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[bookmark: _Toc66912663]Introduction
According to a recent estimate of the UN, as cited in Paton (2019), the fashion industry is one of the largest contributors to global pollution, as the cause almost 10% of the global greenhouse gas emissions. The question of non-sustainable purchase, i.e. 80% of the buyers' purchase clothes that they do not wear, is also pertinent, as it is gradually increasing waste production. Moreover, as the scenario notes, the pressure of Fast Fashion has somewhat coerced the companies to flout environmental norms or sustainability regulations, which often leads to grave ills like modern slavery. In this context, the current study wishes to focus on Burberry, a luxury fashion brand from the UK, to analyse the changes that they have made to be compliant with the environmental and sustainability regulations. Moreover, this study also wishes to reflect upon the competitive advantages that the aforementioned changes might have offered to the company. To accomplish these objectives, the study will use the frameworks of SWOT, Porter’s Five Forces, Product Life Cycle, and Porter’s Value Chain Analysis.  
[bookmark: _Toc66912664]Critical analysis of the changes
SWOT
To get hold of the changes, it is imperative, first, to identify certain specific features of the internal environment of Burberry. In this regard, SWOT will be the ideal tool. 
	Strengths
· A fashion brand with high visibility; diversity in product lines
· Physical evidence; trademark awareness
· Robust brand identity
· Present in multiple countries
· The customer base is gradually widening
· Engagement with the local community
	Weaknesses
· Customers of middle-income groups cannot access their products due to premium pricing
· Relatively less presence in the Asian market

	Opportunities
· Adoption of transforming lifestyle (fast fashion)
· Must increase visibility in the Asian market
· Must drive demand for premium-priced products
	Threats
· Intense competition in the global level
· Fast fashion coercing to flout environmental and sustainability norms
· Threats of emerging counterfeits


Analysis
It is evident from the SWOT of the current internal environment of Burberry that their strengths include their strong brand identity, multinational presence, and a wide base of loyal customers. From the perspective of Corporate Social Responsibility (CSR) activities, as Voss et al. (2019) have noted, the engagement of the company with local community services is commendable. However, as far as the question of global pollution, ethical and sustainable supply chain and the workplace is concerned, it appears that the company is considerably coerced by the ambitious demands of fast fashion. Nevertheless, as suggested by Goworek et al. (2016), the pressure of fast fashion is relatively less of Burberry, as they operate in the elite circuit with their premium-priced products. However, it can be argued that, among the 80% of customers who go for non-sustainable purchase very often, the majority is constituted of the exponents from the elite circuit. Moreover, as Zelenkova (2019) have correctly identified, the necessity of adapting to the rapidly changing lifestyles of the customers is universal and irrespective of the status of the company. It is equally true that this burden cannot be channelized through diversification of the product line. In this regard, every exponent in the global fashion industry is vulnerable to descend into a workplace or supply chain that can easily incorporate ills like modern slavery or practices that scoff at environmental norms. In terms of the external environment in which Burberry operates, it is the social factors that are causing degradation eventually.   
Critical analysis of the changes
Being aware of the adverse consequences of fast fashion and culpability as an industrial exponent, Burberry has made certain changes in their operations in terms of adopting certain legal measures to make their workplace and supply chain resilient to these consequences. For instance, as Adegeest (2017) have noted, to retain their image as a sustainable and transparent brand, they have joined the anti-slavery committee. According to a study by International Labour Organisation, as the aforementioned author cited, among the 40 million modern slaves all across the globe, most of them are employed in the garment industries that supplies to the leading fashion brands. In this regard, Burberry has deemed them as pursuant of Section 54 of the Modern Slavery Act 2015 and the California Transparency in Supply Chains Act 2010. Under these circumstances, the company has also launched a unique five-year responsibility strategy in 2017 titled ‘Creating Tomorrow’s Heritage’ with objectives to address the social and environmental impacts of their operations. Scholars like Elia (2019) have perceived it as an extension of their strengths like involvement with the local community, as, under the responsibility strategy, Burberry also seeks to transform these local communities. 
As opined by scholars like Bae (2019), Burberry has to face public outrage (popularly in 2013 and 2016) for burning their merchandises, which unveils the other side of the ills of fast fashion. Burning out merchandises to retain brand image has become endemic in the UK where, following Burberry, H&M has also done that to consolidate the question of non-sustainable purchase as a greater environmental concern. However, companies like Burberry has responded to this problem quickly by becoming attentive to surplus generation and consequent waste production. According to Parisi (2019), afterwards, they have organised their efforts into three main foundations and those are; 1) Product, 2) Operations, and 3) Waste. Apart from that, they have set agendas of positive attribute per sale while using environmentally friendly materials (such as Econyl, made from recycled fishing nets) for their apparels. Apart from that, it is also known that the company has joined G7 Fashion Pact and, thus, bound by the objective to eradicate greenhouse gas emissions by 2050 (Parisi, 2019). 
[bookmark: _Toc66912665]Critical explanation of the competitive advantage position after the changes
This segment will focus on the analysis of the competitive position of Burberry after taking the previous initiatives to reduce the social and environmental impacts of their operations. To arrive at the premises of such an analysis, this study will use three frameworks and those are Product Life Cycle, Porter's Five Forces, and Porter's Value Chain mainly to identify the factors that directly impact their competitive position. Afterwards, through a comparative assessment, the study will reflect upon the transformed competitive position of the company. 
Product Life cycle
It is an exaggeration to mention that, like any other product, the products of luxury brands also follow five stages in their life cycle and those are; 1) Product development, 2) Product introduction, 3) Growth, 4) Maturity, and 5) Decline. Now, as noted by Zazzara et al. (2020), unlike other products, the products of fashion have a relatively short lifespan, and, thus, relatively constrained scope for the companies to acquire the reward. In the analysis of the author, it is also reflected that, due to this reason, the fashion industry is most susceptible to flout environmental norms for accessing the desired reward quickly. 
[image: ]
Figure 1: Product Life Cycle
(Source: Parisi, 2019)
Most of the scholars treat the stages of product development and introduction in an integrated manner and described the efforts of the company to drive demand, like sales, profits, and the number of competitors is low. In the growth stage, the market share increases followed by the rise in demand and profits. In the maturity stage, through the sales and profit became stabilised, the companies experience a steep decrease in market share. For fashion products, this span is considerably short and usually characterised by accentuated promotional activities. When the market became saturated with intense competitions and threats of innovative substitution, the sales of the product began to decline. In the era of fast fashion, as experts noted, fashion products usually skip the maturity phase or experiencing it becomes a matter of months. 
Analysis
It is evident from this brief description of the product lifecycle of fashion products that, despite the similarities in the phases one fashion product undergoes, there are significant dissimilarities in terms of the lifespan of the product, which reduce the span of the phases as well. In this regard, the pressure of fast fashion is tantamount to the absence of the maturity/stabilization phase, which increases the possibility of breaching environmental norms. 
Porter’s Five Forces
	Forces
	Remarks

	Bargaining power of the suppliers
	Moderate; despite the pressure of the retailers, the suppliers usually prioritise the orders of the big companies with pending payments 

	Bargaining power of the buyers
	High; due to the superabundance of products in both physical and e-commerce stores, the switching costs reduced drastically

	Threat of new entrants
	Moderate; considering the traffic of entrepreneurship ventures in the e-commerce platforms where the penetration cost is next to zero

	Threat of substitutes
	Low; Burberry enjoys a premium-priced, elite customer base

	Competitive rivalry
	High; giant competitors like Zara, Gucci with bulk sales



Porter’s value chain
	Factors
	Remarks

	Inbound logistics
	· Robust network with partners
· ‘Burberry Beyond’, ‘Creating Tomorrow’s Heritage’ and other aspects to observe high standards of sustainability and ethics

	Operations
	· Available both online and offline
· Announced and unannounced audits regarding social and environmental impacts

	Outbound logistics
	· Purchase of necessary resources are outbound
· Manufacturing plants and factories are outbound

	Marketing and sales
	· Access to several opinion makers such as fashion magazines and fashion weeks
· Deployment of technological know-how (such as 3D Holographic fashion) for marketing purposes
· Accessibility with the customers through social media platforms

	Services
	· 24 hours order reception (in e-commerce platforms) and timely delivery
· Pre-sale and post-sale support activities

	Support processes
	· Human resource management
· Administrative coordination



Critical analysis of the competitive position
As suggested by Weston (2016), being responsive to the social and environmental impacts of operations is always beneficial for a company in terms of its competitive position. Though this study focused on how the social factors of the external environment have shaped fast fashion to emerge at the expense of environmental degradation, it is also true that changing lifestyles of the core customer segment has also brought what Burberry termed as positive attributes. Studies of various scholars cited earlier has shown that, along with these changing lifestyles, the awareness about the impact of the operations of the fashion industry on the immediate environment and the broader ecology has not only increased but transformed into a determinant of purchases. This aspect has a significant impact on the competitive position of fashion giants like Burberry since this awareness has effectively transformed the elite circuit that they usually serve. It is not difficult to note that sales figures have plummeted after the CSR activities of Burberry have concentrated their focus on community development. Moreover, the public outrage that Burberry has faced after burning their surplus merchandise can be analysed as a collective expression of the potential customers against the excessive waste production of the fashion companies. The steps that Burberry has taken afterwards, including joining into anti-slavery committee, organising efforts to reduce waste production, and accepting the obligation to reduce greenhouse gas emission under the G7 Fashion Pact, have offered them recognition as a sustainable and ethically sound fashion brand.  
[bookmark: _Toc66912666]Relevant recommendations
After these efforts, Burberry has not been able to minimise the extravagance in their fashion shows, probably due to the anguish about customer turnover. Thus, despite their sincere efforts, they have not been communicated properly to the opinion-makers of global fashion as well as their potential customers. In this regard, one of the relevant recommendations for Burberry would be not only regarding enhancing their marketing and sales efforts but also to highlight these efforts as a part of the promotional programme. Their engagement with community affairs, commitment regarding the reduction of greenhouse gas emission, and efforts related to waste management should be communicated properly. Another recommendation should be regarding the reduction of reliance on outbound logistics, especially developing an inbound factory, which can help the company to conduct regular audits of their inventory and warehouses to facilitate their principles of municipal waste management.  
[bookmark: _Toc66912667]Conclusion
Given that the global fashion industry is the largest contributor to pollution, this study aims at identifying the steps taken by Burberry UK to cope with that. The study finds that Burberry has taken several legal measures to eradicate modern slavery from its supply chain and to reduce waste production and greenhouse gas emissions. Through using several frameworks, this study has shown how these steps have influenced Burberry’s competitive position. Recommendations regarding highlighting these steps in the marketing activities have given to the company. 
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