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Burberry’s Response to Covid-19
Overview
It is no secret that Covid-19 has impacted how companies conduct business because it created unexpected variables that affected even the most-prepared companies were not expecting (Donthu and Gustafsson, 2020). For instance, the supply chains have been disrupted, and organizations have had to reinvent other approaches to conducting business. Besides, the overall view is that companies will still have to reconfigure and rethink their strategies for a changing world. In other words, Covid-19 has transformed customers’ behaviour and is driving massive changes in the consumer goods industry. As such, once the threat of the pandemic shall have passed, organizations will have to factor in the effect of these changes in how they design and run their operations. The goal of these adjustments is to gain and maintain a competitive advantage.
	In relation to the above, the first section of this essay aims to analyze changes made by Burberry in response to Covid-19 pandemic. Afterwards, the next part will assess the sustainability of these changes. To achieve the above objectives, this paper will incorporate business management frameworks like PESTLE analysis, Porter’s Five Forces, and Product life cycle in the investigation.
Changes made by Burberry
First of all, it is imperative to mention that Burberry is a U.K. company headquartered in London that deals in luxury products. Currently, the organization designs, manufactures, and distributes clothing, footwear, fragrances, and cosmetics, among other luxury products (Burberry, 2020). Nevertheless, despite being in an industry that is rarely impacted by market economics changes, Burberry was massively affected by the pandemic. 
For example, store sales dropped by 48% in the first quarter of 2020 (The Guardian, 2020). However, Burberry’s management made some changes to its supply chain to stay afloat and even return to profitability. The segment below highlights some of the adjustments made by the company.
Digital Marketing
Ideally, the onset of Covid-19 and subsequent lockdowns led to the closure of most of Burberry shops. As such, customer relations were hugely affected. Nevertheless, to bridge this gap, the company resorted to adopting digital strategies to strengthen its connection with its consumers. In other words, Burberry has incorporated various digital platforms in its marketing approaches to take its products to customers who could not leave their homes during lockdowns. For instance, the company used strategies like selling remotely, live-streaming events held in Burberry stores (Rozario, 2020). Thus, consumers were kept up-to-date on all the organization’s products.
	Additionally, the company increased its engagement on social network sites like Instagram and WeChat (Vogue Business, 2020). The rationale for this move was to make Burberry consumers aware of the product developments within the company. In the end, the company hoped that its sales would rebound.
Closure of some Stores and cutting down of staff
In response to movement restriction measures, Burberry closed some of its stores both in and outside the UK (The Guardian, 2020). This decision was buoyed by the idea that some of the company’s staff could work from home. On the same point, the organization’s management saw this move as a way of enhancing retail efficiency within the company (The Guardian, 2020). However, this re-designing of operations ultimately led to some job losses.
Analysis of Burberry Changes
Ideally, there have been some positive outcomes ever since Burberry instituted these changes. For instance, the decline in sales eased to 20% in June, owing to increased sales in China and South Korea (CNBC, 2020). However, to understand the full impact of the above adjustments, this section will conduct PESTLE analysis and evaluate the changes using Porter’s Five Forces.
PESTLE Analysis	
In brief, a PESTLE analysis is a tool that businesses can use to examine main elements that impact their operations from the outside (Rastogi and Trivedi, 2016). This framework allows professionals to have an insight into external issues affecting the company. These factors include political, economic, sociological, technological, legal, and environmental.
Political factors
Political elements determine the degree to which a country may influence a particular industry or the whole economy. For instance, a government may introduce a new tax, which may affect a company’s profitability. In Burberry’s case, the political environment is mainly affected by the uncertainty created by Brexit, as well as tax rates imposed by other countries on foreign goods.
	In connection with the above, it is imperative to mention that most of Burberry’s sales occur beyond the U.K. borders. As such, any changes in tariff on goods will significantly impact the organization’s profitability. In 2020, the uncertain environment created by Brexit, coupled with the effect of Covid-19 immensely affected Burberry’s sales and profitability. The rationale for this reasoning is based on the fact that since U.K. is no longer part of the E.U., individual countries are free to impose own tariffs on goods from Britain (Hassan, Hollander, van Lent, and Tahoun, 2020). As such, the company’s income will be significantly affected during this Covid-19 period.
	Nevertheless, the decision to switch to digital marketing and laying off some employees helped Burberry cut some operational costs. For example, in closing some stores in China and South Korea, the company saved some money that would have been lost during this pandemic. Also, by switching to digital marketing, Burberry managed to increase both its domestic and foreign sales. Therefore, these changes enabled the company to withstand the political factors experienced during this Covid-19 period.
Economic factors
Ideally, Burberry depends on foreign tourists to purchase its products when they are on vacation in the U.K., especially London. As such, a decrease in tourism will significantly result in a drop in sales. On the same note, the value associated with Burberry products will be demeaned if consumers find other brands that satisfy their desires. Therefore, when most countries in the world, including the U.K., imposed lockdowns during the Covid-19 pandemic, Burberry’s sales dipped.
	Nevertheless, adopting remote selling ensured that its products reached its customers. Also, enhancing its digital marketing made sure that the company’s products did not lose value. Lastly, closing some stores and reducing the number of employees helped the company cope with the drop in revenue.
Social factors
In essence, Burberry is a premium brand that mainly targets upper and middle-class consumers (Olteanu, 2020). However, within this group, there are people with different tastes that the organization needs to satisfy to remain competitive. For instance, some people like skimpy dresses, while others opt to dress reservedly. 
	Prior to Covid-19, consumers could visit stores and select their preferences or directly inform sales personnel about their desires. Nonetheless, during lockdowns, fulfilling this function was impossible. Thus, the decision by Burberry to increase its customer engagement via social media sites helped the company maintain customer interaction and enhance its competitiveness.
Technological factors
As stated above, the incorporation of technology in commerce has proved vital for many companies in the Covid-19 period. Many organizations switched to and enhanced e-commerce in a bid to reach their clients. Similarly, Burberry increased its online presence to expand its reach. This decision helped the organization bounce back and register improved sales towards the end of 2020. In short, Burberry used technology to its advantage.
Legal factors
The main legal issues that could have affected Burberry’s business during the Covid-19 period were the labour laws instituted by various countries, including the U.K. However, most governments came up with policies that supported businesses. For instance, the U.K.’s Coronavirus Act of 2020 allowed employers to recover statutory sick pay given out (Legislation.gov.uk, 2020). Similarly, China reduced employers’ contribution to employees’ pension (Global Compliance News, 2020). Therefore, Burberry was not affected by legal factors during Covid-19.


Environmental factors
In the whole of the U.K., most companies, including private corporations, have been working towards improving the quality of the environment and reducing pollution. Specifically, organizations have been committed to reducing carbon emission and other greenhouse gases by modifying their manufacturing processes. Similarly, Burberry has made huge investments towards reducing its emissions (Wong and Dhanesh, 2017). During the Covid-19 pandemic, maintaining these ventures was costly due to the drop in revenue. Nevertheless, the changes made by the company helped it bounce back financially and remain committed to environmental protection.
Porter’s Five Forces
In brief, Porter’s Five Forces is a framework that businesses use to analyze the five primary forces that influence each industry (Eskandari, Miri, Gholami, and Nia, 2015). Also, Porter’s model helps in determining the strengths and weaknesses of each sector. These forces include competition, new entrants, supplier power, consumers’ power, and the threat of substitutes. The section below examines the changes made by Burberry in line with Porter’s framework.
Competition in the industry
In essence, the luxury industry that Burberry operates in is highly competitive. For instance, different players like Louis Vuitton, Gucci, Chanel, and Hermes, among others, are always competing for the same market. During the Covid-19 period, when nearly all businesses were affected by the pandemic, a luxury company had to adjust some aspects of its supply chain to remain relevant and profitable. Thus, the changes made by Burberry enabled it to reach many consumers, even during lockdowns.
Potential new players into the industry
Ideally, starting up a luxury business during the pandemic was not feasible. In fact, most entrepreneurs had suffered huge losses during this period. Thus, Burberry was not under threat from new entrants. Besides, the changes the company had instituted would have ensured that it stayed ahead of any new player.
Power of suppliers
Burberry mainly depends on suppliers from the U.K., Italy, Portugal, China, and other countries. Thus, there is less likelihood that suppliers would raise prices due to the lack of monopoly. Moreover, due to reduced sales in the Covid-19 period, the influence of suppliers was negligent.
Consumers’ power
Power of customers refers to the ability of clients to drive up or lower the prices of commodities. A smaller and more powerful group of customers hold power to bargain for lower prices. In Burberry’s case, consumers’ influence did not come into play during the pandemic due to the company's marketing strategy. In other words, by having many independent customers, Burberry was able to charge its regular prices.
Threat of substitutes
In the luxury industry, the threat of substitutes is ever-present, and a company must adopt various strategies to keep hold of its position. Burberry enhanced its digital presence and engaged customers through social media sites. As a result, it was able to ward off the dangers of substitutes.


Sustainability of the Changes
Ideally, the changes that Burberry made in response to Covid-19 pandemic are sustainable even after this crisis ends. The primary rationale for this conclusion is based on the notion that the company had practised digital marketing for an extended period, even before the pandemic struck. For instance, according to a study undertaken by Goworek, Perry, Kent, Straker, and Wrigley (2016), Burberry has been successful in creating digital channels. These avenues have enabled the organization to engage and interact with consumers, which, in turn, have contributed to the growth in revenue and brand advocacy.
	Secondly, the product life cycle of Burberry is stable and is stuck at the maturity stage. In brief, a product life cycle refers to the duration between when a product is introduced into the market to the time it is removed (Ali, Rai, Otte, and Smith, 2019). In Burberry’s case, its products have dominated the market ever since the company started operating in 1856. Therefore, having endured different financial uncertainties over the ages and having enough experience and knowledge in e-commerce, Burberry will be able to sustain the changes it made during the Covid-19 period.
Conclusion
To finalize this discussion, different companies adopted various approaches to cope with the effects of Covid-19 pandemic. For instance, Burberry improved its digital marketing strategy and downsized to enable it to return to profitability. This essay has used PESTLE analysis and Porter’s Five Forces to analyze how these changes helped the company. Moreover, through evaluating Burberry’s product life cycle, the overall view is that these changes are sustainable even after the pandemic ends.
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