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Gucci is only a high-end Italian producer of apparel and leather items. The high-end brand, that was created by Guccio Gucci near Florence in 1921 and has its offices nearby, appears to be the best business in Italy. It is a part of the Kering Group, a well-known global luxury conglomerate that is in charge of the production of a variety of prominent fashion brands, leather goods, costly timepieces, and jewellery. The brand has a history of brand recognition and expensive, limited offerings (Aqeel and Al-Hazmi, 2021). The company enjoys a strong reputation for superb craftsmanship in the upscale fashion industry. Gucci sells to people of all ages, including newborns and, until recently, teenagers and adolescents. Similar to that, it offers a wide variety of hats, mitts, scarves, fragrances, belts, purses, jewellery, and other accessories. It has demonstrated impressive dedication throughout time on preserving the principles around which the business was created (Aqeel and Al-Hazmi, 2021).
The target demographic for Gucci is affluent people who want to stand out while yet being stylish. The majority of them are royalty, wealthy, well-known, and fashion-conscious individuals. They are not against paying exorbitant sums of money for exceptional quality, rarity, and innovation. Detailed information about Gucci's target market is given below. Gucci's emphasis on lifestyle means that its customers are mostly celebrities, people with high incomes, high-ranking government officials, and actors (Aqeel and Al-Hazmi, 2021). In this specific collection of groups, the influence of the organisation to which they belong impacts their purchase selections. Some of the keywords connected to this category include exclusive, high-end, fashionable, trendy, and expensive. A growing middle class, particularly in advanced and developing economies worldwide, a steady rise in spare money, a low worldwide joblessness rate worldwide, cultural pressure, gender issues, and women's rights are among the factors cited as being favorable to the luxury sector that Gucci currently dominates (Bai, McColl and Moore, 2021).
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Political
The geopolitical repercussions of transnational firms like Gucci should be acknowledged not just in the receiving country as well as in most other countries. Political concerns might include abrupt government transitions, political unrest, or important policy decisions. Elevated levels of bureaucracy in Asian nations would make it difficult for these businesses to operate effectively (McCormick and Ram, 2022). Gucci will see a significant negative impact from a nation without an established framework for intellectual rights, rendering it unprofitable for shareholders to engage in Gucci. Increased taxes would raise the cost of Gucci's items and have a negative impact just on bank's business success. The brand has traditionally suffered from changes in importing and exporting rules, rising operational expenses, and other factors. The increasing demand for inexpensive labour would improve the brand's earnings (McCormick and Ram, 2022).
Economic
Raising prices and the high healthcare costs that consumers must pay were Gucci's two biggest market issues. Gucci's significant economic effect has improved the country's real GDP and living quality (Micco, 2021). Gucci's ability to make money at a fair cost will depend on how effectively that stock business runs. Although Gucci is a high-end brand, the demand for luxury goods has accelerated economic growth. The ASEAN countries made more rapid advancements than in previous years (Micco, 2021). While Gucci's current pricing policy might influence its profitability, especially if it engages in international commerce, capital inflows are also an important factor because a rise in the value of the currency would prohibit this from happening prevents operations by foreign companies.
Social
Gucci is indeed an upscale brand that caters to affluent buyers who possess a burning need for a certain item. Customers have always been able to obtain the highest quality products from it, including leather items and coats (Moitra, Purohit and Bhattacharjee, 2022). Ethical critics have argued against the security purpose of employing construction materials for these items, even though that this tactic has successfully built a devoted fan following for the company. The target audience needs to be compatible them with corporation’s offerings and costs. It could be hard for a brand such Gucci to sell its goods to the broad community if the working class made up the bulk of the population the business could only rely on extremely specialized ads. In addition to these considerations, the relentless development of civilized society in ASEAN nations has altered how advertisers view and manage their target audiences (Moitra, Purohit and Bhattacharjee, 2022). The business values its workers and is dedicated to safeguarding the liberties of each individual who contributes to the creation of its items while also helping communities.
Technological
Technology advances have an influence on both market branding and marketers' ability to target niche consumers. The trademark is focused on developing game-changing innovations by utilising a number of technological advancements to increase manufacturing and logistics efficiency in the company's day-to-day operations (Nagaraj, 2020). The business has expanded its reach by enhancing visibility and promoting its trademarks on a variety of digital channels. A variety of technical advancements would result in lower manufacturing costs for Gucci products, allowing the firm to dramatically increase revenue (Nagaraj, 2020).
Legal
Gucci is a company that meticulously abides by the statutes in addition to just provide clients what one market has to offer. Employees should be treated equally with regard to their professional opportunities and workplace settings (Sengupta et al., 2021). The business must also safeguard its goods in the case of a compromise. Forever 21 were already sued by the Italian company. By claiming that the usage of designs or color branding of their apparel is aesthetic, artistic, and physically pleasant to customers, forever 21 attempted to justify its stance. Gucci and maybe were themselves in another conflict. After eleven years, a contentious legal dispute between the corporations about property rights was ultimately resolved (Sengupta et al., 2021).
Environmental
Gucci firmly believes that a solid foundation is crucial for both service quality and environmental sustainability. In attempt to elevate the standard in the premium retail sector, the company has established itself high standards (Sarma, Jauhari and Singh, 2020). The company is aware of a rising group of morally aware, modern consumers that value creativity and self-reliance and does not desire to be associated with things that could be cruel. Because of this, the organization should assume responsibility for serving as a blueprint for other businesses to follow in to be successful in implementing an inhumane treatment model in a globe where greater than 3 trillion wildlife creatures are maintained and killed annually (Sarma, Jauhari and Singh, 2020). The goal is to create a network infrastructure that would not promote animal cruelty by using an established brand name just on market.
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Fig. 1: PESTLE Model of Gucci
Source: (Sarma, Jauhari and Singh, 2020)
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Threat of New Entrants
In the sector that Gucci is a part of, scaling its operations may be challenging. This helps enterprises who produce at large capacity to get a cost advantage. It also raises the cost of production for new competitors. As a result, the dangers posed by fresh competitors are not as serious. Businesses in the category sell distinctive products rather than generic commodities, emphasising how crucial product differentiation is to the success of the company (Boutcher et al., 2020). Customers seek out unique items. In addition, marketing and customer support receive a lot of focus. Due to all of these variables, the threat of new competitors is a weak driver in this market.
It is challenging for new entrants to launch enterprises since the industry has high capital needs. Since significant expenditures must be made, starting a firm is challenging for new competitors. Due to the significant costs associated with research and development, capital expenses are expensive. All of these elements reduce the threat posed by new competitors in this market (Boutcher et al., 2020).
Bargaining Power of Suppliers
The industry in which Gucci operates has a sizable number of suppliers in comparison to the number of customers. As a result, suppliers' bargaining position is weakened since it appears that suppliers have less control over pricing. These suppliers provide somewhat homogenous, less distinctive, and easily switchable items. This makes it easier for clients like Gucci to transfer vendors (Boutcher et al., 2020). As a result, the suppliers' negotiating position is weakened. The suppliers do not compete with other products in this market. This implies that the only options for the items are those that the suppliers provide. Suppliers now have more influence in industry talks as a result. The suppliers don't really endanger Gucci's sphere of business from deeper integration. As a result, suppliers are less powerful when bargaining inside the industry. The business sector of Gucci is a big client for its suppliers (Chen et al., 2021). This suggests a direct connection between the profitability of the suppliers and the sector. As a result, these suppliers must charge fairly. As a result, suppliers are less powerful when bargaining inside the industry.
Bargaining Power of Buyers
There are a lot more suppliers than manufacturers in the industry where Gucci operates. The purchasers have few options for firms and little control over price as a result. As a result, the buyers' negotiating position inside the market is weakened. Customers cannot find other businesses that are producing a certain product because there is a high level of product differentiation within the industry (Chen et al., 2021). Due to their difficulty switching, the buyers' negotiating power becomes a weaker force inside the industry. The purchasers' income is small within the industry. This suggests that customers are being pushed to buy items at cheap prices, which raises their price sensitivity. The buying power of consumers thus has a less impact on the market. Consumers who shop regularly are individuals who place a high priority on product quality. This suggests that customers in the industry are less price sensitive. As a result, the buyers' negotiating position inside the market is weakened (Chen et al., 2021).
Threat of Substitute Products or Services
There aren't many alternatives to the goods made by companies in the sector where Gucci works. The few accessible alternatives are likewise created by poor profit-making industries. This indicates that there is no upper limit on the maximum profit that businesses in the sector where Gucci operates may make. Due to all of these elements, the threat of competing products is less powerful (Liu, 2022). The extremely limited alternatives are of great quality but are significantly more costly. Comparatively, businesses in the industry where Gucci works provide products at a lesser cost than alternatives while maintaining a sufficient level of quality. As a result, consumers are less inclined to move to competing goods.
Rivalry among Existing Firms
The industry in which Gucci works has a relatively small number of rivals. The majority of these are also rather enormous. This implies that businesses in the sector won't act without being observed. Due to this, industrial competition between established companies is a less powerful driver (Liu, 2022). The little number of rivals has a sizable portion of the industry. This indicates that they will engage in aggressive competition to establish themselves as market leaders. As a result, existing company competition becomes a more powerful force inside the business. The sector in which Gucci operates sees annual growth and is anticipated to do so for the foreseeable future (Serdari, 2022).
A favorable because there is less need for rivals to steal market share from one another as the industry grows, competitors are less inclined to engage in aggressive behavior (Liu, 2022). Due to this, industrial competition between established companies is a less powerful driver. The industry that Gucci operates in has substantial fixed expenses. Due to this, businesses in the sector operate at maximum capacity. This also implies that these businesses will lower their pricing as demand declines. As a result, existing company competition becomes a more powerful force inside the business (Serdari, 2022).
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Fig. 2 Perceptual Positioning Map of Gucci
Source: (Serdari, 2022)
2.3Gucci Marketing Mix (7P’s)
Product
Gucci needs to use cutting-edge marketing techniques in order to survive in the cutthroat luxury market, establish a distinct branding strategy, and uphold it. This strategy, which uses the well-known marketing mix instruments including the conventional 4 Ps product, pricing, location, and promotion, is crucial to the industry's performance. Gucci is among the most prestigious and very well luxury labels in the world for its merchandise. Gucci's advertising offers a wide range of goods that are long, wide, and deep (Dong, 2022). The Gucci collection includes purses, shoes, clothing that is good enough to wear, jewellery, timepieces, and other items. It offers goods for adults, women, and kids. Given the materials Gucci employs to create their products, their prices are typically rather exorbitant. Gucci items are expensive because they are made using high-quality materials, which also drive up the cost of the goods. 
Their final products bear the manufactured in Italy logo. Because of their cost, the product functions as just a status thing (Dong, 2022). Consumers of Gucci don't notice the exorbitant prices since they receive high-quality goods. Gucci operates more than 500 directly owned stores throughout the area, in addition to a locally maintained online business that serves 28 countries. Gucci sells its items through a select few franchisees and divisions. Their shops are located on pricey oxford main, and they feature attractive retail spaces that provide clients with a wonderful, relaxing encounter (Dong, 2022). Each Gucci shop has a distinctive style and traditional decor. Gucci uses marketing techniques including print and digital ads, billboards, style books, and online media to get itself known during the campaign. On several social media sites, including Instagram, Twitter, Google, Instagram, and Tumblr, its marketing initiatives are featured. In order to promote its material on digital networking, they have employed a variety of blogs. Gucci now offers an application called Gucci fashion app, which is available in nine various languages (Grassi and Wigley, 2018).
Gucci is without a question a top premium clothing brand with widespread recognition around the world. The fashion house has a lot of followers among millennial from affluent families but has a restricted. Aristocrats, trendsetters, and superstars make up the brand's primary target market. Due because of its development in internet infrastructure, Gucci has continued to expand rapidly. The brand's decision to go online with its communications at a period when the normal senior and early twenties spends much of their energy on mobile smart phones is timorously and well informed (Grassi and Wigley, 2018). Gucci could have to make several adjustments, one of which is its emphasis on affluent areas at the expense of developing ones. With a constant growth in the aristocracy, which is eager and capable of spending on luxury goods like Gucci yet refuses to budge until they go to nations where Gucci operates outlets, many developing markets have such a great deal of promise. Gucci's income will improve dramatically if it can fix this.
Place
Gucci wants to sell high-end goods, thus in order to do so, they have built stores with serene environments that encourage responsive relationships between customers and the brand (Duffy, 2021). The clients feel cherished because of the great services provided by the staff and their well chosen distribution method. Its stores are all located on posh, exclusive, and expensive streets. These areas help to draw in the best possible clientele. Every store has a unique design that mixes classic tastes with eye-catching interiors, adding to the welcoming atmosphere. The window displays are really provocative, and the salesmen are dressed tastefully in all black (Duffy, 2021). These businesses are open anytime customers wish to visit them, and the settings are friendly and refined. In order to keep control over them and improve their image, the business actively and directly engages in the opening and operation of these stores. Gucci started with an aggressive market penetration strategy, and as part of this approach, various retail locations have been opened in significant international regions (Duffy, 2021). It has regular sites in cities including Tokyo, Rome, New York, London, and Paris. Despite the fact that these channels account for 70% of sales, the company also makes a sizable profit from its online marketing. All of Gucci's internet sales are overseen by highly skilled professionals on a separate website. The company has a number of collaborations with famous department stores in upscale locations across the world for some of its trademarked products (Inthawong et al., 2020).
Price
Due to the extremely high caliber of its products, Gucci has mostly adopted a policy of premium pricing. The product becomes a status symbol because of the prestigious cost and the brand name's association with an image of high quality. Customers are proud and glad to be connected with such a high-end brand (Inthawong et al., 2020). Given that these products are designed for affluent customers and are one-of-a-kind in terms of style, quality, and designs, high costs are not an issue. Since the organization upholds high standards of quality, significant price reductions are not feasible.
Even though, the business made an effort to provide some discounts on some goods at particular periods, particularly for online orders, in an effort to increase sales and satisfy its devoted clientele (Inthawong et al., 2020). The firm has adopted a strategy of diversifying its brands and goods in order to boost sales, and as part of this, they have made an effort to maintain both a fair pricing policy and a premium pricing policy.
Promotion
The corporation made significant expenditures in the advertising sector in order to establish itself as a unique and distinct organisation. They have also implemented creative marketing approaches to deal with the current dynamic climate. Gucci has pioneered the idea of experimental marketing to appeal to the younger generation (Sayed, 2019). To maintain its ties with its devoted clients who have been with the business from the beginning, the company has continued to use the conventional marketing strategy. The uniqueness that defines this well-known brand's identity is skillfully expressed through its numerous, highly distinctive fashion displays. The majority of the priciest and most prestigious fashion publications that appeal to the wealthy and aristocratic people have adverts for its numerous items. Additionally beginning to play a significant part in the company's advertising efforts are television and the internet (Sayed, 2019).

People
Has employees who support its sales force and are essential to its marketing initiatives. These individuals have received training in persuasive methods as well as how to respect and take into account the preferences of corporate clients. Has employees that work in its customer service division. Customers can contact them in the event that there are any product-related problems, and these individuals will walk them through the process of having the problems fixed (Sayed, 2019). These employees have received training on how to treat clients with respect and do their utmost to fix their problems. To collect raw materials, has staff members collaborating with vendors. These personnel are essential to maintaining or raising the standard of the finished product.
Process
At order to make sure that its products are always accessible in retail locations, systems have been developed so that merchants may notify the firm when their inventory levels are low and provide them new goods while putting a production order to replace its inventory. This ensures that clients can always get products when they need them (Xia and Liu, 2022). Features an online delivery process where orders are electronically accepted and the relevant item from the inventory is supplied to the delivery service provider based on these orders. This method actively engages in market potential research to better understand customer demands. It also raises awareness of customer requests through comments gathered in-store, via its hotline, or on social media sites (Xia and Liu, 2022).
Physical Evidence
Distributes its goods in stand-out color packaging that is simple to spot on store shelves. These are set up on certain shelves the firm offers, which also have a unique color and pattern. Customers will find such shelves in crowded retail establishments more easily as a result. Features a user-friendly online platform that enables clients to examine its items in high-quality photographs shot from different perspectives (Xia and Liu, 2022).
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	Strengths
	Weakness

	· Distribution and Reach
· Cost Structure
· Dealer Community
· Financial Position
	· Research and Development
· High Day Sales Inventory
· Rented Property
· Low current ratio

	Opportunities
	Threats

	· Technological developments
· Green government drive
· Transport Industry
· Skilled workers
	· Technological developments by competitors
· New entrants
· Political uncertainties in the country
· Regulations on international trade


SWOT Analysis of Gucci in UK
	Strengths
	Weakness

	· Line of products and depth
· Experienced Worldwide Player
· Brand equity
	· Research Department
· Inefficient promotion
· Trademark violation and copying

	Opportunities
	Threats

	· Brand Conscious Youth
· E-commerce
· Emerging Markets
	· Duplicate Merchandise
· Government Laws and Regulations
· Environmental Requirements


SWOT Analysis of Gucci in India
	Strengths
	Weakness

	· Diversification
· Effective Distribution
· Experience employees
· Continues to diversify
· Brand equity
	· Research and  Development
· Inefficient promotion
· Financial position

	Opportunities
	Threats

	· Brand Conscious Youth
· E-commerce
· Emerging Markets
· Investment in R&D and workforce
	· Counterfeit products
· competitors
· Government Laws and Regulations
· Environmental Requirements
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Companies in the worldwide luxury clothing & accessories business are impacted by consumers' shifting purchasing patterns, shorter trend lifespans, and the proliferation of internet technology even in poorer nations. Businesses in this sector are increasingly focused on promoting fashionable products through various media. Clients of Gucci range in age from 15 through 40 and favor fashionable garments as well as accessories (Tariq, 2020). Gucci's clientele is primarily from the top middle and upper-middle socioeconomic levels. Gucci's unique, high-quality goods, widespread market awareness, and devoted customer base provide it a competitive edge. Due to rising costs and increased customer spending power, Gucci does have a product distinction versus a reference offering (Tariq, 2020). Due to higher costs and a larger motivation to buy, which are offered by the product's presumptive originality, Gucci's offers have a distinct edge. Gucci is successful in putting its competitive edge into practice since it appreciates its target market, understands what these customers value most, strengthens its key characteristics, and gradually adds or removes features in adapt to new tastes and preferences (Wagdi, AFIFY and Habib, 2022).
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Businesses typically need to adjust their marketing, communication, and business strategies in order to meet local cultural demands. The ideas, traditions, and conventions of a specific region, country, or community make up local culture, which commonly influences consumer behavior and shopping patterns. Businesses like Gucci regularly modify their advertisements and activities to better fit local tastes because of the major impact of culture (Amatulli et al., 2020)..
Organizations, brands, and businesses like Gucci may better understand a given nation's culture with the help of the Hofstede model of national culture. The Hofstede model places a strong focus on six key cultural components that help businesses and organizations make critical strategic decisions and come up with the finest marketing strategy and plans (Amatulli et al., 2020). Gucci has also used the cultural elements of the Hofstede model as part of its globalization and growth. Gucci has adjusted its marketing strategies and campaigns to reflect local cultural standards and ideals. While pursuing localization, the company has remained consistent with its overarching and larger global strategy (Amatulli et al., 2020).
The degree of disparity between individuals and different groups of people within an organization based on the amount of power they hold is known as the "power gap." The general public accepts this inequality. There is a pervasive low power distance culture at Gucci (Thi and Tran, 2021). Gucci notices managers and executives delegating authority without restriction or concern due to the shortening of the power gap in its corporate culture. Power sharing increases accountability and responsibility, enhances work performance, and increases employee commitment to the company and loyalty. The transfer of power also encourages a sense of ownership among the workers (Thi and Tran, 2021).
This refers to the organizational structure of job responsibilities and activities. Individualistic businesses place more value on individual successes, and employees seek to outdo one another to fulfil challenging jobs and further common goals. When practical, this is done with the intention of raising performance as well as generating revenue. Collective organizations, on the other hand, collaborate more closely with teams and groups to accomplish a shared goal that calls for collaboration. Gucci's corporate culture strikes a healthy balance between individualism and collectivism to support employees' peak performance and effectively spur business expansion (Thi and Tran, 2021).A less egoistic company culture is encouraged and promoted by The Gucci. This has benefited the business since it has given skilled women the opportunity to take the lead without negatively affecting the relationships between team members and employees. Women in the company are recognized for their accomplishments in the same ways that men are. Collaboration over negotiation is more likely to lead to success in the Gucci world. The business does not promote or encourage success based on fierce rivalry that may be detrimental to people's physical, mental, or emotional health (Wang et al., 2021). The Gucci promotes and supports a less egotistical corporate culture. This has helped the company since it has given capable women the chance to assume leadership roles without having a detrimental impact on relationships between team members and employees. The corporation rewards women for their achievements in the same manner that it rewards males. In the Gucci world, cooperation is more likely to result in success than negotiation. The company does not support or promote success based on ferocious competition that might be harmful to people's physical, mental, or emotional well-being (Wang et al., 2021).
Strong uncertainty avoidance cultures may result in organizations with a more controlling mindset, where there is a higher need for comprehensive understanding and control. These cultures place a higher priority on having greater risk controls than generally fostering creativity and innovation (Wang et al., 2021). Lower uncertainty avoidance ratings suggest a more relaxed and open culture. Again, the culture at Gucci mixes both, however there is a propensity for lower uncertainty avoidance scores. Gucci encourages a culture of adaptability across the board. The company often takes part in change management projects to improve its working methods, cultures, and cooperation. Because of the frequent adjustments, the business has been able to adapt to changes in its internal and external environments without affecting employee productivity. Furthermore, this has fostered innovation inside the organization (Zhang, 2020).
[bookmark: _Toc124331274]3. Conclusion
According to the aforementioned survey, GUCCI ranks as among of the most well-known top fashion retailing brands in the world. The survey also came to the conclusion that although the firm has several rivals, it also enjoys a number of competitive advantages. Because of the strength of the firm's USP, it is advantageous for the business to set itself apart from its rivals. In addition, the analysis came to the conclusion that GUCCI split its market to effectively serve its targeted clients. The report's final finding was that GUCCI created their marketing approach with the aid of the promotion mix in a manner that helped them succeed. The rarity that many purchasers of luxury commodities enjoy is destroyed by manufactured items that are too inexpensive for shops to sell. Gucci will have to be very cautious about where the items are marketed in order to retain the appearance of uniqueness. Over the decades, Gucci has expanded into new market sectors, but the company must continue to focus on its core competencies, which are high-end leather items like purses and shoes. Marketers run the danger of diluting their brand and falling victim to the competing advertising trap by spreading across too many areas.
The target demographic for Gucci is affluent people who want to stand out while yet being stylish. The majority of them are royalty, wealthy, well-known, and fashion-conscious individuals. Individuals are not against paying exorbitant amounts of wealth for exceptional quality, uniqueness, and innovation. Detailed information about Gucci's target market is given below. Gucci's major focus on luxury means that its customers are largely celebrities, people with high incomes, high-ranking government officials, and actors. In this specific collection of groups, the influence of the organization to which individuals belong impacts their purchase selections. Among the keywords connected to this category include exclusive, high-end, fashionable, trendy, and expensive.
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