more.
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CONCLUSION

Bottega Veneta is an Italian luxury 
brand. It is known for its distinct crafts-
manship, rich heritage and supreme 
quality in leather products. Bottega 
Veneta imposes its Italian heritage and 
ethos while keeping it modern and con-
temporary by creating a niche in dis-
creet luxury from the start. The motto 
“When Your Own Initials Are Enough” 
reacts the brand’s value of being au-
dible without making too much noise. 
The brand targets consumers from the 
elite class in the specific demographic 
market to preserve the exclusivity of 
the brand. The ideal consumer men 
and women between the ages of 35 - 
60 years with an income of $500,000 
on a yearly basis. Bottega Veneta op-
erations are performed through both 
online as well as offline channels which 
includes Runway, Website, store, so-
cial media, and ad campaigns. The 
brand serves itself at 270 stores with-
in the world. The brand is now coming 
forward with a cafe at Milan Via Mon-

tenapoleone. This will help the brand 
to reinforce their trust and adding new 
as well as younger  consumers to the 
Bottega family. The cafe will offer Ital-
ian cuisine with an edge through its 
presentations, chocolates, desserts 
and beverages. To be in line with the 
brand identity, intrecciato weave and 
the knot will be seen on the cutlery and 
desserts. The shading palette of the 
cafe will be hues of nude, and brown 
as these act as constant elements of 
the brand. Bottega Veneta Cafe will 
operate everyday of the week from 9 
am until 9 pm. The brand will promote 
it’s cafe via website, social networking 
sites (Facebook & Instagram), by host-
ing a private tasting event and through 
e-mail marketing. This new brand ex-
pansion will  help the brand grow by 
bringing in new consumers and pro-
viding a lifestyle to the existing ones, 
therefore it’s a good move for the 
brand to move towards this direction.
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TRANSCRIPT OF INTERVIEW WITH STORE MANAGER AND HEAD OF TRAINING

What does ‘Bottega Veneta’ mean?
Bottega means a small workshop and Veneta comes from Venetia, the origin of the brand. 

Describe the brand in 3 words.
 Understated, Classy, Personal.

Where is the leather procured from?
 We procure leather from a tannery that deals only with Hermes, and us. 

Where does the brand stand financially as of today?
Sales have dropped down in the last one year, from the 2nd most profit making brand under Kering, it has now come to the third posi-
tion after Gucci and Yves Saint Laurent. The brand is taking steps to innovate and bring out more fresh products. It recently changed its 
Creative Director after 17 years. We look forward to A/W 2019 which will showcase Daniel Lee’s first collection for Bottega Veneta. 

What are the competitors, according to you?
 Hermes, Dior, Chanel and Louis Vuitton

What do consumers come looking for most?
They often come looking for The Knot as we offer a lot of variety in that same product, the second most commercial piece would be The 
Veneta. 

What is the one thing you would like to change about the brand?
To have a little more colour in their stores. Brown is not THE colour for the brand, but yes they have a strong connection to the differ-
ent shades of brown. In every collection, there will always be at least one brown and black. 

Has offering personalisation increased the demand for the brand?
In India, we don’t offer personalisation as its a franchise. However, globally all the direct operating stores offer Personalisation in the 
store itself which definitely has intrigued and attracted our consumers a lot more. 

What is the work culture inculcated amongst the employees?
Grounded, Keep good relations amongst them as well as with the clients, they emphasize of creating a very personal work culture for its 
employees as well as their clients.

If you were to do an extension for the brand, what would it be?
A Bottega Veneta Cafe will be really interesting. I would also like to see them to provide more variety in Home Decor.

How would you visualise the cafe?
To keep things relevant in the cafe with all the collections that are on display, keep changing the themes, the colours with the season.

What sets Bottega Veneta apart?
Subtle Luxury, Easily Identifiable. 

What age group of consumers walk into the store?
Nowadays, we see people from a very young age group coming into the store and making a purchase. So I would say from about 18 to 
70 years old catering to different personalities as well, like a consumer who likes something blingy as opposed to someone who likes the 
browns and the blacks. 

How would you describe the store atmosphere and what thought process is followed for the visual merchandising?
There is an intention and a story behind the arrangement of each product at the store. We want to curate something that truly feels lux-
ury, despite being understated. These intentions also keep changing, for instance, we have kept the same bags in different colours and 
sizes in the same row so it’s easy to place them for the consumer’s eye. 
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