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Introduction
Luxury fashion is growing worldwide despite the setback of the COVID-19 pandemic. The luxury fashion industry generates £282.78 billion worldwide and £13.05 billion in the UK, with a 2.49% annual growth rate (Statista, 2023a, 2023b). 
Burberry is a London, England-based luxury fashion brand established in 1856 by Thomas Burberry. (Burberry PLC, 2023). Today, the brand offers diverse clothing, accessories, and fragrances for all genders and ages. Burberry is distinguished by its unique check pattern, utilised in many products such as clothes, handbags, scarves, and umbrellas. It is one of the most valuable brands in the world, currently ranked at 16 (Haigh, 2022) and valued at around $5.9 billion in 2022 (Plc, 2022). They became carbon neutral in 2022, use 100% renewable energy and support various philanthropic initiatives, including education and the arts; their commitment to sustainability and a healthy environment (Plc, 2022).

Burberry's Mission Statement

"Creativity Opens Spaces" guides Burberry's decision-making and long-term ambitions. This mission statement draws from founder Thomas Burberry's Open Spaces philosophy, which emphasises the independence and pioneering spirit of Burberry clothing. Burberry uses creativity to develop unique products and shopping experiences. (Burberry PLC, 2023).
Burberry's Vision: Burberry aims to be the lead as a British luxury brand, delivering sustainable, high-quality growth and value to all its stakeholders (Burberry PLC, 2023).
As a project team member, the author of this report will comprehensively analyse Burberry's external and internal environment using various analytical frameworks. This report will use PESTEL analysis, Porter's Five Forces analysis, SWOT analysis, STP analysis, marketing strategy mix (4Ps), and Ansoff Matrix Model to provide valuable insights and recommendations to help Burberry maintain its competitive edge in the luxury fashion market. 
Macro and Micro Environment
The internal factors include employees, suppliers, distributors, competitors, customers, and shareholders that impact a company's business operations, and marketing strategy comprises the micro environment in a company (Monash University, 2018). External variables an organisation can not control impact a company's marketing and operations in the macro environment. (Silva and Castañeda-Ayarza, 2021).

Figure 1: Micro and Macro environment
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Source: (Lippman, Hewitt and Bramdaw, 2021)

Effectively managing these factors is essential to develop successful marketing strategies, identifying growth opportunities, and mitigating potential risks and threats.

2. PESTEL Analyses of Burberry
Burberry must consider its environment's advantages and disadvantages regarding luxury fashion goods. Burberry's external environmental assessment will be carried out using the PESTEL model, which will help to understand the external forces that may affect their business and develop strategies to adapt and thrive in changing circumstances (CIPD, 2021). PESTEL analysis evaluates Political, Economic, Social, Technological, and Environmental factors that may affect business and can identify luxury brand competition challenges and opportunities for Burberry.

Figure 2: PESTEL Analysis[image: A picture containing text, screenshot, graphic design, diagram
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PESTEL Analysis of BURBERRY
	
	Factors
	Influence
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	 Brexit: After Brexit, VAT refunds, zero-tariff, and zero-quota trade facilities were withdrawn from the British-EU luxury goods trade. Burberry, in 13 weeks to December 26, 2020, comparable store sales decreased by 9% (Rojas, 2021).
	

Unfavourable

	
	Stable Political Climate: A stable political climate in the UK can have several positive impacts on Burberry, including increased sales, improved business conditions, and a more positive brand image.
Trade Agreements: Membership in the World Trade Organisation and bilateral trade agreements encourage trade across borders (WTO, 2023).
Russia-Ukraine War: Due to the war, businesses have had to close their shop networks in Russia and combat rising energy and raw material costs (Makortoff, 2022).
	
Favourable



Favourable



Unfavourable
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	Inflation and Cost of Living: In the year to October 2022, UK prices for goods and services rose at the fastest rate in four decades, and the inflation rate rose to 9.2% on February 23, severely impacting the retail industry (Office for National Statistics, 2023).
Foreign exchange rates: FX turnover in a volatile market reached $7.5 trillion daily in April 2022. (Drehmann and Sushko, 2022). Volatility in foreign exchange rates puts business operations at risk.
Emerging markets: Globalisation allows businesses to purchase and sell goods globally (Stobierski, 2021). Asia's middle class is growing rapidly, and millionaires in the region will double by the end of the decade. (HSBC, 2022). 
Circular Economy: Burberry's "ReBurberry Edit" uses sustainable materials and partners with the resale site 'The RealReal' to promote economic circularity and reduce waste. (Burberry Plc, 2020)(McDowell, 2019). However, Burberry may lose exclusivity and have difficulty managing the supply chain and quality if it adopts a circular economy model.
	

Unfavourable


Unfavourable


Favourable




Favourable/ Unfavourable
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	Changing consumer choices: Consumer choices are constantly evolving, and Burberry needs to keep up with these changes to remain relevant. Burberry's timeless style and ability to stay current have kept it ahead of its competitors for over 150 years.
Globalisation: Globalisation increases the interconnectedness of people and cultures across national borders. Burberry's rapid expansion in Asia proves it has started taking benefit of globalisation (Faithfull, 2022).
Diversity: Today, customers are more diverse than ever. Diverse and inclusive luxury brands may attract more customers and build brand loyalty.
	
Favourable/ Unfavourable



Favourable

Favourable/ Unfavourable
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	E-commerce: Luxury brands need a well-designed e-commerce website, mobile apps, and social media accounts to compete as consumers increasingly shop online. 
Augmented reality and virtual reality: These technologies make virtual showrooms, clothing and accessory try-on, and 360-degree product views possible.
Sustainability and innovation: Using sustainable and innovative technologies, such as recycled materials, 3D printing and designing software, is gaining popularity among luxury brands.
AI and Cybersecurity: Machine learning and AI let luxury brands easily personalise customer experiences and e-commerce and data collection. Cybersecurity becomes essential to protect customer data and avoid cyber attacks that can damage a brand's reputation and cost money.
	Favourable




Favourable

Favourable




Favourable
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	Climate change and natural disasters: Climate change and natural disasters can significantly impact operations, particularly on its supply chain and distribution channels leading to delays and increased costs.
Sustainable sourcing and production: Consumers are pressuring businesses to be environmentally friendly and adopt sustainable practices. Burberry pledged to use sustainable materials and reduce waste in its production processes (Plc, 2022).
Ethical and Eco-Friendly Practices: Burberry destroyed (Burnt) over £90 million of goods between 2012 and 2018, putting their brand image as an ethical and eco-friendly organisation (BBC, 2018).
	
Unfavourable



Favourable


Unfavourable
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	Corporation Tax: In April 2023, the British government raised the corporation tax rate from 19% to 25% for businesses with profits over £250,000 (Seely, 2023). 
The UK Laws and Policies: UK IP law safeguards Burberry's brand and designs against infringement and counterfeiting (Government, 1994). 
International laws and Legislations: Burberry must examine legal considerations because the company works in many countries and is subject to various laws and regulations. Compliance with these regulations is critical to prevent penalties, legal action, and reputational harm.
	Unfavourable


Favourable

Favourable/ Unfavourable




Porter's Five Forces Analyses at Burberry
Competition is one of the most inevitable forces in the modern business world. The operating environment and competitors influence all businesses in their industry. According to Adom et al. (2016), analysing an organisation's competitors enables the identification of its weaknesses, opportunities, and threats in its industrial environment. 
The Five Forces are Michael Porter's framework for analysing an industry's competitive forces and determining economic value distribution among industry participants. (Porter, 1979) (Harvard Business School, 2023).

Figure 3: Porter's Five Forces Model
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Porter's Five Forces Analyses of Burberry
Threats of New Entrance: Luxury fashion is competitive and challenging to enter. New luxury brands need capital, a strong brand identity, and a loyal customer base to compete with Burberry. Established luxury brands dominate the market with limited distribution channels, high production costs, and long lead times. Demand-side benefits of scale, customer switching costs, capital requirements, incumbent advantages, unequal distribution channels, and government policy can deter entrants. 
Figure 4: Difficulty Factors for New Arrivals in the Industry[image: A picture containing text, screenshot, font, line
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As shown in Figure 3, most difficulty factors are high for new luxury fashion industry arrivals. New brands may struggle to compete with established brands like Burberry to overcome these barriers. Therefore, new entrants pose a low threat.
Bargaining power of suppliers: Burberry's suppliers include manufacturers of fabrics, leather, and other raw materials, as well as logistics and transportation companies. Burberry relies on a worldwide network of suppliers for raw materials and finished items. National and/or industry collective bargaining agreements encompass over 85% of their finished product facilities. By 2025, Burberry hopes to expand its supply chain even more and obtain 100% certified recycled nylon, recycled polyester, wool, and organic cotton. By 2025, they want 100% of their leather from approved tanneries (Burberry UK, 2022). Burberry has manufacturing sites in the UK and Italy; they do not entirely rely on suppliers from a specific geographical location (Burberry, 2023).
When figuring out the buying power of sellers, there are five main things to look at (Talerico, 2022):
· Number of suppliers compared to the number of buyers
· The reliance of a supplier's selling on a particular customer
· Switching cost (For suppliers)
· Suppliers who have materials or services ready for immediate sale
· Suppliers' ability to integrate
Burberry can quickly obtain good quality raw materials at a reasonable cost due to its large scale of operations. Suppliers are not a significant factor in Burberry's supply chain and can be easily replaced. Although suppliers rely heavily on Burberry's business, they have no power to integrate vertically. Therefore, the bargaining power of suppliers is weak, and the threat is low in Burberry's competitive decisions and strategies.

Bargaining Power of Buyers: The bargaining power of buyers for Burberry is high. 

Figure 5: Bargaining Power of Burberry Buyers[image: A picture containing text, screenshot, line, diagram

Description automatically generated]Luxury fashion is highly competitive, and buyers have many options. In addition, buyers have access to information on pricing and quality, allowing them to make informed decisions when purchasing luxury fashion products. In general, Burberry has a relatively powerful brand image and a base of loyal consumers, which can reduce the bargaining power of buyers. However, if numerous substitutes are available or purchasers are highly price-sensitive, they may have greater bargaining power than Burberry.
The threat of Substitutes: Aside from high quality, luxury goods must have a prestige symbol or a deep connection with the buyer (Ko, Costello and Taylor, 2019)(Pennsylvania, 2021). So, it is not easy to detect substitute items for luxury items. While there are some alternatives to luxury fashion brands, such as fast fashion or mid-range brands, the unique brand identity and high-quality products offered by Burberry provide a level of differentiation that makes it less susceptible to substitutes. Some products of Burberry can be replaced by substitutes based on their utility. For example, watches popularity has declined since mobile phones became available (Guardian, 2020). One of Burberry's iconic product, trench coats, were initially designed for the rainy season (Bass-Krueger, 2019). People can use umbrellas or wear raincoats as alternatives. Therefore, as a luxury fashion brand for Burberry, the threat of substitute products is low. However, changes in consumer preferences or trends could increase the threat of substitutes in the future.
The intensity of Rivalry: The intensity of rivalry in the luxury fashion industry is high. Burberry competes with other luxury fashion brands that offer similar products, such as Gucci, Prada, and Louis Vuitton. Rivalry is intensified because the industry is highly concentrated, with few dominant players. 
Figure 6: Burberry and its Rivals in the UK[image: A picture containing text, screenshot, font, parallel
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Source: Statista (Kunst, 2023)
The high costs associated with marketing, advertising, and maintaining a solid brand image also contribute to the intensity of rivalry. However, Burberry's strong brand reputation and innovative products have allowed it to maintain a competitive edge.
Overall, Burberry's strong brand image, exclusive image, and high-quality products give the company a relatively strong competitive advantage. However, the company must remain vigilant against emerging competitors and adapt to changing market conditions to maintain its position in the industry.
SWOT Analysis
SWOT analysis is an instrument for strategic planning that evaluates a business venture or initiative's strengths, weaknesses, opportunities, and threats. It is the process of identifying and analysing the internal and external factors that can influence the success or failure of a business or project (Teoli and An, 2022).
Figure 7: SWOT Analysis of Burberry Plc
	Strengths
[image: ]
· Strong brand image and heritage
· Worldwide operations and infrastructure: In 2022, Burberry had 418 outlets worldwide (Sabanoglu, 2022b)
· Strong e-commerce and Social media platforms: They have a website with a high ranking in search engines and popular social media platforms (Similarweb, 2023)(Burberry Youtube, 2013)(Burberry Facebook, 2023). 
· Royal Warrant: Burberry holds a 1955 Royal Warrant of Appointment, a prestigious recognition for a brand, as it is a symbol of quality, excellence and tradition (Association, 2023).
· Steady Revenue growth (Sabanoglu, 2022a)
	Weaknesses[image: A red circle with a hand giving a thumbs down sign
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· Heavily dependent on the Asian market (Statista, 2022)
· Limited product diversification: Burberry has limited lines of luxury items compared to other renowned brands.
· Poorly designed products: They faced heavy criticism for their poorly developed product (BBC, 2019).

	Threats
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· Increasing competition (Haigh, 2022)
· Counterfeit products (CNBC, 2018)
· Economic uncertainty and Inflation due to COVID, Ukraine War and Brexit (IMF, 2023) (Hooker, 2023)

	Opportunities
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· Growth in e-commerce
· Product Diversification
· Strategic Partnerships: 
· Emerging markets (Rivard, 2023)
· Sustainability: Consumers are increasingly concerned about their products' environmental and social impact.
· Innovation and Technological advancement



Burberry has a strong brand with a global presence but struggles with product differentiation, market dependence, and luxury fashion competition. Innovation, expanding into new markets and product categories, and using technology to improve customer experience may help the company capitalise on opportunities and mitigate threats. Sustainability and ethics can also address consumer concerns in these areas.
Advantages and Disadvantages of SWOT Analysis
There are several advantages of SWOT analysis, including (Development, 2021):

· A SWOT analysis can help an organisation identify areas for improvement by revealing its strengths and weaknesses.
· It can help identify potential opportunities for growth and success and threats that must be addressed.
· SWOT analysis can help create strategies that capitalise on strengths and minimise weaknesses and threats.
· It promotes collaboration and helps staff understand the company's current situation and future direction.
· SWOT analysis is a flexible, simple, yet cost-effective tool that organisations of all sizes can use.

Although SWOT analysis is widely used in strategic planning, according to Vlados and Chatzinikolaou (2019), the traditional SWOT analysis approach does not have a comprehensive evolutionary methodological framework. The following are the disadvantages of the SWOT analysis model (Development, 2021): 
· Some SWOT analysis users oversimplify data decision-making can be done based on insufficient data.
· Data overload may cause "paralysis by analysis."
· Data may be based on unproven assumptions.
· Quality internal data sources may be time-consuming and politically challenging, particularly in complex organisations like parent companies.
· It lacks a detailed structure; therefore, essential details may be lost.
· The speed of change makes it harder to predict future events that may impact a business.
As a result, Burberry must integrate additional research and analyses, and they cannot make judgements exclusively based on SWOT analysis.

STP Analysis
In all businesses, customers vary regarding their demands, resources, locations, purchasing attitudes, and buying practices (Kotler and Keller, 2019). Burberry uses STP analysis to understand its customers better and create targeted marketing strategies that resonate with their needs and preferences.









Figure 8: STP Analysis of Burberry Plc
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Demographic
	Age: 25-45
	







Concentrated Marketing (Targeting affluent people who want exclusive luxury fashion brands.)
	







A luxury brand that combines traditional British heritage with premium quality and contemporary fashion.

	
	Gender: Women
	
	

	
	Education: Graduate
	
	

	
	Income: Upper middle class and upper class.
	
	

	
	Occupation: Business or High-end corporate.
	
	

	Geographic
	City
	
	

	


Psychographic
	Lifestyle: Socially active and Aspirer
	
	

	
	Interest: Partying, Fashion, Fine Dining, Traveling, Heritage
	
	

	

Behavioural
	Brand Loyal
	
	

	
	Keen trends follower
	
	

	
	Prefer in-store shopping
	
	

	Benefit
	Luxury, High-Quality items, Exclusivity
	
	


Burberry's STP strategy targets high-end consumers with a strong brand image and a unique identity. The company emphasises its heritage, quality, and exclusivity to appeal to customers who value luxury and style.
Marketing Strategy Mix (4Ps)
The marketing mix, also known as the 4Ps of marketing, is a framework used to describe the critical elements of a marketing strategy. The 4Ps stand for Product, Price, Place, and Promotion, and they are the four areas a company can control to influence consumer behaviour and achieve its marketing goals (Teoli and An, 2022).
Figure 9: Marketing Strategy Mix (4Ps) for Burberry[image: A picture containing text, font, graphic design, screenshot
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	· Clothing
· Beauty
· Jewellery
· Footwear
· Bags
· Watches
· Sunglasses
· Personalised Gifts
· Home Accessories

	· Premium Pricing
· Price Skimming
	· Online Store
· Retail Store
· Third-Party Retailers
· Events
· Collaborations
· Licensing
	· Advertising
· Events
· Social Media
· Influencer Marketing
· Public Relations
· Product Placement
· Loyalty Programme
· Store Design
· Sponsorship
· Video Game Skins




Products:
In 2022, Burberry generated £2.826B selling their products, and In the UK, Burberry products are used by 26% of luxury goods consumers (Statista, 2023a, 2023b). Burberry is known for its clothing, accessories, footwear, fragrances, eyewear, watches, and beauty products(Burberry UK, 2023). Burberry is known for its distinctive products, such as its signature trench coats, cashmere scarves, and trademark check pattern. Its classic designs, distinctive scents, eyewear, watches, and beauty products are known for their high-quality ingredients and elegant packaging.
Image: Burberry's Products and Prices[image: A collage of clothing and accessories
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Source: Burberry Facebook

Price:
In marketing, price refers to the amount of money customers are willing to pay for a product or service. Pricing is an integral component of business strategies that support financial operations and an order-qualifying necessity related to strategic positioning and accomplishing business objectives (Mattos, Oyadomari and Zatta, 2021).
Burberry's pricing strategy is premium, as the company positions itself as a prestige fashion brand and charges higher prices than its competitors. This strategy is predicated on the brand's perceived value and reputation for superior materials and craftsmanship. Burberry also uses price skimming, the strategy of setting a high price for a new product and lowering it progressively over time, to capitalise on early adopters of its new product introductions. Burberry's pricing strategy is centred on maintaining a high-end, prestige image while modifying prices to remain competitive and appeal to target consumers.

Place (Distribution Channels)
Burberry has retail stores worldwide, in major cities such as London, New York, Paris, Tokyo, Hong Kong, and Shanghai. Burberry has 418 stores in operation worldwide, and most (231 outlets) are in Asia Pacific, as most of their revenue comes from that region (Sabanoglu, 2022b). 
Image: Inside a Burberry store in Regent Street, London, UK
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Source: https://ramboll.com

Besides retail stores, Burberry has an online store where customers can purchase its products anywhere. 4 million people visited the online store in March 2023 (Similarweb, 2023)
. Third-party retailers buy Burberry goods wholesale as authorised resellers/distributors. Burberry also licenses its brand to third-party companies, allowing them to create and sell products under the Burberry name. This includes fragrances, eyewear, and watches (Sandle, 2017). Burberry hosts events such as fashion shows, product launches, and pop-up stores to promote its brand and products(Fury, 2016). Burberry collaborates with other brands and designers to create exclusive products and collections. These collaborations work as strategic partnerships to help to increase brand visibility and appeal to a broader audience(Spinks, 2022).
Promotion
Burberry has been successful in promoting its brand through various marketing initiatives. The company has a solid online presence and uses social media platforms like Instagram and Facebook to connect with customers and promote its products. Burberry has 17m and 20m followers on Facebook and Instagram, respectively (Burberry Facebook, 2023)
(Instagram, 2023).
Image: Burberry on Instagram [image: A screenshot of a group of people
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Image: People's Reaction on Facebook to a Launch of a New Line
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Source: Burberry Facebook

 Burberry also engages in influencer marketing and collaborates with celebrities and artists to create limited-edition collections and increase brand visibility.

Image: Son Heung Min (Footballer) and Shakira (Singer) as Burberry Ambassadors
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                                                                                                                Source: Burberry Plc

Additionally, the company hosts fashion shows and events to showcase its latest collections and generate buzz around the brand. Burberry also has been hosting and sponsoring charity, sports and social awareness events(PLC, 2022). Burberry is well known for its product placement in movies as a promotion(Okwodu, 2016). It has been designing outfits for characters in video games(SCHULZ, 2022), a very effective marketing promotion to reach a young group of audience. Overall, Burberry's marketing and promotional strategies have contributed to its success in the fashion industry. 
Recommendations
Almost all organisations want to grow, whether they are businesses or non-profits. 94% of the top executives said that growth was their primary objective for their business, and 30% said that growth was more important than everything else (Leinwand, Mainardi and Adolph, 2016). The Ansoff Matrix is a strategic planning tool businesses use to determine their product and market growth strategy. The Ansoff Matrix helps companies analyse potential strategic options by looking at two key factors: products and markets (Dawes, 2018).

Figure 10: Ansoff Matrix 
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Market Penetration: Burberry can increase market share and revenue through market penetration strategies such as increasing marketing and promotional efforts to attract more customers, expanding its product line and offerings, and increasing the number of retail locations globally. Burberry has already launched a successful line of fragrances, but it could also consider expanding into the beauty and skincare industry. Burberry could develop a line of cosmetics and skincare products that align with its luxury brand image
Diversification: Burberry can diversify its product offerings by expanding into new, unrelated markets such as lifestyle products, furniture or other luxury goods. In 2021, leisure travellers spent about $2.9 trillion (Department, 2022). Burberry could explore the luxury travel industry by partnering with luxury hotels and resorts to create exclusive Burberry-branded experiences for travellers. This could include designing hotel rooms and common areas with Burberry-inspired decor or offering exclusive shopping experiences for guests. It can also consider acquiring other brands or companies to diversify its business further.
Market Development: Burberry can expand into new markets by developing new sales channels and distribution networks, such as e-commerce platforms and partnerships with other retailers. It can also consider expanding into new geographic regions and targeting new customer segments.
Product Development: Burberry can develop new products or modify existing ones to meet its customers' needs better. This can include creating new clothing lines or accessories, expanding into new product categories such as home goods or beauty products, or introducing new technologies such as wearable tech.
Overall, Burberry can use the Ansoff Matrix to evaluate its strategic options and make informed decisions on how to grow its business and increase its market share in the luxury fashion industry.

Conclusion
Marketing in the global luxury fashion industry can be challenging due to its narrow target audience, changing consumer tastes and trends, brand values with commercial goals, and new marketing techniques.
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