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Introduction
Burberry PLC is an English luxury fashion house founded in 1856, producing heritage trench coats, signature check designs, premium clothing collections, fragrances, and leather goods (Burberry, 2023). The company competes in the global marketplace alongside other notable brands, including Gucci, Louis Vuitton, and Prada. As a British luxury brand in the UK market, competing with global brands such as Gucci, Louis Vuitton, and Prada, Burberry PLC operates within a highly competitive environment subject to economic shifts, consumer trends, and technological innovations. This report will analyse the external industry forces facing a particular organisation using leading marketing theory and current industry insights from Porter's Five Forces model (Porter, 1979), applied in the context of Burberry PLC. 
[bookmark: _Hlk213880292][bookmark: _Hlk213880429]2. Situational Analysis: Porter’s Five Forces
[bookmark: _Hlk213880363]    2.1 Threat of New Entrants – Moderate to Low
The threat of new entrants in the luxury fashion sector is moderate to low. Burberry’s industry requires:
· High capital investment: premium materials, artisan labour, flagship stores in global cities, and extensive marketing budgets create high barriers (Kapferer & Bastien, 2021).
· Brand heritage and credibility: luxury fashion depends heavily on history and prestige, which take decades to build, an advantage Burberry holds through its 168-year legacy (Gubenko, 2025).
· Economies of scale: Established players like Burberry benefit from economies of scale in sourcing and production.
However, digitalisation has slightly lowered entry barriers. New entrants using direct-to-consumer e-commerce or social media-driven branding can more easily access affluent audiences. According to The State of Fashion Report by McKinsey (2024), luxury brands that originate and operate primarily online are increasingly gaining influence within specialised market segments. Although entering the broader luxury industry continues to pose significant challenges, Burberry should remain vigilant in its approach to these innovative digital newcomers and the growing presence of sustainability-focused luxury labels.


[bookmark: _Hlk213880472]    2.2 Bargaining Power of Suppliers – Moderate
· Quality dependence: Burberry relies on premium materials, cashmere, leather, and gabardine, sourced from specialised suppliers (Burberry Plc,2025). This can create dependence and increase supplier leverage.
· Global supply chain: the company uses diverse sourcing from Europe and Asia, which disperses supplier power. Its large order volumes give it negotiation strength (Burberry Annual Report, 2024).
· Sustainability commitments: Burberry’s aim to source 100% renewable or certified materials by 2030 (Burberry ESG Report, 2024) limits supplier flexibility, potentially raising costs.
Suppliers with sustainable credentials may command higher bargaining power; However, Burberry’s brand scale and long-term partnerships reduce this risk.
[bookmark: _Hlk213880503]   2.3 Bargaining Power of Buyers – Moderate to High
· Price sensitivity: Although luxury consumers are generally less price-driven, accessible luxury shoppers have numerous alternatives, including Gucci, Prada, Dior, and online resale luxury (Statista, 2025).
· Digital transparency: E-commerce enables price comparison and increases buyer information. Social media exposes consumers to new brands constantly (Deloitte, 2023).
· Experience expectations: Today’s luxury customers expect personalised service, ethical production, and immersive retail experiences (Sood, 2017).
Burberry mitigates buyer power through substantial brand equity, innovative marketing, and exclusive collaborations. Nevertheless, the brand must continuously innovate to maintain loyalty among younger consumers.
[bookmark: _Hlk213880528]   2.4 Threat of Substitute Products or Services – Moderate
· Direct substitutes: other luxury houses (Louis Vuitton, Chanel, Prada) fulfil similar prestige needs.
· Indirect substitutes: second-hand luxury, rental fashion platforms (e.g., By Rotation, The RealReal), and premium streetwear satisfy similar psychological desires for status and identity (McKinsey & Company, 2024).
· Sustainability pressure: eco-conscious consumers may substitute new luxury purchases with circular fashion or vintage goods.
Burberry counters this by integrating sustainability and heritage storytelling into its marketing, using recycled materials and digital transparency in sourcing (Burberry ESG Report, 2024).
[bookmark: _Hlk213880545]   2.5 Rivalry among Existing Competitors – Very High
· The sector features high fixed costs, short product lifecycles, and continual design cycles.
· Major rivals include Louis Vuitton, Gucci, Prada, and Hermès, all vying for a share in similar segments.
· Competition is based on brand image, innovation, creativity, and digital engagement, rather than price (Burberry, 2024).
Burberry differentiates itself through its British identity, trench-coat heritage, and focus on digital innovation. However, brand fatigue and creative turnover, noted by Bain & Company (2024), increase the challenge of maintaining consistent distinctiveness. Therefore, rivalry remains the most potent force shaping Burberry’s strategy.
3. Critical Analysis and Evaluation
The Porter’s analysis reveals that Burberry faces intense structural pressures. Rivalry and buyer power dominate, while supplier and new-entrant threats remain moderate. These factors shape its strategic marketing decisions in several ways.
· Differentiation strategy: As Kotler et al. (2019) emphasise, in competitive markets with limited price flexibility, firms must compete through brand differentiation. Burberry’s strategy relies on blending tradition with innovation, its iconic British craftsmanship supported by digital innovation (e.g., virtual catwalks).
· Customer experience as a service: Sood (2017) highlights that service quality and customer experience are critical in the luxury sector. Burberry must enhance experiential marketing, flagship stores, personalisation, and seamless omnichannel integration.
· Sustainability as a marketing value: Increasing substitute threats from circular fashion make sustainability a brand differentiator, not just compliance (Burberry ESG Report, 2024).
· Managing digital disruption: As rivalry shifts online, Burberry must sustain digital innovation, AI-driven personalisation, metaverse presence, and social commerce to meet evolving buyer expectations (Deloitte, 2024).
Thus, Porter’s model helps Burberry understand where competition erodes value and where differentiation can rebuild it.
4. Conclusion and Recommendations
Burberry operates in a mature, highly competitive luxury fashion market where rivalry and buyer power are dominant forces. Supplier power and new entrants are moderate but growing, driven by sustainability and digitalisation trends. The brand’s strategic success depends on maintaining differentiation through innovation, heritage, and ethical leadership.
Recommendations
a) Deepen digital innovation: Invest in AI-driven personalisation, immersive virtual fashion, and stronger direct-to-consumer e-commerce platforms.
b) Strengthen sustainability marketing: Communicate environmental and social responsibility as a key part of brand value.
c) Enhance experiential luxury by offering exclusive store events, bespoke services, and digital storytelling to foster customer loyalty.
d) Diversify product portfolio: Expand accessories and fragrance segments to capture younger luxury consumers while protecting core heritage lines.
e) Global market optimisation: Continue expansion in Asia-Pacific and Middle East markets, where luxury growth remains strongest (Bain & Company, 2024).
Reflection
Situational analysis, as outlined in Porter’s Five Forces, remains essential in marketing strategy, as it enables companies like Burberry to anticipate environmental changes and align resources for a sustainable competitive advantage (Hooley et al., 2024).
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