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[bookmark: _Toc143356402]Introduction
The development of a “Digital marketing strategy” is a vital process for any company. This requires some quantitative and qualitative analysis and research the determination of the proper technique to reach goals and also get the company as a brand. In a company digital marketing plan plays a crucial role as this will help to evaluate and guide the improvement of the chosen strategy. As said by Chen et al. (2021), to develop this digital marketing plan the company needs to define the process as well as establish the objectives. This will reciprocate in the goals of the organization. In this study, the "Digital marketing strategy" will be developed for the chosen company BURBERRY, UK. "Burberry Group plc" is a Luxury fashion house in British and was established by Thomas Burberry in the year 1856. The company has its headquarters in London, England. Burberry currently distributes design which is ready to wear and also includes trench coat (Burberry, 2023). Burberry is famous for its retails, manufacturing, wholesale and for their luxury goods. Women's and men's apparel, beauty products and children's wear are also provided by the company. This company is more famous for its trench coat, footwear and leather accessories. Burberry is a modern "British luxury brand", and this company is targeting to get revenue of £4 billion in 2022. Their long-term, ambition is to get their revenue by £5 billion. The worldwide revenue of Burberry in 2023 is "3.1 billion British pounds". The revenue of Burberry is "UK£3.09b" (Statista, 2023). The net income of the company is "UK£490.0m". This margin is increasing day day by higher revenue. 
[image: ]
Figure 1: Net profit of Burberry from the financial year 2017 to 2023 worldwide (in Million GBP)
(Source: Statista, 2023)
In this study, the understanding of the market will be discussed first. This will help to undertake the analysis of the competitors of Burberry will be discussed on the basis of the UK market. Along with that, the identification of the audience with the 3 personas of buyers will also be discussed. Customer journey and brand strategy, mission, brand story and value of the company will also be discussed in the first topic. In the second topic, the content marketing plan for Burberry will be analysed along with the design of the content marketing. All the social media marketing and marketing automation, email marketing, permission and the GRM will be discussed in this topic. The microenvironment of Burberry will be analysed with the help of PESTLE analysis in the UK market. After that, a User “Experience Marketing strategy” will be evaluated for Burberry. In this study, also the digital marketing strategy for Burberry will be developed by stating the SMART objectives of the strategy. By using Display ads, social media and Email all the strategies will be discussed. The identification of the KPI and metrics of the strategy for pricing and cost will be discussed (Silva et al. 2019). At the end of the report, the implications of the reputing management and the uses of AI digital technology and the uses of digital technology will be discussed in this study. 
1. [bookmark: _Toc143356403]Understanding the market
[bookmark: _Toc143356404]Competitor analysis of the UK market
The competitors of the UK market have adopted two approaches for the identification and also cause a problematic market for the analysis of the market. There are so many markets that are involved in the different products and the economic profession of the UK market. This needed to be analysed to understand the conditions of the marketplace for an industry like Burberry. This also helps to refine the direction of the business strategy as well as help spot the gap in this market. As said by Zhang et al. (2023), competitor analysis of the UK also helps in the process of identifying the services and the products which are provided by Burberry. This will also help to develop initiatives to develop the products. 
[bookmark: _Toc143356405]Identification of the target audience for BURBERRY
The targeted audience of Burberry is women who are high disposable income. Women who are celebrities, as well as wealthy tourists and all the people who are most tend to buy luxurious products are the targetted audience of Burberry. The current target of Burberry is mostly high-class people who are mostly celebrities. The main focus of Burberry is to provide a heritage product like a trench coat. As proposed by Weston, (2022), the targetted customers of Burberry are mostly those men and women who are ages between 20 to 45 years old from the middle-income to upper-income group of people. 
[bookmark: _Toc143356406]The customer journey for BURBERRY
The customer journey of Burberry represents the path of the potential customers who are first encounter the brand and the products and get at the conclusion of buying, this will help Burberry to acquaintances the most audiences to provide their services (Al-Jaberi, 2022). This customer journey of Burberry will help to interact with their audiences as well as with their products and they also become aware of the fact that they want to purchase this brand's product. 
[image: ]
Figure 2:  Marketing programme of Burberry
(Source: Al-Jaberi, 2022)
[bookmark: _Toc143356407]Identification of channels for BURBERRY
An Omni channel marketing strategy will help to gain traction for the brand and also make the key focus of the brand for the upcoming years. This approach will also help Burberry for the seamless interactions of the customer as well as will help to interact more with the multiples of consumers. As opined by Rathore, (2023), the omnichannel strategy is the main channel for Burberry as this will help to increase the market by the demands of consumers. Burberry has adopted strategies to meet the increased rate of consumers and this channel also helps Burberry to reach the retailer and implement the omnichannel strategy to implement this. 
[bookmark: _Toc143356408]Planning of Content, optimising and analysis to design a Digital Marketing Plan
Content planning of Burberry helps to define the content of the brand which will publish. This content plan is efficient to make when the content plan will be published as this will help to make the content plan more effective. For Burberry content plan help to get more success by implementing a social media strategy. As opined by Rees-Roberts, (2020), there are much more techniques such as using a photo of clothes, giving a proper caption for the brand and also choosing the schedule that will help this brand to make content planning effective. The optimizing process of digital marketing is to make some small changes in the website as well as in the campaign to increase the objectives of the performance. This optimization strategy also helps to develop the marketing strategy and this also helps in adjusting the website design and which will also increase the value of the campaign and improve its quality within a longer period of time. In most cases, digital marketing analysis plays an important role to follow the steps of reviewing the current marketing strategies of Burberry, as also the goals and the perspective of the targeted audience in this company (Wang and Dong, 2021). This will help to understand the investigation process and this will help in the marketing strategies for the targeted audiences, this will help in the reaction to the behaviour of the targeted audiences and their needs and language. The analysis of the marketing plan of Burberry is to determine the purpose of the brand and the needs of the industry along with that the understanding of the competition is important for the gathering of the data from the previous analysis of the company. 
[bookmark: _Toc143356409]Brand strategy of BURBERRY
Burberry is focusing on strengthening the connection with British design as well as their culture and craft. Amplifying this communication and marketing will help in the activations of the level of impact of the company. The company will help to make the strategy for the activations of a higher level of impact. As said by Silvano, (2020), the higher sales of leathers and goods, women’s ready-to-wear and shoes are the main focus of Burberry. The developed brand strategy of Burberry is to ensure the stores and transform all the stores to the dating of the larger footprint and this will help to provide the accessories from the different ranges. 
Missions
The mission of Burberry is to provide a mission statement for the company. This brand is highly focused on the exploration and protection of the brand and maintaining the heritage of the British with their brand and also being inclusive to that it can be the innovation as well as the purpose-driven brand. 
Brand story
Burberry has made its legacy through its heritage and the trench coat and the signature style check prints have become the National symbol of the brand (Le Xuan, 2019). This brand has become the entire brand for the British as this will help to p[rovide the mission of the company. 
Vision and values 
The vision and values of Burberry are to be creative as well as they focus on creative thinking and also optimise their forward thinking. This brand focuses on its heritage and uses hallmarks for the brand as this help to make its signature style from the start of the brand. 
[image: ]
Figure 3: Digital marketing strategies of Burberry
(Source: Le Xuan, 2019)
[bookmark: _Toc143356410]2. Content marketing plan for your company
[bookmark: _Toc143356411]Designing a content marketing plan for BURBERRY
1. Setting objectives & KPIs
To design a content marketing plan for Burberry first needed to set goals and there are some common goals that needed to be set. As said by Darling et al. (2020), there is a need to set goals and KPIs and this will help to achieve these goals for Burberry, this will help the company to use its social media and site and along with that track the KPIs media for observing the goals to get the engagement and customer loyalty for Burberry. 
2. Select target audiences
The next step is to decide on the targeted consumers. However, this will help to coincide with the buyer's persona as well as on social media persona. This will help to gather multiple audiences for the business. This will help to identify the targeted audiences for the company. As well boost the audiences. 
3. Identify the best range of media
Usually distribution channel is important for such brands as they have already engaged with the presence of the content marketing plan (Olteanu, 2020). This plan helps in the audit and helps the channel to follow the items in the shop. 
[bookmark: _Toc143356412]Analyse and critically evaluate social media marketing for BURBERRY
Social networks and social media act as a tool for marketing the brand. In the case of Burberry social media can be used to market their products. This will help to grow an impact on the consumer quickly as well as this will help to acknowledge the castes who are top of the research. This will help in marketing and branding. Burberry set the brand equity as well as having a clear understanding of social media and they also could develop their strategies for growing their products. As suggested by Gupta et al. (2019), this will help to enhance the clear understanding of the brand and the perception of brands through the viewpoint of customers. The responses of social media help the brand to grow more. This put an agenda for the luxury brands. Social media and blogs help to reach the product of Burberry to most of the audiences. This will help to empower the organization and also help in the social networking sites to enable the number of customers based on the structure of the company. This plays an effective role in the development of the company. 
[bookmark: _Toc143356413]Email marketing
Email marketing will help Burberry to make the efforts of marketing and also promote the products of their business as well as services, this will also help to develop the loyalty of the customers. As opined by Nandonde, (2019), Email marketing is a type of marketing that help in increasing customer loyalty and this help to know customer about their discounts, services and products. Burberry can increase its rate of growth by implementing Email Newsletters which help them to campaign about their new products in the store and also help to promote their services via email. 
[bookmark: _Toc143356414]Permission marketing
Permission marketing of the brand help to provide advertising and this will give the audience the choice to perceive the idea about Burberry also received a sale related to their promotional messages. s stated by Chadha, and Ahuja (2020), this will help to provide permission for the marketing team as this will help to make their marketing available to their consumers. Permission marketing will help to advertise the product as well as allows the customer to get promotional offers and messages from the brand directly. This permission marketing will help in the marketing system as well as this help to provide the process of marketing very easy. 
[bookmark: _Toc143356415]Marketing automation
Burberry can apply the process of Marketing automation as this is software which will help Burberry to develop its technological aspects and help to manage its marketing process and provide campaigns for the business via different channels automatically. This marketing can be done by marketing tools and this can help to target the customers and provide a message across the world via the web, email, text and social sites (Vinerean, and Opreana, 2019). This will also help to make the business grow and help to reach the customer more efficiently through this process. 
[bookmark: _Toc143356416]CRM
“Customer relationship management” (CRM) helps in the identification of new customers for the existing business. This will help to keep the organization and the customers stay happy as well as this help to provide information about the business this make the customer as well as the organisation happy. As suggested by Rees-Roberts, (2020), implementing this strategy will help to build solid relationships with the consumers as well as with the business owner. This technique is the best marketing for the services as well as the main focus of CRM is to manage the needs of the customer and their sales. 
[bookmark: _Toc143356417]Traffic building and e-Customers for BURBERRY
Traffic building is a strategy which can be implemented by Burberry to use to draw the attention of the consumers in the store as well as in the category. This strategy can be achieved by the advertisement process which can be done by the promotional process which is different from the main prices. This strategy will help to draw the attention of the customers and by attracting them towards the price of the product consumer can buy more products and increase the sales of the organization (Gilroy, 2023). This traffic building can be done by podcast, blog, live stories, chat and email also. This will help to provide a great idea about the business which helps in the business. This will help Burberry to produce the product in a more relevant way and with a higher quality of the product. This will help in the process of making the strategy work and this also attracts more to the e customers as they get notifications via email, Facebook lives and text messages. This online advertisement will also help to drive the traffics towards the company and this will automatically increase the growth of the company and provide them a successful revenue. 
[image: ]
Figure 4: Conceptual framework of Email marketing
(Source: Nandonde, 2019)
[bookmark: _Toc143356418]Micro-environment and PESTLE Analysis of the UK
	Political
	Economical
	social
	Technological
	Legal
	Environmental

	· Currently tax policy
· Trading policies
· Governmental policies
· Brexit and tax policies
· The political stability of the UK market
	· Rate of inflammation
· Rate of exchanges
· Income disposable
· Rate of unemployment
· Economic growth
· Interest rate
	· Attitudes and lifestyles of people
· Growth of populations
· Health consciousness
· Demographic target
· Barriers in culture

	· Innovation level and its application
· Awareness about technology
· Automation of technologies
· Internet availability and the speed of the internet
· Cybersecurity in most of the market
	· Loaws of employment
· Protection from the copyright 
· Laws of discrimination
· Safety for consumers
· Safety and health measures
· Laws of discrimination 
· 
	· Changes in the climate 
· Policies of environment
· Sustainability issues
· Pollution and recycling
· Pressure from NGOs. 



Table 1: PESTLE analysis of the UK
(Source: Self-developed)
[bookmark: _Toc143356419]Design User Experience Marketing Strategy for the Burberry Company
The company had been one of the major fashion brands which attract customers through gaining their experience. The concept of the “User Experience (UK)” explains detailed planning of the overall marketing strategy. The goals and objectives of the company depend on the experience of the users where the company brand is in line. The strategy for the User experience helps in securing the vision of the organization about the need and requirements of the customers keeping the company guidelines in line (Olteanu, 2020). The key elements of the strategy are important for identifying a good planning procedure. The plan of design for the User Experience for the chosen company would be designed as follows: 
Step 1: The planning must start with the experience of the User from the company and what we want in their marketing strategy. Mainly in the first step, importance must be given to the needs and requirements of the customer which will help in setting the goals of the company before implementing new ideas and innovating new products in the market (Silvano, 2020). Details d understanding of the user experience could be obtained from the behaviours through observation and reviews of the customers. The observation of the behaviour will help develop their strategies.
[bookmark: _GoBack]Step 2:Monetarization of the other company's competition of products and detailed gathering of information related to new trends so that the company must be updated on time. This will help to give intense competition with similar industries. 
Step 3: in the third step, the user must follow the needs which are needed to be completed and which are in their list of objectives. The setting of the metric of the agreed decision will help in the measurement of the success. 
The importance of the UX strategy could be understood with all these above-mentioned strategies which are required to take by the company before it implements anything new in the marketing industry. 
[image: Three statistics visualized: 50% more loyal customers, a 41% higher market share, and 46% higher overall competitive advantage]
Figure 5: User Experience Strategy
(Source: Silvano, 2020)
[bookmark: _Toc143356420]3. Digital Marketing Strategy for Burberry Company
The importance of the digital marketing strategy for companies could be understood from the benefit they gain in business growth. However, the marketing strategy in the digital platform is very much attractive for marketing growth (Lestari et al. 2020). However, the company chosen within this context of the study is the “Burberry Company” which states a SMART goal analysis of the digital marketing strategy which will hello in a better understanding of the overall concept of the study. 
[bookmark: _Toc143356421]The SMART analysis of the company on the digital marketing strategy includes:

	Objectives on SMART Analysis on Burberry Company

	S-Specific 
	The new products of the company which are gathering the most attraction of the customer and upon which the company is also focusing is the “Footwear” production of Burberry company. 

	M-Measurable
	The new production of Burberry through the digital marketing strategy helped in the standardization of the goals which measures the progress of the company. 

	A-Achievable 
	The goal of the utilization of the digital marketing strategy will be achieved with huge fund investment in the online shopping process provided to the customers. The improvement of the company is also achieved with the help of promotional activities through every platform in the digital world. 

	R-Relevant
	The goal of the company is the market capture of shares as it will increase the position of their market5 through the strategies involved the marketing in digital mode (Wibowoet al. 2020). This relevant share of the market and position of the company will stay for a longer period among the rival companies and intense competition could be observed. 

	T-Time Bound
	With the implementation of the digital marketing strategy in their marketing process, it will take a maximum of 4 months or less to achieve the targetted goals and revenue of the company. However, a short period can be achieved to gain maximum.


Table 2: SMART analysis of the Burberry Company
(Source: Self-developed)
Analysis of the SMART analysis
The SMART analysis helps in the better understanding of the objectives of the company and the planning structure gets developed with every step of the analysis. The SMART analysis comprises of Specific which states the specific production or aim of the company upon which it works and hopes to gain maximum profit from the market. The highest gathering of the market share through the establishment of the “Digital Marketing Strategy” will help in the growth of the company in a rapid way. The specific goal of the company with digital marketing will help in the development and growth of the financial resources of the company with the working of the marketing department more easily (Panda and Mishra, 2022). The other objective is Measurable which implies the measuring of the economic growth of the company with the new idea of implementing the digital marketing strategy where it can be observed that market share will increase by about 60% with the plan of implementation. Therefore, this can be presumed that with the inclusion of the “Marketing strategy in the digital form" the goals could be measured easily by the company. The other objective is Achievable where with all the above actions the company can achieve huge profit just by investing funds in the establishment of the digital marketing platform through various networks. The relevant objective determines the goal of the company in achieving the market share capture which will make a different position of the company among the rival company in the market. This will help in the continuation of the strategy and the achievement of the goal could be observed longer period (Primasiwiet al. 2021). The ultimate objective of the analysis is the time which determines the period of the company within which they achieve profit margin. However, this has been analyzed that with the decision to implement a new digital marketing strategy, the company will achieve the goal within less than 4 months. 
[bookmark: _Toc143356422]Development of Overarching strategy
In this concept of the study, certain tools and tactics are applied by the company to achieve its goal of profit. The strategy involved in the overarching help in the easy understanding of the company’s goal and anyone can understand clearly. The company had been aiming to achieve its objective with the implementation of the digital marketing platform with all the possible strategies. However, with certain methods, this can be made easier for the company to achieve. In the above discussion of the planning of the strategy the description of the customer importance where the need is given the significant role in the development of the company. Therefore, firstly it is important to understand the behavioural vans nature of the customers (Cruz Villazónet al. 2020). According to the framework of the overarching strategy of the company, this will help in the primary level structure where the decision-makers are a vital part of the company’s growth. Customer satisfaction and certain principles are the key components of the company. However, the most important element in digital marketing is the “Promotional Activities” which refers to the most relevant customer attraction. The digital platforms within which the strategy could be implemented are “Facebook”, “Instagram”, “And YouTube” which are the most relevant platforms from where the online business platform is taking place rapidly. The most advantage of digital marketing is the huge population of the world is engaged with all these types of social media platforms and gets easily attracted by advertisements made by a different company. However, online shopping had been a popular trend over the world where the offline shopping markets are falling down and even their market shares. In that case, the switch to an innovative decision of making the company digitally efficient will help in the rapid growth of the company. Moreover, the advantage of marketing in the digital platform does not end here it can also be performed through emails and digital advertisements in various applications which will require investment but will bring huge profits. The marketing plan will enhance customer engagement with the company which will also be done overseas. However, planning for all these requires certain principles and goals in achieving the overarching strategy. 
The principles which are included within the framework:
Principle 1: Enablement of strategy
Principle 2: Accountable and Transparent
Principle 3: Accessible, easily used and reliable 
Principle 4: Cooperation and collaboration
Principle 5: Solution to integration
Principle 6: Valued and development related to sustainability
Principle 7: Commitment towards the customer and leadership management within the employees of the company
[bookmark: _Toc143356423]Identification of Key Metrics and KPIs of the company
The key metrics of the Company: 
Business Performance Metrics
· Indicators of ROI
· Profitability of the business
· Productivity
Sales Performance Metrics
· Activity 
· Lead generation
· Sales productivity 
Project management performance metrics 
· Productivity 
· Scope of work
· Satisfaction and the quality of the business project 
· Cost of business management
· Metric defines the Gross margin
The concept of KPI stands for “Key Performance Indicator” which is used to measure the quantifiable performance over time for achieving specific objectives. There are different types of KPIs which comes with different benefit and background of the study. The importance of KPIs is strongly realised in the company’s goals. However, within this context of the study, the company which had been taken into consideration is the “Burberry Company” where the measures of the progress in terms of longer periods are being planned within the strategy (Stukalina, 2019). Some of the common types of KPIs had been listed below which are similar to this study. 
Strategic: The key performance had been significant in this strategy where the monitorization of the goals of the company is important. This will help in gathering information about the revenue, share of the market and return on investment. Specifically, the company here will be investing a huge amount of revenue in setting up a digital platform where the programming and designing of their digital media platform must be attractive enough to grab the attention of the consumers. However, the company needs to monitor whether the invested amount of revenue is returning from digital marketing so that anything further required in the process will be improved. 
Operational: The time frame within this study will help in a better understanding of the c company's profit and performance.  With the help of the evaluation of KPIs, the performance of the company could be measured and the process of the organization could be focused. Digital platforms such as "Instagram" or "Facebook" or any other social media platform help in the rapid growth of the popularity of the company. For example, marketing with withy "Instagram" will bring much profit in a short period by providing promotional advertisements by social media influencers with minimum investment. 
[bookmark: _Toc143356424]Cost Strategy of the Burberry Company
However, the overall study of the company planning in the adoption of digital marketing had been concluded with all the possible strategies that are required to undertake by the company. Therefore, "The Burberry Company" have been using the "Premium strategy of pricing" for products sold in the market. The mix of strategy of the company includes the right mixing of the low rate of cost and the high premium production which is the aim of the Burberry company. However, the cost strategy takes place differently as the company is a luxury brand and does not directly compete with the market on the price of the marketing strategy. They feel that a change in the price of the products may make their floor of customers less or decrease the growth remain constant. For this reason, the company's cost strategy somewhere remains the same. However, the annual revenue of the brand is more than "$2 billion”. 
[image: ]
Figure 6: Cost strategy of the company
(Source: Researchgate, 2023)
[bookmark: _Toc143356425]Evaluation of Governance and Use of AI
The governance of customer performance in digital marketing depends on “Smart Governance” which helps in the improvement of the use of technology with the monitorization of the government and following the policies of the government. Certain factors which determine the governance are:
· Usage of data which are driven in decision making 
· Improvement of delivery service with different channels of digital marketing
· Social problems are solved with the implication of technology
· Secure marketing place of the consumers. 
The importance of AI includes: 
· AI-targeted Ads on the social media platform
· Voice search in the platform using AI
· AI-powered use in the detection of fraud
[bookmark: _Toc143356426]Conclusion
The overall study describes the adoption of digital marketing by the company "Burberry" which is aiming to achieve profit from the new innovative ideas of profit maximization from digital marketing to reach out to a huge population. The study discussed the marketing understanding concept under which it justified the concept of the U.K. market. The analysis of the competition in the market had been given the most importance in the context of the study. The study mentioned the target audience with the help of monitoring the behaviour of the customer on the digital marketing of the company. However, a detailed discussion had been made on the audience profile and thor nature of buying the price range of products. The study discussed the journey of the customers within the company with the implementation of the digital market. The plan of digital marketing had been established within the context of the study where from the design of the pan to the estimation of the cost-profit return is measured. The study further discussed the brand strategy of the Burberry Company by establishing the mission, and the story of the brand had been modified and discussion based on the values and vision of the company. The study then discussed the content marketing plan had a targeted audience and a wide range of media platforms for the promotion of their products. The discussion with this study also evaluates the "CRM" concept. Different platforms for the promotion of the products are discussed within the context of the study. The overall analysis had been made based on the PESTLE as well as the micro-environment analysis of the marketing strategy. The study then discusses the strategies in which the company should implementation of the appropriate measures of the company. With the help of SMART analysis, the objectives of the company had been discussed. The study also mentioned the concepts of the key metrics and the concept of KPIs within the company's adoption of the strategy. The use of AI had also been discussed to make understand the role of governance. The overall discussion will help in better understanding the digital marketing strategy of any company like Burberry. 
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