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[bookmark: _Toc231684433]Abstract
This dissertation is an investigation into the dual functions of both exclusivity and accessibility by the luxury brand Burberry within the UK luxury fashion industry when they aim for both through a premiumisation approach. There are certain problem areas in luxury branding that this study addresses. Growth, visibility and a larger customer base are essential to the luxury brand. At the same time, they will have to ensure rarity, heritage and prestige. The main case of Burberry as British Luxury brand with good roots, recognised worldwide and with strategic challenges in recent times. This ensures that the case is interesting from both academic and managerial perspectives today in the evolving luxury market environment.
The background to the research in Chapter 1 is followed by a rationale and aim, objectives and research questions. The importance of premiumisation for luxury brands and the challenge between "exclusivity" and "accessibility" is explained. Chapter 2 provides a literature review about the creation of luxury value, brand equity, symbolic consumption, premiumisation and digitalisation, as well as literature on consumer perception and omnichannel strategy. Dynamic Capabilities Theory is used as the main theoretical lens. It is used to understand how luxury brands can sense market changes, grasp the opportunities there, allocate their resources and save their brand meaning in doing so.
The methodology is discussed in Chapter 3. Qualitative secondary research and Multiple case study design have been adopted in the dissertation. No primary data was collected. The findings were based on published and/or publicly available sources, such as company reports, brand websites, academic literature, business media and industry commentary. The focal case is Burberry, and comparison cases are Alexander McQueen, Stella McCartney, Mulberry and Victoria Beckham. Thematic analysis is used to analyse the data.
Main findings are given in Chapter 4. It demonstrates that Burberry's premiumisation has been concerned with raising the price, re-awakening heritage, offering products like scarves or outerwear and has increasingly made the company's product offerings difficult to find – online or in store. But it is not shown to be harmonious; there are points here of tension as well. Burberry's ability to go upscale and adopt modern brand codes hasn't always lived up to customers' expectations. It is revealed through the competitor cases that there are various forms of luxury value management, including creating a sense of scarcity, setting up an ethical luxury strategy, offering accessible British leather goods, and diversifying into beauty and fashion.
These findings are discussed in relation to the theory and conceptual framework in Chapter 5. It says that "Accessibility is not inherently negative. It can be dangerous when it undermines symbolic meaning, heritage or perceived fairness. Chapter 6 concludes that Burberry should protect its core symbols as well as provide them with careful management, provide fair pricing according to the perceived value and modernise without compromising its British luxury brand image. The dissertation makes several contributions to luxury branding: First, by demonstrating the brand-code fit, brand consumer legitimacy and controlled accessibility as factors in successful premiumisation. 
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[bookmark: _Toc231684434]Chapter 1: Introduction And Rationale
[bookmark: _Toc231684435]1.1 Research Background 
The UK luxury fashion market is in a very globalised and competitive environment. It is influenced by the increase in global wealth, particularly among the emerging middle and upper classes and the high demand for heritage in foreign countries. In the meantime, it has been through digitalisation that the industry has been transformed (Brun, Castelli and Karaosman, 2017). Luxury brands have resorted to intensive retailing of their product via the so-called omnichannel retail, involving retail shops with combined e-commerce and social networking. It has become more widespread at the expense of older heritage brands and the newer digital-native competitors (Yang, Han and Lee, 2017). Burberry, in this regard, is an exclusive brand in that it is not merely a British heritage brand that has a powerful global footprint. Its rebranding, however, puts further pressure to remain exclusive, but to adapt to the prevailing consumer needs.
Premiumisation is the strategy founded upon constructing perceived value, based on quality, storytelling and a symbolic meaning rather than on price prosperity (Yang, Han and Lee, 2017). In luxury markets which focus on the status and desirability matching the rarity, exclusivity has been influential. However, in this argument, the aspect of scarcity adding to the value of the brand is presumed to hold true only in the digital world, not always the case in the modern digital world (Guercini, Ranfagni and Runfola, 2020). More visibility can also be used to determine the brand relevance and engagement. That builds a fundamental contradiction: brands have to expand, become more accessible and still maintain prestige. This conflict is urgent as the inability to handle the situation may undermine brand identity. Therefore, theory and practice necessitate a need to understand how premiumisation operates within this balance.
The issue is extremely topical because of speedy shifts in consuming luxury. Digital and social media have increased the availability of luxury brands, as aspirational consumers already constitute a large market segment. It has been reported that online luxury sales contribute more than 20% of the market value and that the percentage is constantly increasing. But, with increased access, traditional conceptions of exclusivity are put to the test (Cabigiosu, 2020). And it may be true that visibility can render consumption desirability and the assurance of luxury consumption normativity. The literature that is available is more likely to celebrate the development of digital but leaves unnoticed the perils. It is then critical to critically analyse the role increased accessibility plays in favour of long-term luxury value or harms it.
The strategic dilemma that is looming in the luxury companies is that of being over-exposed and desirable. Growth in distribution and in digital presence can attract new customers, but can lead to a reduction in perceived exclusivity. This is dangerous due to brand dilution, whereby the luxurious brand would lose its ability to represent (Mok, Yu and Zihayat, 2022). Many branding theories could be based on controlled scarcity, which assumes that it is necessary to maintain prestige. However, the models do not pay much attention to the increased visibility by utilising the digital sphere, in which it is no longer possible to maintain brand control. This quandary is highlighted in the case study of Burberry, in its efforts to contemporaryise this with digital innovation and its expanded market base (Yang, Han and Lee, 2017). The biggest question is whether the strategies will strengthen or weaken the long-term brand positioning.
Literature produced so far with regard to the subject of luxury fashion disposes towards branding strategies or consumer behaviour. Studies are inclined to explore how brands build prestige or symbolic value perceptions amongst consumers. Nonetheless, these strategies seldom deal with the issue of exclusivity and accessibility interaction in practice (Strebinger and Rusetski, 2016). This leaves a loophole since contemporary luxury brands have to juggle the two. In addition, other theories are based on conventional models of luxury, which assume the presence of some restrictions on distribution and control in communication. The assumptions, however, may not hold in online scenarios where there are greater difficulties in controlling the visibility (Yang, Han and Lee, 2017). This study will fill this gap by examining how Burberry is juggling these conflicting demands using premiumisation strategies. It focuses on enhancing the offering of a more comprehensive insight into luxury branding in its modern markets.

[bookmark: _Toc231684436]1.2 Research Rationale
[bookmark: _Toc231684437]1.2.1 Theoretical Justification
The creation of value process, as outlined in the theory of luxury branding, is through symbolic meaning, prestige, and controlled scarcity, which the brands are designed to create. Luxury is not purchased by consumers as a functionality. It's like a status symbol when they purchase it. This is in line with the concept of conspicuous consumption, where people consume items to demonstrate wealth through the use of visible consumer goods (Neokleous and Elmarzouky, 2026). This argument is complemented by premiumisation, purported extra value. It introduces perceived value, depending on its quality, heritage, and narratives. The rise in prices acts as a representation of a somewhat unique thing compared to the cost. Other theories that express the role of strong associations, such as craftsmanship and heritage in consumer perception and loyalty, are the brand equity theory. All these models generate the possible notion that the value of luxury might be conditional on the conservation of rarity and symbolic distinction. The existence of a stable market and definite boundaries between luxury and mass markets is a popular assumption of these theories, though (Guercini and Milanesi, 2017). They homogenise the consumer as well as the status-oriented consumer. This could cause behaviour to be too simple in the modern context, where motivations are more diverse and affected by digital exposure.
Although there are good theoretical underpinnings, there exist several gaps. To begin with, a lot of the literature is on exclusiveness and little regarding accessibility strategies. This introduces the aspect of imbalance as modern-day luxury brands have been forced to rely increasingly on a broader reach so as to keep expanding (Crane, 2019). Second, there is a discrepancy in the findings of digital exposure. Studies have indicated that through online presence, engagement and brand relevance are consolidated. Others suggest that it renders it less exclusive and demeans the luxury positioning. Such contradictions seldom get harmonised in one framework. Third, numerous studies are based on surveys or experimental designs, which do not have real-life depth. They do not sufficiently reflect the dynamics of brands in multidimensional markets (Jain, Mishra and Mukhopadhyay, 2021). In addition, most of the theories are developed based on a conventional luxury environment where there is controlled distribution. They might not indicate the essence of contemporary forces due to social media, globalisation, and omnichannel retail. Modern luxury brands, therefore, are not face-to-face with a complete strategic dilemma as the existing models provide incomplete solutions.
The study finds that a significant gap in the paucity of a combined analysis of premiumisation as a balancing tool in terms of exclusiveness and accessibility exists. The theories that exist attempt the pastoral view of these dimensions, whereas the concern is whether there is an interaction of these dimensions in actual practice (Bai, McColl and Moore, 2022). This constrains the possibilities of theory as branding of luxury today is about dealing with conflicting demands as opposed to the maintenance of one ideal. Without this integration, the existing frameworks will fail to sufficiently explain how brands can retain value as they gain more people. More context-adaptive and context-varied theories can also not be developed in this theoretical gap. In order to overcome the same, the given study adopts a case study and interpretive approach to deal with Burberry (Armitage and Roberts, 2021). In general, it attempts to fill the gap by considering company-level action by analysing real-world strategic action in dynamic market conditions. By doing so the theory may be tested and corrected in regard to the actual industry behaviour.

[bookmark: _Toc231684438]1.2.2 Practical Justification
The practical is also of importance as far as the research is concerned. There is an increasing pressure on luxury brand managers to balance the pursuits of growth and virtuous seclusion. An extension into new avenues, such as the Internet and the international market, is promising, but at the same time comes with risks (Ko and Murgia, 2024). One of the major problems of the over-availability being the dilution of the brand is the perceived status that has disappeared. At the same time, availability is extremely low, and this impedes the revenues and the usefulness of the market. Such tension is provided in Burberry. Its online promotion and broader product focus have contributed to a better appreciation and accessibility, but have raised some questions about the exclusivity. There is no clear indication on how this balance should be handled by managers (Arribas, Nylund and Brem, 2022). This leaves a decision-making ambiguity, particularly in dynamic markets. By attempting to remedy this situation, the study will contribute information that will enable managers to make trade-offs between accessibility and prestige whilst maintaining long-term brand value.

[bookmark: _Toc231684439]1.3 Research Contribution and Motivation
The study will also correct the luxury branding theory by not limiting it to the deterministic concepts of exclusivity. Old paradigms put the accent on scarcity and prestige as the pre-considered necessities to maintain the luxury value. Nevertheless, such assumptions face more and more challenges in the digital and global markets. This study brings about the dynamic interplay of accessibility and exclusivity instead of contradiction (Bindi et al., 2023). It puts premiumisation as a compensatory process that helps brands to expand and protect symbolic value. In the meantime, it also gives an acute uncertainty as to whether this balance can be explained at all with the currently existing theories. The analysis of real practice of strategy pinpoints the theoretical knowledge, and the research determines the limits of the traditional theory of luxury in modernity.
The paper gives an empirical input with a detailed case study of Burberry. This kind of approach would give informative and contextualised views on the operationalisation of strategies into practice. In contrast to research on the basis of surveys, it takes into account the strategic complexity and organisational decision-making (Saunders, Lewis and Thornhill, 2023). However, secondary data may be skewed towards corporate stories instead of the reality of an operation. But thematic analysis can overcome this disadvantage because it helps to interpret the patterns in more than one source systematically, and, therefore, the results are stronger and deeper.
The piece has valuable lessons for managers of luxury brands who are trapped in a strategic trap between growth and exclusivity. It also sheds light on the dangers of diluting the brand and overextending, as well as the means of mitigating the threats (Wu et al., 2015). Nevertheless, it also understands that there is no one particular strategy applicable in every situation. Instead, it enables enhanced, more informed and responsive decision-making in positioning brands and the management of long-term value. This study is novel and unique as it discusses balancing the paradox of accessibility and exclusivity. It integrates the strategy, consumer attitude and branding in one system. This combined strategy transcends the competitive nature of the practices and gives us a deeper understanding of brand management concerning luxury today.

[bookmark: _Toc231684440]1.4 Research Aim, Objectives, and Questions
[bookmark: _Toc231684441]1.4.1 Research Aim
This research aims to critically evaluate how Burberry balances exclusivity and accessibility through its premiumisation strategy within the UK luxury fashion market.
[bookmark: _Toc231684442]1.4.2 Research Objectives
· To analyse Burberry’s premium positioning strategies in the UK luxury fashion market.
· To examine how brand image contributes to Burberry’s luxury brand identity.
· To explore how customer perceptions of Burberry’s exclusivity and accessibility are represented in secondary sources.
· To evaluate how premiumisation strategies influence brand perception and market positioning.
[bookmark: _Toc231684443]1.4.3 Research Questions
· What premiumisation strategies are employed by Burberry within the UK luxury fashion market?
· How are exclusivity and accessibility positioned and communicated within Burberry’s UK premium brand strategy?
· To what extent does Burberry’s approach to balancing exclusivity and accessibility support long-term luxury brand value, and what strategic tensions are evident?

[bookmark: _Toc231684444]1.5 Dissertation Structure
In the dissertation, six chapters will be used. Chapter 1 includes the research background, rationale and most important elements of research. Chapter 2 is a critical review of literature on luxury branding, yet it also doubts its scope in elucidating contemporary digital realms. The third chapter presents the methodology and the rationale of using secondary data with an appreciation of its limitations. The actual application of the theory to practice is presented in Chapter 4 is the findings of the dissertation, using the case of Burberry. It discusses the findings, implications, and recommendations of the study. Chapter 5 is the discussion and analysis of Chapter 4’s findings. Chapter 6 with the realisation that conclusions may be context-dependent and, in general, may not apply to all luxury brands of the world.




[bookmark: _Toc231684445]Chapter 2: Literature Review
[bookmark: _Toc231684446]2.1 Introduction
This section is a critique of theory on luxury brand creation in the context of premiumisation, and dilemmas of exclusivity and inclusivity in the UK luxury fashion sector. Picking up from Chapter 1, Burberry's growth-prestige dilemma is reformulated as a dynamic capability challenge aggravated by digitalisation; it increases sales, profits and market share, but also customer detachment (Han and Kim, 2020). It draws insight from the literature on brand equity, connotative value and omnichannel change, linking it to the evidence of strategy transformation in Burberry, Alexander McQueen, Stella McCartney, Mulberry and Victoria Beckham. It adopts a comparative perspective to analyse the value change in premiumisation from a multi-case study perspective and establishes the organisational focus in this study.
[bookmark: _Toc231684447]2.2 Thematic Overview of Literature
[bookmark: _Toc231684448]2.2.1 Theme 1: Luxury Value Creation and Brand Equity
Luxury value creation and brand equity are social and emotional (Chapman and Dilmperi, 2022). Thorstein Veblen's theory of conspicuous consumption explains the role of luxury as a status symbol; David Aaker and Kevin Keller's brand equity theory explains the value of brand awareness, associations, perceived quality and loyalty to transform symbolism into dollars. The theory of symbolic consumption also means that consumers would not buy luxury for more utility but rather symbolism (Karim Marini Thomé and Pereira, 2025). This is true for UK brands, but the reasons differ. Burberry translates value through Britishness, excellence in outerwear and the trench and check. Alexander McQueen is credited with its creativity and exclusivity. Stella McCartney draws value from ethics in making sustainability a luxury. Mulberry makes British affordability and leatherworking come alive, while Victoria Beckham reduces to minimalist royals (Cervellon and Lembo, 2018).
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Figure 1: Luxury Value Creation and Brand Equity
Source: (Chapman and Dilmperi, 2022)
These illustrate that luxury image equity is not common. Some brands (Mulberry, Burberry) emphasise tradition; art-driven brands (McQueen) emphasise creativity; "value-based" brands (Stella McCartney) emphasise sustainability (Cervellon and Lembo, 2018). The lesson for Burberry is that it must breathe new life into connections between new styles and traditions following the recent rebranding. Research of Debenedetti, Philippe and Dion (2025) states that brand expression became "too modern" and overshadowed timeless "franchise" products and that pricing was set too high, which led to a lack of profit. So, we know the theory that explains how Burberry lost its equity: its brand associations were changed too fast for consumers to legitimise (Johnpaul, 2026). The gap is that many luxury studies treat the value creation of products as relatively stable, but brands today are very dynamic in creating value via online, sustainable and re-inventing strategies (Chapman and Dilmperi, 2022). 
[bookmark: _Toc231684449]2.2.2 Theme 2:Premiumisation Strategy in Luxury Markets
Premiumisation involves creating a higher perceived value of the product, price, story, service enjoyment and symbolism. This is not a price hike, but a perceived price increase in the consumer because of an increase in value, meaning, quality and desirability (Debenedetti, Philippe and Dion, 2025). Premiumisation in the luxury sector, notwithstanding the opportunities to sustain margins and employment, can lead to problems with legitimacy if perceived value increases are not present. The cases illustrate different routes.
	Brand
	Premiumisation logic
	Strategic risk

	Burberry
	Price elevation, heritage revival, outerwear focus 
	Overpricing and dilution

	Alexander McQueen
	Design-led scarcity and theatrical creativity
	Narrow audience

	Stella McCartney
	Sustainability premium and material innovation
	Cost and scale tension

	Mulberry
	British leather goods at accessible luxury level
	Mid-market ambiguity

	Victoria Beckham
	Minimalist fashion and beauty-led premium identity
	Celebrity dependence


Table 1: Brand Premiumisation Strategy Comparison 
Source: (Debenedetti, Philippe and Dion, 2025)
Burberry is the "warning case". It attempted to premiumise the brand; according to the company, this has outpaced the consumer. Mulberry is another case of limits: The brand's 2025 year-on-year revenue is 21% down to £120.4 million in a shrinking luxury market, exemplifying the effect for affordable luxury brands as customers are getting more selective (Debenedetti, Philippe and Dion, 2025). On the other hand, Victoria Beckham's 26% 2024 increase in revenue (to £112.7 million) shows premiumisation can work when product, beauty and aspiration factors are presented right (Debenedetti, Philippe and Dion, 2025). Stella McCartney produces effective sustainable premiumisation to differentiate, but sustainable appeals must be continually demonstrated in quality products, processes and governance. McQueen shows that design difference premiumisation can maintain aura, but exclude. The problem is that there is no theory to predict when premiumisation is exclusive, and when it's excessive. 
[bookmark: _Toc231684450]2.2.3 Theme 3: Exclusivity versus Accessibility Paradox
The paradox of luxury is that for the luxury brand to grow, the consumer must be aware they have access to the service or product, but for exclusivity to be maintained, the consumer may need to be excluded. Scarcity and conspicuous consumption mean that exclusivity goes up in desirability. Yet modern brand equity theory suggests visibility, interaction and image have a positive impact on brand salience (Creevey, Coughlan and O’Connor, 2022). This results in paradoxes of greater currency bringing more or less desirability. This is evident because Burberry has historically benefited from its online and global visibility, but saturation and branding can detract from its aura. Its new relaunch targeting timeless categories and its Britishness is likely a response to showing the aura.
Meanwhile, McQueen handles the paradox well because of its creative exclusivity; it is cultural but non-commercial. Stella McCartney is culturally/economically accessible because it is environmentally sustainable and so a good choice, but it's expensive (Holmqvist et al., 2020). Mulberry struggles because it has issues being accessible to the masses and innovative and exclusive to demand a premium price. Victoria Beckham caters to a niche aspirational market; she uses a low profile for the fashion line and diversification in beauty products to target a larger market while not diluting the fashion line (Yeoman and McMahon-Beattie, 2018). These examples suggest that accessibility is not a bad thing; that it's a bad thing when it gets in the way of consumers striving for status. The question is, how do we "best" decide on the balance point? This justifies the multibrand study in the dissertation, since this addresses whether Burberry's crisis is peculiar to the brand or common to other luxury brands.
[bookmark: _Toc231684451]2.2.4 Theme 4: Digitalisation and Omnichannel Luxury Strategy
Luxury is transformed by digital change via new forms of brand communication from exclusive retail and media to e-commerce, social media, influencers and omnichannel (Thaichon et al., 2024). For dynamic capabilities, brands must see a digitally fluid consumer market, understand opportunities, transform brand operations and keep symbolic fit (Yeoman and McMahon-Beattie, 2018). Burberry is a leader in its field, but its recent missteps indicate that online visibility doesn't necessarily create luxury value, particularly when other brand features appear to be in conflict. So, in digital luxury, it is about digital/non-digital "fit".
[image: ]
Figure 2 Technology-facilitated omnichannel retailing
Source: (Thaichon et al., 2024)
Our case study identifies different digital approaches. Burberry exploits digital influence in modernising tradition; McQueen uses digital channels to facilitate theatre while maintaining mystery; Stella McCartney uses digital to educate the market in sustainability; Mulberry has had to enhance digital (and store) performance; Victoria Beckham's brand has flourished through social, celebrity influence and beauty marketing (Joy et al., 2022). Therefore, digitalisation carries and creates risk. It can alleviate information asymmetries, improve engagement mechanisms, and expand the consumer market, but also leads to imitation, discounting and consumer backlash. Stella McCartney's latest report on sustainability practice shows that now organisational competency, not speaking opportunity, is needed for ethical practice. What is missing from the research is that although recent research can spin digitalisation positively (engagement enhancing) or negatively (democratizing luxury) but not explicitly address how digital presence affects long-view luxury brand value across brands.  
[bookmark: _Toc231684452]2.2.5 Theme 5: Consumer Perception and Luxury Brand Value
And all this is for nothing unless consumer perceptions approve. More specifically, perceived quality, authenticity, price fairness, exclusivity, traits (emotional and symbolic) and signalling all impact consumer perceptions of premiumisation. Here is theory in action. Keller's framework of customer-based brand equity implies the premiumisation strategy will not be effective unless the new knowledge is relevant, favourable and strong. The problem for Burberry was not only that the premium price was paid, but that this did not fit the new codes and also a reduced heritage. The company's reset proposes that the customer didn't fully accept the new knowledge.
[image: Three dimensions of luxury value. | Download Scientific Diagram]
Figure 3: Three dimensions of luxury value 
Source: (Da Giau et al., 2020)
In these cases, perception is different. McQueen's exclusivity is protected by the company's consistency, so the customer will accept exclusivity. Stella McCartney's exclusivity is guaranteed by the approval of consumers' green positioning. Mulberry is a mid-luxury brand because the brand could be perceived as accessible but not elite (Da Giau et al., 2020). Victoria Beckham's luxury value is based on negotiating value from celebrity to product expertise, and has recently increased beauty and fashion earnings. Burberry's ambivalent brand is most theoretically interesting because it proves that the difference between a successful premiumisation of an established brand's value is when the consumer's brand code is familiar (Da Giau et al., 2020). This is because there is limited case evidence on consumers' opinions towards exclusivity-accessibility. This thesis adds to this by using Burberry as the focal brand and four others as comparison brands to assess the impact of various types of premiumisation on the long-term brand value of a luxury firm. 
At some level, the five thematic areas are interrelated. Brand equity is the asset; premiumisation attempts to monetise and elevate; exclusivity helps to differentiate; accessibility helps to grow; digital helps both; and corporate intentions are either effective or ineffective premiumisation. This holistic analysis is important because a Burberry-only analysis may overemphasise managerial errors, and comparisons show that the five brands are differently positioned to overcome the paradox (Wang, Sung and Phau, 2022). McQueen stresses design independence; Stella McCartney stresses social ethics; Mulberry stresses affordability; Victoria Beckham can be a super-elite brand and celebrity. Burberry should leverage heritage and premiumisation. So we prefer a comparative case study of literature review, rather than Burberry. It allows the thesis to discuss whether premiumisation is successful when linked to a brand's equity and unsuccessful when it asks the consumer to change a perception with a feeling of "less symbolic equity".
In establishing the theoretical contribution. Earlier studies explain the need for luxury to be scarce, brands to have equity, and the internet to be more accessible. But it is not as good at explaining managerial responses to these in conditions of variable demand. The UK cases, therefore, offer a chance for variation: heritage, originality, eco-luxury, luxe and super-celebrities are different value enablers (Chevrollier and Kuijf, 2023). From their commonalities and differences, mechanisms such as heritage legitimacy, scarcity, ethical proof, product again and price-for-value can be explored. They will underpin Case Comparison in Chapters 4 and 5. Thus, Chapter 2 is a theory, data, strategy and comparison bridge.
[bookmark: _Toc231684453]2.3 Theoretical Foundation and Contribution
Dynamic Capabilities Theory (DCT) is the key theoretical approach used in this research to explain the tensions between exclusivity and accessibility, the value of UK luxury brands. DCT allows a company to sense the environment, seize opportunities and dynamically reconfigure resources to strategically respond and indeed achieve competitive advantage (Wang, Sung and Phau, 2024). Luxury fashion brands need these capabilities as it is dynamic and stems from shifting consumer preferences, digital presence and brand meaning.
[image: ]
Figure 4: Dynamic Capabilities Theory
Source: (Sandberg and Hultberg, 2021)
In this research, sensing is related to the identification of trends like digital consumption, new luxury consumers and sustainability. Burberry excels in sensing via digital market innovation, but recent moves hint at issues in creating value from this knowledge, notably with price premiums exceeding the market (Sandberg and Hultberg, 2021). Alexander McQueen is privileged by sensing and consciously promoting cultural trends. Stella McCartney engages in sensing through sustainability, and Victoria Beckham seizes and engages in sensing (consumer mindset and digital), while Mulberry has less sensing in reacting to luxury consumers.
Seizing activities like Luxury brands' premiumising, by improving price, narrative and portfolio. However, there is mixed evidence of seizing: Burberry's premiumisation was not accepted, but Victoria Beckham's fashion-beauty convergence works (Debenedetti, Philippe and Dion, 2025). Transforming is changing the brand and business models. For luxury brands, this is often problematic as transforming risks brand dilution unless brands are firmly established.
Theoretically, we reframe premiumisation from a price to dynamic capability. It brings Dynamic Capabilities Theory to the UK luxury market by uncovering interlinks between sensing, seizing, and transformation capabilities with symbolic value creation (Debenedetti, Philippe and Dion, 2025). Pragmatically, it explains the perceived effects of luxury legitimacy and lack of strategic fit resulting from market and digital forces.

[bookmark: _Toc231684454]2.4 Conceptual Framework
The conceptual framework shows the premiumisation strategy as the strategic input to a luxury brand. Premiumisation involves activities that boost perceptions of value either through price, product, promotion or in-store visual displays. This is invaluable because it can do two things. It can add or subtract to brand legitimacy (depending on value relativity) (Zhang, Liu and Lyu, 2023). As indicated in the case studies of Burberry and Victoria Beckham, steep price revisions without brand code anchoring service to questionable legitimacy of the brand, while harmonised products and brand signalling enable premium brand growth.
[image: ]
Figure 5: Conceptual Framework Source: Made by author; Data from (Zhang, Liu and Lyu, 2023; Holmqvist et al., 2020; Wang, Sung and Phau, 2022)
The second element, brand image and value, represents consumer perceptions of evolutionary, creative, ethical and identity signalling. Symptomatic of brand equity, symbolic value is the conversion of branding into meaning (Holmqvist et al., 2020). For example, Alexander McQueen attracts value by blending art, and Stella McCartney attracts value through ethics. On the contrary, Mulberry illustrates mid-market complexities in pricing ambiguity in premiumisation.
Accessibility-exclusivity is a moderator. It presides over the maintenance or sharing of symbolism for brand development. Theoretical knowledge highlights the scarcity of luxury, but evidence of the times shows how being cooler enhances relevance (Debenedetti, Philippe and Dion, 2025). Burberry's rebranding suggests that over-familiarity and unclear positioning result in indistinction, but McQueen's accessibility warrants aura. Such moderating explains why luxury strategies differently impact brands.
Consumer perception is the moderating medium of authentic, fair and desirable perception. It brings to action Keller's customer-based brand equity through meaning and behaviour. These hypotheses are supported through research. This concludes that premiumisation is achieved when customers perceive meaning fit (Wang, Sung and Phau, 2022). It's an occurrence achieved inconsistently by Burberry and more consistently by Victoria Beckham and McQueen.
Enduring luxury brand value leads to equity, the ability to charge a premium and cultural brand value. Moderators fine-tune these relationships. Digitalisation equals visibility and volatility; brand heritage equals rooted perceptions; and market position equals value sensitivity and relevance (Yeoman and McMahon-Beattie, 2018). These notions guide Chapter 4's Burberry study. Chapter 5 illustrates the model via comparative insights of five UK brands, wherein we identify contingency on why premiumisation can add, subtract or not influence luxury value under various brand strategies.


1

[bookmark: _Toc231684455]2.5 Literature Table
	Author(s)
	Theory/Focus
	Method
	Key Findings
	Gap

	Cervellon and Lembo (2018)
	Premiumisation; aspirational branding
	Case study
	Ordinary products can become aspirational through storytelling and repositioning.
	Not luxury-fashion specific.

	Chevrollier and Kuijf (2023)
	Dynamic capabilities
	Conceptual/empirical analysis
	Sensing and seizing support sustainable strategic orientation in apparel.
	Limited focus on luxury exclusivity.

	Creevey, Coughlan and O’Connor (2022)
	Social media and luxury
	Systematic literature review
	Social media increases engagement but may weaken luxury control.
	Needs brand-level evidence.

	Da Giau et al. (2020)
	Dynamic capabilities; sustainability
	Multi-case study
	Sustainability requires capability reconfiguration across fashion firms.
	Less attention to premiumisation.

	Debenedetti, Philippe and Dion (2025)
	Exclusivity and inclusivity
	Qualitative/retail analysis
	Luxury retailers balance elite distinction with inclusive customer experience.
	Retail-focused, not wider brand strategy.

	Han and Kim (2020)
	Consumption value theory
	Quantitative study
	Luxury experience differs by product category and generation.
	Limited firm-level strategy insight.

	Holmqvist et al. (2020)
	Luxury value creation
	Conceptual/empirical service study
	Luxury value is co-created through emotional and symbolic service experiences.
	Focuses more on services than fashion branding.

	Joy et al. (2022)
	Digital luxury; metaverse
	Conceptual review
	Digital fashion, NFTs and metaverse reshape luxury engagement.
	Limited empirical validation.

	Sandberg and Hultberg (2021)
	Dynamic capabilities; circularity
	Case-based study
	Scaling circular fashion requires organisational capabilities.
	Circularity focus, not exclusivity-accessibility balance.

	Wang, Sung and Phau (2022)
	Perceived exclusivity and rarity
	Quantitative study
	Exclusivity and rarity significantly shape luxury perception.
	Does not explain accessibility trade-offs.

	Wang, Sung and Phau (2024)
	Luxury perceived value
	Quantitative study
	Rarity and exclusivity influence different types of perceived luxury value.
	Limited practical brand comparison.

	Yeoman and McMahon-Beattie (2018)
	Future luxury scenarios
	Scenario analysis
	Luxury is changing due to new consumers, technology and market drivers.
	Broad, less brand-specific.

	Zhang, Liu and Lyu (2023)
	Digital fashion; purchase intention
	Quantitative study
	Consumer attitudes toward digital fashion influence luxury purchase intention.
	Digital focus lacks heritage-brand analysis.

	Karim Marini Thomé and Pereira (2025)
	Luxury creation
	Qualitative study
	Luxury creation depends on provider-side dimensions of value.
	Limited consumer-side validation.

	Johnpaul (2026)
	Masstige marketing
	Thematic review
	Prestige brands increasingly use popularity-driven strategies.
	Risk of overlap between luxury and masstige remains underexplored.


Table 2: Literature Table 
Source: Author
[bookmark: _Toc231684456]2.6 Conclusion
Five themes of this chapter represent a synthesis of luxury value creation, premiumisation, exclusivity-accessibility, digitalisation and perceptions. The analysis of Burberry, Alexander McQueen, Stella McCartney, Mulberry and Victoria Beckham brands relates the paradoxes premiumisation can create value or value void, and digitalisation is desirable but may erode exclusivity (Da Giau et al., 2020). In this review, it is apparent that there is no "big picture" model of how brands respond to these tensions. Dynamic capabilities theory is confirmed as being the right choice to study adaptation. This will be translated into multiple cases and examined for strategy in Chapter 3.




[bookmark: _Toc231684457]Chapter 3: Methodology
[bookmark: _Toc231684458]3.1 Introduction
In this chapter, the methodology employed to analyse how Burberry balances exclusivity and accessibility by using the premiumisation strategy justifies it. It reiterates the methodological logic, before going on to discuss philosophy, approach, design, case selection, data sources, analysis, rigour and ethics. The chapter is oriented in terms of secondary data case studies. 

3.2 Research Philosophy, Approach and Design
The research onion brings together the philosophical assumptions and the practical choices regarding strategy, sampling, data collection, and analysis. Figure 6 states the research onion. 
[image: Guide to Understanding the Research Onion | 15 Writers]
Figure 6: Research Onion (Saunders, Lewis and Thornhill, 2023)
[bookmark: _Toc231684459]Research Philosophy
The philosophy that will be used is interpretivism. The ontological assumption of the study is that the worth of luxury brands is not the absolute or solely subjective but is a social construction using meanings, tales, consumer perceptions, as well as organisational performances (Saunders, Lewis and Thornhill, 2023). With epistemological usage, knowledge is constructed by the process of making sense of the secondary evidence on the role of communications in creating value and managing that value. This will be befitting because the concepts of exclusivity, accessibility and premiumisation are idolised. The approach of premium branding of Burberry will have to be viewed in the context of heritage, desirability, status, and digital visibility and market response.
[bookmark: _Toc231684460]Research Approach
The study is abductive in nature. The dissertation opens with the concepts based on the luxury branding, brand equity, symbolic consumption, and premiumisation and Dynamic Capabilities Theory (Saunders, Lewis and Thornhill, 2023). However, it does not just deductively test theory. Data on patterns and tensions is established using evidence of Burberry and four of its competitors. It changes between the theory and the data with each comparison, which enhances the understanding of the time when premiumisation is used to increase the luxury value or vice versa, which leads to the blurring of the luxury value.
[bookmark: _Toc231684461]Research Design
The research design is in the category of qualitative, as the dissertation will be analysing meanings and not statistical relationships. The proposal is a multi-faceted research. Yin describes case study research as exploring a current phenomenon in its everyday setting. Where it is hard to distinguish a phenomenon and a setting (Yin, 2018). This is a perfect fit since premiumisation cannot be separate from heritage, positioning, communication and consumer interpretation.
[bookmark: _Toc231684462]3.3 Justification for Case Study Methodology
The following are the reasons the correct approach would be a case study approach (Saunders, Lewis and Thornhill, 2023). The research questions are as follows. What are the premiumisation strategies used, how exclusivity and accessibility are communicated and to what extent it supports luxury value on a long-term. It is these questions that must be put in a historical context and cannot be subjected to any quantitative measurement. The interaction of heritage, pricing, distribution, digital visibility and consumer perception is one of the mechanisms and contingencies discussed in a case study (Saunders, Lewis and Thornhill, 2023).
The multiple case design with Burberry as the primary case study increases the study with the use of logic and pattern identification of replication. Burberry is the primary case as it reflects the dissertation problem. In which way can a British luxurious brand become bigger, more modernised and prestigious? The four competitors allow making comparisons between various routes of premiumisation (Aguinis, Bergh and Molina-Azorin, 2022). Case study comparison helps ascertain whether issues that Burberry is grappling with happen to be more brand- or broad-based.
The use of secondary data has been warranted by the fact that luxury companies are hard to reach when it comes to getting a chance to interview an interviewee regarding his/her view and strategies to help improve the business. Public sources have evidence in the form of annual reports, investor material, company websites, campaigns, press releases, academic literature, business media and industry commentary, all of which could be sources of evidence (Li et al., 2021). These sources contribute to the process of triangulation and the longitudinal process. However, secondary data may be inadequate and selective/biased towards affirmative corporate news. Therefore, such a constraint is addressed by comparing the sources.
[bookmark: _Toc231684463]3.4 Case Selection and Sampling Strategy
It is non-random, purposive and theoretical sampling. Analytical generalisation to the theory of luxury branding is the objective. The cases were chosen as they shed some light on premiumisation and a conflict between exclusiveness and accessibility. This is pegged on Eisenhardt, who based her findings on theory-building cases that she considered information-rich and Yin’s argument that case studies make generalisations to theory as opposed to populations (Yin, 2018).
There were five cases chosen. The Burberry case in point should be considered as the core case and the subject of the study since it is one of the largest British luxury fashion houses with a long history of existence, a global presence and digital accessibility, along with a recent premium repositioning (Lock and Seele, 2015). Alexander McQueen was picked as it symbolises exclusivity, led by creativity and scarcity of designs. Using Stella McCartney, the examples of the premiumisation based on both sustainability and the luxury value based on ethics are illustrated. Mulberry is regarded as a luxury of sorts, inaccessible by its competitors, and at risk of being in the non-luxury market. Victoria Beckham is a representation of the aspirational premium identity, minimalist positioning and brand extension.
The criteria, which were applied to select the studies, included the relevance, information richness, diversity, currency and credibility. All the cases operate in the context of the UK luxury/ premium fashion market and justify the value with symbolic brand meaning. Both possess adequate information available in the market to study (Ragab and Arisha, 2017). Diversity is attempted due to the variation of cases in terms of heritage, creativity, sustainability, accessibility and status. Currency is guaranteed by the latest evidence, which could be dated between the last five or ten years. Annual reports that can be verified, the credibility of the media and the company and the academic sources all contribute to making sure that the credibility remains intact.
[bookmark: _Toc231684464]3.5 Data Sources and Data Collection
In the dissertation, a literature review is the sole basis of the research. The first types of sources will include the annual reports and investor presentations of the company. All these are official information on strategy, performance, product priority, positioning and brand direction (Snyder, 2019). They can be high-level and investor-oriented, but such high levels and detail demand credibility and longitudinal detail.
The second group is the company websites, press releases, campaign material and presentations to the masses. One of their applications is the examination of how the brands deliver heritage, exclusivity, accessibility, sustainability and increased values. The disadvantage with them is that they lead to self-presentation bias (Rashid et al., 2019). The third one is scholarly sources. Journal articles and books provide theoretical backgrounds in the topic of luxury value, brand equity, premiumisation, digitalisation, consumer perception, and Dynamic Capabilities Theory. They have the strength of scholarly credibility, though some of the studies may not directly focus on Burberry. The fourth is business press, as well as trade publications. These give independent reports on repositioning, market response, performance factor and consumer behaviour, although at a different level of intensity (Welch et al., 2022). The fifth type is research and commentary on analyst of the market. They help expand the knowledge of the luxury fashion environment, though they may not be able to take the case of the Berlin Wall, but rather are aggregate.
Collecting data was planned. Based on the research aim: premiumisation, Burberry, exclusivity, accessibility, luxury brand value, digital luxury, heritage, consumer perception and UK luxury fashion, keywords were developed (Ragab and Arisha, 2017). All cases were noted into a background, challenge, strategy and outcome matrix and compared to ensure that there were no cases of inconsistency, contradiction and gaps.
[bookmark: _Toc231684465]3.6 Data Analysis Approach
The approach used in the paper is the thematic analysis that is complemented by the synthesis of cases. A conceptual framework that guides the analysis is informed by Chapter 2 of the conceptual framework, though it is open to emergent themes, which is consistent with abduction. The key themes are the premiumisation strategy, brand image, exclusivity, accessibility, digitalisation, consumer perception, long-term brand value and dynamic capabilities (Aguinis, Bergh and Molina-Azorin, 2022). The Dynamic Capabilities Theory is the comprehension of how the brands can touch change, seize an opportunity and transform resources.
The background, strategic challenge, premiumisation response, accessibility-exclusivity management and implications are identified. The subjects of each of the cases being analysed are being analysed using a structured case analysis template (Snyder, 2019). The background, strategic challenge, premiumisation response, accessibility-exclusivity management and implications observed. Having this template, the consistency and replicability will be ensured. The fragments of evidence which are embodied in different types of sources were coded in consideration of the broad themes. An example of heritage communication, Burberry was coded as brand image on the online platforms and as accessibility (Ragab and Arisha, 2017). First was carried out within-case analysis. The analysis of each brand separately was done as a way of creating a story on how each brand rationalised its premiumisation. Here, the heritage, cost, product elevation, online presence and brand illusionary risk were analysed in the case of Burberry (Li et al., 2021). It had characterised to its competitors the creative scarce nature of McQueen, ethical differentiation with Stella McCartney and aspirational extension with Victoria Beckham.
Then cross-case analysis involved a comparison of patterns and contingencies. This entailed finding the similarities and differences, why some strategies of premiumisation seem more authentic and how some brands cope with the growth and exclusivity (Welch et al., 2019). The synthesis that supports the value of premiumisation relates to the fact that when this is combined with the brand’s equity and the consumer meaning, then this synthesis is highly reinforced.
[bookmark: _Toc231684466]3.7 Research Quality and Rigour
Construct validity, internal validity, external validity and reliability were used to cover the quality of research. The construct validity was improved by defining main concepts that were found in literature, which were: premiumisation, exclusivity, accessibility, brand image, consumer perception and luxury brand value (Yin, 2018). The creation of triangulated evidence relied on the use of various kinds of sources as well as the reduction of the reliance on corporate stories.
A systematic thematic analysis helped achieve the level of rigour of analysis or internal validity. Theory was connected with evidence, particularly the Dynamic Capabilities Theory and brand equity. Combatant evidence was duly taken where it was available, more especially when it comes to raising the risks of premiumisation and dilution of the brand. Analytical rather than statistical generalisation was used to achieve external validity (Saunders, Lewis and Thornhill, 2023). The five instances are not the only form of a luxury brand. Instead, they elaborate on theoretical knowledge on how premiumisation can strike exclusivity and accessibility in UK luxury fashion. This contribution is supported by replication logic.
The fact that there was clear documentation on the selection criteria used to select the cases. The kind of sources used as well as the steps and procedures used in the collection of the data and in the data analysis processes (Lock and Seele, 2015). The case template is also a consistent one, which may provide another researcher with an opportunity to go through it and make comparisons.
[bookmark: _Toc231684467]3.8 Ethical Considerations
The research is based on the publicly available second-hand data, no participants are involved, and there is no interview/confidential response. This way, the issue of informed consent, the dilemma of anonymity and personal data is limited (Rashid et al., 2019). Nevertheless, moral obligations are still valuable. Every academic, corporate and media source is referenced to prevent plagiarism and guarantee intellectual honesty. There has also been truthful reporting of evidence with no selective reporting.
There is also relevance with regard to organisational sensitivity. Although it is a publicly-driven brand, the reputation that Burberry and its competitors have established in their company should be respectfully and critically discussed without any of the ideas of these companies having built their reputation (Aguinis, Bergh and Molina-Azorin, 2022). Corporate reporting and brand communications are known to potentially be biased and therefore have to be made up with independent and scholarly sources. The dissertation is based on university ethics.
[bookmark: _Toc231684468]3.9 Chapter Summary
This chapter had a justification of the interpretivist, abductive, qualitative, secondary-data multiple case study design with Burberry as the primary case study used in the dissertation. Burberry has been selected as the prime case that is supported by Alexander Mcneen, Stella McCartney, Mulberry and Victoria Beckham as his supporters (Saunders, Lewis and Thornhill, 2023). The chapter has elaborated on case selection, sources of data, thematic analysis, cross-case synthesis, research quality and ethics. It is this methodology which is then applied in Chapter 4, where premiumisation is compared in practice.

[bookmark: _Toc231684469]
Chapter 4: Findings
[bookmark: _Toc231684470]4.1 Introduction
The findings obtained from secondary data, considering Burberry to be the focal case as opposed to one of five equal cases, are presented in this chapter. In direct answer to the dissertation aim, which concerns the evaluation of how Burberry is striking a balance between exclusivity and accessibility through premiumisation in the luxury fashion market in the UK, the chapter has been presented. Other brands mentioned are for the purposes of comparison and to illustrate Burberry's position only (Claxton and Kent, 2020). The analysis is primarily based on Burberry's Annual Report and is related to the aspects of brand repositioning, customer loyalty, and company performance. Interestingly, the research shows that while Burberry's premiumisation is taking effect, it is only when aligned to identifiable brand codes – Britishness, weather protection, trench coat, scarf, check, outerwear and craftsmanship (Jain and Mishra, 2020). That is, Burberry can't just increase its prices and market itself as more fashion-forward. It has to give the customer the impression that he/she is justified in requiring a premium for the product, for quality, for heritage, for emotions and for product authority.
[bookmark: _Toc231684471]4.2 Burberry’s Financial Trend and Meaning for Brand Strength
The 2025/26 results have brought volumes of relief to Burberry as it heads away from metaphorical decline and toward the path of recovery. Total revenue of £2,420 million compared to £2,461 million in 2024/25 – broadly flat at constant exchange rates. More importantly, comparable store sales growth moved back to the positive at 2%, having dropped 12% the year before (Burberry Group plc, 2026). The trend should be displayed as a pie chart, as shown in Figure 7 - similar to the one shown in the example, this should display revenue and comparable sales from 2022 to 2026 (Burberry Group plc, 2026).
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Figure 7: FY 2025/26 Highlights
Source: (Burberry Group plc, 2026)
This trend isn't primarily financial. For luxury brands, sales activity is indicative of the confidence the customer invests in the meaning of the brand. The drop in 2024/25 seemed to indicate that Burberry's earlier upwards strategy had outpaced consumer demand. When the "value proposition" was not strong enough, customers were not as likely to share the positive side of the "marketing mix" - higher prices or "more upscale" images (Green, 2025). That means there were signs of improved customer reaction early on, as the 2025/26 results were comparable to sales positive. That isn't a sign that Loyalty is fully restored, but it does indicate that the Burberry Forward strategy is restoring consumer interest.
Profitability is a better reflection of the recovery of operations. The adjusted operating profit jumped to £160m, from £26m in 2024/25, while the adjusted operating margin measures at 6.6%, up from 1.0%. Reported operating profit of £115 million compared to (a) reported operating loss of £3 million in the prior year (Burberry Group plc, 2026). This is an important improvement because it means, in real terms, there's a need for both desirability and discipline for premiumisation. While a luxury brand can lose the loyalty of its customers if there is a price increase that is not followed by improving the product and the provided service, it can also reduce the brand image if there is excessive discounting (Chiu et al., 2018). That Burberry is starting to safeguard margins and rebuild demand is key to sustainable luxury positioning, and that's exactly what the company's enhanced profit indicates.

[bookmark: _Toc231684472]4.3 Burberry Forward and the Return to Brand Codes
The most significant conclusion is that Burberry's comeback will revolve around the familiar characteristics of the brand. The theme of Burberry Forward is ‘Timeless British Luxury,' and the trench coat, the Burberry Check and the Equestrian Knight Design are all key elements. This is significant, as brand image is constructed in your memory (Ajitha and Sivakumar, 2019). Expansion to the higher offering is more accepted by customers if the higher offering is perceived as related to something they already like about the brand. As seen in the Annual Report, Burberry were able to leverage its 170-year heritage as a strategy. These include the archive-inspired outerwear, the gabardine capsule collection, the Royal Collection Trust collaboration and the Year of the Horse campaign, which came from the Equestrian Knight Design (Kapferer and Valette-Florence, 2018). These activities are not simply marketing events. They are also activities. They create a more genuine feel to Burberry's top-of-the-range pricing, associating the product with history and British culture and bluff. The result is that the heritage is not in the background; it is the way Burberry reinstates brand identity and loyalty.
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Figure 8: Burberry Premiumisation Pathway
Source: Self Made (Author)
Figure 8 presents the “Burberry Premiumisation Pathway”. The diagram should show: heritage codes → product authority → perceived authenticity → customer trust → long-term loyalty. This visual would improve data presentation and directly link the findings to the research objectives.
[bookmark: _Toc231684473]4.4 Product Category Findings: Outerwear, Scarves and Accessories
Product information also validates that Burberry is trying to put the concept of ‘premiumisation' into the real world. Accessories accounted for £837m, womenswear for £728m, menswear for £701m and other (mainly childrenswear) for £93m of those in 2025/26 (Burberry Group plc, 2026). Though out of the accessories category is the biggest product category, Burberry's strategic language heightens the significance of outerwear and scarves. It was ahead in these segments and deployed over 200 Scarf Bars in its outlets (Goworek et al., 2020). This is a significant discovery when it comes to customer loyalty. Scarves and outerwear are within reach of paying for the most costly luxury items, yet still maintain a strong sense of Burberry. A scarf can serve as a foot-in-the-door for a brand, a trench coat or outerwear product can serve as an outfit for a higher quality image of the brand of Burberry. This illustrates that being accessible doesn't always have to be bad. ~ It's dangerous only if it's cheap, over-the-top and a turn-off from luxury (Michel, Stathopoulou and Valette-Florence, 2022). Burberry's scarf strategy is thus a controlled accessibility tool, engaging more with customers in the brand while maintaining the link with heritage.
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Figure 9: Revenue by Product
Source: (Burberry Group plc, 2026)
A pie chart of the product revenue category is shown in Figure 9. Accessories will increase a customer's reach, and outerwear and scarves will help to build a symbolic identity, as explained below the figure. It directly addresses the research question regarding the role brand image plays in Burberry's luxury brand.

[bookmark: _Toc231684474]4.5 Regional and Channel Findings: Accessibility with Control
The brand is obviously global, but as Burberry's regional information demonstrates, not uniform. In 2025/26, EMEIA revenues were £821 million, Greater China revenues were £670 million, American revenues were £505 million, and Asia Pacific revenues were £363 million  (Burberry Group plc, 2026). Based on the regional pattern, it is evident that Burberry's image has been spread internationally, but customer loyalty is dependent on regional relevance (Murtas, Pedeliento and Mangiò, 2024). The CEO letter highlights that momentum is still good in Greater China and the Americas, and that the locally telling of the story and product-centric approach drove better customer response. There is also channel data as support for understanding accessibility. Retail £2,056m; wholesale £303m; and licensing £61m. This is an indication that Burberry is still retail-driven (Burberry Group plc, 2026). All of that is important because of direct retail, which provides greater control for the company in terms of service, VM, product communication and price discipline. Controlled retail experience is a part of luxury. Customer loyalty can fizzle out if customers don't receive the same product distribution or excessive discounting makes the brand feel less exclusive (Athwal et al., 2019). The significance of e-commerce is also great. Burberry saw more strength with the experience of their site and increased momentum with e-commerce. This indicates that digital accessibility can be helpful if it makes things easier and helps in narrating stories. But digital visibility has to be dealt with very carefully (Woodside and Fine, 2019). A wider customer base is more engaging online, but also can mean more common or more promotional, if the brand becomes too common or too promotional. Burberry's discovery is that accessibility ought to be specific, refined and upheld by item authority.
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Figure 10: Revenue by Region & Revenue by Channel
Source: (Burberry Group plc, 2026)
Figure 10 is a simple two-pie chart showing the regional revenue and the channel revenue. These visuals would help to illustrate where Burberry is strongest when it comes to accessibility and how the whole retail-driven model safeguards the luxury element.

[bookmark: _Toc231684475]4.6 Link to Customer Loyalty and Brand Image
Overall, the brand's customers are being gained back but not through drastic reshaping – rather, familiarity, says the data. Going back to trench coats, scarves, British weather, and codes of heritage takes away the confusion for customers. This is significant as loyalty in luxury is not repeat purchasing. It's also about people's attachment to the brand and trust in it, and it's about being willing to pay more (Niinimäki et al., 2020). When Burberry concentrates on products and symbols that customers are familiar with, the high-quality, “premium” feel becomes more real. This interpretation is confirmed by the sales bounce-back. Comparable sales increasing by 2% indicate that customers are reacting better than last year (Burberry Group plc, 2026). Profitability indicates a greater degree of 'fit' between costing, cost discipline and demand/purchasing. This means the 200 Scarf Bars are, in a sense, a loyalty tactic, as they make a signature category stand out in stores (Shukla and Rosendo‐Rios, 2025). This will give the customer a renowned and habitual brand experience and a purpose to go in, roam around and shop.
The energised purpose also—“To Embrace the Elements with Open Arms”—cements brand image. This intent relates direct the brand to weather protection, warmth, quality and Britishness. It helps make the case that if a brand has a heritage IPL, then the best way to tell a story is to tie this legacy into functionality (Mohr, Fuxman and Mahmoud, 2022). The label isn't just about fashion, it's about defence, tradition, confidence and cultural identity.

[bookmark: _Toc231684476]4.7 Competitor Reference Points
Outside of Burberry's showcase competitor evidence backs up the belief that Burberry is to remain as the main brand, with the UK luxury brands being used as comparison. Alexander McQueen has little prints on the flip side of widely available! The brand is part of the “Other Houses” grouping, which suffered a 2% decline in turnover in 2024 and will be recording revenues of approximately €3.2 billion (KERING, 2025). It suggests that, while the brand can be intensive in terms of its artistry while maintaining and protecting the aura, it does not mean that this necessarily brings about brand growth (Shukla and Rosendo‐Rios, 2025). So, the Burberry moral of the story is that some creativity is not enough; it must be commercial, and that is why it had to be outerwear or a scarf.
Another analogy has been provided by Stella McCartney. But it's an ethical plus, a brand identity of vegetarianism and sustainable innovations. However, recent figures have pointed out that there are financial limitations to value positioning: it has been trimmed to circa £16m, and losses are around £33.6m (Stella McCartney, 2025). This means there is a positive impact in using sustainable materials in terms of brand image. However, the product desirability, quality and price are all big contributors in terms of customer loyalty (Shukla and Rosendo‐Rios, 2025). Burberry can learn from this, as, while a useful addition to its messages, sustainability/responsibility can be seen as a secondary platform of premiumisation, rather than as the main platform; an idea that will resonate stronger when it is combined with the existing successful heritage messages.
Out of all the warnings, the most similar to Burberry would be Mulberry. It's turnover in FY2025 decreased 21% to £120.4 million, and the company posted a loss before tax of £31.8 million (Mulberry Group plc, 2025). An example of the lack of symbols giving too easy "I'm here to be seen. If a brand is followed by many, there will be a thought in their mind about paying a premium (Shukla and Rosendo‐Rios, 2025). Burberry will therefore need to start to look for ways to render accessibility ‘controlled and iconic', in scarves and trench coats, but also in the shop, and in the telling of its heritage.
The best example of this is Victoria Beckham. With revenues, it grew to £112.7m and positive EBITDA of £2.2m, indicating that accessibility is completely compatible with and can drive a premium identity if categories are layered in a way that makes good sense (GOV.UK, 2026). Beauty sells, and fashion keeps hope alive. It offers a parallel, but heritage-tainted set of reflections for Burberry: the idea that accessories and scarves may be a palladium for Burberry, outerwear and trench coats can still be a prestigious asset. In total, these competitor comparisons validate that Burberry shouldn't emulate the competition (Shukla and Rosendo‐Rios, 2025). What's best for it today is to start rebuilding its brand image and customer loyalty, through that classic control over customers, through its British roots, its British expertise and product know-how in a marketplace ailing and yet very, very discerning.
The revenue curve and comparable sales trend should show movement from pressure to stabilisation as illustrated in Figure 7. The route from heritage codes to loyalty should be illustrated in Figure 8. Product-category revenue is compared in Figure 9, identifying the importance of accessories and scarves/outerwear for accessibility and identity (Dobre et al., 2021). In Fig. 10, regional and channel revenue is depicted as they reveal where Burberry can reach the customers and how retail control ensures their exclusivity. After each of the visuals, there is a brief interpretation. The visual is NOT just something to decorate with; it is used to explain the relationship between data and the research questions (Ho and Wong, 2023). Thus, the chapter not only represents descriptive communication but also analytical results since the chart is related to brand image, customer loyalty and premiumisation.

[bookmark: _Toc231684477]4.8 Summary of Findings
The new findings reveal that in the era of premiumisation, “authenticity that combines heritage, product expertise and limited accessibility is where Burberry excels.” The 2025/26 data allows for early signs of recovery in view, with revenue steady at £2,420 million, comparable sales running at 2% growth, adjusted operating profit rising to £160 million and adjusted margin rising to 6.6% (Burberry Group plc, 2026). All the numbers here show that the brand is regaining commercial discipline and customer response. The research also indicates, though, that recovery is not complete. But Burberry has yet to transform the visibility it has generated into loyalty or the premium pricing into perceived value. First of all, Burberry's brand image is based on recognisable luxury codes (Miller and Brannon, 2022). Not only are trench coats, outerwear, scarves, check, British weather and craftsmanship products, but they are design elements too. They are a means of cultivating allegiance. They are symbols of loyalty. More than just one of their competitor brands verifies that the luxury value should be in line with the brand (Jain, 2019). Thus, a delicate balance is required in Burberry's future success—accessibility, as well as exclusivity and a sense of authenticity, are vital to a customer viewing Burberry as worth paying more for.


[bookmark: _Toc231684478]Chapter 5: Discussion and Analysis
[bookmark: _Toc231684479]5.1 Introduction
The results obtained from the modified Chapter 4 are discussed and related to the literature, the conceptual framework and the research objectives. In contrast to the previous iteration, the current one doesn't see Alexander McQueen, Stella McCartney, Mulberry and Victoria Beckham as being on level footing as case studies (Stella McCartney, 2025). These only represent points of competition. The key analytical focus is on Burberry as the dissertation is concerned with the dichotomous relationship between Burberry's exclusivity and accessibility, the effect of the balance on brand image and customer loyalty and how Burberry chooses to achieve the balance by premiumising their brand (Shashi et al., 2021). In Chapter 4, it was revealed that Burberry's revival is not just monetary. It's a strategic twist to the brand's meaning. The company is returning to familiar codes like the British heritage, Burberry Check, Equestrian Knight Design, weather protection and outerwear. This chapter posits that these codes are important because premiumisation will only be effective if the customer believes the value being sold and comprehends it (Shimul, Phau and Lwin, 2019). So the discussion does not just repeat the data but rather becomes an interpretation of it.
[bookmark: _Toc231684480]5.2 Burberry’s Premiumisation Strategy
The first research objective was to analyse Burberry’s premium positioning strategy. Overall, the results indicate that Burberry's premiumisation has gone from a more expansive approach to a more focused one based on heritage. Earlier repositioning involved positioning the brand towards a higher luxury range, but commercial results indicated that the repositioning was not wholly accepted by their customers (Silva et al., 2019). According to luxury branding theory, premiumisation should add value – and not just price. Any premium the consumers see ought to be matched by increased authenticity, quality, or desirability. This is the crux of Burberry's recent performance. Burberry Forward takes a holistic approach to this weakness by materialising the concept of premiumisation (Kusumasondjaja, 2020). Yet, Burberry no longer hangs its hat on the fashion house elevation alone but promotes the “Timeless British Luxury”. An expression that ties premium value to exterior, the best asset of the brand: expertise, craftsmanship, scarves, weather protection and British cultural identity. The shift is in tune with Keller's brand equity logic in that customers react better to new brand messages that fit with past brand associations. Burberry's brand associations aren't those of an average luxury brand or trendy fashion brand. They are the trench coat, gabardine, check–British weather, British heritage. Hence, premiumisation becomes more credible if it is based on these recognisable symbols. This is consistent with the data. Total revenue showed a negligible change at £2,420 million in 2025/26, with comparable sales picking up positive growth (Burberry Group plc, 2026). The adjusted operating profit has also more than doubled. The numbers demonstrate that the company is not as robust as it once was, but it's taken steps toward undoing the commercial damages of mixed-up positioning. The upturn suggests perhaps customers are responding to a clearer meaning of a brand (Ajitha and Sivakumar, 2019). Thus, the financial data turn into brand perception as sales and margins in luxury reflect whether the customers are saying that the brand is definitely worthy of the high price.

[bookmark: _Toc231684481]5.3 Brand Image and Heritage-Based Recovery
The second research objective was to study the impact of Burberry's brand image on shaping the luxury brand. It can be seen from the results that the incorporation of heritage and contemporaneousness is a strategy that will help in perceiving Burberry's brand image. If there is no heritage, then nostalgia & static is the only way. Even if it is a luxury memory in itself, it can be undermined if it gets too far away from what customers recognise, by modernity alone (Athwal et al., 2019). It's not a question of either heritage or modernity for Burberry then, but of the revolutionary step which aims to cross the two simultaneously – and in a sensible way. The agency and proactive use of Burberry's 170 years of experience was demonstrated in Chapter 4. History is updated in outerwear in The Gabardine Capsule, in the Royal Collection Trust collaboration and the Year of the Horse campaign. These activities serve to highlight brand image – to remind people why Burberry is different to other luxury houses (Goworek et al., 2020). There is a certain British weather tradition and a long history of protection, travel and outdoor living to mention that Burberry can say quality, exclusivity and fashionability – not many luxury brands can claim such a heritage. The finding is in connection with symbolic consumption theory. People don't buy indulgences and have a monopoly over it. They seek to purchase significance, social characteristics, belonging and feeling (Michel, Stathopoulou and Valette-Florence, 2022). Burberry's outerwear not only serves to protect from the weather, but it also carries symbolic meaning that conveys Britishness and tradition–and refined usefulness. A highly important double value for a brand image. Burberry gets right up close to relapses into everyday wear-away when it has no other purpose. When it's just selling symbols, there's a chance of losing authenticity. It's the mix of both which makes the power of the brand. This is also approved of by the rejuvenated mission “To Embrace the Elements with Open Arms” (Murtas, Pedeliento and Mangiò, 2024). Helps to create a corporate brand linkage with Protection, Resilience & Weather. This is more convincing than a luxury statement in general, which apparently comes out of Burberry's history. So when the discussion was being heard, it could be found that its brand image is not only a visual image within Burberry. It's an integrated system of meanings, which connects product with narration, place with customer emotions.
[bookmark: _Toc231684482]5.4 Customer Loyalty and Perceived Value
The third research objective was to find out customer perceptions on the exclusivity of Burberry and its accessibility. As it is a thesis with secondary data, the customers' perception has been translated into product performance indicators and trends, with a focus on the most important products offered by a brand, its communication and its strategic statements. This indicates that customer loyalty is being re-built, but it's a fragile situation (Woodside and Fine, 2019). Luxury markets are not the easiest in which to determine what it means to be a loyal customer. They must know the brand has a good quality, authenticity in the eyes of its loyal consumers and has their status. They must also feel that they are getting something in return – emotional or symbolic compensation – when they buy the brand (Niinimäki et al., 2020). The recent collapse in Burberry's sales implied that perhaps some customers didn't believe in their value offering. Revenue Dec mismatch to optimise price, comparable sales and operating profit negative in 24/25. To put it simply, some customers may have thought that Burberry was demanding more but not providing any proper justification. A new ‘definition of improvement’ has taken place in 2026/25, but the risk remains. Comparable stores grew by 2%, with early new Customer response (Burberry Group plc, 2026). As sell-through increases, the better the inventory management and higher the margin, the higher the Adjusted working profit will be. They are not only operating points! Better sell-through = products that are closer to what you want. Inventory discipline decreases discount demand, which safeguards the exclusivity. If margins are favourable, there is an indication that customers are willing to pay premium prices, which will support luxury positioning. When it comes to scarves and outerwear, it's all about loyalty. The scarves provide an easy doorway into Burberry, and outerwear maintains its dominance (Shukla and Rosendo‐Rios, 2025). This forms a loyalty ladder. Scarves and accessories could be allowed to be used as a first item. Scarves and/or accessories can be a good way to start with new customers, or customers that you aspire to be. Dedicated customers can start to progress to trench coats and outerwear. The upside is that it will be easy to access in the longer-term, without a "mass market" feel. So, product architecture is related to customer loyalty (Shukla and Rosendo‐Rios, 2025). While it is easy to stay with Burberry, it is imperative to ensure that the consumers are led to have a stronger association with the brand's prime icons.
[bookmark: _Toc231684483]5.5 Exclusivity and Accessibility in Burberry Forward
The central research question is: “How does it manage to keep a balance between being exclusive and still being accessible” with regard to Burberry? This balance cannot just be achieved through limitation of access, as was prescribed in Chapter 4. Instead, Burberry has controlled access (Dobre et al., 2021). The product is considered iconic and is visible and available at retail, in e-commerce and in pop-ups, but its client is heritage and craft. As this exhibit can attest, accessibility can help create luxury since it was curated. In traditional luxury theory, desirability is thought to stay protected by means of a condition of rarity. Luxury today, however, is not just about distance, as Burberry has shown (Ho and Wong, 2023). Brands need to be visible on the digital channels that they need, as well as the consumers in their respective markets. It is not that visibility is unwanted. Uncontrolled visibility is. When it comes to discounting Burberry, confusing wholesale distribution and over exposure, the exclusiveness of Burberry gets diminished (Miller and Brannon, 2022). It becomes irrelevant and stagnant when it's too far away. Burberry Forward's solution to that is to build more relevance with iconic products as opposed to mass appeal. Retail is a key factor in this. But more than that, it's retail-driven revenue, and Burberry can manage the environment, services and product storytelling and visual presentation in retail. To ensure 'luxury is as luxury is made' and this is in the experience of buying luxury (Jain, 2019). Scarf Bars are accessible luxury items that are in a controlled space. The customer can come in with a familiar brand via a familiar product - experience is still managed and upscale. E-commerce makes it more challenging to balance. It makes it more convenient and connects to younger consumers (or to other people around the world), but as more of a transaction, it can drain auras (Shashi et al., 2021). Burberry's revamped site is a testament to the fact that digital is not only a means of sale for the brand, but actually a part of the Burberry experience. It is for that reason that the discussion is that in Burberry's gamble, strategy is about creating a ‘selective, immersive and brand-building experience' throughout the digital space.
[bookmark: _Toc231684484]5.6 Link to the Conceptual Framework
A conceptual framework was developed in Chapter 2 connecting the premiumisation strategy, the brand image, the accessibility-exclusivity balance and how it is perceived by customers about long-term brand value for luxury brands. This pathway is reflected in the Burberry findings. Premiumisation is the first step, but then the effect acquired is dependent on the turn of the brand image being improved with premiumisation (Zhang, Liu and Lyu, 2023). The Burberry performance demonstrates that premiumisation has its pitch black side when it’s not an appropriate fit in the brand code. However, outerwear, scarves and British heritage and identity premiumisation can aim for creating authenticity more easily. The framework also suggested that there is a tension between the parameters of exclusivity and accessibility in mediation. Burberry confirms this (Holmqvist et al., 2020). When providing worldwide products and international campaigns, as well as accessibility, retail control, product authority, craftsmanship and price discipline have to be in place to ensure the products are able to remain exclusive in international markets. As such, the fact that it is available does not mean that it is bad. It becomes negative when it does not support the customers' feeling that Burberry is special. The evaluative stage is the customer perception (Debenedetti, Philippe and Dion, 2025). The better figures in comparable sales and profit suggest to companies that consumers are responding better to the fixed strategy. But these are still early results, and should not be overemphasised. Growth has come, and it is providing a sign of momentum - not a complete loyalty rebuild. The capability to continue Burberry's collections in the future, in line with region and channel, will dictate its long-term luxuriousness. Additionally, the findings are discussed using the Dynamic Capabilities theory (Wang, Sung and Phau, 2022). Burberry had come to feel he was experiencing a disappointing response from customers and that demand for luxury was waning. It didn't wait, and it did it, and became a Burberry Forward, and it became a Timeless piece of British Luxury. It is changing the face of the organisation by saving money, retail adjustments, new product direction and customer-oriented leadership (Wang, Sung and Phau, 2022). Has the theory proven to be valuable as it demonstrates that premiumisation is not a one-off repositioning? It's a continuous ability to alter brand properties without eliminating symbolic value.
[bookmark: _Toc231684485]5.7 Competitor Reference Points
Only competitor brands can help to make Burberry clearer. Exclusivity can be achieved in several ways, including through artistic scarcity, as Alexander McQueen does (KERING, 2025). But for Burberry, whose heritage is greater and less hidden from the public and less niche, such can instead be achieved through commercial availability and media. Ethical differentiation can benefit premium identity, as Stella McCartney demonstrates, but for Burberry, it’s the heritage, protection and British craftsmanship that's the best way forward. Luxury without symbolism is highlighted as a matter of danger in Mulberry (Stella McCartney, 2025). This is important as Burberry doesn't want to become too ubiquitous and rely solely on accessories when they aren't supported by more expensive items. Victoria Beckham demonstrates that within a category, "layering" can add up when products are simple and fitting to the high-end brand. This helps to reinforce Burberry's scarves and accessories inroads (Chevrollier and Kuijf, 2023). These comparisons do prove that Burberry shouldn't copy competitors. It is based on unique heritage codes as its competitive advantage. Each of McQueen's, Stella's, Mulberry's and Victoria's approaches reflects distinct methods of adding value to luxury, with McQueen's work being categorised along creative lines (Mulberry Group plc, 2025). While Stella's is viewed as sustainable, Mulberry's as easy-to-DIY and Victoria's as lifestyle. Burberry is on a different trajectory: They have to make British heritage fashionable. Thus, the comparison provides reinforcement of the teacher's feedback. Other firms should only be secondary as the explanation of Burberry's own data and brand strategy offers the best analysis.
[bookmark: _Toc231684486]5.8 Practical Implications for Burberry
These results have some managerial implications. Positive reinforcement is key, in the first place, Burberry should find premiumisation within the product categories that the market already perceives as Burberry. Outerwear, trench coats, scarves and check items must continue to be at the core since they are empowering enough for increased prices (Da Giau et al., 2020). Secondly, Burberry must see accessibility as a managed travel. Entry Products are helpful, but should propel the customer into deeper engagement with the core brand. Third, the company must not over-rely on trends that are suggestive of general membership in the fashion class, because this will tend to dilute brand memory. Fashion needs to be renewed, but it has to be done in a Brit-lensed way for Burberry. Fourth, internally and externally, Burberry needs to better present its data. Besides being considered as a financial measure, revenue, regional performance, product trends and channel trends should be analysed as measures of customer response (Da Giau et al., 2020). For instance, the increase in scarves and outerwear should be seen as a sign of the increased acceptance of heritage-based premiumisation. There should be localised brand relevance in the regional recovery. One way to gauge whether e-commerce growth promotes loyalty or just traffic. Finally, Burberry has to ensure exclusive behaviour by maintaining price control and stock control (Joy et al., 2022). Short-term sales pressure can be addressed with the help of discounts, but it can do harm to the brand image in the long run. Burberry improved its gross margin and reduced its inventory, which indicates that the company is already taking this route. This discipline would be of utmost importance for assisting with the premiumisation of the brand value in a sustainable way.
[bookmark: _Toc231684487]5.9 Chapter Summary
The revised results of this chapter have been discussed, with the main case focusing on Burberry. So far, it is known that Burberry's premiumisation strategy is effective as it is based on the known brand meaning. The 2025/26 recovery isn't just about the financial story. All in all, there is a plethora of evidence to prove that Burberry's new direction towards Timeless British Luxury, outerwear, scarves, British weather and British heritage is beginning to bring back the trust of the customer and Burberry (Holmqvist et al., 2020). Therefore, the relation between the concept of brand image and customer loyalty is similar because if the consumer understands why the brand is of higher value, he will be more loyal towards it. The chapter also proved there's no "no-frills luxury", either. The scarves, accessories, retail outlets and e-commerce and global campaigns allow Burberry to connect with the customer. However, you need a strong product identity, a retail mindset and a heritage story that controls the accessibility of your product (Yeoman and McMahon-Beattie, 2018). Competitor brands support this conclusion, being secondary brands. The overall argumentation of the conversation corresponds with the concept framework, as the premiumisation provides added value in the longer-term only if it has a positive impact on the brand image, brand protection, perceived value and generation of customer loyalty (Debenedetti, Philippe and Dion, 2025). The challenge for Burberry is thus simple: what does it do in the face of such a challenge? It must grow, but not break the mould; there must be modernisation, but it must not lose its symbolic character and hence its luxury appeal; it must be accessible, but not lose its symbolic elements.
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This is the last chapter in the dissertation, as it summarises the following: the research aim, theoretical contribution, managerial implications, limitations and future research. The study has been on the role of premiumisation, which will enable Burberry to apply exclusiveness and accessibility in the UK luxury fashion industry (Kapferer and Valette-Florence, 2018). It used secondary data, ten case studies in Chapter 4 and cross-case discussion in Chapter 5. This is in line with Chapter 6, which entails conclusions, theoretical as well as managerial implications and limitations, future research and a conclusion.
[bookmark: _Toc231684490]6.2 Brief Summary of Key Findings
In the research study, premiumisation was effective when the premiumisation is consistent with the existing brand equity. It is not abstract fashion elevation, but heritage, that is the most powerful equity that Burberry has. Its FY2025 results, which comprised a 17% reduction in its revenues and a 12% corresponding reduction in its similar sales (Burberry Group plc, 2026). It suggested that the customers, too, were partially rejecting the claim of previous value by the company.
It was shown by Alexander McQuesten that creative scarcity protects the aura, but it must evolve into commercial avarice. Stella McCartney demonstrated that ethical worth brings about differentiation and not necessarily extremely strong sales (Guercini, Ranfagni and Runfola, 2020). Mulberry has demonstrated that raidable luxury is revealed when buyers have reservations. Victoria Beckham has shown that an overlaying access can be operative in some cases where fashion attains aspiration and entry is made by beauty. In general, it is not the issue of accessibility. Controlled accessibility is the issue.
[bookmark: _Toc231684491]6.3 Theoretical Implications
The initial theoretical implication is based on the Dynamic Capabilities Theory. The second chapter embraced sensing, seizing and transforming to further elaborate how the luxury brands react to the change in the market. The examples uphold this theory, but qualify it. Not only are luxury brands forced to experience the influx of new customers, but also under pressure from online platforms and sustainability pressure (Creevey, Coughlan and O’Connor, 2022). They need to experience the boundaries of their own symbolic self. Burberry felt like using a boost and modernisation, but its previous repositioning has gone higher than even the consumers have accepted. It is now being reloaded in a second shift, which is more safely anchored on heritage, outerwear and familiarity of the brand.
This simplifies the theory of Dynamic Capabilities of luxury fashion. Changing normal markets can mean changing products into goods, systems or channels in a short period of time. When dealing with luxury, change ought to be less radical and representative (Da Giau et al., 2020). The rearranging of resources towards violating consumer memory will be impossible for a luxury brand. This is upheld by McQueen. Its new metamorphosis is yet to be made, McQueen. Stella McCartney is also among its supporters. The early sustainability feel may be true early on, but in 2024, 27% of total sales fell to 16 million pounds, indicating that although sustainable sensing is paying off early (KERING, 2025). It does not necessarily mean that the business will be strengthened.
The second implication is on the brand equity theory. The literature contends that the value of luxury relies on high associations, opinion of quality, loyalty and symbolism. Such perception is supported in the present paper. However, it goes on to state that brand equity can not be used interchangeably. Burberry has an equity in British weatherwear. Creative intensity is an equity with which McQueen works (KERING, 2025). Innovation is ethical, and this is the equity of Stella McCartney. Mulberry is crafted in Britain. The equity of Victoria Beckham is coherence of a polished. The only thing that can make premiumisation work is that it must be nurtured at the right equity base.
This is why the last uplift prevented Burberry from being a tad more of a burden. An increase in prices was not sufficient. That posh had to be more in keeping with the trench coat, scarves, outerwear and British craft. The same is with Mulberry. In its 2025 revenue, its revenue fell to 120.4 million, with a loss before tax of 31.8 million being reported (Mulberry Group plc, 2025). This means that when demand is low, evidence of value is more required when there is accessible luxury.
The third implication is related to symbolic consumption. Not only are functional goods purchased by luxury shoppers, but also elements of meaning, status and identity. These results validate this with a boundary condition (Chevrollier and Kuijf, 2023). Symbols which have lost their strength when access is uncontrolled, or have grown stronger when access is structured. This is where Victoria Beckham can be of assistance. It has also grown its revenue by 26% as it increased to 2024 to amount to 212.7m with positive EBITDA of 2.2m. (GOV.UK, 2026) This means that where the brand framework is apparent and built along with the pictures of the product or service, the access to beauty can be applied in an attempt to appeal to the image of the product or service.
The fourth implication is a develop up on the conceptual model. The original model would require two new mechanisms. As shown in Chapter 5, brand-code fit and consumer legitimacy. Premiumisation and the luxury value of a brand-code are mediated, but not directly, by brand-code fit (Holmqvist et al., 2020). It is credible when the premium approach is synonymous with what consumers think about the brand at present. Otherwise, the premium will be made to appear unnatural. The second one is consumer legitimacy. The customers have the onus of making decisions as to whether strategic change is real, fair and acceptable.
Another moderating factor is accessibility, which is controlled through accessibility. Accessibility adds value of luxury where accessibility in terms of access is dealt with under the categories, channels and communication. It dilutes value in that it results in overexposure, discounting or confusion of status (Debenedetti, Philippe and Dion, 2025). These kinds of insights are most applicable to luxury and high-end fashion firms, with the high symbolic value, the inability to remain invisible or form pressures to develop. It is also applicable to premium beauty, watches and accessories. Less amenable to commitment to purely functional markets where price is directly assessed in terms of utility.
[bookmark: _Toc231684492]6.4 Managerial Implications
First, Burberry needs to premiumise on heritage, and not as a result of heritage. This is a pragmatic step, which is to keep the product and the communication at the centre of both product and communication. These are the codes that have already been trusted by the customers. The metrics would comprise of full-pricenessell through, outerwear sales mix, gross margin, repeat purchase and brand perception scores.
Second, Burberry ought to regulate accessibility (Shukla and Rosendo‐Rios, 2025). The internet ought not to simply squeeze out the best it can possibly get. They have to generate passion, educate the consumers and promote prejudiced narratives. These levels ought to be direct, unrefined products of the legendary heritage, seasonal fashion products, and entry items. Traffic is not the only metric online. It should include conversion rate, average selling price, discount rate, as well as engagement with heritage content.
Third, the price increment must be shown to be justified. Burberry can not afford to simply put its faith in the power of logos. The premium is reasonable, and the reasons why it needs to be put forth should be clarified by materials, craft, repair service, store experience and product detail (Wang, Sung and Phau, 2022). This plays such an important role that performance in the recent past suggests the idea that customers were against vague elevation. Some of the factors that should be kept in check by the managers include price elasticity, customer complaints, return rates and product reviews.
Fourth, category architecture should protect status. Victoria Beckham shows that with the categories readily available, when organised appropriately, they can be utilised to enhance the superior identity. Burberry will have the opportunity to learn without imitation (Wang, Sung and Phau, 2024). Scarves, small leather products or perfumes can win the customers of board, though they should not damage goods of high quality made of leather. Entry point products should be inviting dreams, as opposed to creating mass recognition.
Fifth, a change of direction will have to be ordered. Confidence should be rebuilt by Burberry before embarking on loud positivity once again. Hasty repositioning is risky since it may be confusing. A staged reset would enable the consumer to come back to the brand and then believe the new luxury claims (Da Giau et al., 2020). The management ought to track similar sales on a regional basis, brand-preference-surveys, press-success and product-profitability. This is an exception, where in the case of McQueen, Stella McCartney, Mulberry and Victoria Beckham, the same rule applies differently. Protect the core meaning before expanding access.
[bookmark: _Toc231684493]6.5 Limitations and Directions for Future Research
There are shortcomings to this study. It was founded on secondary data and hence could not directly gain the consumer motivations or internal managerial decision-making. A strategy gives people the ability to report on the company positively. Coupled brand issues that are not straightforward can be facilitated by business media (Debenedetti, Philippe and Dion, 2025). Also, the case of ownership and transparency of reporting. Burberry and Mulberry disclose a lot of financial information, and Alexander McQueen is listed under the even broader Other Houses label at Kering. This limits making any direct comparison.
The research is also focused on the UK luxury and premium fashion. Their findings may not necessarily be generalised to the case of the French/ Italian luxury houses.  They have better global brand equity, and in the case of the mass-market brands, accessibility is defined differently (Wang, Sung and Phau, 2024). There is also limited causality. Premiumisation errors may be the cause of poor performance, although also the cause (more generally) of the luxury slowdown.
The refined model should be tested by using primary data in future studies. Conversations with the managers of Burberry, the luxury customer, therefore, would indicate how, in practice, premiumisation is experienced. One such test to test whether the heritage fit bears a positive relationship with willingness to pay might be by use of a consumer survey (Holmqvist et al., 2020). The sentiment analysis of social media might gauge whether access makes it desire more or is overexposed to it. To track down whether the reset by Burberry enhances brand equity in the coming years, a longitudinal study would be employed. How the outcomes would be transportable beyond the UK market would also be put to the test by undertaking comparative research on the European luxury brands.
[bookmark: _Toc231684494]6.6 Closing Statement
This dissertation shows that premiumisation can best be developed where it is pegged to perceived brand meaning. Such things as exclusivity or accessibility are not the struggles that Burberry is grappling with. It is dictating the manner of the two getting together (Shukla and Rosendo‐Rios, 2025). The study can be considered as an addition, as it has proven the idea that premiumisation can be helpful or harmful in relation to creating luxury value based on the brand-code fit and the consumer legitimacy. The message to the moderniser is such that it seems to the moderniser quite practical: modernise at such a pace that it should be in a position to see the core being safeguarded and all the premiums on the shelves being exposed.
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[bookmark: _Toc231684497]Appendix A1: Dataset and Approach
	Item
	Details

	Data type
	Secondary qualitative documents

	Main case
	Burberry

	Comparison cases
	Alexander McQueen, Stella McCartney, Mulberry, Victoria Beckham

	Method
	Thematic analysis with cross-case synthesis

	Approach
	Abductive and interpretivist

	Theory used
	Dynamic Capabilities Theory, brand equity, symbolic consumption, premiumisation

	Data focus
	Premiumisation, exclusivity, accessibility, brand image, consumer perception and luxury value



[bookmark: _Toc231684498]Appendix A2: Initial Codes
	Code
	Meaning
	Link

	Heritage value
	Use of Britishness, trench coats, check pattern and brand history
	RQ1

	Price elevation
	Use of higher pricing to signal premium value
	RQ1

	Product-code fit
	Alignment between premiumisation and recognisable products
	RQ1, RQ3

	Digital accessibility
	Wider reach through online, social media and omnichannel visibility
	RQ2

	Exclusivity control
	Protection of rarity, prestige and symbolic distance
	RQ2

	Brand dilution risk
	Loss of luxury image through over-accessibility or unclear positioning
	RQ2, RQ3

	Consumer legitimacy
	Whether customers accept the premium strategy as authentic and justified
	RQ3

	Dynamic capability
	Ability to sense, seize and transform without damaging brand meaning
	RQ3

	Sustainability premium
	Use of ethical and environmental value to support luxury positioning
	Cross-case

	Mid-market ambiguity
	Risk of being neither clearly luxury nor clearly accessible
	Cross-case



[bookmark: _Toc231684499]Appendix A3: Code-to-Theme Development
	Final Theme
	Codes Grouped Under Theme
	Reason

	Premiumisation and Brand Value
	Heritage value, price elevation, product-code fit
	These codes show how Burberry creates premium value through heritage, pricing and recognisable brand symbols.

	Exclusivity–Accessibility Balance
	Digital accessibility, exclusivity control, brand dilution risk
	These codes explain how Burberry increases visibility while trying to protect rarity and prestige.

	Consumer Legitimacy and Strategic Tension
	Consumer legitimacy, product-code fit, dynamic capability, brand dilution risk
	These codes show whether customers accept Burberry’s premiumisation as authentic, justified and aligned with brand identity.

	Different Premiumisation Routes
	Sustainability premium, mid-market ambiguity, creative scarcity, lifestyle aspiration
	These codes explain how comparison brands use different routes to premiumisation.



[bookmark: _Toc231684500]Appendix A4: Final Themes Linked to Research Questions
	Research Question
	Final Theme
	Key Finding

	RQ1: What premiumisation strategies are employed by Burberry within the UK luxury fashion market?
	Premiumisation and Brand Value
	Burberry uses heritage, price elevation, outerwear, British luxury codes and storytelling, but premiumisation is strongest when linked to familiar brand symbols.

	RQ2: How are exclusivity and accessibility positioned and communicated within Burberry’s UK premium brand strategy?
	Exclusivity–Accessibility Balance
	Burberry uses digital visibility and global accessibility, but must protect exclusivity through heritage, controlled messaging and product distinctiveness.

	RQ3: To what extent does Burberry’s approach support long-term luxury brand value, and what strategic tensions are evident?
	Consumer Legitimacy and Strategic Tension
	Burberry’s premiumisation supports long-term value only when customers see the premium as authentic, justified and aligned with brand identity.

	Cross-case comparison
	Different Premiumisation Routes
	McQueen uses creative scarcity, Stella McCartney uses sustainability, Mulberry uses accessible British craftsmanship, and Victoria Beckham uses lifestyle and beauty-led aspiration.



[bookmark: _Toc231684501]Appendix A5: Cross-Case Summary
	Case
	Main Route
	Key Tension

	Burberry
	Heritage and premium repositioning
	Premiumisation must not move too far from brand memory.

	Alexander McQueen
	Creative scarcity
	Strong exclusivity may limit wider commercial reach.

	Stella McCartney
	Sustainable luxury
	Ethical value must also produce desirability and sales.

	Mulberry
	Accessible British craftsmanship
	Mid-market positioning can weaken luxury clarity.

	Victoria Beckham
	Lifestyle and beauty-led premiumisation
	Accessibility works when fashion remains aspirational.
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Figure 4.2: Burberry Premiumisation Pathway
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