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[bookmark: _Toc69915344]Introduction
The fashion industry has the second largest contribution in pollution just after the oil industry. The fashion industry is rapidly growing. The growing nature of the fashion industry is also contributing to environmental pollution. Water pollution in the fashion industry is very high in nature. The untreated toxic water from the textile industry is directly dumped in the rivers. There are several toxic substances used in the fashion industry such as lead, arsenic and other harmful substances like these. These extremely harmful substances get mixed with water that is harmful to the environment and for the aquatic animals as well (Niinimäkiet al., 2020).
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Figure 1: Textile Waste Management
Source: (Niinimäkiet al., 2020).

In the fashion industry, 20000 litters of fresh water are used just to produce only 1Kg of cotton. The fashion industry is one of the biggest consumers of freshwater (Jacometti, 2019). The case study of Gucci has been chosen for the report. Gucci is one of the oldest fashion brands in the world. The Italian fashion brand is known for its innovative production of clothing and accessories (Bengtsen, 2017).

[bookmark: _Toc69915345]Organisational Changes
Gucci has taken a ten-year plan initiative to achieve sustainability in the organisation. The fashion industry is one of the major contributors to pollution across the world. The growing population is also contributing to the growing demand for a fashion brand. The growing demand for fashion brands has increased the pollution in the environment. In the year of 2015, Gucci has taken few initiatives for sustainability in the organisation (Johnson, Tariq, and Baker, 2018).
[bookmark: _Toc69915346]People
People play an important part in the sustainability programme by Gucci. Diversity in the workplace and gender equality in the organisation is the utmost priority of Gucci. The fashion industry and the textile industry are being accused of exploiting labours in various low-income regions. Gucci is dedicated to maintaining a sustainable and as well as caring work environment for the worker (Armitage, Roberts, and Sekhon, 2017).
[bookmark: _Toc69915347]Environmental Aspect
The fashion industry has the second biggest commitment in contamination soon after the oil industry. The fashion and textile business is quickly developing. The developing idea of the fashion industry is likewise contributing to ecological contamination. The water contamination in the style business is extremely high in nature. The untreated harmful water from the material business is straightforwardly unloaded in the waterways. There are a few poisonous substances utilized in the design business, for example, lead, arsenic and other destructive substances like these. These incredibly unsafe substances get blended in with water that is hurtful for the climate and for the sea-going creatures too. Gucci has taken several initiatives to combat the situation (Armitage, Roberts, and Sekhon, 2017).
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Figure 2: Sustainable Fashion Industry
Source: (Armitage, Roberts, and Sekhon, 2017).
Reducing environmental footprint by 40 per cent within 2025 is the sustainability goal of Gucci. Reducing the carbon footprint by 50 per cent within 2025 is another goal of the company. Gucci is planning to reduce its carbon footprint by controlling the transportation and distribution operation and has also taken the initiative of using 100 per cent renewable energy by the end of 2022 (Wadera, and Kaur, 2019).
The use of the eco-friendly product as the sustainability goal is another aspect of Gucci. The fashion industry used various harmful products for the manufacturing of clothes; these substances are harmful in nature. The use of eco-friendly product in the making process of clothes will help the organisation to achieve sustainability. 
[bookmark: _Toc69915348]Fashion pact and Gucci
Fashion pact is the global collaboration of the largest fashion companies. There are several initiatives in this fashion pact. The purpose of the fashion pact is to ensure sustainability in the workplace. It consists of ready-to-wear, lifestyle and luxury brands. There are basically three mottoes of fashion pact that are, solving climate change, restoring biodiversity in the fashion industry and protecting the oceans. Gucci is a strict follower of the international Fashion Pact (Wadera, and Kaur, 2019).
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Figure 3: Recycling of clothing
Source: (Wadera, and Kaur, 2019)
[bookmark: _Toc69915349]Animal Cruelty
The demand for animal fur in the fashion industry is incredibly high. The customer demand for animal fur products force fashion brands into animal cruelty. Animals like, rabbits, foxes and others are being killed to meet the demand for fur related clothes. Apart from fur related products various fashion brands test their products on animals (Lim, Heejin, Moonhee and Sergio Bedford, 2018). This is also a part of animal cruelty. Gucci has announced that they will no longer use animal fur for the production of clothing. The company has become a fur-free fashion brand since 2018. A constant push from PETA for more than 20 years has made Gucci take this decision (Turunen, and Halme, 2021).
[bookmark: _Toc69915350]SWOT analysis
[bookmark: _Toc69915351]Strength
Brand equity is one of the major strengths of Gucci. Gucci is one of the most influential fashion brands across the globe. The brand value is valued at more than 12.4 billion dollars. The product quality is the highest in the market. Gucci manufactures and produces the highest quality and has high price products in the market. It is impossible for another fashion brand to match the quality of the product of Gucci. The brand has a strong presence in the international market. The strong presence of Gucci in the international sector has contributed to brand building. The diversification in the product of Gucci is also a crucial strength. Apart from manufacturing fashion clothes, Gucci also makes several accessories; the diversification process is continuously changing according to the need of the customer. The involvement of Gucci in Corporate Social Responsibility is also a big strength for the organisation. Gucci is working with UNICEF for a better world (Shao, Grace, and Ross, 2019).
[bookmark: _Toc69915352]Weakness
The fashion industry is growing rapidly worldwide. Thus Gucci needs continuous change. The constant upgrade is missing from company. Gucci still uses sexuality for the selling of its product. The organisation has faced several criticisms for using sexuality for selling the products (Adomaitis, and Saiki, 2019).
[bookmark: _Toc69915353]Opportunity
The emerging economy is the biggest opportunity for Gucci. The economy is emerging especially in developing countries. The demand for a luxury brand is growing especially in countries like China and India. The utilization of eco-accommodating items as the maintainability objective is another part of Gucci. The design industry utilized different unsafe items for the assembling of the materials; these substances are destructive in nature. The utilization of eco-accommodating item in the making cycle of materials by Gucci will assist the association with accomplishing manageability; this is also a big opportunity for the organisation (Baiet al.,2020).
[bookmark: _Toc69915354]Threat
Competition is one of the major threats for Gucci. The fashion industry is one of the fastest-growing industries across the world. Dior, Ralph Lauren are the biggest competitors of Gucci. 
[bookmark: _Toc69915355]PESTLE Analysis
[bookmark: _Toc69915356]Political
Gucci is a multinational fashion brand based in Italy. The political aspect of Gucci changes according to world politics. The demand for a luxury brand is growing in India and China but there are several red tapes present for doing business in these two countries. The investors of Gucci found it hard to invest in the company when there is no strict law regarding copyright and intellectual property. Gucci has previously faced criticism regarding its changing of law in import. The fashion brand often looks for cheap labour. Bangladesh and several low-income countries are a safe haven for low labour. Low labour will help Gucci financially (Rodrik, 2018).
[bookmark: _Toc69915357]Economical
The organisational operation of Gucci is based on luxury clothes and accessories. The economical aspect of Gucci highly depends on the purchasing power of the buyer. The stability of the international economy is needed for the smooth economical operation of organisation (Jain, and Mishra, 2020).
[bookmark: _Toc69915358]Social Factors
In the fashion industry, 20000 litters of new water are utilized just to deliver 1Kg of cotton. The design industry is perhaps the greatest purchaser of new water (Jacometti, 2019). The contextual investigation of Gucci has been decided for the report. Gucci is one of the most seasoned design brands across the world. The Italian style brand is known for its creative creation of apparel and adornments. Individuals have a significant impact on the manageability program by Gucci. Variety in the working environment and sex fairness in the association is the most extreme need of Gucci. The design business and the material business are being blamed for abusing works in different low pay districts. Gucci is committed to keeping a reasonable and just workplace focusing on the labourer (Rodrik, 2018).
[bookmark: _Toc69915359]Technological Factors
The presence of Gucci in various social media is an important aspect of technology. Creating awareness of the brand is an important aspect of Gucci. The innovative technology in Gucci has helped with the fact production of the product (Jacometti, 2019).
[bookmark: _Toc69915360]Legal Factors
Gucci is abiding by the fashion pact. Fashion Pact is the worldwide joint effort of the biggest fashion organizations. There are a few activities in this design settlement. The motivation behind design settlement is to guarantee supportability in the work environment. The design agreement comprises prepared-to-wear, way of life and extravagance brands. There are fundamentally three types of style agreement that are, addressing the environmental change, re-establishing biodiversity in the design business and securing the seas. Gucci is a severe supporter of the worldwide Fashion Pact (Rodrik, 2018).
[bookmark: _Toc69915361]Environmental Factors
The fashion industry is the second largest contributor to pollution after the oil industry. The fashion and textile business is rapidly growing. The growing trend of the fashion industry is moreover contributing to biological pollution. The water defilement in the style business is incredibly high in nature. The untreated unsafe water from the material business is directly dumped in the streams. There are a couple of harmful substances used in the planned business, for instance, lead, arsenic and other damaging substances like this. These inconceivably perilous substances get mixed in with water that is pernicious for the environment and for the maritime animals as well. Gucci has taken a few activities to battle the circumstance (Wadera, and Kaur, 2019).
Cutting down environmental footprint by 40% inside 2025 is the maintainability objective of Gucci. Decreasing the carbon impression by 50% inside 2025 is another objective of Gucci. Gucci wants to lessen carbon impression by controlling the transportation and appropriation activity. The company has shown a drive of utilizing 100% environmentally friendly power before the end of 2022.
[bookmark: _Toc69915362]Recommendations
Gucci is one of the leading fashion brands across the world. Gucci has taken initiative towards sustainability in 2015; next are some recommendations for the better organisational operation of Gucci. 
[bookmark: _Toc69915363]Better Labour Condition
Gucci has been accused of exploiting labour from the low-income regions. There is unregulated labour law present in various countries especially in low-income region, countries such as Bangladesh, Pakistan and several African countries. In this region, labour law is unregulated by the government. The lack of regulation enables child labour and exploitation of minimum wage. Gucci should ensure every rules and regulation regarding labour law is followed while manufacturing its products. Gender equality is also another aspect of labour condition. In most of the low income region, proper gender equality is not being followed; Gucci should ensure the following of proper gender law in its manufacturing sites (Grappi, Romani, and Barbarossa, 2017).
[bookmark: _Toc69915364]Animal Welfare
PETA has announced that Gucci will not use animals for fur in its fashion organisation. Gucci has decided not to use fur for its product in 2018. Despite the announcement by PETA, there is no formal policy regarding animals in Gucci (Grappi, Romani, and Barbarossa, 2017).
[bookmark: _Toc69915365]Eco-friendly Supply Chain
Eco friendly supply chain is very important for conducting business smoothly. Sustainable supply chain in Gucci will help the organisation with better brand building and efficiency in the workplace. Gucci has taken an initiative towards sustainable development in the year 2015, the key goals of the initiative is to reduce the carbon footprint in the environment. Using alternative raw material in exchange of harmful substance was also a sustainable goal of Gucci. The supply chain plays an important role in achieving the sustainable goal of that organisation. Gucci should ensure that the supply chain is supplying the entire eco-friendly raw material to Gucci. Constant supervision by Gucci to the supply chain management will ensure the supply of eco-friendly raw materials (Tsenget al., 2019).
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