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Burberry is one of the world’s most iconic fashion luxury brands and it's growing each year with a positive approach and strategies (Abalkhail, 2019). Its headquarters are in London, United Kingdom. The company ranks 168 on the Forbes list. The report aims to investigate the strategic options which are available to Burberry. The report will cover the current strategies and recommendations for strategic options for the company. The report aims to analyse the current strategies and evaluate the strategic options which might be available with the corporation shortly for achieving the aim of the business. 


[bookmark: _Toc153064210]Background of Company
Burberry is a British luxury fashion house company which was established in 1856. The brand was invented by Thomas Burberry. He invented the rain-ready fabric “Gabardine” for protection from outer elements (Abalkhail, 2019). The core business of the brand is designing trench coats and it also includes other products like different apparel, fragrances, and accessories for children, women, and men. The company operates through many online platforms, wholesale partnerships network, and retail stores all around the world. It operates in over 50 countries worldwide (Burberry, 2023a). The company has undergone a great transformation in recent years and it focuses on streamlining its operations, enhancing its digital capabilities and increasing efficiency. The company believes in a need for innovation regularly as it has heavily invested in adopting new technological advancements including the use of artificial intelligence in its supply chain and the development of positive shopping experiences among its customers (Pardal, 2019). The company also believes in emphasising environmental protection and sustainability as there are certain initiatives to reduce harmful impacts on the environment and promote responsible practices in their business.
[bookmark: _Toc153064211]Identifying the Key Business and Corporate Strategies
Corporate Strategy is defined as the plan, goal and course of action that will be followed to meet the goals of the business and able to complete the tasks for achieving the mission of the corporation. To analyse the strategies both Ansoff Matrix and Porter’s Generic strategy is being considered. 
[bookmark: _Toc153064212]Porter’s Generic Strategies
The generic strategy has been proposed within the industry for evaluating whether or not the firm can be profitable from the above scenario in terms of the current industry averages. The corporation can be made sure of achieving a competitive edge and being sure that the business can meet the goals for the company and seek to achieve a combined scope for activities. Burberry is working on a Differentiation focus strategy which is based on identifying the firm effectiveness for working on differentiation and achieving the goals of the business (Asfar, 2022). Burberry believes in creativity, innovation and the adoption of new technologies for the growth and development of the company. Over the past five years, the company has launched many varieties of products including clothing, fragrances, and accessories. They have elevated the brand positioning and product offering to reflect Burberry’s extraordinary heritage and unique qualities. The company launched a phase of strategy in November 2022, which aimed to focus on the growth of the business. It also aims at discovering potential as a modern luxury British brand and its target revenue is £4 billion in the year 2021. The long-term objective of the company is to develop into a £5 billion revenue brand (Burberry, 2023b). Burberry emphasises committing to the initiatives taken to reduce harmful impacts on the environment and sustainability and promoting responsible business practices. The brand also focuses on using technologies like e-commerce, mobile marketing, and social media to reach the audience worldwide and increase its global marketing.  
[bookmark: _Toc153064213]Ansoff Growth Matrix
Ansoff's Growth matrix is based on understanding how business opportunities can be adopted and making sure that growth is being achieved within the community by considering the features of the products. The matrix is based upon the idea and is sure that the product attractiveness and nature of the product are being accounted for (Burberry, 2019). Burberry has since the past emphasised diversifying its products and being sure that the products which are being offered by the corporation can meet the desired outcomes. There is a need to make sure that the existing product can be marketed in a new area. It has become one of the key strategies for the brand to make sure to bring the full potential of the product and market the certain product in the existing markets and be sure that the drive is being enhanced for storytelling and harnessing the unique heritage in terms of achieving the goals of the products (FERNANDES, HONÃ and CRUCHINHO, 2020). The business has also opted to use artificial intelligence to make sure that the supply chain can operate effectively and make sure that the product can meet the sustainability and environmental protection in the business.    
[bookmark: _Toc153064214]Analysing Resource and Capabilities
Burberry makes products at owned sites in the UK and Italy as well as with global suppliers in collaboration and is committed to responsible craftsmanship. 
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	Resources
	Value
	Rare
	Imitation
	Organization
	Competitive Advantage

	Marketing Expertise
	Yes, there is competition based on industry differentiation.
	No, All the companies have good expertise and marketing departments.
	Burberry’s marketing expertise is mostly matched by competitors. 
	Yes, Burberry is imposing both its external expertise and in-house marketing department.
	Temporary

	Customer community.
	Yes, as products are co-created by customers (Asfar, 2022).
	Yes, Burberry builds good relationships with customers.
	Difficult for competitors to imitate the culture and community built by Burberry.
	There is a lot of upside in building a customer community.
	Strong advantage

	Access to Cheap Capital
	Yes, according to current macro-economic conditions, it has access to cheap capital
	No, it is not rare for competitor companies.
	Yes, can be easily imitated by competitors.
	Not been exploited totally 
	Not significant 

	Implementation of digital technology at Burberry
	Yes, it is difficult to compete without technology adoption and strategy.
	No, all the firms invest in digital marketing and new technology. 
	Yes, easily imitated.
	Burberry is one of the leading players.
	Cannot provide sustainable competitive advantage 

	Access to critical raw material 
	Yes, Burberry has easy access to raw materials.
	Yes, other competitors have to struggle as Burberry has a dominant market position
	Can be imitated
	Yes
	Sustainable competitive advantage

	Intellectual copyrights, property rights and trademarks 
	Yes, they are important and valuable for Burberry
	Yes, some rights are rare and competitors find it difficult to copy
	Low risk of imitation 
	Not utilize the full extent of its IPR and other rights and properties. 
	Strong competitive advantage

	Global and local presence
	Yes, It isolates the company’s balance sheet from economic cycles and diversifies revenue
	yes
	Can be imitated by competitors 
	Yes, Burberry is a diversified company in the industry.
	Strong competitive advantage


[bookmark: _Toc153064216]Porter’s Value Chain
Porter’s value chain is aiding the business in assessing the value and being sure that they can understand the need for establishing profits. Through this, the business can meet the desired outcomes and achieve long-term growth for the business. The value chain of the business can be divided into primary and secondary activities of the business which have been provided below:
1) Primary Activities: The primary activities are defined as the operational activities which are required by the business to make sure that the business can improve the operational activities of the business. Inbound logistics are the activities of transferring the inputs into the business for being able to meet the outcomes. Burberry has established partnerships with ethical suppliers to acquire the raw materials and being able to ensure that the business can generate the desired outputs. Operational activities are defined as the activities which are dealing with converting the raw material (FERNANDES, HONÃ and CRUCHINHO, 2020). The operational activities of the business are taking place in China as the key raw materials are being converted for providing high-quality products to the business. Outbound logistics are defined as delivering factories directly to consumers and being sure that the regional distribution hubs can meet and bring speed in terms of cost and energy. Burberry is focusing on ensuring that the distribution channels are operating effectively and being able to achieve the business goals for selling the product in the new market. Marketing and sales are the activities which aid the business in being able to market the product to the consumers and being able to ensure that the people can acknowledge the marketing concepts and make sure that consumers feel connected with the brand (Johnsson and Kramer, 2023). Burberry has opted for both traditional and online marketing for marketing the products which are being offered by the corporation. Service is defined as the after-sales service which has been provided by the company to its customers. Burberry is focused on taking regular feedback from its customers and making sure that they can achieve relative growth in the current business (Johnsson and Kramer, 2023). The company has opted for meeting customer service growth and being sure that the company has established a proper Contact Us page where the customer can contact and provide clear feedback for the product.    
2) Secondary Activities: Secondary activities are the ones which aid in ensuring that the primary activities are being completed within the stipulated time to ensure that the operations are running effectively. Firm infrastructure is defined as the physical resources which are available with the brand for promoting the business and being sure that the company can operate effectively (Johnsson and Kramer, 2023). Burberry has strong infrastructural growth as the business can meet the desired outcomes and be sure that the business can meet the desired quality standards in terms of production of material. Burberry is having infrastructural growth in the areas which is inclusive of having mainline stores which are operating in different areas. Technological development is defined as the advancement made in the technology which might result in creating a positive impact on the business. Burberry has developed the use of AI in the business to improve operational activities. Human resource management is defined as providing training to employees. Burberry has developed the use of Human resource learning policies which are aiding in building and embedding the brand purpose and values throughout the growth of the business (Kaolawanich, et al., 2020). Procurement is defined as the firm’s strategy for procuring raw materials for final production. Burberry is procuring products from different high-quality suppliers who are engaged in ethical supply chain management.   
[bookmark: _Toc153064217]Evaluating Strategy in Action
Burberry has set its multi-year strategy to inspire luxury customers and establish a position in luxury fashion while delivering sustainable and long-term value to shareholders. The company proposed the strategy in two phases (ŞANLI, ND). First is to build the foundation and second is to accelerate the growth. There are four key drivers for revenue generation- Product, distribution, communication, and digital marketing.
· Distribution-
· Evaluating the customer service and experience.
· Focusing on the growth of the proportion of image-driving luxury doors
· Enhancing the store experience for the customers who demand luxury products.
· Communication
· Content revolution
· Focus on experience
· Keeping the product on priority
· Product
· Develop outfitting
· Transform leather goods
· Engaging the customers continuously
· Creating a strong and fashionable offer.
· Digital
· Accelerating digital partners
· Story-telling and content-curation
· Seamless omnichannel experiences
· Customised luxury services
	Strategy
	Suitability 
	Acceptability 
	Feasibility

	Distribution strategy through evaluating the customer experience 
	Yes 
	Yes 
	Yes 

	Communicating with the customers
	Yes 
	Yes 
	Yes

	Developing effective products and transforming the product into high-quality products. 
	Yes 
	Yes 
	Yes

	Accelerating digital partners
	Yes 
	Yes 
	Yes 



[bookmark: _Toc153064218]Evaluating Sustainable efforts 
Sustainability policy is defined as the process of meeting the needs of the customers, environment and other key stakeholders to make sure that the resources are being accounted for effectively. Burberry is working on the agenda and contributing toward the national sustainable development goals (Kim and Ma, 2019). It is uniquely being faced and placed within the positive difference for working on the idea and collaborating with real change in the industry. By the end of 2030, the company is willing to achieve on promoting the sustainable management and efficient use of natural resources and make sure that the business can meet the desired outcomes and restoration of climate and being sure that the business can obligate to the changing mountains and international agreements (Luxury Daily, 2021). The company can meet the desired goals and be sure that the operational activities are being met to overcome the risk of not being able to account for the changing perceptions and developing clear outcomes based on meeting the goals for making sure that the business is not being impacted because of the operational plans of the corporation in terms of being able to account for the changing environmental conditions (Morais, 2020). It is aiding in making sure that the business can make sure that the corporate responsibility plan is flowing in the British Retailers and being sure that the sustainable options are being considered when it comes to considering the KPI approach and being sure relevant outcomes are being achieved for meeting the goals and making sure that the results can be driven for creating a bond with the sustainable environment and making sure that the business is committed with improving spending with proceeding with the bond and making sure that living resource are being considered for prevention of pollution and controlling green building.  
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Burberry is a leading retail company in the fashion industry and it revises its strategy after every financial year to ensure growth acceleration of the company. The core business of the company was clothing and designing trench coats but it has expanded its business and product ranges to a great extent. Burberry has launched fragrances and other accessories for all age groups and genders. The company also focuses on following sustainable and environmentally friendly practices. In conclusion, Burberry is successful in implementing most of its strategies and achieving its objectives in the decided time frame. Burberry believes in innovation and adapting to changes in society. Fashion keeps on changing concerning time and location, the Company customizes its products according to the needs and requirements of the population. The Company also focuses on the future approach and strategies to grow consistently and as the population is becoming more aware of environmental sustainability and protection, Burberry is adopting new environmentally friendly practices and taking measures to reduce wastage and use of more renewable sources of energy. Burberry has adopted advanced technology. It uses Artificial Intelligence to manage the supply chain and assist customers in trying their products virtually. It has expanded its promotion and advertisement over social media and marketing. Thus, Burberry has maintained its position as one of the top retail fashion companies and is making more strategies accordingly.
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