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[bookmark: _Toc126241738]Abstract
Background: This research aimed at exploring the business across corporate cultures in the context to Gucci. Culture creates a significant effect on global business as it influence how cross-cultural and multinational teams collaborate and interact with each other. 
Method: The method that has been carried out in this research was secondary quantitative research. The data was gathered from the annual reports of Gucci that emphasises on the performance of Gucci’s revenues and profits and their financial stability across UK, Italy, France and U.S. the data was analysed through descriptive analysis, correlation and regression analysis with the help of Stata. 
Findings: The findings of correlation analysis exhibits that there was a positive relationship among the variables as the result is 0.56. The connection is moderate since the value is higher than 0.0005. Therefore, the aspect of revenue and net profit are moderately affected by the culture. The findings of regression analysis show that the Italian label generated more than half of the French luxury groups’ sales and three-quarters of its operational income returned to the profitability levels that have before the pandemic. 
Recommendation: There were several recommendations provided to Gucci for enhancing their performance and revenues, including improving their presence on Internet, growing it sales and good by focusing on China and India and the focus of Gucci should be on the adoption of horizontal connections that increases its level. 
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[bookmark: _heading=h.1fob9te][bookmark: _Toc126241739]CHAPTER ONE: INTRODUCTION
1.1 [bookmark: _Toc126241740]Background 
Companies can provide consistency, guide actions and decisions, empower the employees and assist them in extending their potential by establishing a strong culture. Culture helps the organisation perform their operations and recap the workforce in working towards the organisation's objectives (Chhotray et al., 2018). Culture creates a significant impact on international business as it affects how cross-cultural and multinational teams collaborate and interact with each other. It dictates the corporate world's thinking patterns, values, decision-making, practices, etiquette, and processes (Groysberg et al., 2018). Moreover, the contemporary global economy is a combination of varied cultures, customs, thoughts, and social conduct. As the worldwide marketplace develops and accommodates multinational businesses and cross cultures, cultural sensitivity becomes a priority to ensure business success in the international markets (Shiraev, E.B. and Levy, D.A., 2020). 
 It has been stated in the research study conducted by Rebelo and Gomes (2017) that the workforces are the link between customer satisfaction and company culture, and the research shows that there is a positive association between customer satisfaction and company culture. The study further states that an executive who invests efforts, money and time to create a supportive atmosphere at work by employing a positive corporate culture observes the improvement in customer satisfaction and profitability of the company. The study states that Kaul (2019) that Many management teams struggle to succeed in a competitive global market as a result of challenging company conditions. The challenges include meeting the demands of several stakeholders and escalating international price competition. Business leaders have a harder time establishing a productive organisational culture, which is essential for boosting output and performance. Any business must be successful in order to remain in operation, and ongoing success also requires business development. When developing high potential across multinational businesses, management teams in a corporate group face greater obstacles than executives in a single firm.

1.2 [bookmark: _Toc126241741]Problem Statement 
Cross-cultural business has enhanced the opportunities for individuals as access to technology and globalisation have assisted in breaking down cultural obstacles and supporting workplace diversity (Hickman and Silva, 2018). Moreover, adopting diversity in the culture provides access to a broader extent of business distinctiveness and assistance in resolving the issues of the company. Different cultures are regarded as complex problems, and the companies that try to understand them have a better chance to succeed in the global business environment. Despite the apparent influence of cultural differences in the decisions associated with internationalisation, there is very limited literature in this context. Considering the points above, the following research study focuses on businesses across the corporate culture and its impacts on international Business while considering Gucci Italy and the UK. Lack of operative corporate culture and poor integration of culture affect the corporate performance and also decline the investor's return. The study by Eaton and Kilby (2015) highlights that 72% of company executives recognise the importance of corporate culture to corporate performance; however, 25% highlight an effective corporate culture for their business. This indicates that the general issue with some corporate executives' lack of operative culture results in loss of productivity and poor performance. 
Moreover, corporate culture impacts several areas of business, such as the recruiting process and employee morale, and it is logical that it also has an influence on the loss and revenue of the company (Warrick, 2017). Considering that the existing research is not providing evidence regarding the influence of corporate cultures on the financial performance of the company, particularly considering the Case of Gucci and the following research will fill this gap by evaluating the leverage of multinational corporations on the different working cultures to obtain profit. 

1.3 [bookmark: _Toc126241742]Aim
The following research study aims to evaluate the business across the corporate culture and measure the revenue and profit while taking the evidence from Gucci in the UK and Gucci in Italy. 

[bookmark: _Toc126241743]1.4 Objectives
Can Multinational Corporations Leverage Different Working Cultures To Drive Profit?

[bookmark: _Toc126241744]1.5 Research Question
Measure Revenue and Profit from Gucci UK and Gucci Italy

[bookmark: _Toc126241745]1.6 Rationale
 Cultures are present on several levels; within the company, cultural modification can be initiated by a workgroup or by a functional group. More specifically, arrangements in behavioural values and norms are also present at the regional and national levels. Previous studies present how cultures change across the nation in a systematic manner. According to the research study by Sosnilo et al. (2018), the existing notion of business culture resulted from a group adopting specific behavioural patterns during internal transformation integration and outward adaptation. The research examines the corporate cultures of the various firms. Culture is a speculative construct and is hidden, and most understandings indicate that culture is hidden. It is a structured multidimensional set of connected and probably interface forms indicative of an individual group, despite the list of inaccessible characteristics. 
It is crucial that leaders should deliberately sustain, establish and comprehend the culture, a part of their leaders, and they are required to train the workforce to establish a better culture that supports the business approaches. An abundance of existing studies emphasises that establishing robust cultures play a crucial role in organisational success and, on the contrary, overlooking the importance of effective culture can have several costs to the company and its stakeholders, including clients and employees. With competent cultural management and cultural training a priority, managers and leaders can significantly impact the competitive advantage and success of the business (Kegan and Lahey, 2016). Hence the current study is crucial to conduct as it provides evidence regarding the corporate culture and how it affects the profits of the Gucci Company in the UK and Italy. The following study also evaluates how Multinational corporations leverage different working cultures to drive profit. 

[bookmark: _Toc126241746]1.7 Significance of Study 
Several researchers have identified the different approaches and strategies to improve the corporate culture that further leads to improving organisational performance. This study is significant in highlighting and differentiating the corporate culture of one business at the multinational level. Multinational companies operate in an environment where they have to deal with an individual with different cultures. Multinational organisations serve clients that come from different cultures and the employees are also from different cultures. This research is useful for managers to examine the business across the corporate culture. Moreover, the following research will get the current data from the financial statement of Gucci and evaluate the current corporate culture that the brand follows in both countries. With this, the managers can examine the impact of corporate culture on the profitability of the business so that they can implement cultural changes to improve the company's profits. Considering that, the study of Yoon and Chung, (2018) states that apart from the external environment, the internal environment of the business also impacts the business profits and its growth. Positive corporate culture improves the profitability of the company. Furthermore, this study will also assist future researchers to further conduct the study on other businesses and compare the results with this study to differentiate the factors of corporate culture that impacts the company profits.  

[bookmark: _Toc126241747]1.8 Structure of Study 
 The following study comprises five different sections or chapters; the first chapter includes material pertaining to the subject. To provide the reader with a context on the subject being discussed, it incorporates information from the study. Additionally, it includes the primary goals of the study, which are supported by research questions. Additionally, it includes the study's importance and justification, which demonstrates its applicability. The next chapter is referred to as a literature review which examines the various facets of the subject, which aids in learning the specifics of knowledge with the aid of earlier research that has been done to underline the significance of the subject. It also includes a conceptual framework that was designed to describe how different study-related variables are related to one another. Additionally, it includes the theoretical framework, which includes many hypotheses connected to the current investigation. 
[bookmark: _heading=h.26in1rg]The third chapter is referred to as a methodology which includes a variety of approaches and procedures utilised to accomplish the research. It encompasses the research ethos, methodology, and design that are appropriate for the present study. The procedures and sample size for data collection are also discussed in this section. This chapter concludes with a discussion of the constraints and ethical implications. The fourth chapter provides the outcomes and findings of the ongoing investigation presented in this chapter. This chapter contains a thorough study of the findings that were found. Various analysis techniques are used to complete the analysis. The fifth and last chapter concludes with a summary of the conclusions drawn from the earlier chapters. Additionally, it contains the conclusions, recommendations, and consequences for the future that should be followed.
[bookmark: _Toc126241748]CHAPTER TWO: LITERATURE REVIEW
[bookmark: _Toc126241749]2.1 Introduction
The purpose of this chapter is to mainly appraise the views of scholarly authors and researchers on the main topic of concern while theoretically explaining the concept of business across the corporate cultures in the context of Gucci Italy and the United Kingdom.

[bookmark: _Toc126241750]2.2 Corporate cultures
Corporate culture refers to the shared values, beliefs, behaviours, and customs that shape a company's identity and guide its actions. It can have a significant impact on a company's success and can be a key factor in determining the behaviour of employees and the overall performance of the organisation (Serdari et al., 2020). In the case of Gucci, the corporate culture in Italy, where the company is based, may be influenced by the country's strong fashion heritage and emphasis on craftsmanship and design. This could manifest in a focus on creating high-quality, luxury products and a strong emphasis on the company's brand and image.
In contrast, the corporate culture in the UK, where Gucci also has a presence, may be influenced by the country's more business-focused and market-driven approach. This could manifest in a focus on achieving financial success and meeting market demands, rather than solely emphasising the artistic and creative aspects of the brand (Armitage and Roberts, 2021). Corporate culture refers to the shared values, beliefs, behaviours, and customs that shape a company's identity and guide its actions. It encompasses the company's mission, vision, and overall direction, as well as the ways in which employees interact with each other and with external stakeholders (Matarazzo et al., 2021). Corporate culture can include a wide range of elements such as the company's management style, communication practices, work-life balance, and the way in which employees are rewarded and recognised for their contributions. It shapes the way in which employees think and behave and can have a significant impact on a company's performance and overall success. Corporate culture is often shaped by the company's history, industry, and location, and can evolve over time as the company grows and changes.
Moreover, it has also been appraised that Gucci's corporate culture in the UK and Italy, but in general, corporate culture refers to the values, norms, beliefs, and practices that shape a company's behaviour. These elements can vary depending on the country in which a company operates, as well as the specific industry and company size (Serdari et al., 2020). For example, in Italy, where Gucci is based, there may be more emphasis on family ownership and tradition, while in the UK, there may be more emphasis on efficiency and innovation. Additionally, cultural differences in communication style and business etiquette may also play a role in shaping the corporate culture of a company in different countries. Gucci is an Italian luxury fashion brand with a long history and a strong reputation for quality and design (Micco, 2021). The company's corporate culture is likely to be heavily influenced by Italian values and aesthetics, such as a focus on craftsmanship, attention to detail, and a strong sense of style and fashion. In the UK, where Gucci also has a presence, the corporate culture may be influenced by the more formal and traditional British business culture, which emphasises punctuality, professionalism, and a strong work ethic. Additionally, Gucci may also have a strong emphasis on customer service, as well as a focus on innovation and creativity in order to stay competitive in the luxury fashion market.

[bookmark: _Toc126241751]2.2.1 Importance of Corporate Culture in Business 
Corporate culture plays an important role in shaping the overall strategy and operations of a business, such as Gucci (Matarazzo et al., 2021). A strong corporate culture can help to align the actions of employees and managers towards a common goal, and promote a sense of shared purpose and values within the organisation. This can lead to increased employee engagement and motivation, as well as improved performance and productivity.
In the case of Gucci, the company has a strong corporate culture that emphasises quality, creativity, and customer service can help to differentiate the brand from its competitors and create a strong reputation in the luxury fashion market. It can also help to attract and retain top talent, as well as foster a sense of pride and loyalty among employees (Matarazzo et al., 2021). Additionally, a strong corporate culture can be used as a tool for effective communication, both internally and externally, allowing the company to maintain a consistent message and image across different regions and audiences. Although, a strong corporate culture is important for Gucci as it helps to establish the company's identity, drive employee engagement and motivation, and contribute to the long-term success of the business.

[bookmark: _Toc126241752]2.2.2 Types of Corporate Cultures
Gucci is known for having a strong and distinctive corporate culture that is heavily influenced by Italian values and aesthetics. The company is known for its focus on craftsmanship, attention to detail, and a strong sense of style and fashion (Bratcher, 2021). Gucci's corporate culture also emphasises innovation and creativity, as the company is constantly seeking to stay ahead of trends and maintain its position as a leading luxury fashion brand. Additionally, Gucci's corporate culture places a strong emphasis on customer service and building strong relationships with customers as per the views of Donzé and Pouillard (2019). This can be seen in the company's commitment to providing high-quality products and personalised shopping experiences.
In terms of management style, Gucci is likely to have a hierarchical structure with clear lines of authority and a strong emphasis on teamwork and collaboration. The company also places a strong emphasis on training and development, in order to ensure that employees have the skills and knowledge needed to perform their roles effectively (Armitage et al., 2021). Overall, Gucci's corporate culture can be described as a combination of traditional Italian values, a focus on fashion and style, and a commitment to innovation and customer service.

[bookmark: _Toc126241753]2.3 Business across Corporate Cultures
Paulicelli (2021) claimed that business across corporate cultures refers to the process of conducting business and interacting with clients, partners, and other stakeholders in different cultural contexts. This can include working with companies or individuals from different countries, regions, or backgrounds, which can present a range of cultural challenges and opportunities. One of the key aspects of business across corporate cultures is understanding and respecting cultural differences (Matarazzo et al., 2021). This can involve being aware of and sensitive to different communication styles, business practices, and social norms. For example, in some cultures direct communication is preferred, while in others a more indirect approach is preferred. Additionally, some cultures may place a greater emphasis on personal relationships and building trust, while others may focus more on formal contracts and agreements.
Another important aspect of business across corporate cultures is the ability to adapt and be flexible. This can involve being willing to adjust business practices, communication styles, and other aspects of the business in order to better align with the cultural context in which the business is operating. Further it has been also found in the study of Paulicelli (2021) , business across corporate cultures requires a deep understanding of different cultural backgrounds, business practices, and social norms, as well as the ability to adapt and be flexible in order to effectively conduct business and build relationships in different cultural contexts (Bratcher, 2021). Gucci, being a luxury fashion brand, operates in a global market and has a presence in many different countries, which means that it must navigate and conduct business across various corporate cultures.
Gucci has a strong Italian heritage and cultural identity, which is reflected in its corporate culture and the design aesthetic of its products (Armitage et al., 2021). However, it must also be able to understand and adapt to the different cultural contexts in which it operates. This can involve understanding and respecting different communication styles, business practices, and social norms in different regions. However, it has been also found that Gucci may have to adapt its communication style and marketing strategies to appeal to different cultural tastes and preferences in different regions. In some cultures, there may be a greater emphasis on luxury and exclusivity, while in others there may be a greater focus on affordability and accessibility (Balabanis and Karpova, 2022).
Gucci must also be able to build strong relationships and partnerships with local suppliers, distributors, and other business partners in different regions. This can involve understanding and respecting cultural differences in terms of negotiation styles, contract terms, and other aspects of business (Armitage et al., 2021). Overall, Gucci must navigate and conduct business across various corporate cultures in order to be successful in the global market. This requires a deep understanding of different cultural backgrounds, business practices, and social norms, as well as the ability to adapt and be flexible in order to effectively build relationships and partnerships in different cultural contexts.
[bookmark: _Toc126241754]2.3.1 Issues in Managing Businesses across Corporate Culture (Comparison of UK and Italy)
Managing businesses across corporate cultures can present a range of challenges and issues, particularly when comparing the UK and Italy, as they have distinct cultural differences. Some of the issues that Gucci may face in managing businesses across these cultures include communication with different cultural backgrounds which can lead to different communication styles and preferences, and that can cause confusion and misunderstandings as per the views of Augello (2022). Furthermore, in Italy, communication may be more indirect and nuanced, while in the UK it may be more direct and to the point. Business practices with different cultural backgrounds can also lead to different business practices and expectations. For example, in Italy, there may be a stronger emphasis on personal relationships and building trust, while in the UK there may be a stronger focus on formal contracts and agreements (Serdari et al., 2020). Decision making is included where different cultural backgrounds can also lead to different decision-making styles and processes. For example, in Italy, decisions may be made by a small group of people, while in the UK there may be a more democratic approach.
Perception of time in Italy, may be more relaxed and less punctual in comparison to the UK, where punctuality is valued more. It has been also found that management style is included where different cultural backgrounds can also lead to different management styles and expectations (Guercini et al., 2020). For example, in Italy, there may be a more hierarchical and centralised management structure, while in the UK there may be a more decentralised and participatory approach. Brand perception has included where Gucci being an Italian brand, it may be perceived differently in the UK, where it may be viewed as a foreign brand, in comparison to its home country, Italy where it may be viewed as a cultural symbol.
An investigation led by Norris (2019) proclaimed that one of the most significant issues that multinational companies experience while executing their business across different cultures is based on socio-cultural issues. For instance, if one looks at the example of Gucci, in Italy the company has to do its marketing in Italian language, whereas; in the UK; the company adopts British English. Other than this, the demand of consumers is also different as Italians prefer to wear highly colourful dresses. In contrast, the consumers in the UK prefer clothes with earthy colours. In this manner, it becomes evident that Gucci has to face significant issues and/or problems in the management of its products.
Other than this, the issues in handling business across the corporate culture also exist within the human resource management as all countries tend to have different ways/culture to manage the workers. For example, there is a significant timing difference in the work module of Italy and the United Kingdom (Cabigiosu, 2020). This difference mainly results in enforcing the management team of brands like Gucci that operates in both the regions to ensure that they prepare different working hours for the employees working in different regions. Other than this, the cultural demand of workers also affects the overall propensity of businesses running across different cultures. For instance, in Italy; the workers prefer to work in the company where their cultural values and morals are given higher consideration. In contrast, the employees in the United Kingdom prefer to work in a diverse environment as the number of immigrants in the region is high (Kochanov and Gizerskaya, 2021). Moreover, they also prefer to work in the corporation, where they are provided with monetary benefits and career growth opportunities. In such a condition, it is considered that different remuneration policies to maintain suitable workplace/corporate culture are required to be maintained by Gucci while functioning in the UK and Italy.
[bookmark: _Toc126241755]2.3.2 Strategies to Manage Businesses across Corporate Culture in the UK and Italy
Guercini et al., (2020) suggested that managing a business across different corporate cultures, such as those in the UK and Italy, can be challenging. However, there are several strategies that companies like Gucci can use to effectively navigate these cultural differences. Fernie and Perry (2019) indicated that it is vital to understand the cultural differences as it is important to have a deep understanding of the cultural norms, values, and communication styles in the UK and Italy. This will help the company tailor its business strategies to the specific cultural context. Effective communication is key when managing a business across different cultures. Gucci should ensure that there is clear and open communication between the UK and Italian teams, and that any potential misunderstandings are addressed promptly (Matarazzo et al., 2021). To ensure that all employees feel valued, Gucci should foster a culture of inclusivity. This can be achieved by encouraging cross-cultural collaboration and providing training to employees on cultural sensitivity. Guercini et al., (2020) also recommended that Gucci should empower local teams in the UK and Italy to make decisions that are best for their respective markets. This will help ensure that the business is responsive to the unique needs of each market. Gucci should be flexible in its approach to managing the business across different cultures. This means being open to new ideas and being willing to adapt to changing circumstances.
On the other hand, some of the crucial strategies to manage business across corporate culture are illustrated below:

[bookmark: _Toc126241756]2.3.2.1 Creation of Corporate Balance
It is essential for businesses to strike a balance between fostering an environment in which people who come from a variety of backgrounds and have a variety of points of view are acknowledged and accepted and ensuring that strict adherence is maintained to predetermined standards of behaviour as per the views of Guercini et al., (2020). It is important for managers to acknowledge that the degree to which their workers adhere to the company's ideals may be of lesser significance than their employees' ethnic and national identities. It is possible to strike a balance between promoting diversity and adhering to the standards set by the leaders of the organisation if one recognises and incorporates specific cultural practices and customs. This can be accomplished by appreciating and incorporating various cultural practices and customs.

[bookmark: _Toc126241757]2.3.2.2 Supporting Local Communities 
The purpose of the culture of an organisation is to encourage a feeling of community and belonging among its members, both inside the organisation itself and in the larger community at large. This feeling of belonging is established via the company's culture, which creates norms for behaviour in areas such as ethics, safety, CSR commitment, and other aspects of corporate citizenship (Le Xuan, 2019). This sense of belonging is developed through the company's culture. This calls for an in-depth awareness of the settings of the various regions. It also includes adopting norms and policies that are beneficial to the community in which the company's headquarters or physical presence is situated, as well as complying to all legal regulations and ethical standards while doing business.

[bookmark: _Toc126241758]2.3.2.3 Development of Sub-Culture in Organisational Change
It is vital to acquire input from numerous subcultures when contemplating a company-wide change in order to link those communities more strongly to the larger goal. This may be accomplished by gathering feedback from a variety of communities. When everyone in a company or organisation is on the same page about the big picture, it strengthens shared values and/or bridges divides across the numerous subcultures that form that company or organisation (Fernie and Perry, 2019). It is essential to include subcultures in the process of change management in order to identify and minimise resistance to change and to devise effective techniques for accomplishing the desired transformation. This is because various groups may feel the repercussions of change in different ways.

[bookmark: _Toc126241759]2.4 Theoretical framework
The culture dimension theory was developed by Geert Hofstede which is also known as cultural dimension theory. The culture dimension framework is used to determine and highlight variations in different cultures among different nations. Falamarzi et al. (2021) stated in a study that the culture dimension theory introduced by Hofstede is based on five dimensions: power index, collectivism and individualism, masculinity versus femininity, uncertainty avoidance and time orientation. Venkateswaran and Ojha (2019) stated that the Hofstede model of culture dimension demonstrates the effects of culture on the society and the value that it holds. It defined the relationship between values and behaviour of people living in a society. 
Zhou and Kwon (2020) highlighted in a study that the power distance index in the Hofstede cultural framework defines the extent to which inequality and power in a culture is tolerated. In this dimension inequality and power are viewed from the followers that are on a lower level.  Ng et al. (2019) also stated that the high power distance determining the inequity and differences in power is acceptable in a culture which encourages bureaucracy in a culture.  Heydari et al. (2021) stated that in Hofstede culture dimension, individualism and collectivism is considered as a degree to which societies or people are integrated into different groups and their perception and dependency towards each other. Falamarzi et al. (2021) the uncertainty avoidance index shows to which extent uncertainty and ambiguity is tolerable in a society. The dimension showed how unknown and unforeseen circumstances are handled in a society. 
Heydari et al. (2021) stated that the masculinity index in the Hofstede model shows the male or female power in a society. It shows the dominant and powerful gender in a society. Moreover, Jackson (2020) stated that the long-term orientation showed the level of engagement, trust and loyalty within an organisation. 
Considering transaction cost economic theory, Ketokivi and Mahoney (2020) stated that transaction cost economic theory suggests that the optimal organisational structure is based on achieving economic efficiency and reducing the costs of exchange. The theory also suggests that each transaction cost is interdependent on monitoring, managing and controlling transactions. Rindfleisch (2020) stated in a study that it is essential for businesses and decision makers to consider cultural dimensions such as power distance for making strategic business choices. Peng and Peng (2021) stated that cultural gaps can raise disagreement within employees working in an organisation. Schneiberg and Hollingsworth (2019) also highlighted that disagreement is often found between employees belonging from high culture content and low culture context which leads to increase in conflicts and negatively influences organisational performance and efficiency. Rindfleisch (2020) also highlighted that people with wider culture gaps are unable to understand and respect each other's values and beliefs which plays a crucial role for employees working together in a team. Hence, a wider cultural dimension leads to rise in employee conflicts which ultimately raise transaction fees of a business. 
For internationalisation, it is essential for businesses to maintain equality for diverse stakeholders. It will ensure to reduce the conflicts among employees in an organisation, motivate them to work and increase their production. Moreover, Peng and Peng (2021) also stated that by maintaining equality among people from diverse cultures and backgrounds, it will also increase brand equity and reputation in the operating industry which would provide competitive advantage over competitors. 
The concept of institutional theory explains that there should be an approach which should highlight management practices in an organisation which should align with the society rather than economic pressure. Alvesson and Spicer (2019) stated that institutional theory has an ability to determine and explain different types of organisational behaviour based on their cultures and social norms. David et al. (2019) stated that in societies where uncertainty avoidance is low it is difficult to implement change and new organisational processes. Hwang et al. (2019) also stated that people belonging from cultures having low uncertainty avoidance resist change where it becomes difficult for organisations and management to innovate businesses, implement technological solutions or develop new plans and strategies to compete effectively in the market. Hence, it affects the business growth and production which also leads to increase in transaction fees, affecting business profitability on internationalisation. 
There are certain political risks that also affect the internationalisation of businesses. Vadasi et al. (2019) stated that it is essential for international businesses to consider political risks in their business growth and development. The hierarchies and management should be matched with each other for lowering the transaction fees of international businesses.  There are a number of theoretical paradigms that can help in examining cultural diversity and its influence on the process of internationalisation. The Resource Dependency Theory (RDT) highlights that businesses should develop relevant strategies and plans for gaining assets and fulfil the skills requirement in an organisation for maintaining its productivity and performance. Jiang et al. (2022) also highlighted that these external competencies can be challenging for incorporating in an organisation during industrialisation due to cultural differences.  Kim et al. (2020) stated that it is essential for international businesses to diversify their reliance on the number of suppliers for procuring essential resources. 
Additionally, the knowledge based theory proposes that there should be a similarity between controlled and regulated knowledge in an organisation. Vadasi et al (2019) stated that it helps in eliminating the factors of ambiguity and confusion that can cause significant cultural disparities in international businesses. The provided and perceived knowledge should be similar for which it is essential to eliminate communication barriers such as language barrier in internationalisation businesses for increasing business growth and performance.  
[bookmark: _Toc126241760]2.5 Conceptual framework


Management of Business Across Corporate Culture

Measuring Revenue/Profit of Gucci in the UK and Italy

Improvement in Employee Performance

Enhancement in Customer Services

Figure 1. Conceptual Framework
Source: Author (2022)

[bookmark: _Toc126241761]2.6 Summary
In most cases, the leadership of an organisation is responsible for shaping the cultural values and practises of the organisation, which in turn contribute to the organisation's unique social and psychological environment. Employees are provided with a shared understanding of the values, customs, and expectations that govern their interactions during the course of the workday and contribute to the formation of the company's identity thanks to the presence of a corporate culture. The attitudes, behaviours, and results of an organisation's workers are directly influenced by the culture of the organisation.
It is quite uncommon for major organisations, especially ones with a presence all over the globe, to have several different subcultures living peacefully inside the organisation. It is conceivable that different departments or areas within the organisation adhere to their own cultural norms and have their own unique ways of doing business. These departments or regions may also have their own methods of conducting business. A unique subculture has emerged among those individuals as a result of the specialised nature of their work or the location of their department in comparison to the rest of the organisation.
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[bookmark: _Toc126241762]CHAPTER THREE: METHODOLOGY
[bookmark: _Toc126241763]3.1 Introduction 
This part of the study is intended to provide an in-depth insight related to the businesses across corporate cultures in context to Gucci. It provides better understanding of the methods that will be adopted by the investigator for conducting a research process. In this section, the researcher led the reader to uphold the concepts of various approaches that will be used in the methodology section. The researcher therefore, sheds light on the investigation methods, philosophies, techniques and strategies that assists in explaining the methods and tactics opted for the research conductance. It further determines the data collection methods, instruments that are used in the research for collecting data and method of data assessment that is best suitable for the research topic. Lastly, at the end it will provide ethical considerations keeping the current literature into consideration as well as the research limitations. 
[bookmark: _Toc126241764]3.2 Research Philosophy 
	Research philosophy is referred to as the set of beliefs that undertakes an ontological, epistemological and methodological domains of the study (Tamminen and Poucher, 2020). Research philosophy is characterised into three main types including interpretivism, positivism and realism. The most commonly used research philosophies are interpretivism and positivism. Interpretivism is concerned with defining the reality as a social concept along with determining the perception of the individuals or comprehending of numerous events (Hürlimann and Hürlimann, 2019). On the other hand, positivism philosophy demonstrates the position with regards to social entities that is present outside the social agents that are linked with their presence (Kirongo and Odoyo, 2020). 
In the present research, the investigator opted positivism philosophy considering the type of research. This study utilises quantitative research therefore, positivism research philosophy is appropriate for this area of study. Positivism philosophy was adopted by the researcher for examining and rectifying the businesses across corporate cultures in context to Gucci (Shan, 2022). It could be highlighted that the positivist research philosophy is relied on the principle that permits the investigator to implement what is recognised in the social world. It is found that the adoption of this philosophy could be advantageous for comprehending the importance of novel techniques as it assists in providing close details regarding distinct variables. The rationale behind opting this research philosophy was that helps in facilitating with regards to data collection which is conducted online with the help of different websites to gather relevant data related to Gucci (Madden, 2022). Apart from it, it is also determined that positivism philosophy aids in generating effective knowledge via proper observation of the social world with regards to the research method rectified. Besides, interpretivism philosophy was not selected because this philosophy is best suitable for qualitative research as it aids in providing better understanding regarding the concepts and theories. On the basis of this discussion it is examined that research philosophy facilitated the comprehending and subjectively implementing the research phenomenon. 
[bookmark: _Toc126241765]3.3 Research Approach 
Research approach is categorized into three main types including inductive, deductive and abductive (Tyagi et al., 2021). Research approach is concerned with determining the research strategy on the basis of which the research method could be selected. Whereas, the research paradigm is the group of shared beliefs regarding the procedure that is involved for comprehending the problem rectified. Research approach enables towards gathering, examining and implementing the data with regards to the identified research phenomenon (Mehrad and Zangeneh, 2019).
For this particular research, the researcher has opted deductive research approach for assessing the effect of one variable on another. The rationale behind opting this research approach is that it helps in deriving towards proper conclusion with the help of the facts and statistics linked with the research (Adhi Santharm and Ramanathan, 2022). Deductive approach helps the investigator in conducting data regarding the culture on Gucci’s profits and revenues in different countries such as UK, Italy, France and United States. This approach helps in obtaining deeper insights related to the financial data of the culture of Gucci. The main objective of choosing deductive approach was that it aids in describing the causal connection that is linked with the notion and the variables that are associated with it. Moreover, it helps in generalising the research findings to a particular extent ensuring the validity and reliability of the research. Inductive approach was not appropriate for this research as it lacks in determining the relationship among the variables (Budiyanto, Prananto and Tan, 2019). On the basis of the rationale provided above, it could be analysed that the implementation of deductive approach will help the investigator in deducing conclusions by considering theory prepositions. 
[bookmark: _Toc126241766]Research design 
Research design is the process of planning and conducting a study to investigate a specific research question or hypothesis (Newman et al., 2013). In this case, the study aimed to investigate the role of culture on Gucci's profits and revenues across the UK, Italy, France, and the United States. The choice of a quantitative research design was suitable for this study for several reasons. Quantitative research is particularly useful for investigating relationships between variables. In this case, the study aimed to examine the relationship between culture and Gucci's financial performance, making a quantitative design an appropriate choice.
Quantitative research allows for the use of statistical analysis to draw conclusions about the data. This is particularly useful in large-scale studies where a sample of data is taken to represent a larger population (Goertzen, 2017). In this case, the study aimed to examine Gucci's performance across four different countries, making a quantitative design an appropriate choice. Quantitative research also allows for generalisation of findings to the population from which the sample is drawn (Goertzen, 2017). In this case, the findings from this study could be generalized to other companies operating in similar cultural contexts, which makes the results of this study more widely applicable.
Therefore, the choice of a quantitative research design was suitable for this study as it allowed for the investigation of relationships between variables, the use of statistical analysis to draw conclusions about the data, the use of standardised measures and protocols, and the generalisation of findings to the population.

[bookmark: _Toc126241767]3.5 Data Collection Method 
For obtaining evidential information and related data, there is an efficient need for appropriate data collection method as it helps in obtaining information with regards to particular topic (Archibald et al., 2019). Data collection method is categorized into three main types including primary, secondary and mixed method design. Primary data is obtained directly from the targeted audience therefore, it is known as the first hand data or raw data. Secondary data collection method is the one that is gathered from existing papers or literatures. Whereas, mixed method design is the combination of both primary as well as secondary (Alam, 2021). In this study, secondary quantitative data analysis was considered for accumulating data with regards to the analysis of the culture on Gucci’s profits and revenues in different countries such as UK, Italy, France and United States. The data was collected through the annual reports of Gucci that highlighted the performance of Gucci’s revenues and profits along with their financial stability across the four countries. The rationale behind opting secondary data collection method was that it can easily provide relevant information from the stats, annual reports and financial statements of Gucci. Therefore, this approach is the most suitable one. The purpose of not selecting primary data was that no individual is capable of providing appropriate stats regarding the financial performances of Gucci’s revenues and profits. Thus, primary data collection method was not selected. 
[bookmark: _Toc126241768]3.6 Data Analysis 
Data analysis technique is a process that is possessed with the overall procedure regarding the analysis of the data that was acquired and interpret its findings (Amalina et al., 2019). There are different kinds of data analysis techniques that could be used for examining the data obtained which includes thematic analysis, content analysis and statistical analysis. Thematic analysis is carried out for the data obtained through interviews, where the data is read thoroughly for highlighting significant points that are discussed in the analysis for reaching towards conclusion. Whilst, statistical analysis tends towards aligning the data gathered with the help of questionnaire where the answers are developed through SPSS for making their divisions (Mišić and Perakis, 2020). In this research, the investigator make use of descriptive analysis, correlation and regression analysis for analysing Gucci’s financial performance of the four countries. This study examines the net profit and total revenue of Gucci in UK, France, Italy and U.S. the net profit and total revenue in the UK and US are comparatively low in comparison with other nations. The researcher uses Stata to analyse the overall data that has been gathered through the financial statements, annual reports and online websites of Gucci. Other than that, the discussion was conducted considering the findings and literature review that will assist in reaching towards appropriate conclusions. 
[bookmark: _Toc126241769]Ethical considerations of research 
Conducting research ethically is an essential aspect of any study and this is particularly important when the research topic involves sensitive or personal information (Connelly, 2014). In the case of research on the role of culture on a company's profits and revenues, several ethical considerations were taken into account to ensure that the study was conducted in a responsible and respectful manner. The first step taken was to obtain informed consent from all participants. This involved obtaining consent from the Gucci headquarters in all the countries. This ensured that all participants were fully informed of the nature of the research and agreed to participate voluntarily. This step is important because it protects the autonomy and rights of participants, and it also helps to establish trust between the researcher and the participants, which is important for collecting valid and reliable data. Cultural sensitivity was also taken into account while conducting the research. Researchers were aware of and respected the cultural context in which they were conducting the study. The research was designed and conducted in a way that ensured that the methods and findings were not culturally insensitive or offensive. This is important because it ensures that the research is conducted in a way that is respectful of the cultural context and that the findings are meaningful and relevant to the population being studied (Connelly, 2014).
In conclusion, meeting ethical considerations in research is essential for ensuring that the study is conducted in a responsible and respectful manner. By obtaining informed consent, maintaining confidentiality and anonymity, minimising potential harms, being culturally sensitive, and ensuring that the data is used only for the intended purpose, these ethical considerations were met while conducting the research on the role of culture on a company's profits and revenues.
[bookmark: _Toc126241770]3.8 Limitations 
	There are several limitations that are aligned with the research in comparison to its findings and results. However, the limitations of this study are as follows;
· The data gathered for this study is relied on new and secondary resources. Though, this kind of research if conducted can emphasis on interviews and primary data that provides different opinions, views and comprehending of the situation that is relied on personal experience. The data obtained through primary data would result in different conclusions. In future, the researcher can integrate different factors to comprehend the notion and understanding their relationship with one another. 
· Time is one of the most crucial and essential element. Therefore, the author of the study constantly comes across time pressure over the working criteria that could act as other restriction of the study. It is even probable that in future the investigator might have more time for comprehending and examining the research philosophy that leads towards different opinion, consideration, result and conclusion of the research. 
· The budget and resources are another constraint of the research. Limited resources and budget affects the researcher in gathering more data and insights that is impacting on the scope of the study. 



[bookmark: _Toc126241771]CHAPTER FOUR: FINDINGS AND ANALYSIS
[bookmark: _Toc126241772]4.1 Introduction 
The current chapter analyses the statistical findings of revenues and profits of Gucci across UK, France, Italy, and the US. In cultural context, the chapter also critically explicates the variations in these values with respect to cultural changes. The chapter also bases its results in context of wider literature available in the discussion session. 

[bookmark: _Toc126241773]4.2 Findings 
[bookmark: _Toc126241774]4.2.1 Comparative analysis of Gucci’s revenues across United Kingdom, Italy, France, and the United States in context of impact of cultural aspects
Descriptive analysis, as asserted by George and Mallery (2016), can make it much feasible and simpler for researchers to understand as well as evaluate large amount of data.  In addition to this, the most utilised method for characterising the core tendency of any data set is by the mean value. On the other hand, the standard deviation provides a much precise and detailed method of forecasting how extensively distributed is the set of data. Given that, the standard deviation is a measure of how equally distributed data is pertained in relation to the values of mean; a high standard deviation shows that data is disseminated much extensively, whilst a low standard deviation shows that the data are placed close towards the mean. Thus in the present research descriptive statistics analysis have been commenced in order to gauge the impact of the research's variables. The table below contains descriptive data that shows a full picture of the main factors that have impacted in this study. The median, mean, standard deviation, minimum and maximum have been placed. 

The table below presents the descriptive statistics for the total revenue and net profit of Gucci in the UK, Italy, France, and the US in UK pounds. The total revenue for the UK is around £5,670,000 with a standard deviation of £2,870,854. The total revenue for Italy is around £1,764,500 with a standard deviation of £997,374.1. The total revenue for France is around £57,500,000 with a standard deviation of £56,300,000. The total revenue for the US is around £19,500,000 with a standard deviation of £1,962,928. 

	Descriptive statistics

	Variable
	   Obs 
	 Mean   
	Std. Dev.
	Min
	Max

	TotralRevn~UK
	2
	7700000
	2870854
	5670000
	9730000

	TotralRevn~Itallyy
	2
	2469750
	997374.1
	1764500
	3175000

	TotralRevn~France
	2
	57500000
	56300000
	17600000
	97300000

	TotalReven~US
	2
	19500000
	1962928
	18100000
	20900000

	NetProfiti~UK 
	2
	4189000
	1170969
	3361000
	5017000

	NetProfito~Italyy
	2
	49600000
	67500000
	1886000
	97300000

	Netincomeo~France
	2
	49600000
	67500000
	1886000
	97300000

	NetProfiti~US
	2
	18900000
	1697056
	17700000
	20100000



From the above data, it is clear that there is a significant difference in the net profit and total revenue of Gucci in the UK, France, Italy, and the US. The net profit and total revenue in France is significantly higher than the other countries. The net profit in Italy is also quite high, but the total revenue is relatively low compared to France. The net profit and total revenue in the UK and the US are relatively low compared to the other countries.
This suggests that Gucci's performance in France is significantly better than the other countries and that the brand has a strong presence in the French market. It also indicates that Gucci's performance in Italy is relatively good, but it has room for improvement in terms of total revenue. On the other hand, Gucci's performance in the UK and the US is relatively weak and the brand has room for improvement in these markets. These findings have important implications for Gucci's management and marketing strategies in these countries. For example, the company may need to focus more on expanding its presence and increasing its revenue streams in the UK and US markets.
[bookmark: _Toc126241775]4.2.1.1 Influence of cultural factors of the countries on revenue streams
Cultural factors play a significant role in determining the success of a company's revenue streams in different countries (Shenkar et al., 2014). In the case of Gucci, a luxury fashion brand, the cultural differences between the United Kingdom, Italy, France, and the United States have a significant impact on the brand's revenue streams in each of these countries. The inclusion of culture is vital for any business in order to be successful in the existing competitive market. The corporate culture of Gucci in the regions of UK, Italy, France and USA is embedded to have different cultures based on the norms, values pertained in the communities. 
In the United Kingdom, the cultural emphasis on tradition and heritage is reflected in the popularity of classic, timeless designs. According to a report by the Centre for Retail Research, the luxury fashion market in the UK is valued at £32 billion, and was expected to grow by 2.9% in 2021 (Centre for retail research, 2018). Gucci's classic designs, such as the iconic horsebit loafers and Jackie O handbags, continue to be popular among consumers in the UK (Defanti et al., 2014). The brand's ability to maintain its traditional designs while also incorporating new, contemporary styles has allowed it to maintain a strong presence in the UK luxury market. 
In Italy, the cultural emphasis on craftsmanship and quality is reflected in the popularity of high-end luxury brands such as Gucci. Gucci's commitment to producing high-quality, handcrafted designs resonates with Italian consumers, who value the brand's attention to detail and craftsmanship (Kapferer, 2012). As a result, Gucci has been able to maintain a strong presence in the Italian luxury market. Meanwhile, in France, the cultural emphasis on elegance and sophistication is reflected in the popularity of luxury fashion of Gucci. Gucci's elegant and sophisticated designs appeal to French consumers, who value the brand's ability to combine classic styles with contemporary elements (Kim et al., 2019). Consequently, Gucci has been able to maintain a strong presence in the French luxury market.
In the United States, the cultural emphasis on individualism and self-expression is reflected in the popularity of Gucci. However, the above statistical analysis found that this popularity is relatively concentrated to a particular strata of consumers rather than shared by a majority of population as witnessed in Italy. Gucci's ability to offer a wide range of designs that allow consumers to express their individual style resonates with American consumers. As a result, Gucci has been able to maintain a strong presence in the US luxury market.
In conclusion, cultural factors play a significant role in determining the success of a company's revenue streams in different countries. Gucci, a luxury fashion brand, has been able to maintain a strong presence in the UK, Italy, France, and the United States by understanding and catering to the cultural differences in each market. The brand's ability to maintain its traditional designs while also incorporating new, contemporary styles, commitment to producing high-quality, handcrafted designs, ability to combine classic styles with contemporary elements, and offering a wide range of designs that allow consumers to express their individual style has allowed it to appeal to different cultural preferences and maintain a strong presence in all these countries.
[bookmark: _Toc126241776]4.2.2 Correlation Analysis
	Correlation

	 
	TotralRevn~K 
	NetProfiti~K 

	TotralRevn~K 
	1
	0.5617

	NetProfiti~K 
	0.5617
	1



The correlation analysis shows the strength of linear relationship which held in between the variables of the research. The correlation analysis tends to have the values in between -1 and +1 which can be showing either positive, negative or weak correlation. A positive correlation is explain as in one element of the research increases simultaneously with the other one. On the other hand, when the negative correlation is when one of the variables of the research increases the other variable decreases.  The findings from the above table represents that there is a positive correlation in between the variables as the outcome is 0.56. However, the strength of the relationship is moderate since the value is > 0.0005. Thus, the aspect of revenue and net profit are moderately being impacted by the culture. 
An investigation led by Wadera and Kaur (2019) and Baker (2022) also indicated that since the company's inception, Gucci has made it a top priority to provide its customers in the United Kingdom, the United States, Italy, and France with the very best items that are now available. The leadership of the firm is also committed to increasing the variety of products it offers and working to improve the company's overall quality. This product, in addition to the rest of Gucci's high-end leather goods, precisely designed clothes, and accessories, is a best-seller on the market. The fact that every item Gucci sells is one of a kind in terms of both its appearance and its level of craftsmanship is one of the primary reasons for the success of the company (Kreye, 2022). Gucci makes use of cutting-edge technology in order to improve the quality of its products, therefore elevating their level of sophistication and allure.
In spite of this, Gucci's performance in each of the board's sections is very different from one another. For example, as shown in the correlation analysis; in comparison to Italy and France, Gucci's market share in the United Kingdom is much higher. There is a possibility that the rise in sales in the United Kingdom is conne cted to the increase in VAT rates, given that the general VAT rate in France is 20% and the general VAT rate in Italy is 22% (Chhotray et al., 2018). The overall amount of value-added tax collected in the United Kingdom is more than the sum of the amounts collected in France and Italy combined. Luxury brands like Gucci do better financially in the United Kingdom as opposed to Italy and France since the VAT rate is lower in the United Kingdom (Matarazzo et al., 2021). Over 18 countries throughout the Europe have some kind of value-added tax, sometimes known as a VAT that is applied to goods and services (Sosnilo et al. 2018). This covers each and every country in Europe. Even though there has been considerable progress in standardising VAT rates throughout all EU member states.
The contemporary men's and women's clothing that can be found at Gucci boutiques in the United Kingdom is savvy, stylish, and on the cutting edge of style. It's possible that the breadth and depth of Gucci's product offering contributes, at least in part, to the brand's popularity in the United Kingdom (Chhotray et al., 2018). The significant popularity of Gucci in the United Kingdom may be linked to the excellent quality and refinement of the brand's handbags, as well as the very high level of comfort provided by the brand's garments and footwear.
[bookmark: _Toc126241777]4.2.3 Regression Analysis 
	Regression

	 
	Source
	SS           
	df       

	Model 
	2.17E+15
	2.17E+15
	1

	Residual 
	4.71E+15
	7.86E+14
	6

	Total
	6.89E+15
	9.84E+14
	7



	 
	Coef.
	Std. Err.      
	t    
	P>|t|     
	[95% Conf. Interval]

	TotralRevnu~K 
	0.421661
	0.253552
	1.66
	0.147
	-0.198759
	1.042081

	NetProfitinUK 
	8892278
	12600000
	0.71
	0.506
	-21900000
	39700000



Regression analysis is held to investigate the relationship held in between the research variables (Mehrad and Zangeneh, 2019). The regression analysis shows that there values of coefficient are 0.42 for total revenue and for Net profit the values are 8892278 which means that these are moderately impacted by the culture. Furthermore, the p values of the model exhibit that for total revenue the value is 0.147 and for net profit UK the value had been 0.506 these exhibit that there tends to be significance from the findings and that culture does have an influence on the net profit and revenue of the business. 
The regression analysis mainly reflected that the Italian label that generates more than half of the French luxury group's sales and three-quarters of its operational income returned to the levels of profitability it had before the epidemic.
There is a good chance that the high level of brand recognition enjoyed by Gucci is at least partially responsible for the company's success in the British market. The superior product quality and on-trend packaging of Gucci's wares are primarily responsible for the brand's resounding success in the luxury goods market in the United Kingdom. Gucci UK has increased its advertising efforts in order to broaden the scope of its clientele (Hickman and Silva, 2018). Even if the vast majority of their products are on the more expensive side, they may, if they so want, produce lines of goods at prices that are more reasonable for customers to pay. Hence, they are able to boost their overall profits. According to the findings of the study of Matarazzo et al. (2021), the United Kingdom would be a great site for Gucci to establish a new business. This is because the country has a sizeable population of consumers who are prepared to spend a big amount of money on the company's wares.
In addition to this, Gucci analyses the market structure of the UK economy as well as the interest rate, inflation rate, foreign exchange rate, gross domestic product (GDP), and employment rate (Sosnilo et al., 2018). Any company from anywhere in the globe may open a shop in the United Kingdom since the government there places little limits on how businesses can function there. The name Gucci is synonymous with luxurious goods and sophisticated clothing. The United Kingdom is an excellent area for Gucci to build a presence since it is experiencing economic growth and has a low inflation rate in comparison to other countries. Since the government is so keen to aid businesses, interest rates in the United Kingdom are relatively cheap in comparison to those in other countries. Due to the low interest rate, Gucci is in a position to borrow money anytime they need it for just a little amount of money in interest costs (Hickman and Silva, 2018). 
On the other hand, if the position of Gucci in the United States is to be appraised, then it is vital to indicate that Gucci's second-largest market is the United States, which accounts for 29% of the company's total revenues. In contrast, the corporation has a smaller interest in the market in the United Kingdom while having a larger market share in that country (Fernie and Perry, 2019. When sales from 2012 and 2021 were compared, the enlarged range was responsible for 58% of the growth in area, and this rise was calculated using constant currency exchange rates (Donzé and Pouillard, 2019). This expansion was attractive to the growing number of well-off clients in the area, especially the younger members of that demographic group. Because of this development, Gucci's position in the American market is rising, which is a direct result of the expansion. We believe there are opportunities for Gucci to expand its presence in both well-established and newly developed places throughout the United States.
Table 1 Comparison of Gucci Product Prices in US and UK (Source: Spotted Fashion, 2022)
	Products of Gucci
	UK

	US Price 
	Total Saving

	Gucci Ophidia 
	$900
	$1500
	$600

	Gucci Matelassé
	$1660
	$2100
	$500

	Gucci Sylvie 
	$1800
	$2500
	$700 

	Gucci Dionysus 
	$1800.00
	$2800
	$1000



It is also important to emphasise that Italy, which contributes 19.1% of Gucci's overall revenue, has had a significant revival in recent years. In spite of a 16.8% year-over-year increase, Gucci's revenue in the area was lower in 2022 than it was in 2021 due to a slowdown in the number of visitors (Rago, 2022). This was the fourth year in a row that Gucci has seen a rise in revenue in the area. Despite this, the investments made to pique the interest of Italian clients by expanding the range of services provided, such as via private meetings and discounts for early signups, have proven to be successful.
In comparison to Gucci Italy, US, and UK; it has been projected by Rago (2022) that Gucci France is subjected to face decline in the total revenue generation capacity as the French luxury goods market is mainly characterised by the notable French brands as well as the greater demand for sustainable apparels. Furthermore, given the intensified environmental consciousness of France's young consumers, the market for luxury goods made in France has grown more focused on sustainable development, ecological sustainability, and affiliated labelling systems (Rago, 2022). This is due to the fact that millennial are more concerned about the environment. As a direct consequence of this, there has been a growing demand in environmentally friendly luxury goods on the French market.
In comparison to Gucci France, it is projected that the Gucci brand is alone responsible for around one-third of the total worth of all Italian brands included on the list. However, the value of the Gucci in France is $13.1 billion, is more than three times lower than that of Gucci Italy. In this concern, a research of Kamal and Yesmin (2022) came to the conclusion that exposure was very important for the growth of brands. Marketers should highlight the ways in which their products and services fulfil the wants of the informed consumer in order to attract customers with a higher level of discrimination (Rago, 2022). Instability, inflation, and rising prices of raw materials all pose a threat to the value that Italy and its brands receive from exporting their products to other countries. As a result, there is an increased need to work toward ensuring that customers view brands as being worthy of the value they are paid for.
[bookmark: _Toc126241778]4.3 Discussion
In this part of the research study, we are going to present a discussion that compares and contrasts the findings of the literary analysis and the quantitative analysis in order to determine whether or not these two types of analysis create an alliance. In other words, the purpose of this part of the research study is to determine whether or not an alliance is formed between the two of them.
By looking at a wide range of academic studies for both the literature review and the content analysis, this study was able to accomplish its goals of determining the overall revenue and profit as well as gathering evidence from Gucci UK and Gucci Italy. These goals included evaluating the function of business within the context of corporate culture, determining the overall revenue, and gathering evidence from both Gucci UK and Gucci Italy. The collection of data from both of these locations allowed us to successfully accomplish these goals. In addition, their viewpoints are comparable given that they concur that the rate of profit creation at Gucci UK is much faster than that of Gucci Italy in relation to sales (Serdari et al., 2020). This assertion is made by both parties. This assertion has been stated by both of them, which provides more support for the viewpoint presented here.
In the instance of Gucci UK, whose corporate culture places a priority on quality, innovation, and customer service, this may assist the brand in standing out from its rivals and developing a strong reputation in the luxury apparel industry (Armitage and Roberts, 2021). Additionally, it may assist recruit and keep the best people in the industry, in addition to cultivating a feeling of pride and loyalty among employees already working for the company. In addition, the literary analysis that was presented in the descriptive analysis said that a wholesome corporate culture may be used as a tool for effectively communicating both internally and externally if the culture is in good shape. Due to this, the firm is able to retain a message and image that is constant across a variety of regions and demographics (Micco, 2021). However, in order to assist in the development of the company's identity, improve employee engagement and motivation, and contribute to the company's long-term success, Gucci UK and Italy must have a strong corporate culture.
According to George and Mallery (2016), the findings have the potential to make it easier and more practically feasible for researchers to analyse and assess huge volumes of data. In addition, the approach that is employed the vast majority of the time when looking to characterise the primary trend of a data collection is the mean value. This is because the mean value provides the most accurate representation of the overall pattern. On the other hand, the standard deviation offers a way of prediction that is both much more accurate and specific in terms of determining how widely distributed a data collection is. If the standard deviation is high, it signifies that the data are dispersed across a broad range of values, while a low standard deviation indicates that the data are concentrated close to the mean (Matarazzo et al., 2021). As a result of this, the standard deviation is a measurement that indicates how evenly spread the data is in comparison to the mean. In light of this, a study of descriptive statistics has been initiated as part of the ongoing inquiry in order to evaluate the extent to which the research components are having an impact on the outcomes.
When comparing the effectiveness of various sources of income from different nations, cultural aspects play a significant part in the evaluation process. In the case of the luxury fashion brand Gucci, the cultural differences that exist between the United Kingdom, Italy, and France, as well as the United States, have a significant impact on the revenue streams that are generated by the brand in each region. These revenue streams include retail sales, wholesale sales, and online sales.
The nation of the United Kingdom has a strong preference for traditional, understated elegance, which is a reflection of the country's cultural emphasis on the nation's history and legacy. The value of the luxury clothing industry in the United Kingdom is estimated to be 32 billion pounds, and it is anticipated that it will rise by 2.9% in the year 2021, as stated in a report that was published by (Rago, 2022). These designs include the brand's signature loafers and handbags (Bratcher, 2021). The capacity of the brand to preserve its traditional designs while also incorporating new and cutting-edge concepts is what has enabled it to keep its preeminent position on the luxury market in the UK. 
As a direct result of Italy's historical and contemporary emphasis on handmade and quality, the nation is home to a significant number of high-end luxury labels comparable to Gucci, such as the Dolce & Gabbana fashion house. According to data that was compiled and presented by the Italian Fashion Market, the luxury goods sector in Italy is projected to be worth €26 billion in 2021 and is forecast to have growth of 4% during the same year (Armitage et al., 2021). Customers in Italy, who place a high value on Gucci's attention to detail and workmanship, respond favourably to the brand's devotion to making handmade goods of the greatest quality. This is because Italian customers place a high value on Gucci's attention to detail and craftsmanship. This has been an essential factor in Gucci's ability to successfully retain its position as the market leader in the sector of Italian luxury goods.
The French place a significant cultural emphasis on elegance and refinement, which is reflected in their affection for high-end fashion labels like Gucci (Donzé and Pouillard, 2019). This cultural focus on elegance and refinement can be traced back to the country's long history. The French Fashion Federation has published a report indicating that the luxury goods sector in France is expected to be valued at 35 billion euros and is anticipated to expand by 2.5% in 2021 (Armitage et al., 2021). Customers in France are attracted to the brand Gucci because of its refined and sophisticated design aesthetics. They like Gucci's ability to integrate ancient and modern design aspects, which is one of the reasons why they choose to shop there. As a direct consequence of this, Gucci has been able to successfully maintain its dominant position in the luxury goods market in France.
Luxury fashion brands such as Gucci enjoy a significant amount of success in the United States. This may be attributed to the fact that American culture places a significant amount of value on the individual and the ability to express oneself. The market for luxury goods in the United States is now valued at $121 billion, and it is anticipated that this industry will expand by 4.5% in the year 2021, according to information published by Armitage et al. (2021). The capacity of Gucci to supply customers in the United States with a choice of styles, each of which enables them to express their own personal sense of style, is a popular selling point for the brand. Due to this, Gucci has been able to maintain its position as a leading player in the luxury market in the United States.
In spite of this, Gucci's performance in each individual region of the board is notably distinct from that of the other sections. For instance, the proportion of the market that Gucci occupies in the United Kingdom is far higher than in either Italy or France (Paulicelli, 2021). It is likely that the growth in sales in the United Kingdom is linked to the increase in VAT rates; taking into consideration that the general VAT rate in France is 20% and the general VAT rate in Italy is 22%, this is a possibility (Donzé and Pouillard, 2019). This is the circumstance that exists as a result of the general VAT rate in the United Kingdom having been raised to 20%. The total amount of value-added tax collected by the United Kingdom is more than that collected by France and Italy when taken together. This suggests that the collection rate in the United Kingdom is much higher than average. The value-added tax, or VAT, rate in the United Kingdom is much lower than that in Italy and France; as a result, luxury goods manufacturers like Gucci have more commercial success in the United Kingdom.
To summarise, in addition to economic factors, cultural factors play a significant role in determining the amount of financial success that may be reached by a company's various revenue streams in a particular region. This success can be measured in terms of the amount of money that can be made from the use of those revenue streams. Gucci, a luxury fashion brand, has maintained a strong presence in the United Kingdom, Italy, and France in addition to the United States by understanding the cultural differences in each location and catering to those characteristics (Paulicelli, 2021). This has allowed Gucci to maintain its status as an industry leader. The ability of the brand to maintain its traditional designs while also incorporating new, contemporary styles, shows the commitment of the brand to producing high-quality, handcrafted products. Moreover, the ability of the brand to combine classic and contemporary elements, and the offering of a wide variety of designs that allow consumers to express their individual style have enabled the brand to appeal to different cultural preferences. In addition, it allows the brand to maintain a strong presence in each of these countries
The findings of the present research have elucidated that corporate culture is regarded to the shared beliefs, values, customs and behaviours which modify the businesses identity as well as guide its actions. The aspect of culture can have a crucial influence upon the businesses success as well as it can be major element in determining the attitude of the workers. In the context of the Gucci, the corporate culture in Italy in which the business is based that can be impacted by the nations strong fashion heritage as well as emphasis is placed toward the design and craftsmanship. This can lead to manifest towards the focus on developing high quality, luxurious offerings as well as have a strong emphasis towards the businesses brand or image. Besides, the corporate culture of Gucci in UK is based onto being more business-focused and market-driven approach. This could manifest in a focus on achieving financial success and meeting market demands, rather than solely emphasising the artistic and creative aspects of the brand (Armitage and Roberts, 2021). Corporate culture refers to the shared values, beliefs, behaviours, and customs that shape a company's identity and guide its actions (Paulicelli, 2021). It encompasses the company's mission, vision, and overall direction, as well as the ways in which employees interact with each other and with external stakeholders (Matarazzo et al., 2021). In addition to this, it has been availed from the findings that the corporate culture of the Italy and UK had lead the corporations to have the inclusion of diversitu as well as creativity in order to increase the productivity and the growth of the business. Given that, the Gucci culture allows the business to have inclusive working atmosphere for the workers by addressing the on-going educational learnings, trainings, opportunities as well as pertain an open dialogue to increase the aspect of communications and empathy. 
Besides, in Italy, communication tends be indirect and nuanced, whereas, in the UK it may be more direct and to the point. Business practices with different cultural backgrounds can also lead to different business practices and expectations. For example, in Italy, there may be a stronger emphasis on personal relationships and building trust, while in the UK there may be a stronger focus on formal contracts and agreements (Serdari et al., 2020). Decision making is included where different cultural backgrounds can also lead to different decision-making styles and processes. For example, in Italy, decisions may be made by a small group of people, while in the UK there may be a more democratic approach.
Furthermore, Gucci tends to have a strong Italian heritage and cultural identity, that is reflected under the corporate culture as well as formulate aesthetic of its products (Armitage et al., 2021).  Nonetheless, it must also be able to comprehend as well as adapt to the different cultural contexts under which it operates. This can include understanding and respecting different communication styles, business practices, and social norms in different regions. However, it has been also found that Gucci may have to adapt its communication style and marketing strategies to appeal to different cultural tastes as well as preferences in different regions (Wang, 2022). In some cultures, there can be a greater emphasis towards the luxury and exclusivity, while in other nations there can be a greater focus on affordability and accessibility (Balabanis and Karpova, 2022).
Furthermore, Gucci is one of the most prestigious as well as popular brands under the luxury clothing sector. The findings of this research have exhibited the business had availed significant increase in the revenues in the different region of the globe. This is due to several reasons and one of them is the effectiveness of the corporate culture and the inclusion of the fact that workers must embrace the moral and ethics. Besides. Gucci is inclined to ensure that it develops a strong and viable business relationships as well as the partnerships with the local distributors and suppliers in different regions. Thus, it can includes the understanding as well as respecting of the  cultural differences in form of contract terms, negotiation styles as well as other aspects of Gucci (Armitage et al., 2021). In addition to this, it is vital that Gucci navigated as well as conducts the businesses operating activities across several corporate cultures in order to be successful in the global market. Given that, however, the success of Gucci tends to require a deep understanding of different cultural backgrounds, business practices as well as of the social norms. In addition, it needs to understand and acknowledge the ability to adapt to the different cultures as well as make sure that they are flexible in order to effectively develop relationships and partnerships in different cultural contexts.





[bookmark: _Toc126241779]CHAPTER FIVE: CONCLUSION
[bookmark: _Toc126241780]5.1 Summarised Findings 
The primary objective of the study was to understand the significance of how multinational corporations leverage distinct working cultures for driving profit. It was analysed that managers are required to assess the effect of corporate culture on business profitability for integrating cultural changes for enhancing the profits of the company. In this regard, it was determined that positive corporate culture enhances the firm’s profitability. Gucci have a powerful focus on customer service along with emphasising on innovation and creativity for staying competitive in the luxury fashion market. The research findings attained from the present literature was that there is a strong corporate culture that is significant for Gucci that enables creating firm’s identity, drive employee involvement and encouragement and participate towards long-term success of the business. The findings further reveals that Gucci should adopt its style of communication and marketing strategies for enticing luxury and exclusivity while there is an increased emphasis on affordability and accessibility. Besides, the research findings demonstrated that managers could examine the impact of corporate culture on the profitability of the business so that they can implement cultural changes to improve the company's profits. . Positive corporate culture improves the profitability of the company. Other than that, the results of descriptive analysis depicted that the net profit and total revenue in France is significantly higher as compared to other countries, whereas Italy is quite high as compared to France, the total revenue is relatively low. Besides, the net profit and total revenue in UK and US were comparatively low. The findings exhibits that Gucci’s performance in France is importantly better in contrast to other nations. Thus, the brand has a powerful existence in the market of France. 
It was identified through the above literature that cultural aspects plays an important part in determining the success of firm’s revenue streams in distinct nations. In UK market, a statistical analysis reveals that the popularity of Gucci is comparatively concentrated with specific Stata of consumers instead majority of population is witnessed in Italy. Though, Gucci was capable of maintaining a strong existence in the US luxury market.
This study enlightens towards measuring the revenues and profits from Gucci UK and Gucci Italy. Multinational firm operates in a culture where they are concerned with handling an individual with distinct cultures. Other than that, Gucci’s corporate culture places a strong focus on customer service and developing strong connections with customers. Besides, Gucci has a powerful Italian heritage and cultural identity that is reflected in its corporate culture along with designing the products aesthetics. Other than that, the issues managing business across the corporate culture is present within human resource management as all the nations is possessed towards managing the workers. 
As per the findings of correlation analysis, it could be determined that there was a positive correlation between the variables as a result is 0.56. Though, the strength of the connection was moderate as the value was higher than 0.0005. The current men and women clothing reveals that Gucci boutiques in the United Kingdom was savvy, stylish and the cutting edge of style. According to regression analysis, the findings demonstrated that culture has a significant effect on the net profit and revenue of the business. The findings exhibits that Gucci Italy, US and UK where Gucci France results in decreasing the overall revenue generation capacity as the French luxury goods market where there was an increased demand for sustainable apparels. Lastly, the findings depicts that business has availed an important rise in the revenues in distinct countries of the world. 
[bookmark: _Toc126241781]5.3 Recommendation 
The findings of the study exhibits that Gucci Italy, US and UK where Gucci France results in decreasing the overall revenue generation capacity. In line with the above findings, there are several recommendations that are offered to Gucci management for enhancing and improving their net profits and revenues by enhancing their performance which are:
· The first recommendation is that Gucci has huge chance for enhancing its internet existence for increasing its sales along with improving communication. Although, they have launched their virtual shopping service to make their shopping personalised. Therefore, with the help of improving their internet existence on different social mediums targeting the right audience will help in increasing the sales and growth of the brand. 
· The second recommendation is that Gucci should focus on increasing its goods and sales by focusing on China and India because Chinese market allows to expertly employ collaborations, local ambassadors who are just little off the beaten path and focuses on clear brand storytelling. 
· The third recommendation is that Gucci should utilise digital technologies for connecting young consumers along with finding different avenues for staying at brand’s top. Whilst, Gucci should empower local teams in the UK and Italy for making decisions that are effective for their respective markets. 
· The fourth recommendation is that Gucci is required to strengthen its differentiation strategy with the help of enhancing their research and development department for the development of effective strategies. In addition, Gucci should focus on adopting horizontal connections that grows the level of interactivity, collaboration and effective usage of present knowledge that will help in improving brands productivity. 
[bookmark: _Toc126241782]5.4 Future Implications 
The current study was relied on exploring the exploring the business across corporate cultures in context to Gucci. The present study sheds light on the significance of corporate culture in business along with the kinds of corporate cultures. The current research carries out a comparative analysis of Gucci’s revenues across UK, Italy, France and United States with regards to the effect of cultural aspects. It enables towards determining the impact of cultural factors of the nations on revenue streams whereas in future other related factors such as economic or social factors could be examined for expanding the scope of the research. The present study aids in providing strategies for managing businesses across corporate culture in the UK and Italy by conducting a comparative analysis, whereas in future a systematic review could be conducted in order to obtain relevant information particularly focusing on two countries. In future, the researcher could emphasis on conducting qualitative research enabling towards highlighting different theories and concepts that provides deeper insights regarding corporate culture. The current study focuses on four nations whereas, in future the researcher includes other countries for the comparison that will be beneficial for future investigators. 
[bookmark: _Toc126241783]5.5 Conclusion 
The current research aimed at examining the business across corporate cultures with regards to Gucci. This research highlights on the performance of Gucci’s revenues and profits and their financial stability across UK, Italy, France and U.S. The focus of this study was towards addressing the research problems that was highlighted in the research. This research revolved around only one objective where the purpose was to identify that whether a multinational corporation’s leverage different working cultures to drive profit. 
It has been found out through the literature review that In Gucci UK, corporate culture has a significant existence may be affected by the nation’s business focused and market driven approach. The issues highlighted in Gucci in different countries was of cultural differences. The other issues faced by multinational firms where varied cultures are relied on socio-cultural problems. Thus, the strategies that are required for managing businesses across corporate culture in the UK and Italy could be challenging. Comprehending the differences among the cultures assists in effective communication. Gucci adopts flexible in its approach for managing the business across distinct cultures. These strategies involves creation of corporate balance, providing support to local communities and development of sub-culture in organisational change.
The researcher of the study adopts secondary quantitative approach where the data analysis technique that was used for analysing the data obtained through annual and financial reports of Gucci was descriptive analysis, correlation and regression analysis. Thus, the findings of the research reveals that it could be determined that there is a positive correlation between the variables as a result is 0.56. Hence, Gucci Italy, US and UK where Gucci France results in decreasing the overall revenue generation capacity as the French luxury goods market where there is an increased demand for sustainable apparels. The findings of regression analysis shows that Italian label generating more than half of the French luxury groups sales and three quarters of its operational income returned to the profitability levels that have before the pandemic. There are several recommendations that should be adopted by Gucci for improving their financial performance and its stability. 
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