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[bookmark: _Toc92746245]INTERNAL AND EXTERNAL ANALYSIS 

[bookmark: _Toc92746246]INTRODUCTION 
	Burberry is a premium company, known worldwide, with over 150 years of prestigious history. It has been established by Thomas Burberry back in 1856. Over the time it gained the attention of buyers, but as well competitors and it has always been considered a threat for the last ones. As COVID-19 hit, the fashion industry has been one of the most impacted and it brought with it numerous loses. However, the company didn’t lose its hope and was trying to find ways and implement strategies to survive on the market and to carry forward the prestigious name. In the last three years, their goal was to reenergize their brand and to develop customers’ experience, while fighting to obtain stable sales. The objectives have been achieved even if the pandemic was slowing the situation and there was no hope at the beginning. In the following report, I will be initiating and internal and external analysis of Burberry’s company, using adequate marketing tools, strategies and academic sources that will be serving as proof of how the pandemic influenced and affected the business. 

[bookmark: _Toc92746247]WHAT IS MARKETING? 
Most people consider that marketing refers mainly to selling and advertising, but it gets beyond that and has a deeper connotation. According to Kotler (2019), marketing represents the process through which companies are managing to engage customers, to build long-lasting relationships and to create customer value to receive value in return from them.

[bookmark: _Toc92746248]THE MARKETING PROCESS 
Companies need to discover which are customers’ needs and to satisfy them. This can be achieved with the help of the marketing process. Its aim is to assist companies to obtain and create customer value in an efficient way. It normally is a written annual plan for most of the companies, and it covers the precedent year. (Bishop, 2013) 
There are five main steps that need to be followed, as presented in Figure 1. They are in continuous synergy and the process would not be conclusive if any of them is missing. 

Figure 1: The Marketing Process (Created by the learner)
[bookmark: _Toc92746249]SITUATIONAL ANALYSIS 
Situational analysis represents the basis of the marketing plan and shows the present situation of the company. It aims to discover which are the internal and external factors through PESTLE, Porters 5 forces, SWOT analyses and how they will be impacting the future.
[bookmark: _Toc92746250]OBJECTIVES 
The objectives represent the desired levels of accomplishment that the company wants to achieve in a certain period. It needs to be taken into consideration the available resources and how to utilize them wisely. The product’s lifecycle model will have a significative impact on the objectives as the conditions of selling a product are changing over time.
[bookmark: _Toc92746251]STRATEGY 
Strategy is the set plan that will help the company to achieve its objectives throughout a longer time frame. It consists of several elements: segmentation, targeting, positioning and the marketing mix. 
[bookmark: _Toc92746252]IMPLEMENTATION 
Implementation is the active process that is putting the strategy into effect and helping to reach the objectives imposed.
[bookmark: _Toc92746253]CONTROL 
The last stage consists of the evaluation process where it is discovered if the objectives have been achieved, if there needs to be taken into consideration any corrective actions and how to ensure a safe and smooth arrival. There are several stages that need to be taken into consideration, as shown in figure 2:
· Discovering the marketing objectives
· Creating performance standards
· Comparing results with standard performance
· Analyzing the deviations
· Rectify the errors

[image: What is Marketing Control? Definition, Types, Process - The Investors Book]
Figure 2: Control stages (Prachi, 2019)

[image: How to Create a Marketing Plan for Your Home Business]
Figure 3: Questions leading towards an effective marketing plan (Duermyer, 2021)
[bookmark: _Toc92746254]MACROENVIRONMENT 
As stated by Kotler (2019), the macroenvironment is represented as external forces and conditions that can create opportunities and/or threats for the company. As shown in Figure 4, there are six factors through which a company cand identify these influences, recognized as PESTLE factors/analysis, which is a strategic framework (Political, Economic, Social, Technological, Legal and Environmental). 
On the other side, the microenvironment represents the internal forces and consists of: company, supplier, customer, intermediaries, competitors and public.






 
[image: PESTLE &amp; Micro and Macro Environment diagram of the Greek tourism industry  | Download Scientific Diagram] 
 
 
 





Figure 4: The Micro and Macro Environment (Panagiotopoulou, 2019)
The COVID-19 outbreak has created global uncertainty and had a major impact on Burberry’s situation. Prior to the impact, the company was on the right track, gaining worldwide recognition and profits, but the pandemic has been taking some of them away. The following factors will be demonstrating how Burberry has been impacted, which was the market dynamic and how the business performed.
[bookmark: _Toc92746255]POLITICAL AND LEGAL 
As Burberry operates internationally, had to comply with the rules and regulations of each
individual country, especially during the pandemic, when the restrictions and political stability 
were different. During Brexit, the UK lost important connections with European countries. During
the outbreak their absence was observed, and it led to a substantial crisis of essential products
and workforce. The business has been impacted as well by the high tax that certain foreign
companies were asking for the raw materials, which was putting them to choose between
increasing the prices or reducing the profit.
[bookmark: _Toc92746256]ECONOMIC  
Even if the company used to have a stable and consistent revenue, the outbreak has been impacting it. As stated by Burberry (2020) in their Annual Strategic Report for 2019-2020, their revenue decreased by 3%, making a total of £2.6 billion and the profit decreased by 8%, leading to £404 million. However, during the recession they implemented financial discipline to maintain liquidity and leave space for potential investments when the economy recovers. 
As Burberry is the emblematic brand for London/UK, the tourists were considering a souvenir a purchase from the brand. The fact that there have been imposed travel restrictions and the shops have been closed for several months had a direct impact on sales. 
Slowly they learnt how to respond quickly and how to navigate during these challenging times that are impacting the worldwide economy.
[bookmark: _Toc92746257]SOCIAL  
COVID-19 had a substantial influence and impacted societal behaviour. Buying behaviour has been shifted towards online and essential products. The uncertainty was making people more accountable with their money. 
Burberry’s aim was to do what matters for their customers and communities, and it adapted amazingly fast to contemporary trends. They launched mid-range collections and even protective equipment such as face masks. They had to satisfy the requested needs to be able to remain in the market.
[bookmark: _Toc92746258]TECHNOLOGICAL 
	With the trends that have changed and the closure of 60% of their physical shops, Burberry had to adapt rapidly to the digital platforms to remain relevant on the market. As stated in their Strategic Report (Burberry, 2020), they created new ways to rebound with the customers by leveraging their digital capability. With the help of technology, they were able to do live streaming and remote selling. It has been focusing on online selling via numerous e-commerce platforms, which were helping them to generate profit. As well their online platforms and live chats have been constantly kept up to date to maintain customers’ engagement and to gain analytics.
[bookmark: _Toc92746259]ENVIRONMENTAL 
	Burberry is consistently engaged in building a sustainable future and to be more responsible towards the environment. They are planning to become carbon neutral withing their business operation and to achieve 100% renewable energy by 2022. Regarding the materials, all key ones should be traceable by 2025 and trying to obtain cotton, leather, and wool in a more sustainable way. (Burberry, 2021)
[bookmark: _Toc92746260]FAVOURABLE/UNFAVOURABLE FORCES 
	After a closer analysis of Burberry’s macroenvironment, it can be appreciated that the technological and environmental forces have been favourable by helping the company to grow and develop new areas. On the other side, the political, legal, social, and economic forces have been unfavourable as were impacting the sales, profits, and operations of the company.
[bookmark: _Toc92746261]ENVIRONMENTAL SCANNING 
	Environmental scanning aims to continuously scan the micro and macro environment of the company to identify and potential threats, opportunities, or market trends. Burberry is constantly monitoring their analytics and monitoring rivals’ performance to make sure that it is growing a prosperous business. 
[bookmark: _Toc92746262]ENVIRONMENTAL ANALYSIS 
	Environmental analysis examines all the data that has been collected through scanning and is identifying the threats and opportunities. Burberry’s team has a proactive attitude and is working constantly to predict what the future will bring and to implement new strategies.

[bookmark: _Toc92746263]SWOT ANALYSIS
Swot analysis provides knowledge for creating plans that are helping to improve the business. It is an acronym for: strengths, weaknesses, opportunities, and threats.
[bookmark: _Toc92746264]STRENGHTS 
· Patent and copyright protection: 
Gabardine- material invented by Thomas Burberry and patented in 1888
1912- patented the Tielocken coat, used during the First World War and the predecessor of the iconic trench coat from nowadays.
Burberry’s checked pattern- recognized as a trademark in 1920(making the brand recognizable worldwide)
· Large and consistent amount of financial resources 
· Brand equity: being for over 150 years on the market, it’s representative brand for UK and it makes the customers to think straight away at the distinctive British fashion. It is associated with a good reputation and high-quality materials.
· Globally present
· Engagement and dedication towards the customers and community
· Loyal customer base
[bookmark: _Toc92746265]WEAKNESSES 
· Premium/high price range: the price is fairly related to the quality of the materials and the brand history. However, even if it is cognoscible on the market, not all the social classes can afford their products, especially the new generation (young people in their 20’s) 
· Limited brand product categories: Burberry offers cosmetics, clothing and accessories which are limited compared with the other premium brands which have a wider selection of products, such as: home decor or furniture.
· Investing way too much money in employees’ training compared with other premium brands
[bookmark: _Toc92746266]OPPORTUNITIES
· Developing the product line and covering the gap in the market: providing extra lines of product can create further opportunities for them and differentiate from their rivals
· Adhering to other companies through collaborations, to provide a cheaper alternative and to reach a wider class of customers
· The change of lifestyle during COVID-19
· Entering and investing in profitable new markets
[bookmark: _Toc92746267]THREATS 
· Competition of other premium brands: brands such as Chanel or Gucci can steal Burberry’s customers 
· Changing buying behaviour during COVID-19: customers were looking for more affordable and comfortable brands as there was so much uncertainty around the world and had to spend their money wisely
· Threats of imitation: there are numerous unauthorized fake products on the market that over time can affect brand’s equity and profitability

                                                                                                      Source: Burberry (2021)

[bookmark: _Toc92746268]ADVANTAGES/DISADVANTAGES OF PESTLE ANALYSIS 
	According to Nitank & Trivedi (2016), PESTLE analysis is unique and differs from organization to organization. Under certain circumstances, using it can bring advantages, but as well disadvantages.
Advantages:
· The tool is extremely convenient to use and easy to understand
· Can provide clear information about the business environment
· Can help the business to identify potential threats and opportunities and to reduce/ increase them
· Can anticipate the future of the organization
Disadvantages:
· The data used can be simplified too much and can lead to missing valuable information
· For the information to be accurate, the tool needs to be kept up to date
· The data that is used for the analysis is mostly based on assumptions 
· As the business environment is in a continuous change, it becomes difficult to predict the next steps in the future of the organization

[bookmark: _Toc92746269]SEGMENTATION, TARGETING AND POSITIONING 
[bookmark: _Toc92746270]SEGMENTATION 
	Market segmentation represents the process through which a market is divided into distinct groups of buyers, with opposite needs, characteristics and attitudes and different market strategies are applied. (Kotler, 2019) It provides advantages as well to the company, such as: learning how to allocate the resources, creating a relevant marketing mix strategy, and identifying the customers’ needs and wants.
In terms of demography, Burberry offers products for men, women(all age categories) and children (babies 0-36 months and 4-14 years).
From the geographic point of view, it segments various regions like the USA, Europe, Middle East, Africa, and Asia-Pacific, as presented in figure 5, where can be seen the distribution of the stores around the world.
[image: Number Burberry stores worldwide by outlet type and region 2021 | Statista]















Figure 5: The distribution of Burberry stores (Department, 2021)
 
[bookmark: _Toc92746271]TARGETING 
	Market targeting evaluates the attractivity of market segments and is choosing one or more to adhere to. (Kotler, 2019)
	Burberry is using a differentiated targeting strategy, providing separate offers to each individual market segment that is addressing to. Its target audience is both sexes with a high disposable income. They have different product categories for each member of the target market: childrenswear range, womenswear, and menswear with their own accessories.
[bookmark: _Toc92746272]POSITIONING 
	Positioning is where a company’s product stands in relation to the competitive market that is offering the same/related products. (Kotler, 2019)
	Burberry is a well-known luxury brand that is positioned within the high-end area. Throughout the years, it remained consistent in the market and customers’ minds. They have a wide range of products such as cosmetics, apparel, and accessories, but the most significant remained the apparel collections. They are continuously investing in the brand image using strategies like celebrity endorsement and pro-environment. In terms of the first one, they use well-known names to wear their clothes in day-to-day life and as well fashion shows. Can iconic names be mentioned like: Gigi Hadid, Emma Watson, Kendall Jenner. On the other side, the company tries to be pro-environment by trying to source cotton, leather, and wool in a more environmentally way and to be traceable by 2025.

[bookmark: _Toc92746273]MARKETING MIX ELEMENTS 

	Marketing mix consists of the set of factors (product, price, place, promotion) that a company is using to create awareness about its brand and products. The four factors are known as the ‘4PS’ in the marketing area and are aiming to give value to the products.
[image: The Marketing Mix - Is It Still Relevant Today? - Business 2 Community]
Figure 6: The elements of the marketing mix (Hopper, 2020)

[bookmark: _Toc92746274]PRODUCT 
Product is an object that is offered to customers to satisfy their needs and wants.
Burberry is continuously looking to develop its products and find new ways to promote them and to enhance their life cycle. Their product line consists of apparel, accessories and cosmetics for kids, women, and men. Accessories are easier to sell as are having a longer life on the market compared with the clothes that are going out of fashion in a few months, except the trench coat which is the signature of the company, and it makes profits throughout the year. Products that do not require fitting, such as handbags, will sell easier compared with the ones that do (shoes, for example).
The company is combining two product strategies: line filling and line extension. 
· LINE FILLING-> they are constantly adding variety to their existent products and target market, such as new colors for clothes and accessories and additional sizes
· LINE EXTENSION ->they recently introduced the accessories range for the kids' range, on top of the apparel line
[bookmark: _Toc92746275]PRICE 
Price represents the amount that is needed to pay for a product or service.
Burberry is using a premium pricing strategy to sell its products. Its aim is to achieve lower costs for production and superior quality raw materials. Aa luxury brand, it does not compete directly in terms of the price with its rivals. By modifying the prices, they risk losing loyal customers. Taking this into consideration, their price strategy remains constant. Behind the price setting process, there is certain research that needs to be done to be relevant on the market. The company takes into consideration customers’ needs and wants, competitors’ prices, and the willingness to buy certain products. As stated in their annual revenue report for 2020-2021, they managed to achieve £2.3 million in revenue. (Burberry, 2021)
[bookmark: _Toc92746276]PLACE 
Place means the area where the product can be located / comes from.
Burberry has a total of 459 operational stores worldwide: Asia, SUA, EMEIA (Europe, Middle East, Africa). They are all located in a populated area to be able to attract customers and maintain their profits. In terms of distribution, Burberry is using a direct channel and as well indirect selective/ hybrid channel. 

· DIRECT CHANNEL
The company sells products to their customers through directly operated and franchised stores and their own online platform, Burberry.com. It aims to develop an omnichannel experience for the buyers. As COVID-19 imposed the closure of the physical stores, they shifted their activity towards the online and invested in developing the website, by adding new features.
· INDIRECT SELECTIVE/HYBRID CHANNEL (high involvement product available in selective stores)
As the company aims to reach a vast number of buyers, the indirect channels are a smarter and easier way to attract them. They have contracts with wholesales partners such as Harrods and Selfridges that are placing and selling their products via trained sales assistants. 
[bookmark: _Toc92746277]PROMOTION 
COMMUNICATION MODEL 
	According to Cambridge (2021), communication represents the continuous exchange of information between two or more people, resulting in understanding.
As presented in figure 7, there are various elements involved in the process and are designed to accomplish effective communication. The model has been realized by Shannon and Weaver and it consists of:
· Sender: is the person that is initiating the message and chooses the topic
· Encoder: represents a transmitter that is converting the information into signals
· Decoder: the place where the signal is converting the signals received into a message
· Receiver: where the information needs to be delivered
· Noise: the physical noise from the channel that can affect the message
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Figure 7: Shannon-Weaver’s Model of Communication (Theory, 2020)
Promotion is the way the product is advertised and made known to the public.
Being a luxury brand and worldwide recognizable, Burberry is investing a huge amount of money in promoting its products.  According to (Bishop, 2013), there are two main types of promotion: above the line promotion and below the line promotion.
· ABOVE THE LINE PROMOTION-> Burberry is using promotion in the media via
their digital channels: Facebook, Instagram, and Twitter. They are using 60% of their budget for the Facebook adds, through which customers can claim free samples in the exchange of gaining access to their data.
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· BELOW THE LINE PROMOTION -> The company is using public relations to create brand awareness: launching events and fashion shows. Because of the pandemic they have been taking advantage of the digital world and organized live streams, being able to reach an even larger group of potential buyers.
[bookmark: _Toc92746278]CONCLUSION 
Burberry represents one of the most significative and recognized fashion brands in the world. Since its beginning, the company has been an important name among fashion critics and customers, managing to penetrate the high-end market. During the uncertainty from the last period, it has been imposed a rapid digitizing to survive on the market and it did its best to adapt to the new regulations and customers’ needs and wants. They developed their technology to support the set-up of digital stores and combined it with artificial intelligence.
 
[bookmark: _Toc92746279]RECOMMANDATIONS 

	Ansoff Matrix represents a tool that is used by companies to analyse and develop strategies for a future growth. In figure 8, are presented the four strategies that can be used to achieve growth and discover the risk associated with each of them.

· MARKET PENETRATION aims to increase the sales of existing products in the existing market
· PRODUCT DEVELOPMENT targets the new potential products that can be added to an existing market
· MARKET DEVELOPMENT sets to enter a new market with the product that already exist
· DIVERSIFICATION aims to enter a new market with new products

From all of them, the safest approach is the market penetration and the riskiest is diversification.
                    
                                                                                         Source: Kotler (2019)
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Figure 8: Ansoff’s Matrix (created by the learner)

	Using the Ansoff Matrix, Burberry can identify how to grow the market in the future, and which are the strategies that needs to follow. As it is a well-known British brand, can use brand extension strategy to introduce a new line of products: home decor that represents the English culture. It can create Victorian style home decorations such as pillows, blankets, statues, vases than would look amazing in the English homes and serve as well as a precious souvenir for the tourists. On the other side, in terms of product development strategy, they can create an apparel line for pets (dogs and cats small and medium size). Like this the buyers can match the outfit with their pet.
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