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[bookmark: _Toc143543510][bookmark: _Hlk143541804]Introduction 
Global evolution is moving towards the pathway of digitalisation to connect to a broader audience. The significance of the following dynamic measures a standout attitude in the congested market while engaging customers through creative marketing campaigns. In the current generation, organisation is not the only institution that is being benefited by digital marketing but the customers are also leveraged with an easy to access market. The strategic inclusion of digital marketing contributes to a company’s broader goals and aims while pulling productivity as well. Furthermore, the preferred marketing tool drives the trafficking of a company and helps to standardise a brand name in the market. The existing report will focus on the fashion industry of the UK and highlight Burberry’s current digital events and activities through microenvironment analysis, PESTLE, buyer personas or so on. Additionally, there will be an in-depth account of the future digital marketing strategy suggested for the concerned fashion brand for a better engagement. 
[bookmark: _Toc143543511]Part 1: Organisational Analysis and its Current Digital Strategy
[bookmark: _Toc143543512]Background of Company 
In reference to the chosen industry, the fashion field is associated with multibillion-dollar worldwide enterprises focusing on the business channel of making and selling clothes. There is a thin line between the fashion industry and apparel industry, which creates confusion among the focused customers (Abbate et al., 2023). However, the distinction between the two is very negligible and with time started to blur while the fashion industry relates to “high fashion,” clothing, the apparel industry is associated with “mass fashion or ordinary clothes.” Referencing the existing study, the UK fashion industry has always been considered to be critical for the country’s economic stability. The UK fashion industry is accounting for one of the significant market sizes, which is worth $26 billion while creating a job scope for approximately 800,000 individuals (Britishcouncil.org, 2023). Apparently, this is one of the biggest creative industries in the country. 
[image: ]
Figure 1: Revenue generated by the UK fashion industry
(Source: Statista.com, 2023)
Referencing the above-presented graph, it can be stated that the growth of the fashion industry is rapid in the chosen market space with current revenue generation of US $43.85 for FY 2023 (Statista.com, 2023). There is also a potential chance of growth in the upcoming years with an expected revenue generation of US $58.73 by FY 2027. Concerning the same, Burberry is one of the established fashion brands in the following industry of the UK, which produces a range of fashion clothes, accessories, bags and perfumes for both men and women. 
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Figure 2: Revenue generated by Burberry
(Source: Statista.com, 2023)
In response to the above-presented graph, Burberry has generated US $3.1 billion revenue for FY 2023, which is remarkable as compared to the past few years (Statista.com, 2023). Stating facts about the company’s background, the brand was established in the year 1856 by Thomas Burberry in the UK, which currently has nearly 475 stores across the world. In 2020, the company was declared as the powerhouse of valuable luxury brands in the globe. The headquarter of the fashion house is based in London, England and well-recognised for its iconic trench coat (Statista.com, 2023). Burberry has transformed the traditional mode of marketing into a modern one with three business channels licensing, retail and wholesale. 
[bookmark: _Toc143543513]Organisational Strategy: Brand missions and values 
An organisation drives a brand mission to establish the idea of existing in the market. The concept of brand values on the other hand is associated with the organisation’s virtue of committing to work and engaging with potential stakeholders (Pittman and Sheehan, 2021). Referring to the UK fashion organisation, Burberry, the company’s brand mission measures inclusiveness, creativity, and purpose driven-business by inspiring, preserving and discovering the company's heritage (Burberryplc.com, 2023). The brand values accounted for the company are forward thinking, creativity-driven, open and caring to customers and so on. 
[bookmark: _Toc143543514]PESTLE Analysis of the UK Market
Burberry is a large fashion company in the UK. It continues business depending on the digitalisation of the business management process. In business management and the operational management process, digitalization is playing a positive role to increase the number of opportunities, such as less time consumed and increased product availability near large numbers of people. Evaluate the business condition of a company and understand the opportunity to develop its digitalisation process proper analysis of its macro environment is required. Burberry is situated in the UK, and for that reason, a PESTEL analysis of this country is performed to understand its political, economic and social grounds for implementing the digitalisation of this company.
Political Factor
The business condition of a company completely depends on the political condition of a country that helps to grow a business smoothly. In UK political stability is a strong factor to established businesses based on this political stability Burberry company developed its business to improve its digitalisation process. The literacy rate of this country is about 99%, which is a positive factor in adopting the digitalisation process for huge purposes. However, in some aspects, the UK creates a slight business risk to developing a company, such as Brexit, which is a large factor that decreases customer retention in UK companies, which is represented as a negative factor for implementing the digitalisation process in Burberry company. However, in large aspects of the political situation of the country, it comparatively supports this digitalisation process. 
Economical factor 
The economy of a country is a key factor that regulates the business flow of the country because these economic conditions regulate purchasing behaviour of customers as well as product sales of the company. The GDP rate of this country is about 7.5% annual change dependent on 2021, which supports the business growth of any company (Statista, 2023). Many central and governmental economic resources and banking sectors provide business loans to the company depending on this implementing the digitalisation process in business is suitable for Burberry company. The strong economic condition of the UK provides big support to enhance technology use and digital business implements. 
Social Factor
The social factor of a country depends on many small factors are behaviours of people's social trends and others. In the UK most people are educated and working in different companies in this case the use of digital platforms is a common trend for those people. Moreover, after covid 19 lockdown people prefer online shopping rather than offline marketing. Based on this social condition of the UK Burberry have a large opportunity to develop its business depending on the digitalized process and nerds to implement its operational; process through upgraded digital technologies (Piovan, 2022). People of the UK are used to Facebook, Twitter and many social platforms on a large scale, using the social platforms by Burberry company depending on digitalisation is more profitable. 
Technological Factor
This study is performed to analyse the macro environments of Burberry company to evaluate its digital technology implementation process. In this case, technological factor analysis of the country is very essential to help to understand the technological advancement rate of this existing country to grow the company. In the UK technological innovation rate is about 59.7 which is comparatively higher than in other countries, based on this technological innovation rate adopting more digital technology in the Burberry business is suited. In addition, artificial intelligence and VR technology are used for educational purposes as well as industrial purposes that give supporting environments for this company. Internet connectivity and online learning environments are also positive factor for this company. 
Legal Factors
The legal framework of this country is well-developed, and a strong and proud history of democracy is supporting factories for implementing business environments of this country. In the UK many well-developed laws and legislations are presented that support the business growth of companies. Companies Act 2006 regulates corporation business and the Foreign Trade Act 1992 is useful to develop a business based on the globalisation of business (Legislation.gov.uk, 2023). However, Brexit creates large issues in the business of the UK to give limited VISA permission, in this case, small challenges may arise for the Burberry company. 
Environmental Factors
Awareness of pollution and zero carbon emission is higher in UK people. They are always aware of environmental factors and reduced pollution. In this perspective, the use of a higher digitalization process in business is slightly challenging for Burberry and focusing on green energy is required to develop its business. Based on all overall macro environments UK market condition is suitable to implement digital business environments for Burberry, However, some small challenges are raised due to political and legal conditions. 
[bookmark: _Toc143543515]Consumer Insights of the UK Market
Business digitalisation becomes a trend in the recent era of technology. More than 62% of people globally attained digital marketing. Such business transformation helps to cover a wide range of consumers. It builds a strong relationship between customers and the company which detects their preferences and any recommendable fashion. Understanding customers’ preferences in the UK target market of Burberry will help to detect the digitalisation potentiality of this industry. Some relevant associated modes are described below to successfully evaluate the consumer insights for this certain brand.
[bookmark: _Toc143543516]POEM Model
	Paid Media
	· Paid ads, traditional and offline advertisements, search engines and marketing are included in the “paid media” of the company.
· The UK business market has adopted Google Ads, television commercials, billboards, print ads and social media advertisements.
· Burberry invests 60% in its digital marketing strategy (Chen et al., 2021). 
· Mobile marketing, e-commerce and social media are executed by this industry in the UK market.
· Research suggests it is actively engaged in Facebook. Over 1M fans have engaged in its “Facebook fan base”.

	Owned Media
	· It has its own website page per country.
· Specifically for concerning customers in the UK about their newly launched products or offers, it has UK based website also.
· Burberry.com even has a personal digital app to purchase its product. 

	Earned Media
	· It has engaged in different promotional campaigns.
· It also includes the fashion magazine.
· Marcus Rashford, an England football player is its media influencer in an Instagram campaign.


Table 1: POEM Model Analysis 
(Source: Created by the author)
[bookmark: _Toc143543517]Customer Lifecycle Management Model
	Reach
	The company has engaged different "social media platforms" with customer review options, which will help to reach the highest rate of customers by researching product reviews. 

	Acquisition
	It uses Chatbot to engage with its customers. “Line and Kakao” are two messaging platforms used by the Burberry app.

	Conversion
	Firstly, it conducts a conventional way of business, later the global pandemic, Brexit and different other threats influence it to achieve digital transformation. 

	Retention
	It admits its consumer loyalty is lagging and rebalancing. 

	Loyalty
	In the United Kingdom, 17% of people who purchase luxury clothing say they would like to shop at Burberry repeatedly. When compared to the firm's 26% consumption shares, this indicates that 65% of those who own it are committed to the company (Olteanu, 2020).


Table 2: Steps of Customer Lifecycle Management Model
(Source: Created by the author)
[bookmark: _Toc143543518]RACE Framework
	Reach 
	Recently, it has launched “Customer 360” programming which allows consumers to share their opinions regarding buying history from Burberry. 

	Act
	Its targeted customers are high-profile GenZ and millennials. 

	Convert 
	It has already adopted digital marketing strategies but it focused on more prominent and strong online purchasing media. 

	Engage
	“Company-wide service model” execution helps them to communicate with customers and employees. 


Table 3: RACE Framework
(Source: Created by the author)
[bookmark: _Toc143543519]4 buyer personas to help design customer experience 
Conceptualisation of buying persona is relatable with the buying mode of an individual in reference to their value, attitude, expectations, and morals. According to the understanding of Yang et al., (2019) buyers are an integral avatar of marketing as they decide the pull of financial stability. The preferred scholar has also argued that buyer personas are subjective to detailed account of target customer’s age, gender, position while recognising their fear, choices, wants or needs. The reference of 4 buyers’ personas is a framework to discuss certain behaviour of customers in terms of buying (Akre et al., 2019). In a broader picture, the in-depth study of the 4 buyer personas supposedly helps the concerned company to evaluate differences of buyers while planning marketing strategy accordingly. The following dynamic aims to increase the chances of marketing success and facilitating company’s desired goals. The range of buying drivers are completely different from each other. For the detailed accounts refer to the below-presented table.
	Customer Name
	Ross Marchel

	Background
	Education- MBA in marketing
Job title- Marketing manager in a renowned brand in the UK
Work experience- 5 years

	Demographics
	Age- 30 years
Sex- Male
Location- London, UK
Income- $55,000
Marital status- Unmarried
Children- 0

	Identifiers 
	Motivation to use this brand- Burberry is among the top 10 fashion brands offering quality and sustainable clothing, accessories, or perfumes. 
Goals to use this brand: To get accustomed with online marketing 


Table 4: Buyer persona 1
(Source: Created by the learner)
	Customer Name
	Jenny Geller

	Background
	Education- Masters in Law
Job title- Lawyer in a UK law firm
Work experience- 10 years

	Demographics
	Age- 42 years
Sex- female
Location- Manchester, UK
Income- $605,000
Marital status- Married
Children- 1

	Identifiers 
	Motivation to use this brand- The existing fashion brand is luxurious and offers desirable design
Goals to use this brand: Getting a sense of reliability  


Table 5: Buyer persona 2
(Source: Created by the learner)
	Customer Name
	Jennifer Smith

	Background
	Education- MBA in HR management
Job title- HR responsible to hire IT employees in the UK private organisation
Work experience- 3 years

	Demographics
	Age- 28 years
Sex- Female
Location- Edinburg, UK
Income- $45,000
Marital status- Married
Children- 2

	Identifiers 
	Motivation to use this brand- Exclusive range of perfumes and fashion clothing. 
Goals to use this brand: Analysing the digital marketing trend. 


Table 6: Buyer persona 3
(Source: Created by the learner)
	Customer Name
	Robert Wilson 

	Background
	Education- MBBS
Job title- Doctor
Work experience- 2 years

	Demographics
	Age- 35 years
Sex- Male
Location- Wales, UK
Income- $80,000
Marital status- unmarried
Children- 0

	Identifiers 
	Motivation to use this brand- Creativeness and open-mindedness of the brand motivates buying persona. 
Goals to use this brand: Comparing the other existing fashion brands in the market. 


Table 7: Buyer persona 4
(Source: Created by the learner)
Evaluating the above-presented buyer persona, it can be stated that Burberry substantially designed its product and services according to the preferences, ideology, profession, or income status of the customers. This is because the following factor determines the spending of the target buyers and their perception of creating engagement with the brand. 
[bookmark: _Toc143543520]Undertaking a competitor analysis of the UK and a microenvironment analysis 
Elements of the marketing dynamic that immediately impacts the productivity level of an organisation is evaluated as a microenvironment. As per the opinion of De Oliveira et l., (2021) stated concept assumed to impact the overall performance and decision-making process of an industry as well. The drivers that are considered essential or significant for the microenvironment analysis of a concerned industry are customers, public, suppliers, competitors, and market intermediates. Considering the subjective measure of the UK fashion industry’s microenvironment analysis, Porter's Five Forces is the best suited model as the following tool aims to evaluate the competitors forces that become a barrier in industrial growth (Goyal, 2020). Accordingly, the five forces of the competitive analysis aim to identify the weakness of the firm to ensure that the brand grows at potential rate in the given industry (Goyal, 2020). Porter’s model can also be integrated to segmented markets for leveraging long term profitability of the industry. For a detailed account of the UK fashion industry refer to the below-mentioned microenvironment analysis.
Industry competition (High)
First element of Porter’s five forces deals with the existing firms in the industry creating a competitive edge (Sánchez-Cambronero et al., 2020). In terms of the UK fashion industry, the market competition is quite tough as the country is having nearly hundreds of established brands. 
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Figure 3: Competition among the UK fashion brands
(Source: Statista.com, 2023)
Considering the above-presented graph, Nike is in the top of the list to excel in the fashion industry market in the UK with approximately 70% of customers' preferences (Statista.com, 2023). The margin between the customer preference among fashion brands is quite negligible making the fact obvious that the brands have a cut-throat competition to sustain top position. 
Threat of customer buying power (High)
Customers are an integral part of the microenvironment analysis as they are the one to invest in finance. The power of a buyer is judged through their ability to switch brands and drive industrial prices (Anastasiu et al., 2020). Considering the number of fashion brand options in the UK, the customers get power to switch their preferences in case of any inconvenience or dissatisfaction, which makes them a strong player for the UK fashion industry. 
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Figure 4: UK customers investment rate on fashion industry
(Source: Statista.com, 2023)
The statistical data states that the British population approximately spends $62.2 billion British pounds on clothing (Statista.com, 2023). Investment on the following industry has significantly taken a U-turn post-pandemic, which has increased their power. 
Threat of supplier’s power (Low)
Most likely the suppliers of an industry are responsible for driving inputs and costs. The switching costs of a company in respect to the availability of suppliers in the existing market is responsible for deciding the power of the suppliers (Anastasiu et al., 2020). The greater number of suppliers makes it easier for the firms to switch options as per their convenience. In reference to the UK fashion industry, there are ample number of clothing manufacturers and suppliers namely “Glen Garnock Garments Limited,” “Just Jamie and Paul rich Limited,” “Delta Adhesives Ltd.,” and so on (Textileinfomedia.com, 2023). Therefore, the industry has a wide range of options to find alternatives making suppliers a poor player. 
Threat of new entrants (Moderate)
Force of new entrants is also responsible for disrupting the potential operation of an industry. This is because they tend to create competitive advantage by supplying relatable products in the market (Goyal, 2020). For the UK fashion industry there are approximately 280 fashion SMEs in the market who are dominating the customer base. However, it is quite impossible for the following marketers to overlap the position of existing big brands because of their image, mission and value. 
Threat of substitutes (High)
One of the most significant drivers pulling the competitive advantage of an industry is the threat of substitutes. The UK fashion industry is worth $26 billion with a number of brands ruling the market dynamic such as Burberry, Nike, Zara, Gucci and so on . The following brands are not only limited to the domestic market but also have international operations (Britishcouncil.org, 2023). Thereby, the reference of the substitutes is pretty high in the existing market because of multiple options. 



[bookmark: _Toc143543521]Part 2- Develop a Digital Marketing strategy
[bookmark: _Toc143543522]SMART Objectives 
	Specific
	The main objective is to strengthen the existing digital marketing strategy of Burberry company by designing and modifying an efficient e-commerce business website. 

	Measurable
	By the end of December lower the overall rate of bounces from pay-per-click website visitors to around 50%.

	Achievable
	There will be achieved at the end of the fiscal year, 200 search engine visitors must have converted into "contact us" requests.

	Relevant
	At reaching the end of the quarter, raise the mean purchase value per user on the web page to £35 per purchase (Uk.burberry.com, 2023).

	Time-bound
	10-12 months


Table 8: SMART objectives development for strengthening digital marketing
(Source: Created by the author)
[bookmark: _Toc143543523]Developing the overarching strategy based on TOWS, a strategic framework for developing a Digital Marketing Strategy 
Contextual understanding of the external and internal forces of an organisation measures the acronym TOWS. The following framework stands for threats, opportunities, weaknesses and strengths of a company (Brown Epstein, 2022). At the same time, the utilisation of the following marketing tool aids the company to use the relatable information for overcoming potential hurdles in the future.  The preferred scholar has also stated that TOWS is although similar to SWOT but the significance of the existing tool is associated with action rather than simple market analysis (Brown Epstein, 2022). For the current paper, TOWS will be utilised to frame digital marketing strategy of Burberry. Refer to the below-presented table for a better understanding. 
	
	Opportunity
· Customer loyalty
· Emerging markets
· Significant brand name
· Collaborations
	Threat 
· Substitute product
· Rapid change in customer lifestyle
· Higher market competition
· Economic recession period of COVID

	Strength 


· Top ranking market position
· Social media presence
· Focused branding
· Variety of product line
	SO: 


· Social media presence can help to build a loyal customer base. 
· Focused branding can help in expanding the market presence.
· Top ranking market position aids with collaboration with significant brands. 
· Variety of product range enhances brand name. 
	ST: 
· Social media presence facilitates cyber crime threat resulting in poor customer loyalty.
· Top ranking markets can give tough competition resulting in more rivals.
· Focused marketing can lower the motivation for market expansion.
· Too much product variety can question the brand name in terms of significance. 

	Weakness 


· Focusing only on Asian markets
· Luxury pricing
· Limited customer appeal
· Not affordable for all income group
	WO: 
· Focused marketing can limit the threat of substitutes as the company will focus on quality.
· Luxury pricing can serve as an opportunity to create high market competition.
· Limited customer appeal facilitates the scope to keenly study target customers' lifestyle.
· A significant group customer stays engaged with the brand. 
	WT:
· There are less chances of acquiring a broader market due to focused marketing.
· Luxury pricing limits the acquisition of customers from all income groups. 
· Limited customer appeal tends to impact the brand value. 
· Unaffordable pricing strategy can create a negative impression of the brand. 


Table 9: TOWS for Burberry
(Source: Created by the learner)
Inlining with the above-presented TOWS table, it can be stated that the mentioned fashion brand in the UK is experiencing a mixed surge of marketing. The implications of the provided information has helped to understand that the company is having a strong social media presence, which subjectively creates the space for market expansion beyond the domestic demography while maintaining the brand name. Based on the following internal drivers, the suggested digital marketing strategies are.
Digital ethnography- The following marketing strategy is an online process of collecting relatable customers' daily activities through “computer-mediated social media” (De Seta, 2020). Significance of the strategy will give Burberry a real-time “periscope,” of customer’s needs, desires and expectations. Accordingly, the preferred digital marketing strategy ensures that the concerned brand gets a handful of information on customers emotions and behaviour resulting in impactful brand image.
Digital Darwinism- Associated with the current digital evolution, the mentioned digital marketing concept refers to the organisation that can survive technological changes (Udovita, 2020). It is a theory of evolution, which ensures that the subjective company such as Burberry can sustain marketing competition only by adapting digital tools. The implications of the following marketing strategy will allow Burberry to adapt to the current digital environment while sustaining competitive advantage. 
Behavioural economics- Marketing is only about understanding the expectations and needs of a customer. The analysis of presented digital marketing strategy, behavioural economics deal with both psychology and economy of customers (Moffatt, 2020). The inclusion of the following marketing strategy will allow Burberry to evaluate the fact of certain behaviour of consumers in the real-world. Additionally, the framework will allow the brand to understand the spending mechanism of the customers while grabbing customers attention through digital mediums and framing convenient pricing strategies. 
Leaders lead- Conceptualisation of the following marketing strategy deals with individual ways of leading a team while looking into motivations and priorities of the same (Uprety et al., 2022). Thereby, the following digital strategy in terms of marketing will allow Burberry to lead the new changes in the organisation. Digital evolution is a crucial thing to address within the sphere of recent changes in the market. Burberry will be able to significantly drive the digital transformation with the help of the following strategy. 
[bookmark: _Toc143543524]Defining the tactics and the tools and Digital communications tools including content, permission, and email marketing 
Digital marketing is aligned with the concept of brand promotions while connecting with the broader audience through the internet or other digital tools. The following marketing strategy is also recognised as online marketing as an outbound marketing method (Desai and Vidyapeeth, 2019). Drawing the significance of the tool, digital marketing ensures to drive competitive edge in the given industry. There are a range of digital tools, which are associated with concerned company’s metrics including shares, views, impressions, likes and time-on-page. Concerning the provided examples, SEO stands for “search engine operation,” the following tool measures the enhancement of visibility of a company on Google or other relatable search engines (Das, 2021). In a broader picture, it is an art or technique of gaining pages higher rank in Google to accumulate broader customer attention. The reason for considering the following tool important for digital marketing is the ability to ease customers' search journey. 
In response to the previously stated digital tool, a customer surges for discovery of a content before making a purchase choice. Therefore, SEO helps a brand to thrive for higher ranking leading to the engaged trafficking to a concerned website (Das, 2021). On the other hand, same as SEO, SEM stands for “search engine marketing,” which creates higher trafficking through paid promotional methods or advertising.  The process of following digital tools is similar to the SEO and can be used as a synonym for the same (Nyagadza, 2020). Furthermore, the current generation is a sucker for smart marketing. Digital pathway to marketing has opened up a new scope for the marketers to use cool trends for customer attention. For example, display ads are videos, gifts and images produced on the company website to increase consumer awareness (Lesscher et al., 2021). The types and variety of the display ads are not significant as it can be any form such as static or animated with changing text, multiple images and videos.  
Email is one of the traditional modes of digital marketing as it describes the starting of the digital journey. The following digital tool conducts marketing through email channels. Potential or loyal customers added to the list of concerned company’s email are provided with information related to new product launch or services (Kingsnorth, 2019). The significance of the marketing style is making the existing customers aware of the products, discounts and offers. This is considered as a kind of soft education in terms of brand value to the customers. The optimisation of email marketing as a digital tool can be beneficial for return on investment (ROI) (Das, 2021). Besides the preferred digital marketing tool, the main player is social media, which is ruling the industry space of every field. The implications of social media marketing are critical for connecting a broader audience via online platforms or channels such as Instagram, Twitter, YouTube and Facebook (Li et al., 2021). All the above-mentioned functioning’s of different digital tools are collaboratively driven by social media tools starting from web trafficking to increase company sales. 
In consideration to the Burberry digital communication tool, the most suitable category will be social media. This is because the learning of the class has described that the following category allows audience performance, viral marketing campaigns, manage social media presence and surges customer feedback. As Burberry is already having a social media presence with strong influence of the emerging market therefore social media communication tools will help to connect to a broader classification of the audience. 
[bookmark: _Toc143543525]Identification of the key metrics and KPI 
	KPIs and Financial matrices

	Gross Revenue
	In the UK yearly revenue in 2022 is about £696m, it is expected to enhance the rate by 15%. 

	Liquidity Ratios
	The expected net debt rate will be less than £179m. 

	Profitability Ratios
	In FY 2021/22, CER's adjusted operating earnings improved by 38%, about £543M in this company. It is expected to increase up to 43% (Uk.burberry.com, 2023).

	Turnover rate
	The mean inventory turnover rate is about 2.0x in 2023, expected to increase to 2.1x next year.

	KPIs and Consumer experience matrices 

	Customer rating
	Expected the rating will be 4.3 to 5.0 to achieve the highest rate of customer satisfaction. 

	New targeted customers 
	Targeted customers are celebrities and high-class people. 

	Customer retention rate
	 It is expected to improve by more than 61%.


Table 10: Key Performance Indicators
(Source: Created by the author)
[bookmark: _Toc143543526]Estimation of the budget of the strategy 
Below-presented table is the budget for the above identified digital marketing strategies for Burberry. 
	Digital Marketing Strategy
	Estimated budget

	Search Engine Optimization (SEO)
	250$- 600$ Per Month

	Social Engine Marketing
	140$-415$ Per Month

	Social Media Marketing (SMM)
	165$- 480$ Per Month

	Digital ethnography
	$150-$200 Per Month

	Behavioural economics
	$120-$145 Per Month

	Digital Darwinism
	$250-$300 Per Month

	Leaders lead
	$100-$150 Per Month


Table 11: Cost allocation table for Burberry digital marketing strategy
(Source: Created by the learner)
[bookmark: _Toc143543527]Conclusion 
To summarise the above-presented discussion, the UK's fashion industry is contributing to a larger portion of the financial pull. Concluding the market size of the industry, it is worth US $26 billion and projected to grow by a significant amount. In this reference, the existing report has focused on Burberry and its current digital marketing strategy. The evaluation of the company’s origin, it has it headquarter in London, UK and recognised for its iconic trench coat with modern marketing. The company is truly having a digital marketing base with its suitability in the UK market, which is measured by PESTLE factors such as political, economic, social, environment and so on. Furthermore, the inclusion of the POEM model signifies companies paid, owned and earned media, which includes television, Google ads, website page or so on. For the “Lifecycle management model,” the steps are reach, acquisition, retention, loyalty and conversion. The other section of the digital marketing analysis has framed SMART objectives and conducted a TOWS analysis while suggesting future strategies for digital marketing. In terms of the implications of the digital communication tool Burberry is suggested to use social media. 
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