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[bookmark: _Toc947637502]Introduction 
Burberry is renowned British luxury fashion house, founded in 1856 by Thomas Burberry in Basingstoke, England. Over more than a century, the brand has developed from a small outfitter into one of the world’s leading names in high fashion. The Burberry headquartered is in London UK, where Burberry managed the company’s business and operations. The company have different stage of product process such as designs its own fashion, manufactures the production, and market the promotes and sell them. Burberry offers a wide diversity of luxury products such as, clothing, accessories, perfumes, and beauty products. Also, Burberry sells its product worldwide for example, it operates in major regions like Europe, Asia, Middle East, and the Americas, through physical stores and online stores (Burberry, 2024). Burberry is widely recognised as a symbol of British style and quality, combining traditional reputation for high quality with elegant, long-lasting design. The identity is the best reflected in the brand’s famous trench coat and distinctive check pattern, both of which continue to define how customer perceive Burberry around the world (Basak, 2018).
As Burberry is a luxury fashion in a luxury industry as always changes of innovative technology, increased focus on sustainability, and changes in consumers values for example, people value ethical production and digital experiences more. So, Burberry to stay competitive and relevant it must adapt to these changes for example, using social media to promote their business and stay in the trends, improving their online stores as everyone nowadays prefer to buy online, and producing environmentally friendly collections. However, Burberry must also protect its heritage, the traditional British identity and reputation of high quality that makes Burberry unique brand. 
The purpose of this report is to conduct a SWOT analysis to examinate Burberry’s internal strength which is what Burberry does well and weaknesses which is Burberry struggles, as well as the external opportunities which is the competitors and threats which is challenges that could harm the business shaping its strategic position. By understanding these factors, the report aims to evaluate how these factors influence Burberry’s marketing decisions overall performance in a dynamic global market. The SWOT analysis will also highlight the importance of situational decision-making tool for sustainable strategic planning in luxury fashion.






[bookmark: _Toc612085446]Situational Analysis SWOT of Burberry 
[bookmark: _Toc1025987808]Strengths 
One of Burberry’s greatest strengths is its strong brand heritage and global recognition. Burberry has been around since the 1800s, so it has a long history and 
powerful reputation for British style and high quality (Burberry, 2024). Burberry products have been officially approved by the British royal family which marks a huge reputation and its enduring reputation for producing the iconic trench coat with quality, tradition, and timeless style (Basak, 2018). This heritage and the reputation, Burberry has an advantage over newer luxury brands that do not have that same historical connection with customer.
Another major strength is Burberry’s global presence and multi-channel distribution network. Burberry company operates over 400 stores worldwide and reaches customers through a seamless blend of physical stores, luxury retailers, and online platforms (Burberry, 2024). This different channel allows Burberry to reach more customers without losing its luxury image. It can reach more digital consumers through social media and online marketing. At the same time, it keeps an exclusive feel through its elegant stores in high cities like London, Paris, and Tokyo (Burberry, 2024) 

[bookmark: _Toc172090068]Weaknesses
Burberry's weakness shows the internal challenges that can hold the company back, despite being a successfully luxury brand.
Burberry is extremely expensive because it wants to stay exclusive, but this means many people cannot afford it, so the brand has smaller customer base than affordable luxury competitors like Coach attract these consumers through more affordable prices.
Burberry’s weaknesses relate to its unaffordable prices, reliance on specific markets and intense competition, and threats. These factors can affect its growth if not managed carefully. 

[bookmark: _Toc559028290]Opportunities 
Burberry has several external opportunities that could support future growth if used strategically. The main opportunity is the expansion into emerging markets, especially in regions such as Asia, Latin America, and the Middle East. This means more people will buy luxury items, giving Burberry a chance to grow. 
Burberry also as an opportunity that comes from the continued growth of digital market and e-commerce. Online luxury shopping has grown fast, especially after the COVID-19, and consumers increasingly prefer to buy online stores than physical ones (McKinsey,2023). Burberry already invest heavily in digital innovation, can further strengthen its online shopping experience, and improve personalisation.
Another is sustainability trends; people care more now a days about the ethical and eco-friendly fashion. Burberry can benefit by promoting its sustainable materials, carbon-neutral goals, and creating resale programmes (Burberry,2024).


[bookmark: _Toc964473503]Threats 
Although Burberry has strong global presence and brand equity, several external threats in the environment could negatively impact its performance if not managed effectively. 
Some threats that Burberry faces, when the economy is bad, people stop buying expensive items. The COVID – 19 pandemics demonstrated how quickly luxury demand can fall when the economy is bad (McKinsey, 2023).

[bookmark: _Toc1300699152]Critical Analysis and Evaluation 
The SWOT analysis highlights how Burberry’s internal strengths and weakness interact with external market conditions to shape its marketing strategy. Burberry’s strong brand heritage and global presence enable the company to charge unaffordable prices and deliver good marketing campaigns built around high quality and Morden British luxury (Keller, 1993). 
However, Burberry’s unaffordable prices and limited accessibility create challenges for market growth, as excessive exclusivity can restrict expansion in mature markets (Kapferer and Bastien, 2012).
Opportunities such as digital e-commerce and sustainability offer clear directions for marketing development. Younger consumers increasingly prioritise ethical, personalised, and digital enhanced luxury experiences, meaning Burberry can strengthen relevance by promoting eco-friendly initiatives and investing in its online channels. 
Threats such as bad economic requires Burberry to remain adaptive.Econimic instability can reduce demand for non-essential goods, so the brand must emphasise long term value and authenticity rather than discounting which could damage its prestige (Deloitte, 2023) and (OECD, 2022). 

[bookmark: _Toc69573052]Conclusion

The SWOT analysis shows that Burberry operates from a position of strong brand heritage, global recognition, and digital capability. Factors that support its identity as a leading modern luxury brand. These strengths give Burberry the tools to create high customer experiences and maintain high brand equity. 
However, the analysis also highlights key internal challenges, such as high pricing and reliance on specific markets, which cloud limit long term growth if left unaddressed. Externally, macroeconomic uncertainty, competitive pressures, and changing consumer values requires Burberry to be agile and consistently review its strategic priorities (Deloitte, 2023). 
Opportunities in sustainability and emerging markets remain particularly promising. By aligning its marketing strategy with these trends, such as promoting eco-friendly materials, enhancing online channels, and tailoring campaigns for high growth regions. Burberry can strengthen its relevance among younger luxury consumers. 
The SWOT analysis provides Burberry with a clerical framework for decision making. It is important to strength while actively managing weakness and external threats. When used effectively, this situational analysis supports more informed and sustainable strategic planning in the competitive global luxury industry. 
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