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Executive Summary
Gucci, which is known for its high-end clothes, has decided to reinvent itself in response to important environmental problems. Gucci wants to be a leader in the fashion industry's shift towards sustainability, so they are looking into new materials like mushroom leather. Mushroom leather is a good option to regular leather because it doesn't hurt the environment and meets the needs of customers who care more about the environment. An innovation planner for Gucci's innovation team's main job is to make sure that mushroom leather is used in the right ways while still upholding the company's commitment to quality and caring for the environment.
The study takes a close look at Gucci's business culture's value of creation and innovation. It stresses the importance of sustainable practices in dealing with environmental problems and meeting changing customer needs. To come up with mushroom leather as an idea, people had to do a lot of research, work together with cross-functional teams, and talk to outside partners. There are, however, risks and problems with using mushroom leather on a large scale that are mentioned in the study. These include worries about cost, morality, public opinion, and the ability to make more of it.
To fix these problems, the paper suggests advertising methods like school programmes, product partnerships, and strategic relationships that aim to make products more acceptable to customers and boost brand awareness. The report also looks at Gucci's work setting and offers an innovative leadership style to boost imagination, teamwork, and innovation.
Overall, Gucci can become a leader in sustainable luxury fashion by using mushroom leather and using strategic marketing and leadership techniques. This will meet the needs of customers who care about the environment while still staying true to its commitment to quality and innovation.
Introduction
Given the urgent environmental problem, Gucci, the Italian powerhouse known for its luxurious and classic style, has set out to rethink its brand. Gucci is at the vanguard of a required paradigm change in the fashion sector, which is experiencing extreme resource use and pollution. The investigation of mushroom leather, a cutting-edge material with the potential to completely change the market for sustainable luxury apparel, is one of the most fascinating paths on this trip.
The environmental cost of producing leather the old-fashioned way is high. Large tracts of land are destroyed for cattle ranching, which results in habitat degradation and deforestation (Gibbs et al. 2010). Furthermore, the tanning process produces dangerous chemicals that contaminate streams and endanger wildlife (EEA 2019). Luxury businesses like Gucci have an obligation to set the standard for sustainable innovation as consumers, especially Millennials and Generation Z, are expecting more and more ethical and environmentally conscientious options (McKinsey & Company 2020).
Let us introduce the modest mushroom. Mycelium, the complex root structure of fungus, is a material that can be grown to be highly adaptable and has qualities similar to those of conventional leather. It is easily dyeable in a wide range of brilliant colours, soft, resilient, and water-resistant (Hwang et al. 2022). Gucci now has a plethora of options, ranging from high-end purses and shoes to cutting-edge coats and accessories. Imagine a mushroom leather Gucci purse. Its brilliant colours and smooth texture would mimic the brand's hallmark elegance while subtly highlighting environmental responsibility.
Beyond its eco-friendliness, mushroom leather has an air of charm. It provides the user with exceptional comfort since it is lightweight and breathable. Furthermore, because of its biodegradability, it has a lower post-consumer impact, lessening the load on landfills and supporting Gucci's circularity objective (Ellen MacArthur Foundation, 2023).
Gucci has the chance to reinvent its brand identity as a leader in eco-friendly luxury by embracing mushroom leather. It represents a dedication to environmental responsibility without sacrificing the brand's signature quality and workmanship. This revolutionary material provides a window into a future in which sustainability and fashion live together, opening the door for an eco-friendly and more conscientious business.
My Role
As an Innovation Strategist on Gucci's innovation team, one of my jobs is to push for the use of mushroom leather as a more eco-friendly option in our products. As part of my job, I have to come up with, study, and present unique ideas that are in line with Gucci's commitment to quality and caring for the earth. Some of my duties are to do study on the market, work with designers and suppliers, and come up with ways to add mushroom leather to our products without making them look out of place. I work closely with cross-functional teams to make sure that our new ideas meet the needs of regulators, meet customer standards, and stay true to the brand's ideals. Ultimately, my goal is to bring about positive change within Gucci's company by pushing environmentally friendly practices and encouraging new ideas in how we do high-end design.
Critical Analysis Of The Importance Of Creativity And Innovation In Gucci's Organization
Gucci's company values imagination and new ideas, especially as it works to address environmental issues and meet the changing needs of fashion customers. To begin, Gucci stands out from competitors through innovation. For example, mushroom leather is an example of a new and environmentally friendly material that fits with the brand's commitment to being responsible (Bucolo et al., 2020). By always coming up with new ideas, Gucci can keep being a star in high-end fashion and show how it is responding to important world problems at the same time.
Second, new ideas drive product development and design methods that use eco-friendly materials and methods in Gucci's goods, making them relevant and appealing to people who care about the environment (Thorpe, 2010). This plan not only makes the company look better, but it also helps it grow and make more money in the long term by getting a bigger part of the growing sustainable fashion market (Hollenbeck & Zinkhan, 2010). 
Creativity and innovation enable Gucci to anticipate and react to changing customer tastes and market trends, helping the brand to remain ahead of the competition and keep its competitive advantage (Tidd & Bessant, 2018). By adopting new ideas and technology, Gucci may seize growing possibilities and position itself as an industry trailblazer (Moore, 2005).
Furthermore, establishing a culture of creativity and innovation inside the organisation increases employee engagement, happiness, and retention (Amabile and Pratt, 2016). Employees are encouraged to share their thoughts and ideas, instilling a feeling of ownership and dedication to the brand's vision and values.
Innovation Identified
Because of its massive resource consumption and pollution footprint, the fashion industry has a substantial negative influence on the environment. The manufacture of leather shoes is just another egregious illustration of how conventional leather production harms the environment (Amini 2019). Due to its extreme land need, habitats are destroyed and lost, harming biodiversity and upsetting whole ecosystems (Gibbs et al. 2010). Numerous chemicals are used in the tanning process, which contaminates rivers and harms marine life. Natural systems and water sources are at danger because of this (EEA 2019). Environmental harm casts a pall over the industry's moral standing, particularly for luxury companies like Gucci that have a responsibility to set the standard for embracing new technologies and advancing sustainability (McKinsey & Company 2020).
People's purchasing habits have significantly altered as they have become more conscious of these environmental wrongs. Today's consumers, particularly millennials and Gen Z, are very concerned about the environment and are prepared to spend extra for products that are manufactured ethically and sustainably (McKinsey & Company 2020). High-end companies like Gucci have a great opportunity to reinvent themselves and take the lead in ecologically sustainable business practices because of this shifting consumer landscape. Considering this shift is consistent with the brand's fair sources policy and the evolving ideals of its primary clientele.
Elite businesses like Gucci risk losing market share and harming their reputation if these environmental challenges are not addressed and evolving consumer expectations are not satisfied. In a world where environmental concerns are growing, sustainability is no longer only a nice-to-have concern; rather, it is becoming an essential economic need. By experimenting with novel materials like mushroom leather, Gucci may lessen its environmental effect while simultaneously establishing itself as a pioneer in sustainable luxury, enhancing its reputation as a forward-thinking design house.
Creativity Process Applied To Identify Possible Innovation
There were three main steps that were used to come up with new ideas and answers to the problems that come up with standard leather manufacturing as part of Gucci's efforts to be more environmentally friendly. First, a lot of research was done to find out all about the environmental impact of the clothing business, especially when it comes to making leather goods (Amini, 2019; Gibbs et al., 2010; EEA, 2019). This study helped figure out exactly what kinds of changes needed to be made to lessen the damage to the environment.
According to McKinsey & Company (2020), I looked into buyer trends and tastes, focusing on the growing desire for items that are made in an ethical and sustainable way, especially among millennials and Gen Z customers. This change in how customers behaved showed Gucci the chance to stand out in the market through sustainable innovation.
Looking at new technologies and materials for ideas, I looked into the idea of mushroom leather as a creative and eco-friendly option to regular leather. Hwang et al. (2022) wrote study studies that talked about the benefits and features of mushroom leather, like how it can be used in different ways and how it breaks down naturally.
The next step was to hold planning sessions with teams of professionals from different fields, such as marketing, materials science, ecology, fashion design, and more. These meetings made it possible to talk about different thoughts and ideas, which helped the company develop a creative and innovative culture (Amabile 1983).
In addition, working creatively meant working with other people and groups, like environmental groups, study centres, and people who come up with new materials. Getting information from outside sources gave us new ideas and access to cutting-edge materials and technologies, like mushroom leather, that could change the way we do things (Amabile et al., 1996).
Also, making prototypes and experimenting were important parts of the creative process because they let people test and improve their ideas. Rapid repetition and feedback loops made it possible to keep improving and perfecting possible solutions (Brown and Katz, 2011).
Lastly, a customer-centered method was used to make sure that the suggested changes matched the changing tastes and demands of customers for things that are made in an ethical and sustainable way. Market research and customer feedback were used to make sure that ideas were good and to select tasks that would appeal to Gucci's target audience (Christensen et al., 2016).
By using these creative methods in a planned way and looking for new solutions like mushroom leather, Gucci became a leader in making high-end fashion that is also good for the environment.
Critical Evaluation Of Solution Including Barriers And Risks
Using mushroom leather in Gucci's products could completely solve the environmental problems that come with making leather the old way, and it would also make the brand even more famous as a leader in eco-friendly luxury. Customers are becoming more interested in sustainable fashion, so Gucci may use new materials like mushroom leather to lower its impact on the environment and set itself apart in the competitive high fashion industry (Amini, 2019).
Even though this device might have some benefits, it is not very useful because it has a lot of big problems and risks. To begin, scale is a big problem because it might be hard to increase production to meet Gucci's high-volume needs while still meeting quality standards (Gibbs et al., 2010). Also, getting a steady supply of mycelium, which is the main ingredient in mushroom leather, over the long term is hard for practical reasons (EEA, 2019).
Also, the cost of making it and how customers feel about it could stop it from being widely used. Even though mushroom leather is better for the environment, it may cost more to make at first than regular leather, which could affect business margins and price tactics (McKinsey & Co., 2020). Additionally, to get people to accept mushroom leather as a high-quality material, a lot of marketing and communication work might be needed (McKinsey & Co, 2020).
Problems with regulations and intellectual property can make it hard for the idea to work. There may be problems for Gucci getting patents and negotiating laws for mushroom leather manufacturing techniques, such as legal issues and competition from other companies (McKinsey & Company, 2020). Gucci's mushroom leather innovation shows promise in helping the environment and meeting changing consumer expectations, but it is important to understand and deal with the problems and risks related to scalability, cost, consumer perception, and regulations. By effectively addressing these issues, Gucci can get the most out of its innovations and become a star in eco-friendly high fashion. 
Advertising Techniques 
For Gucci to get into the mushroom leather market, they need a well-thought-out, diverse marketing plan to get people to buy, get the word out, and make the product look unique and appealing. Here are some more ideas for how the company can make the most of its resources to make an effect that lasts.
Partnerships Strategic
Sync Up With Advocates For Sustainability
Join forces with famous people who are known for caring about the environment, like Emma Watson or Leonardo DiCaprio, to raise understanding among customers who care about the environment (Bhattacharya & Sen 2004).
Accept environmental organisations 
Get together with groups like the World Wildlife Fund and the Ellen MacArthur Foundation to create projects that will show you care about the environment and raise awareness (Post et al. 2013).
Activating Educational Initiatives
Interactive Displays At Retail Establishments
Use engaging displays in major shops to teach customers more about how mushroom leather is made and to show how biodegradable and resource-efficient it is (Eckhardt et al. 2019).
Captivating Material On Social Media
Make interesting video ads on social media sites like TikTok and Instagram that show off the craftsmanship and unique qualities of mushroom leather in forms that look good. (De Vries et al. 2020).
Collaborations With Academic Establishments 
In partnership with colleges or design schools, it might be possible to hold classes and group talks on new materials and fashion that is good for the environment. Senft (2009) said that this will attract people who are interested and care about the earth.
Developing Isolativity And Longing
Special-Edition Dunks
Rich buyers will feel a sense of urgency and excitement if you release limited-edition sets with unique mushroom leather designs (Moore & Birtwistle 2009).
Individualised Personalisation Choices 
By letting customers customise mushroom leather shoes or handbags, you can help them make one-of-a-kind items and make them feel more exclusive (Beverland & Farrelly 2016).
Gucci uses unique behind-the-scenes content that is broadcast on social media channels to demonstrate their commitment to ethical and environmentally friendly practices. This material describes how mushroom leather is made (Mangold & Faulds 2009).
Gucci can successfully draw in its target market, set itself apart in the upscale market, and position itself as a leader in sustainable fashion by launching captivating educational initiatives, carefully choosing partnerships, and cultivating a feeling of exclusivity around the mushroom leather items that it offers. Remember that the secret to a great tale is to convey it in a manner that resonates with the audience's ideals, inspires them to act morally, and motivates them to support Gucci's sustainable future.
Critical Evaluation of Organisational Climate
To understand how Gucci promotes sustainability, innovation, and creation, you need to know about the company's workplace culture. Because Gucci is a high-end fashion brand, it has to deal with a complex and changing world that is affected by things like customer styles, market trends, and competition in the same field.
As shown by its commitment to pushing the limits of design and using new materials and technology, Gucci's business culture puts a lot of value on creativity and new ideas. This culture is strengthened by leaders who encourage trying new things and taking risks. This makes employees feel free to come up with and carry out unique ideas (Gucci, 2023.1).
Gucci's business values and actions show that the brand cares about the environment. According to Gucci (2023), the company has started projects like the Equilibrium project to improve social duty and lessen the damage its supply chain does to the earth. This shows that the company is taking action to reduce environmental problems and meet changing customer needs for environmentally friendly and moral products.
There are some problems with Gucci's workplace culture, especially when it comes to implementing environmentally friendly practices in all areas of the business. When a company tries to be more sustainable, it might face pushback or inertia, which would stop eco-friendly steps from being fully put in place (Matis, 2020).
Also, Gucci's working system may make it harder for workers to work together and talk to each other freely, which could stop creative ideas from moving between departments (Jain & Pant, 2018). It's possible that Gucci will be better able to encourage imagination and innovation in sustainability if these structure problems are fixed and a more diverse, cooperative work atmosphere is created.
That being said, Gucci is committed to creativity, innovation, and ecology. However, the company could improve its working environment to better support these goals and make positive changes in the fashion industry.
Leadership Style That Fosters Creativity
A transformative leadership approach would work best in stimulating innovation for Gucci's mushroom leather endeavour. In addition to encouraging individuals to realise their full potential, transformational leadership places a strong emphasis on developing an environment that is creative, innovative, and flexible inside the company. For Gucci to effectively incorporate mushroom leather into its product lines, the leadership style that fosters a common vision, promotes risk-taking, and allows people to offer ideas and take ownership of their work is crucial.
First and foremost, by clearly outlining a compelling future vision, transformational leaders enthuse and encourage their workforce. Leaders may encourage staff members to fully support the mushroom leather programme by highlighting Gucci's focus to sustainability and innovation (Bass, 1985).
Second, by fostering an atmosphere in which staff members feel free to provide ideas and recommendations, transformational leaders promote creativity and innovation. Leaders may use the unique skills and viewpoints of their team members to create creative solutions to problems by cultivating an environment of open communication and cooperation (Avolio et al., 2004).
Thirdly, since they understand that failure is often a necessary component of the innovation process, transformational leaders encourage experimenting and taking risks. Leaders may promote a culture of ongoing learning and development by giving staff members a safe environment in which they can take chances and learn from their errors (Bass, 1990).
Fourthly, transformational leaders provide an example for their team members by acting out the attitudes and ways of being that they would want to see. Leaders may encourage their team members to connect their behaviours with Gucci's values by exhibiting a dedication to sustainability and ethical business practices (Bass & Riggio, 2006).
Fifth, transformational leaders provide their staff members the freedom to own their job and make choices on their own. Leaders may cultivate a feeling of ownership and responsibility among their team members by distributing authority and promoting initiative, which can result in increased creativity and productivity (Northouse, 2018).
Sixth, transformational leaders help and inspire their staff members by acknowledging their accomplishments and giving helpful criticism. Leaders may inspire their team members to pursue greatness and overcome challenges by fostering a good and encouraging work environment (Bass & Avolio, 1994).
Lastly, transformational leaders encourage their staff to look for new chances for personal and professional development by fostering a culture of ongoing learning and progress. Leaders may provide their team members the tools they need to thrive in the ever evolving fashion sector by funding training and development initiatives (Yukl, 1999).
Gucci can foster an innovative and creative culture that will facilitate the effective incorporation of mushroom leather into its product lines by using a transformational leadership style.
Critical Evaluation Of The Leadership Style
The transformational leadership approach that Gucci used to promote innovation in their mushroom leather programme has a number of advantages and applications.
First off, the bold objectives of incorporating sustainable materials into Gucci's product lines are well matched with the focus on inspiring and motivating staff via a captivating vision. Transformational leaders have the power to unite people behind a common goal and inspire passion and devotion by clearly communicating the company's commitment to sustainability and innovation (Bass, 1985).
Second, encouraging an open and collaborative work atmosphere fosters creativity and innovation by motivating staff members to share their thoughts and viewpoints. This increases the likelihood that mushroom leather will be implemented successfully by creating an environment where creative ideas may come from a variety of perspectives (Avolio et al., 2004).
Thirdly, encouraging workers to take risks and try new things gives them the flexibility to explore new ideas without worrying about failing, which recognises the inherent unpredictability of innovation. In order to overcome the difficulties of adopting a new material like mushroom leather, this fosters a culture of learning and resilience (Bass, 1990).
Transformational leadership can help people be creative in many ways, but it might not be right for every case. For example, relying too much on the vision of a popular leader could accidentally shut down rebel or competing views, which could make it harder to evaluate and improve ideas (Bass & Riggio, 2006).
Also, relying too much on one leader to inspire and motivate staff members could make them dependent, and it might not work in the long run if the leader changes. Transformational leadership may also find it hard to get around structural barriers to innovation, such as rigid group structures or deeply ingrained processes (Northouse, 2018).
This means that transformational leadership might be a good way to get people to be creative, but it needs to be carefully thought out in the case of Gucci's mushroom leather project. It's possible for Gucci to create the original and creative culture needed to successfully add mushroom leather to its product lines by focusing on the good things about it and reducing the bad.
Conclusion
Gucci's research into mushroom leather is a big step towards fashion being more creative and environmentally friendly. Gucci's use of this new material is both a response to the environmental problems caused by the traditional leather industry and a sign of how much people want to buy things that are sourced in an ethical and responsible way. The creative process that led to this breakthrough included a lot of study, working together with stakeholders, and putting the customer first. This made sure that the answer met the needs of both the market and the environment.
But for the idea to work, it has to get past a lot of risks and problems, including problems with cost, growth, how customers see it, following the rules, and intellectual property. But Gucci is a star in high-end fashion that cares about the environment because it is dedicated to creativity, innovation, and sustainability, and its leadership style is very different from the norm.
Going forward, Gucci will have to get past these problems by forming smart partnerships, running campaigns that make people think, and using eye-catching advertising to raise the profile of mushroom leather and make the brand a leader in eco-friendly luxury. If Gucci faces these problems while staying true to its views, it can lead the fashion industry to be more socially and environmentally responsible. This will lead to good changes and set a new standard for high-end businesses around the world.
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