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[bookmark: _Toc132048835]Introduction:
As part of global marketing, a company has to change its marketing plan for a foreign market. It means marketing the company's goods and services while keeping in mind the needs of customers all over the world. This is not the case, in contrast to global marketing, which precisely tailors marketing methods to each location and nation.
Gucci is the perfect example of a global brand. The company caters to a global market, but the product designs and functionality are the same. Starbucks does, however, allow its franchisees and partners to alter the locations and menus to accommodate local tastes since it is a global enterprise.
[bookmark: _Toc132048836]Background:
Guccio Gucci founded the well-known Italian fashion house in Florence, Italy, in 1921. When Gucci initially started, it was a small, family-run company that produced luxurious leather travel goods and horse equipment. After working at the Savoy Hotel in London, Guccio Gucci was inspired to include an equestrian pattern into his designs; this motif later came to be identified with the brand.
In the 1950s, Gucci started making women's clothes and handbags, which helped the business grow and become more well-known. During this time, Gucci also developed its well-known "GG" mark, which stands for Guccio Gucci . 
Over the years, Gucci's ownership changed before being acquired by the French luxury company Kering in 1999. Gucci has expanded significantly and internationally and now has more than 550 outlets worldwide. It is owned by Kering (Liu, 2022).
Along with fragrances and cosmetics, Gucci's high-end fashion lines now feature clothes, handbags, shoes, and accessories. The company's products are known for having a unique and flashy style, with a focus on great craftsmanship and careful attention to detail.
[bookmark: _Toc132048837]Macro-Environmental Analysis of GUCCI in India and UK (Furui, 2021) :
1) Political Factors:
· Foreign investment is encouraged by India's stable political climate. Taxes and customs costs, for instance, can have an effect on Gucci's activities in India.
· The UK draws international investment because of its stable political climate. The unpredictable nature of Brexit may have an influence on Gucci's business in the UK.
2) Economic Factors:
· The fastest-growing major economy in the world is India, which offers good prospects. Although India too has a substantial income divide, this can have an effect on the market that Gucci is trying to reach.
· Gucci has potential since the UK's economy is expanding quickly. The target market for Gucci, however, may be impacted by the high cost of living in the UK.
3) Social Factors:
· India's complex and varied culture could affect Gucci's marketing plan.
· Indian customers may buy fewer Gucci items because they put a lot of value on traditional clothing.
· The UK's complex and varied cultural landscape may affect how Gucci markets its products.
· Luxury items are very important to people in the UK, which could make more people want to buy Gucci's products.
Culture:
	Hofstede Model:
GUCCI heavily utilizes the Hofstede cultural paradigm and each of its components. The organizational culture of the firm reflects the corporate culture of GUCCI, which is present and actively practiced throughout all of its sites and offices.
[image: ]
Fig.1: Hofstede Insight of GUCCI (2022)
Source: https://www.hofstede-insights.com/country-comparison/india,the-uk/
Advantages:
· This helps us understand other civilizations, cultures, and variations.
· The idea supports worldwide company expansion by removing any cultural obstacles.
· It encourages people to work together and go abroad in order to stabilize the company.
 Disadvantages:
· Researchers don't agree with the idea, even though the model works, because it doesn't care about communities or their morals.
· The theory is often out of date and lacks comprehension in many social cultures since it places so much emphasis on the power distance index, masculinity, individualism, short-term vs. long-term orientation, and uncertainty avoidance.
· Due to social and cultural problems, a wide range of cultural behaviours could be bad for a business and could cloud the judgment of managers.
4) Technological Factors:
· The Indian internet market is rapidly growing, which offers Gucci's e-commerce strategy some hope. It's feasible that India's still-evolving technological infrastructure will have an influence on Gucci's business operations.
· The digital market in the UK is very advanced, which gives Gucci options for how to run its online store. Data privacy laws in the UK are very strict, which could affect how Gucci handles data (Truong et al., 2008).

5) Legal Factors:
· In terms of intellectual property rights, labour laws, and other laws and rules, India's complicated legal system could affect how Gucci does business. Gucci is bound by local rules and ordinances with regard to import and export, taxes, and corporate registration.
· The UK has a well-established legal system that makes it clear and stable for businesses to do business there. However, Brexit has prompted debate over the UK's legal framework for transacting business abroad.

6) Environmental Factors:
· India is getting more and more concerned about sustainability and the environment.
· Gucci must follow laws about the environment and take steps to reduce the damage it does to the environment.
· The UK has a strong commitment to reducing carbon emissions and protecting the environment.
· Gucci is required to follow all applicable environmental regulations and take action to decrease its impact on the environment, such as by reducing waste and carbon emissions.
[bookmark: _Toc132048838]Micro-Environmental Analysis of GUCCI for India and UK:
1) The Company: 
· Gucci needs to have a strong brand presence in India and make sure that its products and services fit the needs of Indian customers.
· Gucci has to deal with the difficult economic situation in India while building relationships with partners and other important people in the area.
· Gucci has to stand out from rivals in the market for high-end clothing and keep a strong brand presence in the UK.
· As a result of Brexit, Gucci must adjust to new laws, economic rules, and the changing business climate in the UK (Muhiban and Putri, 2022).
2) Human Resource/ Employees:
· Gucci needs to find and keep talented people in India. One way to do this could be to offer them attractive pay packages and chances to move up in their careers.
· Gucci must make sure that its employees in India are equipped to meet the needs of the regional customer base and market.
· Gucci has to hire and retain top talent in the UK, which may mean offering a competitive salary and career advancement opportunities.
· Gucci must make sure that its employees in the UK have the skills they need to meet the needs of the local market and customers.
3) Suppliers:
· Gucci must work with Indian suppliers to get the materials and products required for its company.
· Gucci is required to confirm that its suppliers uphold its moral and ethical requirements.
· In order to obtain the materials and products it needs for its operation, Gucci must work with UK suppliers.
· Gucci is required to confirm that its suppliers uphold its moral and ethical requirements.

4) Customers:
· Customers in India are quite diverse, with a wide range of tastes and payment options.
· Gucci needs to change its products and how it markets them in order to appeal to the Indian market.
· Consumers in the UK have sophisticated tastes when it comes to high-end goods and labels.
· For the UK market, Gucci must modify its product lines and marketing approaches (Graan, zadel and rudani-lugari, 2014).

5) Competitors:
· Gucci is in competition with local, regional, and luxury brands like Louis Vuitton, Prada in India.
· Gucci has to stand out from other companies and provide customers with discounts.
· Gucci competes in the UK against other high-end businesses such as Burberry, Mulberry, and Alexander McQueen as well as regional and local businesses.
· Gucci has to stand out from other companies and provide customers with discounts.

6) Public:
· How people feel about the brand will have a big impact on how well Gucci does in India. Gucci will have to talk to its customers, make sure they get good products and services, and keep its good name.
· Gucci's success will be greatly influenced by how it is seen in the UK. Gucci will have to interact with its clients, deliver excellent goods and services, and maintain its good name.
[bookmark: _Toc132048839]Porter five forces of Model of GUCCI Company for India and UK (Shin Nagasawa and Fukunaga, 2014):
The Porter's Five Forces model is a way to look at the ways in which a market or industry is competitive. A Porter's Five Forces analysis of Gucci for the UK and India markets is shown below:
 
[image: Porter's Five Forces - Definition, Explained, Example, Model]
Fig.2: GUCCI porter five forces of model
Source: https://www.wallstreetmojo.com/porters-five-forces/
1. Competitive Rivalry:
· The strong rivalry in the Indian luxury sector isn't as awful as it could be since there are so many well-known brands. Gucci may still be able to beat its competitors if it can use the power of its brand and the fact that it is exclusive.
· Several well-known luxury brands are fiercely competing with one another in the UK. To be competitive, Gucci needs to provide cutting-edge items and preserve a solid brand reputation.
2. Bargaining Power of Buyers:
· Indian customers have less negotiating power because of their low levels of discretionary spending. Gucci, on the other hand, can maintain a high price point by leveraging the power of its brand and exclusivity.
· Buyers have a lot of bargaining power since premium brands in the UK market are in fierce rivalry with one another. Given how many other options consumers have, Gucci might need to have sales or run promotions to keep its market share.
3. Threat of New Entrants:
· There is still room for growth in India's luxury sector. Nevertheless, there are a small number of well-known luxury labels, like Hermes, Chanel, and Louis Vuitton. New rivals offer a somewhat significant danger as a result of the low entry barriers, such as the lack of regulatory restrictions and the cheap capital requirements.
· The UK's luxury goods market is well-established and very competitive. It is home to well-known brands like Burberry, Chanel, and Louis Vuitton. India has a more saturated market, needs a lot of money to start up, and has strict rules that make it hard for new businesses to start up.
4. Bargaining Power of Suppliers:
· The abundance of raw materials and the inexpensive labour reduce the suppliers' negotiating power. Gucci has a significant advantage in negotiations thanks to its huge supplier network.
· Suppliers have less bargaining power since labour and raw materials are so expensive. However, Gucci may use its brand authority to compel suppliers to offer better terms.
5. Threat of substitutes:
· The threat of alternatives is high, since there are a lot of local brands and it's easy to get fake luxury goods. Gucci needs to have a distinctive brand identity and value proposition in order to stand out in the Indian market.
· The risk of alternatives is low since premium clients have a high level of brand loyalty. Gucci must meet certain standards in order to keep being a high-end brand and keep making high-quality products.
[bookmark: _Toc132048840]SWOT Analysis of GUCCI Company for India and UK:
Here is a SWOT analysis of GUCCI in India and UK:
1) Strength (Chen, Ma and Xu, 2022):
· Strong brand image:
A well-known luxury label recognized for both its exclusivity and high-quality products is GUCCI. Due to its strong brand image, GUCCI may attract customers from both India and the UK.
· Wide Range of Products:
GUCCI offers a wide range of high-end products, including clothing, accessories, shoes, and fragrances. Thanks to its broad selection of products, the company can cater to the diverse interests and preferences of customers in both domains.
· Strong distribution network:
GUCCI may be able to reach a wider range of customers because it has strong distribution networks in both India and the UK. These networks include stores in key locations.
· Strong online presence:
With its website and social media profiles, GUCCI has a big presence on the internet in India and the UK. This enables the company to engage with customers and reach a wider audience.
2) Weaknesses:
· Huge Prices:
Gucci's prices may be too high for many Indian consumers to afford. A part from it many UK shoppers could find Gucci's items to be prohibitively expensive.
· Competition:
Louis Vuitton, Hermes, and Prada are just a few of the well-known luxury brands that fiercely compete with Gucci in India. Other well-known luxury brands like Burberry, Chanel, and Dior are among Gucci's fierce rivals in UK.
· Main Issue:
India has a lot of different cultures, so it may be hard for Gucci to meet the different needs and tastes of Indian customers. The UK's exit from the EU has created economic uncertainty, which may have an impact on consumer spending on high-end goods.
3) Opportunities:
· Digital Expansion:
Gucci has the chance to expand its online presence in India given the large and expanding online consumer market there. Gucci has the chance to increase its online presence in the UK given the big and expanding online retail market there.
· Collaborations and Sustainability:
Gucci can collaborate with local designers or companies in India to provide its customers with distinctive lines that are catered to the local market. Gucci may be able to enter this market by highlighting its environmental activities as UK consumers become more aware of ethical and environmentally friendly fashion practices.
· Customization:
Gucci may enter this market by creating exclusive collections or offering clients specific shopping experiences, given that India is a popular luxury tourism destination. Gucci may provide exclusive purchasing options to UK customers when they are there, enabling them to tailor their purchases and create a unique shopping itinerary.
4) Threats:
· Economic Uncertaininity:
India's economy is often unstable, and a recession could make people less likely to buy expensive goods. The degree of consumer luxury spending may be influenced by Brexit-related economic uncertainties.
· Changing of Consumer Preferences:
As Indian shoppers become more aware of ethical and environmentally friendly fashion, Gucci may need to change to meet these new tastes. As people in the UK become more aware of ethical and environmentally friendly fashion, Gucci may need to change to meet their needs.
· Counterfeit Products:
Fake Gucci merchandise is readily accessible in India and the UK, which might hurt the brand's reputation.
[bookmark: _Toc132048841]Relation to STP of GUCCI in UK and India:
Companies like Gucci employ segmentation, targeting, and positioning, or STP, as essential marketing strategies to communicate with and engage their target market (Wekwerth, 2019).
Due to differences in market conditions, customer behavior, and cultural factors, Gucci's STP approach will likely change between the UK and India.
1) Segmentation:
India and the UK have different consumer preferences, levels of economic growth, and demographics. Gucci will undoubtedly divide its target market depending on these variables and develop distinctive product lines and marketing messages to cater to the various national populations..
2) Targeting:
Gucci would also have to promote its products in different ways in each place, depending on how well known the brand is and what kind of reputation Gucci has already built there.
3) Positioning:
Lastly, Gucci would have to put its products in the UK and India in different ways to help buyers understand what makes them special. Each market would need a unique brand identity and message that fits with the values and cultural norms of that market.
[bookmark: _Toc132048842]Marketing Mix for India and UK:
The marketing mix, often known as the 7 Ps or the marketing mix, is a crucial tool used in marketing strategy. Here is an overview of Gucci's marketing approach in India and the UK:
1) Product:
Gucci provides a range of high-end products, including clothing, accessories, and fragrances. Gucci has added sarees and other traditional Indian apparel to their product range in order to better serve the Indian market there. In the UK, the company focuses more on its core products, such as bags and accessories.
2) Price:
Gucci's pricing strategy was determined by its position as a luxury brand. Despite changing its pricing approach to encourage market accessibility, prices are higher in India due to increased import taxes and levies. Gucci hikes its prices in an effort to attract the affluent British market (Regemorter and Schuiling, 2018).
3) Place:
Gucci is present all over the world and operates in significant locations. Two significant Indian cities—Delhi and Mumbai—have offices built by the corporation. Gucci is widely available in London and other significant UK cities. In order to accommodate clients who wish to make purchases online, Gucci has increased its online presence.
[bookmark: _Toc132048843]Market Entry Strategy of GUCCI: 
Gucci is a well-known designer clothing brand with a sizable global following. The business must take into account a number of issues, such as market research, customer behaviour, cultural differences, and local laws, when entering new markets like India and the UK. The following tactics might be used by Gucci to penetrate the UK and Indian markets:
· Collaboration or Partnership:
In order to break into the Indian market, Gucci can consider forming a joint venture with a local partner that is knowledgeable about the market dynamics and can provide insights into local client preferences. A regional distributor in the UK may work with Gucci in a manner similar to this in order to hasten market entry and obtain access to their industry expertise (Degli et al., 2019).
· Franchising:
Gucci might enter markets in India and the UK via the franchise business model. The business may be able to expand into other regions through franchising by utilizing the established supply chains, well-known brand, and infrastructure of regional franchisees. This may also assist Gucci in lowering the expenses and dangers related to branching out into a new industry.
· Direct Investment:
Gucci is able to enter the market directly since it has completely owned operations in both India and the UK. With this strategy, the business is able to fully control operations and have a comprehensive view of how the local market is doing. Direct engagement, however, necessitates large monetary outlays that might be harmful for the business (Johnson, Tariq and Baker, 2018).
· E-Commerce:
Gucci may think about using e-commerce in addition to conventional retail sites to get into the Indian and UK markets. In the current COVID-19 environment, e-commerce could give the company a flexible, inexpensive way to reach a larger audience. Gucci could choose to sell its goods on well-known online marketplaces or build its own e-commerce website.
Finally, Gucci may combine these tactics to penetrate the UK and Indian markets. To meet the unique demands and preferences of the target market in each market, the firm should think about localizing its product offerings and marketing.
4) Promotion:
Gucci uses both traditional and digital marketing to reach its target market in India and the UK. Gucci has partnered with Indian influencers and celebrities to market its goods in that country. Gucci uses its reputation as a luxury brand and its history of innovation to sell its products in the UK. Gucci uses social media sites like Twitter and Instagram to interact with its target market.
5) People:
Gucci employees get special training so that they can provide great customer service and represent the luxury brand in both India and the UK. Gucci also hires local workers in each country to meet the needs of the local market and culture.
6) Process:
In both India and the UK, Gucci's marketing plans aim to give customers a luxurious shopping experience. The company's boutiques are designed to reflect the style of the brand, and the sales process is focused on providing personalized service to each customer (Bauer, 2021).
7) Physical Evidence:
Gucci's stores, products, and marketing campaigns all draw attention to the fact that the brand has real-world locations in India and the UK. To show how well-known the brand is, the company puts a lot of emphasis on elegance and refinement when building its stores. Gucci's product packaging emphasizes high-quality materials and design, which fits with the way people think of the brand. The goal of the ads is to show how luxurious and classy the products are while staying true to the brand's image.
[bookmark: _Toc132048844]Directional Development Strategy:
In the context of corporate expansion, the technique of extending a company's product or service offerings into new markets or new niches within an existing market is known as directional development. A planned growth strategy might be used by luxury apparel company Gucci to grow and gain market share. Here are some potential directional development techniques Gucci may take into account:
· Geographic Expansion:
In India and the UK, Gucci could grow its market share by opening more stores or working with local retailers. Given the growing demand for upscale clothes in India's main cities, such as Mumbai, Delhi, and Bangalore, Gucci may focus its efforts there. In order to draw in new customers in other cities like Manchester, Birmingham, and Liverpool, Gucci may focus on expanding its presence outside of London in the UK.
· Diversification of Products:
Gucci might add new types of products to meet the specific needs and tastes of customers in India and the UK. For example, Gucci can make clothing lines with traditional British or Indian styles, or it can make a whole new line of products to meet demand in a certain area. For example, Gucci may release a number of cheaper products in India in order to attract the middle class there.
· Finding New Market Segments to Target:
Gucci may increase the number of customers it has in India and the UK by making items that appeal to different client segments or demographics. For example, Gucci might make things that appeal to India's large and growing number of young people. By releasing a variety of men's fashion items, Gucci may seek to concentrate on increasing its market share among guys in the UK.
· Strategic Partnerships:
Gucci can work with local businesses in the UK and India to make its product line more diverse and attract new customers. Gucci, for example, could work with local retailers in the UK or with local fashion designers in India to make new designs that use traditional Indian elements. Both of these options would help Gucci grow its market share.
· Acquisition or Merger:
Gucci can acquire other high-end fashion companies in India and the UK or join forces with them in order to broaden its product line and access new markets. For instance, Gucci may partner with a British luxury brand to boost its market share in the UK, or it might acquire a local Indian luxury clothing company that specializes in traditional clothing to expand its product line (Grassi and Wigley, 2018).
[bookmark: _Toc132048845]ANSOFF Matrix analysis of GUCCI for UK and India:
The ANSOFF Matrix, a strategic planning tool, helps businesses decide how to expand their product and market portfolios. The four parts of the matrix are market penetration, market development, product development, and diversification. Below is a review of Gucci's ANSOFF Matrix for the UK and India markets:
[image: Ansoff Matrix: 4 Strategies Leaders Use to Grow Business]
Fig.3: GUCCI ANSOFF Matrix
Source: https://research-methodology.net/apple-ansoff-matrix-2/ 
GUCCI employs four distinct growth methods within the context of the ANSOFF Matrix:
1) Market Penetration:
Gucci can increase and sustain their market share through market penetration, given their current considerable position in the high-end fashion industries of the UK and India. Gucci may do this by expanding the target audience for its marketing efforts, hosting sales and promotions, and making more of its items accessible through other means of distribution, such as online shopping.
2) Product Development:
Gucci might be able to grow its customer base in the UK and India through product development. This can entail expanding the company's current product lines or launching brand-new ones. In order to appeal to a larger customer base, Gucci may think about introducing more reasonably priced product lines or developing new product lines that are customized to regional interests and preferences. For instance, Gucci might think about introducing a range of apparel or accessories with traditional Indian themes or textiles in India.
3) Market Development:
Gucci should consider a market expansion plan as it expands into new areas like the UK and India. This may be accomplished by opening new sites in areas where the brand is less well-known and by focusing on brand-new customer demographics in marketplaces that are already well-established. In India, where the luxury industry is expanding swiftly, Gucci might want to consider reaching out to smaller cities and villages.
4) Diversification:
Extending into other markets or product lines that are unrelated to a company's primary business is the process of diversification. The company in the UK and India cannot profit from diversification due to its emphasis on high-end apparel. The brand should instead concentrate on growing and extending these areas of its core business.
Gucci has a few options for how to grow in the UK and India. The best one will depend on the company's goals, the resources it has, and how much competition there is in the market. Gucci may utilize the ANSOFF matrix to guide its decision-making over how to expand its company in various sectors (Shin’ya Nagasawa and Fukunaga, 2014).
[bookmark: _Toc132048846]Recommendation:
[bookmark: _Toc132048847]TOWS matrix for India and UK:
The TOWS matrix is a strategic tool for figuring out what an organization's strengths and weaknesses are on the inside, as well as what opportunities and threats it faces from the outside. Below is a TOWS matrix analysis of Gucci in India and the UK:
India:
· SO (Strengths-Opportunities) Strategy:
Use the distribution network of your well-known brand to get into rural and small-town areas where the demand for high-end goods is growing.
· WO (Weaknesses-Opportunities) Strategy:
Gucci may lower the prices of some of its product lines while keeping its status as a high-end brand in order to reach a wider range of potential customers in India's middle class.
· ST (Strengths-Threats) Strategy:
Gucci's well-known brand and strong reputation may enable it to stand out from the intensifying competition in the Indian market.
· WT (Weaknesses-Threats) Strategy:
Develop products with high-end Indian companies that will appeal to Indian customers who value high-end Indian brands.
UK:
· SO (Strengths-Opportunities) Strategy:
To meet the growing demand in the UK market, you should expand the range of items you sell to include clothing and home furnishings made in an ethical and environmentally friendly way.
· WO (Weaknesses-Opportunities) Strategy:
Gucci should improve its internet exposure and e-commerce capabilities while maintaining its status as a luxury brand in order to reach more people in the UK.
· ST (Strengths-Threats) Strategy:
Gucci could stand out in the UK market, where competition is growing, by taking advantage of its strong retail presence and loyal customer base.
· WT (Weaknesses-Threats) Strategy:
Join forces with other reputable businesses to make products that UK customers who want clothing that is more affordable and made in an ethical way may like.
(Guanabara et al., no date)
[bookmark: _Toc132048848]BCG Matrix analysis of GUCCI for India and UK:
[image: ]
Fig.4: GUCCI BCG Matrix 
Source: https://www.edrawmax.com/article/apple-bcg-matrix-analysis.html
1) Question Mark:
Gucci's apparel and accessories are not yet well known or have a substantial market share in India.
As Gucci adds more products in these specialized areas, its clothes and shoes could become well-known brands in the UK.
2) Stars:
Due to the rising demand for luxury goods in India, Gucci's high-end handbags and accessories have a large market share and a chance to grow.
Gucci's high-end luxury handbags and accessories have a substantial market share and the possibility for growth in the UK thanks to its well-known brand and devoted customer base.
3) Cash Cows:
Gucci's cosmetics and fragrances are always getting more popular and making steady money in India.
In the UK, Gucci's perfumes and cosmetics continue to sell well and bring in money.
4) Poor Dogs:
None of Gucci's products may be labelled as "dogs" in the markets in the UK or India.
Gucci offers a wide variety of goods that are worn by both famous people and successful businesspeople in the UK and India. To grow its market share in industries that have room to grow, like clothing and shoes in India and the UK, the company should put money into marketing and expanding its product line.
[bookmark: _Toc132048849]Product Life cycle model of GUCCI:
India:
[image: Product Life-Cycle Strategies | Chad Sorensen - Marketing Portfolio]
Fig.5: GUCCI product life cycle model in India
Source: https://chsorens.wordpress.com/product-life-cycle-strategies/
UK:
[image: Articulating the fashion product life-cycle | Emerald Insight]
Fig.6: GUCCI product life cycle model in UK
Source: https://www.emerald.com/insight/content/doi/10.1108/JFMM-03-2017-0029/full/html
[bookmark: _Toc132048850]Product Life cycle strategies of GUCCI for India and UK:
Gucci may use different product life cycle (PLC) strategies in India and the UK, depending on how the local market works, what consumers want, and how much competition there is. Still, Gucci's PLC strategy can be roughly divided into four stages: introduction, growth, maturity, and decline.
1) Introduction Strategies:
During the launch period, Gucci may focus on raising brand awareness and building a sizable market presence in both India and the UK. Gucci could open particular stores in rich areas of India like Mumbai, Delhi, and Bangalore in order to cater to the wealthy. The corporation may leverage Gucci's prominent boutiques in London, Manchester, and Birmingham to advertise to rich UK clients and profit from the company's well-known brand awareness. Gucci may concentrate on using aggressive pricing techniques in both areas to entice early adopters (B, 2023).
2) Growth Strategies:
During the expansion stage, Gucci may increase the number of products it sells and the number of places it sells them to reach more customers. Gucci may sell cheaper products in India, like accessories and fragrances, to appeal to the middle class. Gucci may focus on making e-commerce sites in the UK in order to get more online customers and make more money. To increase sales and brand loyalty, Gucci may also employ marketing techniques, including advertising and celebrity endorsements (B, 2023).
3) Maturity Strategies:
During the mature stage, Gucci may face more competition from other luxury brands and may try to keep its market share by making products that are unique and stand out. Gucci could sell things in India that fit the tastes and interests of the people there, like traditional fabrics and embroidery. Gucci may put a lot of emphasis on sustainability and ethical sourcing in the UK to attract customers who care about the environment. Gucci may also run sales and promotions to entice new clients and keep hold of old ones (B, 2023).
4) Decline Strategies:
During the crisis, Gucci might need to think about adding more products to its line, changing the way it cuts costs, or even leaving the market completely. Gucci can consider increasing its presence in Tier 2 and Tier 3 cities in India or focusing on new target markets like young professionals or college students. Gucci could focus on lowering costs in the UK by optimizing its supply chain and production process, or it could change the way its products look to appeal to a specific market niche. If the market is no longer profitable or important from a business point of view, Gucci may decide to leave (B, 2023).
[bookmark: _Toc132048851]Defence strategies for Pioneers in the Growth stage of the PLC for India and UK:
1) Fortress or position defence strategy:
Gucci may set its products apart from those of its competitors by adding special touches, tweaks, or features that meet the needs and wants of the target market. Gucci may make items with traditional British or Indian styles, make a cultural reference, or use eco-friendly materials to appeal to the right group of people. 
2) Flanker strategy:
In the UK and India, Gucci may employ a pricing strategy that is affordable and competitive while upholding the exclusivity and luxury of the brand. Gucci may also run sales and discounts to draw in new clients and keep hold of old ones without sacrificing the brand's commitment to quality.
3) Confrontation strategy:
In the India and UK both, if GUCCI rivals launch new items, GUCCI will quickly follow suit by releasing its own similar product.
4) Market expansion strategy:
By extending its distribution networks, Gucci may increase its market share and clientele. To reach a bigger market, Gucci, for instance, may work with UK e-commerce platforms and marketplaces, or it might boost the number of stores it has in Tier 2 and Tier 3 Indian towns.
(Muhiban and Putri, 2022)
[bookmark: _Toc132048852]Attack strategies for Followers in the Growth stage of the PLC for India and UK:
1. Frontal Attack strategy:
Gucci may start a big marketing campaign in India to gain more market share and make more people aware of the brand. In order to lure customers away from the market leader, the company may also provide a wide range of premium items at competitive prices. Gucci may further set itself apart from the competition by offering unusual designs and patterns that go with the tastes of the Indian market.
Gucci can focus on its product line in the UK and provide a wider range of high-end items than its rivals. The company may introduce novel, fresh products to lure clients looking for something different. Drawing from its heritage and reputation as a premium brand, Gucci may be able to gain the loyalty and trust of its customers. The company may also use targeted advertising to attract certain clients and increase its market share.
2. Leapfrog strategy:
Gucci might bring out a whole new line of high-end goods at affordable prices in India to meet the huge demand from customers there. Gucci has the potential to change the industry and take a large share of it because it can offer cutting-edge designs, high-quality craftsmanship, and high-quality products at prices that are more competitive. The business may also be able to increase customer loyalty and trust by playing up its brand's history and reputation. This would give it an even bigger edge over its competitors.
Due to a growing fashion trend, Gucci may launch a brand-new range of opulent, eco-friendly items in the UK. Gucci may be able to appeal to a rising group of customers ready to pay more for environmentally friendly items by stressing sustainability and environmental responsibility. Gucci may pioneer eco-luxury fashion as a result of its innovative strategy, which might fundamentally alter the market.
3. Flank Attack:
Gucci can target India's middle class with inexpensive luxury goods. By offering innovative designs, high-quality materials, and affordable prices, Gucci may be able to grab a substantial share of this neglected market. Building client loyalty and trust and exploiting its premium brand reputation can help Gucci compete.
Gucci's fashionable goods may attract UK youngsters. Gucci may gain market share in an area its competitors are ignoring by offering trendy styles and patterns that appeal to younger buyers. Gucci may use social media to engage this niche, boost brand recognition, and gain devoted consumers.
4. Encirclement strategy:
Gucci may sell apparel, accessories, footwear, and home furnishings for both men and women in India. Gucci may be able to get a bigger share of the market if it sells a wide range of products to different types of customers. Gucci may also use its reputation as a brand and its heritage to cultivate client loyalty and trust, increasing its competitiveness.
Gucci may provide high-end clients in the UK with premium goods and services. Gucci provides personalized shopping, lavish vacations, and invitation-only parties. Gucci's upscale image might increase market share. Gucci may use specific advertising and social media to target this group.
(Muhiban and Putri, 2022)
[bookmark: _Toc132048853] Strategies in the Maturity stage of the PLC for India and UK:
1. Increased Penetration Strategy:
Gucci may reward its Indian clients for their loyalty. The loyalty program may provide unique deals, early access to new items, and personalized suggestions. Gucci may boost sales by rewarding returning consumers.
Gucci may boost its high-end UK offerings. Gucci may launch a new line of expensive watches, jewellery, or home goods to complement its apparel. Gucci may enhance sales and profitability by increasing its product portfolio.
2. Extended User Strategy:
Gucci's accessible premium items can appeal to young Indians. Inexpensive fashion-forward footwear, accessories, and clothing. Indian customers could be drawn in by Gucci's lower pricing.
High-end UK businesses may purchase Gucci portfolios, briefcases, and other office supplies. High-end businesspeople and professionals may be drawn to luxurious items that convey accomplishment. Gucci's product line may increase UK sales by focusing on this market.
3. Global Market Expansion Strategy:
Gucci stores might open in Bangalore, Delhi, and Mumbai. Large retailers and e-commerce platforms could help the business get clients. Gucci's physical and online presence in India might increase sales and market share.
Gucci, Harrods, and Selfridges could open West End stores together. Online sales may increase thanks to Amazon and Net-a-Porter. The UK expansion of Gucci may boost sales.
[bookmark: _Toc132048854]Conclusion:
A global marketing survey found that GUCCI has a lot of fans in both India and the UK.GUCCI has gotten younger customers in both countries through regional projects, using social media, and marketing online. Gucci has established a reputation as a premium brand for India's emerging wealthy elite. The company's focus on offering unique shopping experiences and personalized customer care may be the cause of the country's success. However, the firm is still hampered by India's high import duties on costly commodities. Due to its reputation in the UK for high-end fashion, GUCCI has dominated the market. The brand's ethical and ecologically friendly business methods are backed by UK customers. GUCCI is worried about the COVID-19 pandemic and the uncertainty surrounding Brexit. GUCCI's global marketing approach, which prioritizes customized contacts, a younger audience, and sustainability, has helped the UK and India. To succeed, the brand must overcome the challenges particular to each market.
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