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[bookmark: _Toc39751150]Executive Summary
The consultancy project of Burberry company is focused on the issue of the overproduction unit which is rolled back from the major markets. These unsold productions of the company are destroyed through different means which also affect the environment.  There is a strong relationship between the increasing issue of overproduction and the decrease in sales. As the production rate remains the same and the sales of the company have been decreased it leads to an increase in the level of stock in the company. This is the main issue faced by the Burberry company which will be investigated in this project. 
The investigation in this project is conducted through a detailed exploration of related literature as well as the analysis is conducted by using “secondary qualitative research”. For that purpose, several peer-reviewed articles from different journals have been deeply investigated to understand the relationship between the overproduction and the sales of the company. At the same time, the selected issue also indicates that the Burberry company strategy for destroying their overall production units causes danger to the environment. That is why it is very important to improve the sales that lead to the consumption of stocked production units. It is a fact that if the production rate remains the same and the sales or consumption decreased it led to an increase in the stock that must be destroyed by the company. 
The detailed analysis of the Burberry indicates that the company is facing problems in overproduction due to a decrease in sales and a lack of digitalization. It is evident from the investigation that the Burberry company did not decrease the price of their unit to increase the sales. That is why most of the units have been stocked in the company warehouses.  That is why it is recommended that Burberry company have to focus on the development of marketing and sales strategies. It is recommended to the Burberry company to implement the digitalization through which the marketing of the company products will be increased. It facilitates the company to increase the sales of products that lead to decrease the unsold products. To support this argument in this report, the case of Gucci company is also included which is the leading fashion brand and use digital marketing to improve their sales. The Gucci is focused on the website to capture a large share of customers and markets. 
Moreover, the recommendation developed in this report is based on the existing literature as the “secondary qualitative research” is used in this project. In the future, the same issues can be investigated by using the primary research which facilitates investigating the issue in new dimensions. Currently, due to the COVID-19 Pandemic situation, this project did not include the primary research which is one of the major limitation. 
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[bookmark: _Toc39751151]Introduction 
There are some of the problems emerged in the business which creates a different scenario for the company. It is the strategic business excellence that can lead the company from a turbulent situation (Law, Zhang and Leung, 2004; Orcao and Pérez, 2014; Spragg, 2017). If the company is not able to understand the complexities of the problems faced as well as did not able to develop the plan to reduce the problem, it will lead to creating lots of issues for the company as well as the industry. For example, the consumption pattern and the sales issues of the customer and companies in the fashion industry can lead to an increase in the unsold goods among the companies that increase pollution (Law, Zhang and Leung, 2004; Ming Law, Zhang and Leung, 2004; Otieno et al., 2010; Lee et al., 2015). That is why the fashion industry companies are considered to be vital polluters in the business world. The reason is that the consumption of natural resources and emission of the carbon has been started from the manufacturing level. At the same time when destroying unsold products, it will also lead to adding pollution in the environment. That is why the legal authorities are very concerned about the generation of the pollutant from the fashion industry. 
Same as in the case of Burberry company which is facing the problem of unsold goods and the top management has not allowed the sales team to sell the remaining inventory at low prices. The result of this unjustified decision from the top management lead to worse circumstances. The top management also decides that the company will destroy and burn all the unsold goods. At one extent this is considered to be the financial loss as well as it is also considered as the loss to the environment (Ming Law, Zhang and Leung, 2004; Montagna, 2015). 
This consultancy project is developed to demonstrate the issue of overproduction and increasing stock in the company faced by the Burberry company as they are not able to sell their products efficiently in the markets. At the same time, the emphasis in this report is to facilitate the Burberry company to increase its sales on the customer so that the problem of unsold production unit can be resolved. There are several reasons for the increasing stock and overproduction in recent financial quarters, but the focus of this project is to determine the impact of sales on this issue. As the sales decreased it led to an increase the availability of unsold stock at the company warehouse. At the same time the leading production Although the problem is very complicated there is a very simple solution which is to increase their sales and produce in accordance with the demand of the customer. So, the increase in the sales of the products from this company needs to be discussed in different dimensions. Hence the discussion of the consultancy project includes detailed information about the current situation of the Burberry cloth manufacturing as well as the future implication-based on the detailed finding and analysis of secondary qualitative” data collection. 

[bookmark: _Toc39751152]Aims and Objectives of the Project 
This consultancy project aims to address the problem of Burberry company which is about the overproduction and increase in available stock due to fewer sales. Due to the overall production, Burberry is using several different methods to destroy the overproduction unit. That methods also raise the problem of the increase in pollution for the environment. That is why it is very important to sort out the ways that lead to an increase in the sales of the products of Burberry as well as it also decreases the problem of overproduction. 
Following are the objectives： 
· How can Burberry overcome the issue of overproduction?
·  How this burning of dead stock affecting the brand's reputation in the minds of the customers? 
· How do the sales of the Burberry company can be enhanced by using the digitalization and other marketing techniques?
· What is the impact of the increase in sales that lead to bringing a considerable decrease in the stock due to overproduction and fewer sales?

[bookmark: _Toc39751153]Research Methodology 
The research design of this consultancy project is based on the “Secondary Qualitative Research” as the information in this research the main focus is to ensure the development of the information about the overproduction problem faced by the Burberry. To pursue the consultancy project and to fulfill the requirement of this project the data will be collected through secondary research. The researcher in this study will be based on literature reviews of peer-reviewed articles, annual reports of a company, industry report, and other secondary qualitative information. The main reason for not conducting the primary research that in this COVID-19 pandemic it is very difficult to conduct the primary research. 

[bookmark: _Toc39751154]Finding and Analysis 
1.1 [bookmark: _Toc39751155]Important Theories for the Problem of Burberry Company 
As mentioned earlier, as a consultant it is observed that the problem of overproduction can be solved by increasing sales. It has a two-fold benefit. First, it will lead to an increase in the overall sales of the company that can bring a higher level of profit as well as it is also important to focus on company-wide strategies to sort out the issue. If the issue is addressed ineffective manner the problem of Burberry company related to the environmental issues will be decreased. So, to bring in considerable changes, it is very important to implement the following theories in the Burberry company. These theories have a direct impact on behavior. This behavior is related to the behavior of employees for customers. 

1.1.1 [bookmark: _Toc39751156]Planed Behavior Theory of Ajzen (1991) 
The reasoned action theory which is dealing with a behavioural study on those people having incomplete volitional control is extended toward a theory of planned behavior which is made necessary by original model limitations (Beck and Ajzen, 1991). A phenomenon that  Subjective Norm (SN) Consumer Attitude for purchasing and Normative value determine Behavior Intention (BI) which leads toward Behavior is purposed in the theory of reasoned action (Ajzen, 2014). While performing a target act or behavior by consumers whether positive or negative is defined as an attitude toward behavior (Ajzen and Fishbein, 2008). When a person perceived that important people belong to him or she thought that he or she should perform a behavior; this phenomenon refers to subjective norms.
Perceived behavior control (PBC) from the theory of planned behavior was added into an existing determinant of intention (attitude toward behavior and subjective norm). Behavior is performed by the opportunity necessary and requisite resources referred from PBC (Ajzen and Fishbein, 2008). Internal and external factors are the two main dimensions of perceived behavior control. Performing a behavior is the confidence of a person on his/her ability to perform certain behavior that standard with one’s self-efficacy refers to the internal dimension of PBC (Sun and Zhang, 2006). Money, time, and technology are facilitating conditions for an individual and refers to resource constrain as an external factor (Son, Jin, and George, 2013). This theory can be used by the company to determine the behavior of the customer as well as to formulate the marketing campaign that leads to an increase in sales. 

1.1.2 [bookmark: _Toc39751157]Lee’s modified Fishbein behavioural intention model 
In collectivistic cultures like China, Korea, and Japan, a modified form of Fishbein’s behavioural intention model is applicable (Lee, 1990). As (Lee, 1990) consider that SN is not able to capture the behavioural force or societal pressure in Confucian societies so that he substitutes it with group conformity and subjective norm while modifying the Fishbein’s behavioural intention model. Moreover (Lee, 1990) builds a relationship between social influence factors (Face saving and Attitude) and attitude in his studies but on the other end, no relationship is shown between subjective norm and attitude by (Ajzen and Madden, 1986). 
The key to consumer behavior in the face of Confucian cultures (Son, Jin, and George, 2013), and interpersonal relationships also influenced by it (Wu and Jang, 2008). When the benchmarking associated with one’s position in the society is not satisfactory met then the face is lost due to the below level (Homer, Deeprose and Andrade, 2016). For maintaining face the people must belong to Confucian culture to always meet the expectation of other people in society (K. Hung et al., 2011). Personal norms are associated with face-saving pressure and due to which people live up to the standards maintained by others. Transformation in belief or action based on perceived and real group pressure is known as group conformity. Having harmony between the individual in Confucian societies is extremely difficult (Khare, 2011), and social harmony is ensured by group conformity (Lee, 1990). It is observed that Confucian consumer's collective nature is understanding by group conformity (Lee, 1990). 
Both of the theories have addressed the problem of customer behavior and attraction. It is important for the development of long-term stability in the market that the Burberry company must have to approach their customer by using these theories. It will increase the trust of the customer on the company and also lead to an increase the sales. That is why these there are certain arguments in which several problems related to the consumer have been discussed 

1.2 [bookmark: _Toc39751158]Change of Trends in Fashion Industry (High Demand of Technology) 
In the case of Burberry company one of the major dimension that has not been discussed by the reports and other authorities which are the technology acceptance level of the consumer. Now the capacity of the consumer has been changed at a rapid pace (Kim, Ma and Park, 2009; Authors, 2013; Zhang and Kim, 2013; Ogle et al., 2014). The company needs to understand that now the consumer is highly integrated with the technologies. 
Consumers are searching for Western brands and initiate purchase for these brands because they are wishing to follow the Western culture and want to lead a life following Western culture (Jin et al., 2014). The retailer must understand that consumers belong to a highly competitive environment always make choice decisions among different fashion brands (Hjde and Dkid, 2012). Recent studies on consumer attitudes for purchasing fashion brands are very limited to the U.S, UK, and China (Gao et al., 2015). While explaining the concept of dynamic consumer behaviors for non-Western markets it is very difficult to use only one model (Son, Jin and George, 2013). 
European countries have a collective culture having individualism and collectivism by combining different cultures in a single society (Lazarevic, 2012). For studying the consumer purchase behavior under the impact of individualism and collectivism culture of European countries a model is studied in India that is incorporating Ajzen’s (1991) Theory of Planned Behavior (from now on TPB) and Lee’s (1990) model which are modifying the form of Fishbein Behavioural Intention Model (Son, Jin and George, 2013). 
There are many reasons that brands are imported to a country market and made available for the consumer inside the country (Anselmsson and Bondesson, 2015). Living a status-oriented life by young adults and using fashion brands is now increasingly practice (Xu and Chan, 2010). Recognizable style, excellent quality, brand reputation, and limited in house accessibility are the main reasons for the appeal of fashion brands (K.-P. Hung et al., 2011). These characteristics of fashion brands provide arousing, empirical, and/or symbolic values (Xie and Xie, 2010). Meanwhile, global sellers must need to understand the brand equity sources for increasing the equity of their brands (Pappu, Quester and Cooksey, 2006). 
Some researcher includes brand equity in consumer research (Wang et al., 2012). It is only because when the manager must control brand equity across the international boundaries it is very much important for him to get complete knowledge. In the previous study in India Lee’s modified model and Ajzen’s TPB was adopted to describe the individualistic and collectivistic consumers respectively (Son, Jin and George, 2013).
1.3 [bookmark: _Toc39751159]Digitalization Approach to Increase Sales and Solve the Problem of Over Production 
Digitalization is very important for the enhancement of sales. It provides an opportunity to explore new markets as well as also as assure the reduction in unsold products. It is argued based on a detailed investigation in this project that the implication of the digitalization in the company for sales and advertisement is one of the best approaches to manage all the issues. The implication will lead to an increase in the sales of the company. As the sales increase the unsold units return to the company will also decrease. As mentioned earlier in the proposal of the consultancy project that the company did not allow the ales department to sold out the products at lower prices. It is argued that this is the worse decision of the management. 
Following is the section that is developed to understand the extent to which the Burberry company can use the digitalization approach to ensure the solution to the problem. In this section, the example of Gucci will be discussed as to how the Gucci has approached the digitalization and the overall sales have been decreased. 

1.3.1 [bookmark: _Toc39751160]Development of Online Approach for Sales 
The transformation of the business forms the traditional departmental stores to the online website business will be very effective for the Burberry company. It is observed from the evaluation of the different sources of digitalization, the website is more effective for the Burberry company the website provides hands on facilitation to improve the sales by focusing on the following. 

1.3.1.1 [bookmark: _Toc495178234]Content Marketing 
Burberry company has developed a world-class website to provide lots of facilitation to the customer. As Burberry company has been standing out in the top companies, the company needs to focus on the credibility of the company website and available information. The content marketing aspect of the Burberry company is very effective on the website. In the evaluation of the website of the Burberry company concerning Content marketing, it is observed that the content available on the website is very effective and authentic.  It is evident from the website that Burberry company has provided all kind of information to the customer about each product available on the other side, there are many videos and other links to the previous fashion shows has also been provided on the website. Moreover, the need-based categorization for all the material has been saved on the website to provide all kinds of facilitation to the customer. 

1.3.1.2 [bookmark: _Toc495178235]Search Marketing 
Search engine optimization and search engine marketing have been utilized by the Burberry company in a very effective way. The company is very concerned with search engine marketing. That is there reason that Burberry company has to develop certain criteria to remain visible in the research engine. This company also uses blogs and another keyword to remain educated in the search engine. Other search marketing on the website of the company is also visible. The company has integrated the search engine with the website for customer navigation. Now the customer can search for all the available products and services on the search engine to gain access to the available services as well. Burberry company also provides a store locator option to navigate the customer to the stores. So, it is concluded from the search marketing evaluation that the company is very concern to have “search engine optimization and search engine marketing ass well”

1.3.1.3 [bookmark: _Toc495178236]Social Media Marketing
It is evident from the evaluation of the Burberry company website that it uses social media integration as well. all the new products that have been available on the Burberry company website are directly linked with the social media to have the considerable importance of the customer reviews. Social media marketing allows the Burberry company to interact with most of the customers and get their feedback as well. it is also investigated that the social media link for the Burberry company is also available on the main page of the website to have direct contact weight the customer on social media. It also helps to get navigation to the social media page as well. on the other side, a new product on the website has been shown on the social media page for the company. 

1.4 [bookmark: _Toc39751161]The Case Study of Gucci For Reference to This Approach 
Gucci is the most luxurious fashion brand for male and female converts a large range of fashion and beauty product. This brand has been originated from Italy and consider to be the most luxurious good producer in the fashion and beauty industry. Gucci is owned by the “French Holding Company, Kerning”. This company was found in 1921 by “Gucci i” In “France”. In 2008, it is evident from the financial figures of the company that the revenue generates is 4.2 Brittan Sterling’s worldwide. This case is very important to understand the strategies that are important for the Burberry company  (Gucci, 2017). This information provides hands-on knowledge about the strategies that are applied by the leading fashion industry to increase their sales. It also demonstrates how Gucci has developed a website ass a digital strategy to capture large customer and market share. 

1.4.1 [bookmark: _Toc495178232][bookmark: _Toc39751162]Target Customers
Gucci is targeting the biggest market share in the fashion industry.  It is evident from the investigation that Gucci has the target market of “Celebrities, Wealthy people, fashionista and upper class”. On the other side, the target customer or audience of Gucci included the “middle and upper-middle-class women”, upper-class fashion personal and designers, male and female for groups, Now Gucci has also expanded its range to the children collection as well which enhances the target market to children and mothers as well.  It is evident from the market structure of the Gucci that they have shared most of the important and considerable number of customers to enhance their market share. It is also observed that Gucci is producing for all age groups and other demographics. It is evident that if the customer has an interest in fashion and beauty there are 100 solutions available by the Gucci. 

1.4.2 [bookmark: _Toc495178237][bookmark: _Toc39751163]Advantages and Disadvantage of Website
Following are some important and wise advantage and disadvantage of using the website for Gucci 
1.4.2.1 [bookmark: _Toc495178238][bookmark: _Toc39751164]Advantage
The advantage of the website is that it allows the Gucci to integrate with the new technologies to have a considerable amount of customer share for the online fashion industry. It helps the company to market their product to a wide range of the customer. It also helps the Gucci to provide all the information about the product and service to have a valuable demonstration of the product and services. It also facilitates the Gucci to develop a complete range of the product on the website, so it also helps the customer to get information before leaving for the stores. 
2. [bookmark: _Toc495178239][bookmark: _Toc39751165]Disadvantage
The disadvantage of the website includes the most important fact that it reduces the physical contact of the company employees are at the departmental stores with the customer. The atmospheric impact of the Gucci stores has been laid down due to the online website. It is also observed that due to the website, Gucci is not able to identify the potential customer. Many of the other companies are also using online information for gaining a competitive advantage against Gucci. 

[bookmark: _Toc39751166]Conclusion 
It is concluded from the detailed investigation that companies must have to focus on the sales to rotate the stock from the company to market. If the sales strategies of the companies are not effective it might lead to store higher level of stock and if the production pattern remains the same, it leads to cause issues of overproduction. In the case of Burberry Company, it is investigated that the major issue is the company is not using the sales strategies but destroying the overproduction unit which leads to cause considerable problems for the environment and company. Hence the Burberry company needs to focus on the digitalization strategy to improve the sales of the company. As the sales increase, it leads to reduce the stock of the company. 

[bookmark: _Toc39751167]Recommendation 
It is recommended to the Burberry company to focus on the increase in the sales for the company product. If the sales are increased it will lead to a decrease in the overall problem of overproduction in the company. The main focus of the company must be on the development of new markets to sell their production. It is not recommended for the Burberry company to reduce their production to control the problem. It is highly recommended based on the literature discussed as well as the case of world top fashion brand Gucci that the sales can be increased by the website which brings several dimensions of digital marketing. It is also important to provide online feedback and interaction with the customer. The website also includes the Amber Button on the top to navigate the internal pages of the product for the B2C market created on the website. 
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