INTRODUCTION
Gucci is a luxury fashion house with headquarters in Florence, Italy. Guccio Gucci founded the company in 1921, and it was valued at $12.1 billion in 2020. Its sales exceed $4.7 billion, putting it in 31st place on Forbes' list of the World's Most Valuable Brands. Its brand is worth $22.6 billion, with $10.8 billion in revenue generated globally (Forbes, 2020).
The firm runs in several locations across the world. Despite its Italian origins, the company has opened more than two hundred outlets in developing markets, compared to less than one hundred in Western Europe. According to (Statista 2020), they have the most stores open internationally compared to other luxury brands, showing that they have a significant international market presence.
Gucci is a well-known Italian fashion and leather firm owned by Kering and named after Guccio Gucci, the company's founder. Gucci was set up in Florence in 1921 and is known for its high-end luxury clothing and leather items. It has been likened to regular sites across the world, and the merchandise is marketed through franchise or luxury department shops. Branding has evolved into a kaleidoscope of platforms., consumer information, and interactive and social components, and is no more a hub-and-spoke approach. A critical part is the Web channel. Gucci has evolved from a small leather goods company to become one of the most sought-after names.
Gucci has carefully positioned it by separating itself from the competition. The concept is smart, high-class, and classic all at the same time.
The Gucci company has once again become a leader in the fashion world, thanks to de Sola's successful economic policy of taking away licenses, investing the profits in expanding the business and buying the most well-known fashion houses, as well as the talent of Tom Ford, whose designs have always been successful. Tom Ford was selected best fashion designer in 1995/96 for his "Jet Set" collection. The Italian brand's lost reputation is not only restored but also increased severalfold. The Gucci Group, which forms well-known firms such as Ive Saint Laurent, Balenciaga, Alexander McQueen, Sergio Ros, and many more, was founded in April 2004. Each of the brands that make up the Gucci Group is run individually.
However, focused on every brand's financial success, there seems to be a common notion of brand management. The Gucci Business made $2.285 billion in sales in 2020, with 60% of revenue coming from the Gucci brand, 20% from YSL Beaute (perfumes and cosmetics), and 4% from the Yves Saint Laurent brand, and 10% from the rest of the company.
In 2020, the company was the most important component in the Gucci Group, with Yves Saint Laurent coming in second. Boucheron, Bottega Veneta, Bedat & Co Sergio Rossi, and design houses, Alexander McQueen, Balenciaga, and Stella McCartney are all candidates.



1. ORGANIZATIONAL CULTURE
“Organisational Culture tends to be more straightforward and precise to measure than National Culture” (Hofstede 2019) The word "organisational culture" refers to a system of policies that give people direction and guidance. It is a complicated system made up of shared concepts, beliefs, and assumptions that direct employee behaviour within the company. Gucci's organisational culture Due to the obvious underlying assumptions, ideas, and values, the psychological and social surroundings are unique and structural. According to (Schein 2017), a corporate culture model in which fundamental assumptions shape values, which then shape practises and behaviour, which are the visible features of culture. Organizations do not generate a culture overnight; rather, they learn from previous experiences and continue to accept it on a regular basis, culminating in the formation of workplace culture.
2. GUCCI’S ORGANIZATIONAL CULTURE
Gucci's mission is clear. This shows that the firm hasn't communicated its position and posture to the public and key stakeholders using a range of languages and conversations. To assist stakeholders to understand the company's business strategy and purpose, the vision and mission must be clear and comprehensive, reflecting the company's underlying principles and ambitions. “Organisational Culture is spoken about in very different ways, depending on the source.” (Hofstede 2019)
3.1 GUCCI’S ORGANIZATIONAL CULTURE ARTEFACTS  
The top layer of the organisational culture ring is made up of artefacts. Gucci's company culture is represented via tangible and visible artefacts. The open-door policy, workplace design, and official dress code for staff are all artefacts. Even though the Gucci cultural artefacts are visible to the public, they are tough to comprehend.
 
3.2 GUCCI’S ORGANIZATIONAL CULTURE VALUES  
It's difficult to see the main ideas. Gucci's core values are its shared aims, beliefs, and standards. Responsibility, creativity, quality, cooperation, excitement, honesty, and leadership are all vital values. Gucci's management recognises the need of expressing the company's basic principles so that each employee may embrace them and adjust their behaviour appropriately.
3.3 GUCCI’S ORGANIZATIONAL CULTURE ASSUMPTIONS
Gucci's corporate culture is founded on assumptions, or long-held beliefs and attitudes. Employees, although playing a critical role in the creation of observable behaviours and significant values, are frequently oblivious of assumptions.
4.  IMPORTANTANDS OF UNDERSTANDING THE ORGANIZATIONAL CULTURE.
Understanding organisational culture is crucial since it is necessary for gaining a competitive advantage in today's business climate. Gucci's corporate culture ensures that all workers are working for the same goal, which relates to the company's overall goal. Because Gucci's behaviour, aims, and firmly held principles are all in harmony, the employees can focus their energies on the proper direction, offering their best performance, and assuring great commitment to the company.” Not only organizations are culture-bound; theories about organizations are equally culture-bound.” (Hofstede, Minkov 2005).
 The person and the rules (the legislation) are both sources of power in Fayol's view. We perceive the organisational model as a hierarchy of individuals with personal authority and formal norms as coordination principles.
The actual authority, according to Weber, is found in the rules. These rules tightly restrict the ability of the officials. We see the organization's model as a good working engine that operates according to the rules.
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