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Executive Summary
The report analyses the business marketing environment of GUCCI in the UK. It uses frameworks such as PESTLE analysis and SWOT analysis for evaluating the external and internal marketing environment of GUCCI. The political, technological, and social factors are found to be quite favourable for marketing the products offered by GUCCI in the UK. However, the high rates of inflation, environmental regulations, and legal boundaries in the country can hamper the marketing approaches of the organisation. Moreover, the strengths and weaknesses of the organisation were accessed in the study. GUCCI needs to utilise its strengths for improving its marketing efforts. In order to improve its brand image, Gucci has introduced an active market penetration policy that helps them to easily attract an elite group of people towards its firm. The usage of both traditional and digital marketing strategies enables Gucci to easily market the goods in their operating country markets. Moreover, some recommendations are provided in this context that can improve the marketing approaches of Gucci in the coming days positively.
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[bookmark: _Toc123751520]Introduction 
[bookmark: _mt0x3sbyl8wy]In today’s environment, for marketing products, proper environmental analysis needs to be considered by companies across the nation. The current study will discuss the marketing environment analysis of Gucci in the United Kingdom. The PESTLE analysis and SWOT analysis frameworks will be used for evaluating the external and internal marketing environment of this firm. Besides, the role of marketing in supporting the growth of the organisation will also be further discussed in this context. Furthermore, some recommendations are provided to Gucci that can help them to improve its marketing efforts in the future effectively. 

[bookmark: _Toc123751521]Business marketing environment analysis 
According to the views of Camilleri (2020), marketing environment analysis in business is associated with the evaluation of the internal as well as external business environmental factors that affects an organisation’s efficiency. It is quintessential for analysing the position of an organisation in the market and improving marketing efforts accordingly. 
[bookmark: _2aowtho7uaja][bookmark: _Toc123751522]External environment analysis 
The external marketing environment of GUCCI in the UK can be better assessed using the PESTLE analysis framework. It can help in analysing the political, social, economic, environmental, technological, and legal factors that can affect the marketing environment of the company in the country. 
Political factors
The political environment in the UK is quite favourable for GUCCI as there is political stability and the government supports businesses in the country. This can help the organisation in operating and framing its marketing approaches appropriately. The political stability index in the country is 0.54 which can facilitate the marketing activities of the organisation (The global economy, 2022). However, Brexit can impact the marketing activities of the organisation adversely in the UK. On the other hand, the high rates of corporate tax in the UK of about 19% can limit the investment of the brand in marketing activities in the country (GOV.UK, 2023). 
Economic factors
According to Statista (2022), the high rates of inflation in the country of about 10.7% can adversely impact the marketing approaches of GUCCI in the UK. Moreover, the GDP of the country was about £2.2 trillion which can favour the company in terms of its marketing approaches. As per the Bank of England (2023), the interest rates in the country are about 3.5% which is quite low and can support the marketing efforts of Gucci by borrowing at low interest. 
Social factors
The people in the UK have a high standard of living and a high population in the country of about 68,788,765 people is beneficial for marketing the luxury products offered by GUCCI (Worldometer, 2023). Moreover, people in the UK are quite conscious about their social status and social class which can help the company in branding its products. Most UK people work in the corporate world and are well-educated. Moreover, they mostly used luxury and branded products which can favour the marketing approaches of GUCCI positively. 
Technological factors
The UK invests about 2.4% of the GDP in technological advancements and research for innovating new technologies (The Royal Society, 2022). The country has the facility of almost all modern technologies including artificial intelligence, machine learning, big data, IoT, and others. GUCCI can utilise the technologies available in the country to improve its marketing approaches and advertise its products appropriately. 
Legal factors
The regulations and laws are quite strict in the UK and various laws protect the rights of the employees as well as the consumers in the UK. The laws include "The employment rights act", "Health and Safety at work act", "The equality act" and "The consumer rights act" (GOV.UK, 2023). Any legal litigations can hamper the reputation of the organisation in the UK and hamper its marketing approaches. 
Environmental factors
The environmental laws and policies in the country include “The environment act”, “The energy act”, The Climate act” and others (GOV.UK, 2022). It is essential for GUCCI to abide by the laws and frame its marketing strategies aligned with the environmental laws in the country. Moreover, the people in the country are quite conscious about the CSR activities of the organisations and prefer to buy from environmental-friendly brands. Furthermore, offering and marketing products that harm the environment or pollute it can negatively impact the marketing efforts of the company in the UK. 
[bookmark: _lpcu6s5wjcnl][bookmark: _Toc123751523]Internal environment analysis 
The internal environment of GUCCI can be analysed appropriately using the SWOT analysis framework. It can help in evaluating the strengths, weaknesses, opportunities, and threats of the organisation which influences its marketing activities. 
Strengths
GUCCI offers high-quality luxury fashion accessories to its customers which helps in enhancing its brand image and reputation and facilitates marketing. The company also has a strong international presence which enhances its brand recognition around the world and improves marketing for the organisation. GUCCI also has strong brand equity and a brand value of about $18.1 billion which favours its marketing activities (Statista, 2023). Moreover, the organisation has a presence in over 500 countries which helps in the marketing and distribution of its products. Furthermore, the company has a strong presence on social media platforms and has millions of followers which facilitate customer engagement and help in marketing activities (Dong, 2022). In addition, the company has an appealing website that is well-constructed and draws huge traffic. 
Weaknesses
According to the views of Liu (2021), GUCCI faces a lot of criticism for airing inappropriate and provocative commercials in which the sexuality and bad shape of females are portrayed. This hampers the marketing approaches of the organisation for harming the sentiments of the audience and objectifying women. Moreover, violation of trademarks and copying of the trademark are major factors that hamper the marketing activities of the organisation. The GG mark has brand value and is copied by various organisations in different countries which hampers the marketing efforts of the company. 
Opportunities
The brand can target the young generation in its marketing activities as the disposable income of people is increasing and young people are more brand conscious and go for luxury brands. Moreover, venturing into the e-commerce sector can help the brand in reaching more people at the same time and improve its marketing approaches (Girlando, 2022). The brand can extend its branches in emerging markets and keep evolving new fashion to improve its marketing activities and attract customers. 
Threats
Industrial rivalry and competition from brands such as Armani, Versace, Prada, Christian Dior, and CHANEL is a major threat in terms of the marketing activities of the organisation. The rivals sell similar products at various price ranges which impacts the marketing approaches of the organisation (Liu, 2021). Moreover, environmental regulations by the government prevent the organisation from marketing some of its products that harm the environment. 
[bookmark: _Toc123751524]Role of marketing within the organisation 
Gucci is a high-end luxury fashion brand that plays an effective role in marketing its products in the operating markets. The role of marketing played by this fashion brand is illustrated by using the 4Ps of the marketing mix strategy. 
Product 
The products demonstrate the actual good that is being marketed by Gucci to their target audiences. The primary products of Gucci are shoes, handbags, jewellery, ready-to-wear products and watches (Dong, 2022). The presence of this diverse product portfolio range allows the firm to easily market the goods to the customers. In order to market the product and for increasing the sales rate of their offered items, the firm maintains a high quality of each item that can satisfy the consumer demands and needs effectively. The company maintains an extended warranty on their product range and highly focuses on the packaging of its goods. Moreover, using innovative designs and usage of updated technology in manufacturing the finished products also enable the firm to improve its marketing approach in business.  
Price 
The price element demonstrates the value that the consumer has to pay for purchasing the product offered by Gucci. It is analysed that the firm generally follows a premium pricing policy as its product quality is luxurious and superior. The prices of the apparel is depends on the work done on the item along with the quality of the fabric used for making the apparel. Apart from its high prices, it easily marketed the products as their prestigious pricing act as a status symbol for the people (Liu, 2021). The supreme quality of the products along with their unique style and design effectively attract the target audience and thus, the firm does not provide so much effort in marketing each item in its operating countries. 
Place 
The element of place refers to the location where Gucci stocks its service and product offerings for customers' purchase and accessibility. In order to create a high-end market base, the firm set a relaxing environment in their physical stores and outlets and maintains a responsive attachment with the customers (PELTEKOGLU, 2019). Most of its stores are located on high-profile and expensive streets that are distinguished and exclusive. In addition, the online marketing strategy of introducing an e-commerce platform and running of own website also increases the sales rate of this company. Both the official websites and the internet sales are highly handled by trained officials. Moreover, the tie-ups of the brand with high-profile department stores also help in marketing the goods in various parts of the nation.  
Promotion 
In order to create a separate and special entity in the market, Gucci makes high investments in promotional activities. The firm advertises its products on television, print media, banners and social media platforms such as Instagram, Facebook, YouTube and Pinterest (Park and Rhee, 2021). The company appoints various bloggers for promoting their content on social media platforms. The firm has introduced an app in eight different languages named as Gucci Style app that enables them to attract the wealthy classes of people. Besides, to market the offered items several advertising campaigns have been arranged by Gucci effectively. The advertising campaigns showcase the contemporary designs of the products focusing on the young and classy generation. The firm also arranges fashion shows for promoting its products where the fashion experts style the offered items efficiently for grabbing the attention of their consumers.   
[bookmark: _Toc123751525]Recommendations for the future 
In order to improve the marketing approach of Gucci in future, the following recommendations are provided:
Usage of brand heritage for telling the stories behind offered items 
In future, for maintaining an efficient marketing approach, Gucci should explain the existence of each item and why the consumers should use it as compared to other similar items in the market. It is recommended that communicating the story behind the products and explaining the values of using the items on digital platforms can enable Gucci to increase its consumer base in the operating markets (Cheng et al. 2021). 
Creating aspiration content for educating the consumers 
It is recommended that Gucci should create aspiration content that can generate traffic and increase the engagement of people towards this luxury brand. In the current trend, most wealthy class people ignore to use of luxury items and choose a product that fulfils their needs (He et al. 2022). Thus, the creation of aspiration content should educate the people regarding the benefits of using high-quality goods at premium prices and how it can make them classier in society.  
Shuffling the online experience in-store and vice-versa 
In order to improve the marketing approach in future, it is recommended that Gucci should combine both online and in-store experiences together so that people can get interested in shopping from their business outlets. The recommendations are beneficial in creating a brand awareness approach and it drives the interest of luxury shoppers in the stores (He et al. 2022). The customers after visiting the stores automatically get interested in sharing pictures, watching live streams and sharing content that overall enhances the sales rate of the firm positively.


[bookmark: _Toc123751526]Conclusion 
The paper concludes that PESTEL and SWOT analysis are used for analysing the impact of external and internal environments on marketing approach of Gucci. It is evaluated that the political, social and technological factors benefited the firm in marketing goods whereas the firm is utilising its strengths for enhancing its marketing efforts. It is evaluated that for marketing the products, the company uses both offline and online channels for selling and distributing its products to consumers. Besides, some recommendations are provided that can help the firm to improve its marketing efforts in future effectively.
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