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Burberry Group Plc. is a reputable British fashion luxury brand. It deals primarily with the luxury fashion business, and its major product line consists of apparel. The brand is known around the world due to quality, classic designs, and invention collections. Burberry is a strong competitor in the high-end market position who is competing with other luxury brands throughout the world. This report aims to discuss the external competitive environment of Burberry through Porter's Five Forces. This discussion will determine the most important factors that influence the company. It will also demonstrate the effects of these forces on the marketing strategy and decisions of Burberry.
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Threat of New Entrants
Burberry has a very low threat of new market entry. Burberry has a long history, and it provides a strong international reputation. Marketing and advertising campaigns are extremely expensive for new companies (Castillo-Abdul et al. 2022). They find it difficult to create brand awareness within a short time in the international luxury fashion industry. Burberry has good retail stores in major cities across the globe. The distribution channels and intellectual protection deny new entrants easy access. Thus, the new entrants cannot easily overcome these obstacles and compete with Burberry successfully.
Bargaining Power of Suppliers
Burberry has moderate to high supplier power in the luxury fashion industry. The company operates with specific materials, including its iconic Gabardine. Burberry has its own mill in Yorkshire, which produces core fabrics (burberryplc.com, 2025b). But the suppliers of artisanal leather and accessories are few and costly to substitute. Changing suppliers will add a lot of expenses to the production. The quality materials can be sold at high prices by specialised vendors. Vertical integration assists Burberry in controlling the outerwear manufacturing costs. Close relationships with suppliers would facilitate the quality of the products and the reliability of supply.
Bargaining Power of Buyers
The power of buyers is usually low because of the loyalty in the luxury markets. Customers are committed to traditional luxury, such as Burberry. The majority of buyers are not very price sensitive to slight price increments. Nevertheless, declining luxury demand in the world has raised the bargaining power of buyers a bit. Burberry has recorded a 15% decline in revenue in the 2024/25 fiscal year (burberryplc.com, 2025a). The resale market offers consumers other choices with used luxurious products. It is also easier to compare the prices and buy used Burberry products now.
Threat of Substitute Products
Burberry has a moderate to high threat of substitutes for its products worldwide. It is possible that consumers can choose lower-end luxury brands or quality clothes. Semi-expensive products offer the same quality and attractive style to the customers. Customers can also allocate their money to other luxurious products such as travelling, watches, or technology. The issue of cheap fake products has been a persistent challenge in the global markets (Meyer et al. 2023). To counter these threats, Burberry focuses on the differentiation of its British design and high-quality craftsmanship at all times.
Industry Rivalry
The luxury industry is highly competitive and intense across the globe. Burberry's rival company includes Louis Vuitton, Gucci, and Prada. These competitors are well-known brands with good financial assets in the world. Marketing campaigns, advertising, and store improvement are also very important to compete. Recently, Burberry also redefined its strategy in order to enhance its outerwear products and collections. High fixed costs imply that competitors will hardly leave the market, making competition intense (De Loecker et al. 2021). 
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Critically Analyse the Findings from the Situational Analysis
From the situational analysis, it is very clear that Burberry Group Plc. drives into a very highly demanding luxury fashion industry. The company’s entry challenges are very strong, as its brand equity and worldwide heritage boost consumers’ faith. Burberry indicates a decline rate of 15% in profitability in the 2024-25 year (Zhang et al., 2025). Consequently, it drops its loyalty, which weakens luxury claims across the world. The company’s major competitors are Louis Vuitton and Gucci. These two leading global companies signalled improvement of 10% and 12% respectively. These companies’ growth rates give more push to Burberry for further improvement, as well as adding pressure (Lim, 2023). The expenses of changing providers can boost manufacturing charges by around 8-10% at the end of the year.        
Impact on Strategic Decision-Making and Overall Success
Such influences very heavily affect the tactical preferences of the brand in development, pricing strategy and growth. Because of high competitiveness, the brand must invest more in marketing approaches, such as digital marketing, and they will also have to change their goods. Providers’ limitations call for effective expense management for maintaining profits without compromising the quality of commodities (McCormick and Ram, 2022). Poor faith of the customers internationally influences brand credibility and sales predictions.        
Supporting Theories and Industry Examples
This report employs RBV (Resource-Based View) and Porter’s Generic Strategies that describe the competitive fight of Burberry Group. This luxury product brand pressures growth and heritage branding, utilising distinction to defend their market hardiness (Lawry, 2023). The RBV Theory aids the brand’s high investment in technologies and efficient artistry as rare assets that cannot be obtained again. As an instance, the exclusive partnership of Louis Vuitton improved the company’s customers’ footfalls by 20% in 2023 (Di Leo et al., 2023). On the same note, Gucci emphasised mainly on eco-conscious products, which helped them to increase their revenue by 12% in the previous year.      
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The situational evaluation mirrors how much competition Burberry Group Plc. encounters. They face the risk of a medium-level provider worry and a low market entry barrier. Alternatives and customers’ negotiation remain as medium challenges for retaining the company's goodwill and stabilising pricing. 
For trust development in the market for new consumer entry, the brand must improve its commodity, quality and technical development. Increasing eco-friendly products and formulating partnerships with premier fashion designers can boost the brand's faith across the globe. 
The above-mentioned analysis assists the company in perceiving how much competition they are facing and the market behaviour before taking vital decisions as far as business growth is concerned. This analysis backs the positive prediction of sales and confirms that approaches stay integrated into long-term objectives and external market environments.              
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