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History of Burberry 
Burberry is a clothing brand established by Thomas Burberry in 1856 (Burberry, 2023). Thomas Burberry was a draper's apprentice who had opened his first store in Basingstoke. After that Mr Burberry paid more attention to the exploration of his stores in different locations in England. Currently, the mentioned organisation has operated 218 stores worldwide (Burberry, 2023). From the start of its journey from 1856 to now, Burberry has explored its business in 34 different countries including the USA, India, New Zealand and Australia. 
The 21st centrist was the new era for Burberry to present its business venture in a new style. In 2001, Christopher Bailey developed creativity in the brand persona of the concerned firm by developing a good brand image in the competitive segments. Since 2018, the mentioned firm has attracted digital transformation, which leads to high productivity as well as the sales volume in the competitive segments. As a result, Burberry gained 1.55 billion Euros in 2023, which shows an increase of 11% of its revenue from the previous year (Burberry, 2023). 
Mission statement
The main mission of Burberry is to maintain higher viability and integrity of its brand to maintain higher customer satisfaction levels in the competitive segments. Based on this mission statement, the firm remains always on the competitive edge with other rivals in the segments (Burberry, 2023). Through the approach of Burberry’s mission, the firm empathizes by adding customer satisfaction issues to build a good brand image in the international segments. 
Burberry has established its mission statement to fuel the public demand for luxury clothing to meet the demand of its customers in foreign business segments. Thus, Burberry became one of the leading luxury brands in the world. 
Vision statement 
The vision of Burberry is to become the most famous luxurious brand by delivering high value to its stakeholders by maintaining sustainable growth of their business internationally (Burberry, 2023). By stating this vision, the concerned firm wants to make creativity in its manufacturing process so that it can offer high-quality products to its targeted group of customers. 
By adopting the core vision of this organisation, Burberry wants to explore new possibilities and opportunities to enhance its business growth by putting high on its customer’s value. 
The current vision of the mentioned firm is highly effective for developing a good brand image in the competitive international segments. 
Logo 
According to, a logo is the unique identification of a brand based on its current market position. In the case of Burberry, the firm has issued several changes in its logo design. The first logo of the concerned firm was the representation of a horse rider with embalmed flags. After that, 1968 was another year for Burberry to parent their logos by adding the same of London in its logo design. In the year 1999, the logo was designed with making London in uppercase. Finally, 2018 was the new beginning for Burberry to provide a good and soft design of the logos. 
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Figure 1: Logos of Burberry
(Source: Burberry, 2023)
Segmentation 
One of the major advantages of market segmentation is to identify different marketing opportunities by evaluating the actual needs of their customers. Besides, Yoseph et al. (2020) stated that segmentation allows a company to provide real product offerings and pricing to grab the attention of its customers. In this context, Burberry has used different steps of market segmentation including, geographic, demographic, behavioural and psychographic. By considering demographic segmentation, the firm offers its products to 0-36 month’s babies, older people, middle-aged men and women. Besides, the mentioned firm has used geographic segmentation by exploring its market share of 34% in Europe, 27% in the US, 33% in Asia Pacific and 6% in the rest of other countries (Burberry, 2023). 
On the other hand, Dolnicar (2020) argued that segmentation increases the overall marketing cost as the firm has to introduce products differently as per the right demand of customers. In such a condition, it is also seen that the market segmentation process requires higher inventory, which eventually increases the overall operational cost. Based on this approach, the firm has used its psychographic segmentation by offering its price to those populations who are highly fond of luxurious lifestyles. High fashion sense peoples are the main targeted population for the psychographic segmentation of Burberry (Burberry, 2023). Furthermore, the mentioned organisation has also focused on behavioural segmentation of people by considering high-class people with luxurious lifestyles. 
Targeting
Burberry has used a differentiated targeting approach to attract its customers. The main state customers of the mentioned firm are the upper class for the age group of 20 to 45 years. As mentioned by Wan et al. (2020), one of the major advantages of targeting in core marketing is that it connects with a specific customer base in the competitive segments. Thus, the firm can build good customer loyalty and a customer engagement approach in the target market. In this context, Burberry is known for its high-class clothing approved especially for celebrity apparel. Based on this approach, it can be said that the main targeted group of customers are women with income and luxurious lifestyles. However, Lee and Jan (2019) stated that targeting in the marketing process can be biased as it targets specific customers. Furthermore, it is evaluated that targeting can create a limited marketplace for a company to explore its business. In the case of Burberry, this firm is known and affordable among upper-class people (Burberry, 2023). For this reason, the mentioned firm has a limited area to explore its business strategy while the firm has accessed good revenue from its limited targeted market. 
Positioning 
According to Liu et al. (2019), positioning in the market process is highly effective for creating a positive image for a particular brand as it directs theatrical value to its specific customers. Besides, market positioning also enhances the high sales volume as it offers to direct particular segments in the market. In this context, Burberry has positioned its brand to carry the royal British heritage and local British culture (Burberry, 2023). Based on its brand positioning, the mentioned organisation competes with top luxury brands such as Prada, Gucci, Chanel and so on. Based on its highly competitive scale, the mentioned firm has introduced extraordinary clothing apparel and cosmetics to attract high-class people. On the contrary, Bian, Song and Bai (2019) mentioned that positioning in the marketing approach creates huge competitiveness, which is a bit difficult for a small-scale industry to maintain business success in the same business segments. Regarding these facts, it is evaluated that Burberry has become highly difficult to compete for local clothing apparel in the UK market. 
Marketing mix
According to Lahtinen, Dietrich and Rundle-Thiele (2020), marketing mix is highly important for a business to provide an effective product offering to a particular target group of customers. Based on the marketing mix approach, Burberry has developed an exclusive marketing strategy to achieve business success. The current marketing mix strategy of Burberry has been explained below: 
Product 
Burberry has a higher specialization in the product category, especially in fashiona
ble clothing ranges. The products of the mentioned firm have high demand in the international market due to its exquisite materials, exclusive design and high standardization of the product line. One of the most famous products of the concerned organisation is Trench Coat, which was founded by the owner himself (Burberry, 2023). In 1980, the brand was introduced as Gabardine, which had extraordinary fabric and design. As stated by Othman et al. (2019), customers are attracted to a particular brand based on its quality and pricing. In the case of Burberry, the mentioned organisation has introduced unique collections such as Burberry Golf, Burberry Prorsum and Burberry London (Burberry, 2023). Furthermore, Burberry Brit, Burberry Weekend, and Burberry Touch are the major fragrance collections. The mentioned organisation has earned 20% of its revenue from men’s collections while the central focus of this organisation is women’s wear (Burberry, 2023).
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Figure 2: Products of Burberry
(Source: Burberry, 2023)

Price
Burberry has adopted a premium base pricing strategy to enhance its customer base as well as sales volume. The pricing of its products is based on its competitors’ pricing strategy and market demand. As mentioned by Azhar et al. (2019), a premium-based pricing strategy emphasizes the setting of the high price of products to enhance a favourable perception towards its customers. At this point, the concerned organisation has set its product's price rate based on its durability, customer perception and product design. For example, a simple cotton poplin shirt from this brand is $750, which is quite high in the current luxury market (Burberry, 2023). By adopting this kind of pricing strategy, the mentioned organisation has accessed its higher revenue stream in the targeted segments. 
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Figure 3: Price list of Burberry’s products
(Source: Burberry, 2023)
Place or distribution 
Burberry has currently operated its booth online and offline stores in more than 34 countries with thousands of retail stores (Burberry, 2023). Each of the stores of the firm is located in the most crowded locations so that they can raise their sales volume. In the words of Hanaysha, Al Shaikh and Alzoubi (2021), place strategy can be chosen to access higher profitability by attracting a large customer base. Considering this evidence, Burberry has targeted its audience in highly populated areas. Burberry has been digitally influenced to maintain digital stores in different locations (Burberry, 2023).
Direct channel of Burberry 
The concerned firm has sued direct channels to sell their products in the targeted segments. This firm has flagship stores in London (Burberry, 2023). 
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Figure 4: Stores of Burberry
(Source: Burberry, 2023)
Address: Covent Garden, London, England, UK
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Figure 5: Stores of Burberry
(Source: Burberry, 2023)
Address: 121 Regent Street, London, England, UK
Indirect channel of Burberry 
Furthermore, the mentioned firm has used a few boutiques and departmental stores as indirect channels. In this context, it can be said that the distribution channel is unique and as well as efficient to maintain high productivity as well as profitability. The firm uses ASOS, Nykaa and other shopping sites to launch and sell its products (Burberry, 2023). 

[image: ]
Figure 6: Selling of products through Nykaa
(Source: Burberry, 2023)
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Figure 7: Selling of products through ASOS
(Source: Burberry, 2023)
Promotion
In the apparel industry promotion is highly important as it helps to promote products in the new business segments (Nikbin et al., 2020). Burberry has used different promotional strategies to launch its products in the targeted segments, in this context, the mentioned form uses both online and offline media to promote its products. The firm uses TV, billboards and online advertisements to communicate with its customers (Burberry, 2023).
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Figure 8: Billboard advertisement of Burberry
(Source: Burberry, 2023)
The firm has also used social media promotional activities by using Facebook, Instagram and Tweets. It is quite an effective digital promotional strategy of the mentioned firm (Burberry, 2023). 
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Figure 9: Promotion of Burberry in Facebook
(Source: Burberry, 2023)
Burberry has also introduced celebrity endorsement with Kate Moss and Agyness Deyn to maintain high standards of promotional strategy (Burberry, 2023). With the help of these promotion activities, the mentioned firm achieved a high success in the targeted segments. 
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Figure 10: Agyness Deyn in Burberry
(Source: Burberry, 2023)
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