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[bookmark: _Toc60253700]Introduction 

The scope of the report is to conduct a marketing analysis on Burberry, the British fashion company. It mainly focuses on two aspects of processes and stages of marketing, including the role of the marketing mix and stakeholder engagement and their impact on Burberry organisation's marketing activities. 

The first part of the report will focus on defining marketing and marketing process, following the description of the main stages in the marketing process such as mission statement of the company, situational analysis, objectives, strategies, implementation and control—also, the segmentation, targeting and positioning of Burberry in fashion luxury market. Further, the analysis is directed on Macro environment that creates opportunities and threats for Burberry development and growth. The main elements discussed include socio-cultural factors, legal, economic, political technological and environmental forces. The Porters 5 forces model is used to analyse whether the impact on the company is high, medium, or low and reasons that trigger specific level. Besides those two models, SWOT Analysis is also used to scrutinise its strengths, weaknesses, opportunities and threats. 

The second part of the report centres on defining stakeholder, internal and external stakeholders and providing specific examples of Burberry internal and external stakeholders.  The channels used by organisation to communicate with their stakeholders will be analysed along with the stakeholder's impact on Burberry's marketing activities.
Finally, the recommendation is provided to improve marketing effectiveness. Some strategies recommended include growing market demand, increasing profit demand, growing market share, and improving marketing efficiency. Moreover, recommendation related to enhancing stakeholder's engagement and minimising the negative impact upon the organisation is provided.  






[bookmark: _Toc60253701]1. Processes and stages of marketing, the role of marketing mix 

Marketing is considered a fundamental function of every organisation. Marketing process and its stages such as the company's mission statement, situational analysis, objectives, strategies, implementation and control must be well determined for an organisation to succeed. The organisation chosen for analysis is Burberry, a British luxury fashion organisation with the headquarter in London; however, with stores in various countries in the world.  This section centres on the segmentation, targeting, and positioning of Burberry and the Macro-environment analysis. Other tools used include the Porters 5 forces model and SWOT Analysis.

[bookmark: _Toc60253702]1.1 Marketing Definition
Many scholars have shown their interest and dedication to discover the meaning of Marketing and its role for organisations. Susan Hart, a professor at Durham University, defined marketing as “a body of knowledge derived from observation of experience and theorisation about cause and effect in commercial exchange process”. (Hart,  2016) Armstrong and Kotler interpreted Marketing as” a new sense of satisfying customer needs”. It is mentioned that the ability of the marketer to understand consumer needs the product will sell easily. They argued that selling and advertising are part of a larger “marketing mix” set of marketing methods which work closely to satisfy consumers needs and build strong customer relationship. (Armstrong, 2014)Both definitions are close to nowadays marketing reality as the concept or function has been changed along the time. Marketing is much more than creating adverts to sell the product or service; it is about establishing a connection, creating an experience and much more.

[bookmark: _Toc60253703]1.2 Definition of marketing process 
The marketing process is defined as a process by which companies create value for customers and build strong customer relationships to capture customer value in return. (Armstrong, 2014)Annekie Brink mentioned that a marketing process is several steps that involve identifying individual customers’ needs and establish how marketers can reach them. Next aspects involve differentiating customers by their needs and values and interact with consumers to establish a dialogue.  (Brink, 2009)Armstrong, on the other hand, displayed a similar process composed of four steps. The first step refers to understanding the marketplace and customers preferences and needs. Next steps in the marketing process are designing customer-driven marketing strategies following an integrated marketing program that delivers superior values. The final step is building profitable relationships and create customer delight.


                     Figure 1. Marketing Process model based on (Armstrong, 2014)


[bookmark: _Toc60253704]1.3 Stages of marketing process 
A more complex marketing planning process includes five steps. The first step refers to company mission which incorporates the company mission statement and corporate objectives. The second step is a situational analysis that identifies potential opportunities, threats models such as PESTLE and SWOT are used to forecast the situations. The third step is a marketing strategy which mainly centres on defining a target audience, setting measurable goals and develop a budget. The next step is the marketing mix, which refers to marketing product development principles, price skimming, promotion, and place. The final step is implementation and control where the plan created is applied in practice, and the activities are regularly monitored to ensure the achievement of objectives. (Kotler, 1977)


[bookmark: _Toc60253705]1.3.1 Burberry mission, values, objectives  

Thomas Burberry is the founder of Burberry organisation. He founded the company in 1856. The aim was to design products that will help people to protect themselves from rainy weather. The company mission is to maintain its integrity and to encourage the power of creativity to open to possibilities and growth. The core values include creativity, openness and caring; proud of our heritage; innovation-driven and proud of our heritage. The marketing mission is to increase brand awareness and sales on a national and international level. Burberry's objectives are creating value to customers through its products and information via digital marketing and website. Also, to create a favourable culture for its internal and external stakeholders.   (Burberry Annual Report 2019/20, 2020)




[bookmark: _Toc60253706]1. 4 Situational Analysis 

[bookmark: _Toc60253707]1.4.1 SWOT Analysis 
To evaluate the Burberry marketing situation, three main tools have been used SWOT Analysis, PESTLE and Porters five forces.  These tools help understand the current situation, forecast potential risks and contribute to the effective decision process. 
The advantages of SWOT Analysis particularly are simplicity, flexibility and low cost. This method is easy to use, as it does not require technical skills. It allows the marketer to integrate and synthesise diverse information. On the other hand, the data used is based on assumptions, and it is not effective for long term use as it has to be regularly updated. Also, as it does not have a more precise structure, important elements may be omitted—Burberry's main strength and its British heritage fashion brand. Also, the organisation has a wide reach of products with stores all over the world. Burberry products are acquired by royalties such as Queen Elisabeth wearing Burberry scarf, Megan Markle wore a trench coat, Kate Middleton wore a trench coat. Burberry received royal warrants from Queen Elisabeth and Prince Charles, which increased the trust in the brand. The products are of high-quality material and with an exclusive design.
On the other side, the price is high, which make it available for a high-class group. Burberry has a limited product line in comparison with its competitors. Along with increased demand Burberry manufactures its products in other countries, such as China, Poland, Romania, because of the cheap working force, which affects the product quality and trust. (Chanday, 2020)
Burberry has opportunities such as investing in product innovation and diversification to make it accessible for many consumers. Also, it can continue expanding in other countries to strengthen its presence on the global market.  Mainly, the organisation uses magazines, social media and shows to promote its products; it has opportunities to expand the channels and introduce new strategies to promote its products and create a unique experience. (Kitson, 2016)
Because of the pandemic, many companies have suffered a loss. Burberry has been affected by it as well. New rules and regulations that have been applied and still may change in the future; it is considered a time of great uncertainty for Burberry.  In Covid 19 crises, Burberry cut 500 jobs worldwide. (Butler, 2020)In addition to that, Brexit regulation may affect the production and taxation rules.



	Strengths 
	Weaknesses 

	· Iconic fashion brand name 
· Burberry has a wide reach of its products with stores all over the world 
· Burberry received royal warrants from Queen Elisabeth and Prince Charles 
· High quality products with exclusive designs. 
	· Price range available for high class consumers 
· Limited product lines 
· Manufacturing in other countries which results in quality issues and affects the brand   


	Opportunities 
	Threats 

	· Investment in product innovation 
· To expand further in other countries 
· Burberry can diversify its product lines and minimize the risk of loss. 
· Use more advertising channels to increase its popularity worldwide 

	· New rules and regulation related to pandemic such as store closure. 
· Brexit regulation may affect the production 
· Competitors and imitations which may reduce number of sales 


                                       Table 1. Burberry SWOT Analysis 



[bookmark: _Toc60253708]1.4 2 PESTLE Analysis 
Pestle Analysis is a tool that assists in evaluating the external business environment.  The model focuses on external forces such as politic, economy, socio-cultural, technology, legislation and environment. As SWOT Analysis, it has its advantages and disadvantages. The benefits of this model are risk assessment which helps to make effective decisions. Based on Perera, the analysis PESTLE provides a comprehensive outlook on the external business environment and a wide range of strategies to improve business functions. (Perera, 2017)On the other hand, the weaknesses include practicability, the analysis is time-consuming, and the research may not reflect the actual situation because of its dynamicity. (Thomas, 2007)The forces mentioned can be favourable and unfavourable because of the potential changes that can benefit the company and stimulate growth or vice versa, leading to poor sales or even closure.

The favourable aspect of political force is that The British Government can provide aid during a crisis and help the organisation survive. (Wood, 2020) However, it can create potential instabilities because of new policies in different countries. The favourable economic factor aspect is economic growth which opens possibilities for consumers to afford expensive products. Unfavourable unemployment policies may affect its development. In addition to that, Burberry benefits from the flux of tourists in Britain and the decrease level of tourism lead to decreased sales. The organisation targets a wide range of consumers which has strengthened the communication using social media platforms. On the other hand, a different type of audience has different lifestyles. For example, people from different countries have different culture and references which may pressure producing differentiated designs and meeting local wants.
   
The technological factor can provide new channels in information technology, and Burberry can make the selling process easier. Also, it can reach potential consumers via social media platforms. Potential unfavourable aspect is a failure to keep up to date with new technological trends, leading to losing the competitive advantage. One of the favourable impacts of legal force is patenting rights which reduces the imitations. (legislation.gov.uk, 2020) Advertising standards control the quality of marketing. The unfavourable aspect is the unemployment policies which can affect Burberry revenue.

The environmental factor can decrease the level of tourism, which leads to decreased sales. Environment regulations encourage sustainability. Burberry produces products that do not harm the environment, such as a 100% recyclable package which attracts consumers. (Burberry Annual Report 2019/20, 2020) The environment can be unfavourable for the business—for example, potential natural disasters in areas where Burberry has its stores.  Also, climate changes may slow production or delivery.


	Political factors 
	Economic factors 
	Socio-cultural factors 

	Favourable 
The British Government can provide aid during crisis situation and help the organisation to survive. 

Unfavourable 
Potential instabilities because of new policies in different countries. 

	Favourable 
Economic growth open possibilities for consumers to afford expensive things.

Unfavourable
Unemployment policies may affect its development. 

Decrease level of tourism lead decrease sales. 
	Favourable 
Targeting a wide range of consumers. 


Unfavourable
Different lifestyles in other countries may pressure producing differentiated designs.  


	Technological factors 
	Legal factors 
	Environmental factors 

	
Favourable 
New channels in information technology can make the selling process easier. 
Reaching potential consumers via social media platforms. 

Unfavourable 
Failure to keep up to date with new technological trends may lead to losing the competitive advantage. 



	
Favourable 
Patenting rights reduce the imitations. 

Advertising standards control the quality of marketing. 

Unfavourable 
The violation of employment law can lead to lawsuit and can affect the brand and profitability. 
	
Favourable 
Environment regulations encourage sustainability. Burberry produces products that does not harm the environment such as 100% recyclable package which   attracts consumers.  

Unfavourable 
Potential natural disasters in areas where Burberry has its stores.  
Climate changes may slow production 




                                            Table 2. Burberry PESTLE Analysis 


[bookmark: _Toc60253709]1.4. 3 Porter’s five forces
The Porters five forces model is highly used to obtain insights into five aspects: the intensity of rivalry, threats of new entrants, threats of substitutes, bargaining power of buyer and bargaining power of suppliers. For Burberry, the intensity of rivalry is high because competitors include Nike, Gucci, Adidas, Luis Vuitton, Zara, H&M, and Hermes. (Meyer, 2020)
The threats of substitutes are medium because the clients can buy products for a lower price from its competitors. However, high-income class are loyal to the brand because of its high quality. The threats of new entrants are low because the company secured its place in the luxury fashion market. New companies will find it difficult to compete with it and secure a British heritage reputation. The bargaining power of the buyer is medium because of the price skimming. The company has set a high price for its products to attract customers with high income. Suppliers' power is medium to high because of the company important raw leather and fur material with the best quality, and there few suppliers that can provide that.



                                                 Figure 2. Porter’s five forces model based on (Porter, 2019)


[bookmark: _Toc60253710]1.5 Marketing mix

Burberry positioned itself as British fashion luxury that sells its products worldwide. It offers products for women, men and children. The geographical segments include England, Europe, Asia and America Burberry’s brand is segmented into three different lines, at the top of the pyramid the runway collection, then London Collection and at the bottom, the British lifestyle collection.  It mainly targets upper social class clients. (Blanckaert, 2015)
[bookmark: _Toc60253711]1.51 Product 

Burberry displays a wide range of products for men, women and kids. The clothing section for men includes coats and jackets, casual shirts, knitwear, suits, blazers, swimwear, jeans etc. It also sells accessories such as bags, belts, scarves, hats, eyewear etc. It is mainly known for its raincoats. Burberry is considered one of the top international clothing brands. The Burberry products such as coats are stylish, classy, and good material such as cotton-gabardine. The sustainable packaging materials have a luxurious and beautiful look, but the most important thing is that it is plastic-free and are 100% recyclable. (Burberry, 2017)
[bookmark: _Toc60253712]1.5.2 Price 
Burberry is a well-established brand; it is why the pricing is high.  The price skimming is causing high desirability and limited accessibility. It is known for high-quality materials, sustainable packaging, persistence and excellent customer service, explaining the high price for its goods. (Handbook on Place Branding and Marketing , 2017)
[bookmark: _Toc60253713]1.5.3 Place 
The company manufactures products available to buyers through physical stores globally, online shops, and platforms such as Instagram and WeChat.   It is recorded a total of 421 stores worldwide. Burberry stores are in London, Paris, Madrid, Rome, Moscow, Cairo, New Delhi etc. (Burberry Annual Report 2019/20, 2020)
[bookmark: _Toc60253714]1.5.4 Promotion 
Burberry uses different promotion plans to communicate with stakeholders such as sales promotion, public relations, direct marketing, personal selling and social media marketing.  The promotion campaigns are British actresses and other famous individuals such as Emma Watson, Cara Delavigne, Marie Claire, Naomi Campbell, Romeo Beckham and other. (Bowman, 2010)
[bookmark: _Toc60253715]1. 6 Recommendations 

Besides creating and applying marketing strategies, marketing management should not be neglected as this step ensure the company goals are achieved. Burberry needs to forecast potential risks and barriers and prepare contingency plans to ensure the company is progressing further. Burberry used to have fashion shows where the products were displayed and promoted. Besides that, under Burberry inspire program, promotes independent artists. Due to pandemic, things have changed. It is recommended to focus more on digital marketing strategies by connecting peoples with various interests and creating an innovative virtual experience; an example can be VR headset.

The marketing plan of Burberry is centred on improving the performance of Burberry.  It also helps in the decision-making process by giving direction and measures success. This tool is used mainly to increase sales and revenue. A well-defined plan contributes to brand value, and customer satisfaction and its activities correspond with target markets.

[bookmark: _Toc60253716]2.  Stakeholder engagement and their impact on the market activities of Burberry 
A stakeholder can be defined as a person or group that has a legal interest in the organisation. The stakeholder can affect or be affected by the organisation. Scott and Lane defined a stakeholder as “A direct influence on organisational performance and survival” (Friedman, 2006)There are two main types of stakeholder internal and external. Internal stakeholders are groups or individuals within the organisation that can influence the success of the organisation.  Examples of Burberry internal stakeholders are employees, management, directors, owners etc. On the other hand, external stakeholders can be defined as outsides organisation or individuals that are indirectly affected by the work of the company. Examples of secondary stakeholders are customers, suppliers, government, shareholders etc.

[bookmark: _Toc60253717]2.1 Stakeholder Analysis 

Stakeholder engagement is critical to Burberry success. Some stakeholders have a high level of influence and power that can either advance or block the work.  The individuals that possess a high level of power and interest are Gerry Murphy (Chairperson), Marco Gobbetti (CEO) and Ricardo Risci (CCO). These internal stakeholders should be highly engaged, and great efforts must be put to satisfy them. The stakeholders with low power and highly interested are Burberry employees. The employees should be regularly informed and daily communicated to ensure no issues arise.  (Goodman, 2019)
[image: Table
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                                        Figure 3. Level of Power and interest   

[bookmark: _Toc60253718]2.2 Communication with stakeholders 

Employees 

Burberry uses various channels to communicate and engage with its stakeholders.
Communication is an important aspect for Burberry; it is why the teams communicate daily via calls, briefings, meetings. The employees have opportunities to engage with executive committees as well.  Also, the employees are receiving regular training and updates on new products. Burberry launched tools such as learning and development that supports innovative thinking and efficient collaboration. (Jefkins, 2012)

Customers 
Burberry communicates with consumers via advertising and customer service, available on social media, email, and direct messages. The support is available in-store and online as well. Burberry launched” R Message” which refers to one to one support available 24/7. Digital platforms registered a high level of engagement with consumers.  Burberry engage with consumers via platforms such as WeChat, Facebook, Instagram, Line etc. (Burburry , 2020)

Government 

The government influences the well-functioning of the business; it is why Burberry regularly engages with the British government and the government from other countries to ensure the Burberry meets the standards and follows the regulations. Based on Companies Act 2016, companies must issue Annual Reports at the end of the financial year; the government can familiarize themselves with the business situation (legislation.gov.uk, 2020)The government, on the other hand, is posting important updates on its websites.
[bookmark: _Toc60253719] 2.3 Stakeholder’s impact on the marketing activities of Burberry

Stakeholders can shape the marketing activities of Burberry in various ways. For example, the company’s sales dropped after branding association with football hooliganism. Consumers are not only interested in a company’s products, but also its social responsibility. Hence, the company needed to disassociate itself from such acts to regain public confidence strongly. In addition to that, the company’s efforts to reduce pollution and source for more renewable sources of energy are aimed at meeting consumer expectations. Therefore, the marketing activities focus on promoting not only the products but its values as well.  The role of consumers should not be underestimated.

[bookmark: _Toc60253720]2.4 Recommendations 

Burberry has a strong strategy for stakeholders’ engagement nerveless the following recommendation can be applied to improve the performance. First of all, by identifying, categorising and prioritising the stakeholders. (Strangmueller, 2018)Second, conducting a regular assessment of engagement tools to ensure communication effectiveness and being up to date with new trends and developments. Stakeholder engagement demands regular revision as it functions as a circle. If communication is not effective, it will influence marketing activities and overall performance.
[bookmark: _Toc60253721]Conclusion

The marketing plan of Burberry is centred on improving the performance of Burberry.  It also helps in the decision-making process by giving direction and measures success. This tool is used mainly to increase sales and revenue. A well-defined plan contributes to brand value, and customer satisfaction and its activities correspond with target markets. Stakeholder engagement is also a vital aspect that impacts upon Burberry success. Both internal and external stakeholders may pose a high level of influence and power which can either advance or block the work. It is why analysing the stakeholders and taking necessary action to ensure efficient communication and engagement to secure the brand reputation, well-functioning and progress.
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Porters five forces (Burberry)


Intensity of rivalry(high)

















Threats of substitutes (medium)


Bargaining power of buyer(medium)


Bargaining power of suppliers (medium-high  )


Threats of new entrants (low)


Understand marketplace and custmer needs and wants 


Design customer-driven marketing strategy 


Construct an integrated marketing program that deliveres superior values 


Build profitable reationships and create customer delight
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