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This report is based on the gained knowledge from the subject of Strategic Management and Sustainability and will present information about Burberry and different frameworks which are analyzing its position in the market, competitive advantages and some recommendation for even more sustainability and stabilization. 
Strategic management is a process of setting a company’s goals and objectives, creating plans for achieving them, allocating resources to carry out those plans, analyzing the participants in the competitive market in order to superior them, and evaluating strategies, that can work properly for the company (Lynch, 2018).
The constant changes in the business environment require organizations to make changes in their approach or strategy in order to succeed, hence flexible companies are easily adaptive to nowadays’ markets. So sustainability is not an extra anymore which means it is really important for the business because it allows the business to compete in the market with other concurrent businesses. Sustainability ensure meeting the needs nowadays, without compromising the coming days. Creating strategies for achieving this competitive advantage gives more opportunity for the business to exist and develop itself (Young & Dhanda, 2013).
The report’s objective is to analyse the strategic choice of Burberry – corporate and business strategy and evaluate the strategies in action - are they implemented successfully, and if not – why. The report starts with a brief company introduction and afterwards analysis and evaluation.

[bookmark: _Toc151753993]Company background

Burberry Plc is a luxury design house and clothing brand established in 1856 by Thomas Burberry with headquarters in London, England. The company manufactures wide variety of products such as women, men, and children's clothing, leather goods, accessories, and beauty products. The brand is an icon in classic clothing, and it is famous for its gabardine raincoat, pioneered more than 144 years ago and the tartan-check pattern. 
Burberry distributes its products as retail, but also as a wholesale and through its channels worldwide – digital and physical. The international market expansion of Burberry is the reason for the growth of the company and having Burberry as ‘one of the most valuable luxury brands in the world’. Also, the company licensed third parties to produce and sell with the Burberry trademark (Weston, 2022).
The mission of the company is connected with being creative, thinking about the future, being open to new opportunities, caring for its customers, providing high-quality goods, and providing unforgettable shopping experiences (Penny, 2023).
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[bookmark: _Toc151753995]Porter’s Generic Strategies 

It is an effective tool for planning the strategy of a certain company which helps to gain an advantage over the competitors (Whittington, et al., 2020). There are three strategies highlighted in this framework: Cost Leadership, Differentiation and Focus strategy.
Burberry has achieved a combination of all three strategies, but mainly is focused on the differentiation to handle the pressure from the competitors. Cost Leadership allows Burberry to lower its costs to the maximum. This affordability ensure targeting the middle class – the advantage to service biggest part of the community all around the world. Also, Burberry frequently offers discounts and coupons unlikely the competitive brands on that market, which increase the brand recognition and increase the power of buyers. Differentiation strategy in Burberry’s company includes innovation and celebrity endorsement as a helping tool to stand out and be different from the alternative brands. Focus strategy used in Burberry by serving the needs of the niche market at possible lowest price. The company is always making changes in terms of changing the customer’s needs and requirements. 
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This is an important framework, visualizing in a simple manner how business can determine its product and market growth strategy (Lamb, et al., 2000). It contains four elements: Market Penetration, Market Development, Product Development and Diversification.
Market penetration is the concept of increasing sales of existing products on the existing market.  Burberry is creating a new opportunity for developing marketing innovation such as an investing in online platforms – website and mobile platforms (Snapchat, Facebook and Instagram). Another opportunity that Burberry is handing is relaunching and improving the existing products - the Trench coat and Cashmere scarves are now offered in new colors. 
Marker Development is the concept of selling existing products into new market. Burberry is highly concerned about the local customers and invest in selected stores in order to tighten the store network. During 2015 Burberry opened 18 new stores in London, Dubai, New York, Moscow and Tokyo. The brand is trying to spread among the younger audience.
Product development is the concept of introducing new products to an existing market. Burberry highlight its British roots and launched new products inspired by the British identity – handbags, fragrances and many others. Customers also are able to customize the chosen products, especially accessories.
Diversification is the concept of entering a new market with introducing new products. Burberry is launching new exclusive products and services such as monogramming. The runway collections – available for buying in-store and online directly following the fashion show.
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Value chain analysis is a useful tool to see the strategic position of the organisation and if there are valuable resources. This framework divides all the activities within an organisation into two types: primary activities - related to the manufacturing or distribution of a product or service, and support activities - helping to improve the effectiveness of the primary activities (Whittington, et al., 2020).
Primary activities:
· Inbound Logistics – Burberry has a strong relationship with its suppliers because this is extremely important for the development phases.
· Operations – analyzing the activities from the biggening stage up to the end of the product including processing the raw materials, packaging and testing in order to improve productivity, maximise efficiency and increase profits.
· Outbound Logistics – process includes delivering and dividing the products through the intermediaries. Burberry analyze it to ensure time management, normalizing the cost and satisfying the customers. 
· Marketing and sales – advertising, promotions, pricing policies and channel selection are part of Burberry’s activities to ensure the advantage of its products over the competitors and to develop its brand equity. 
Secondary activities:
· Firm infrastructure – quality inspections, law handling, accounting and strategic management. Effectiveness of it can allow Burberry to increase the value of value chain and create a strong position in the market.
· HR management – hiring, selecting, training and reward activities through the employees, ensuring full commitment in order to their relatively return.
· Technology development – software, customer service, product design and data analysis. 

Value system analysis is all about understanding the components of a product and related cost. It is a set of techniques, knowledge and skills used in order to increase and improve the value of the product by removing all necessary costs or improving its performance without minimizing any criteria such as quality or performance (Whittington, et al., 2020). 
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As stated by Whittington et al. (2020), this analysis is a strategic tool that analyses if an organization has the resources and capabilities to achieve and sustain competitive advantage. If resources are highly Valuable, Rare, Inimitable, and Organised to use, they will contribute positively to the company and the market position.
Burberry has a lot of Valuable resources such as:
· Strong multinational position – Burberry operates in Asia-Pacific, Europe, the Middle East, Africa, and America and also uses these locations for central supply and storage hubs for many regions as well.
· Strong connection between all branches – high visibly store network with a high customer footfall between UK, USA, China, Australia, and Europe.
· Supply chain management – because of the developed network, Burberry ensures high quality and deliveries on time for the retailers, distributors and also to the end consumers.
· Risk Management – Burberry has the ability to identify, manage, and remove obstacles connected with prices of materials, also different political challenges in regions where it operates. 
· Technological advance is used in order to achieve economies of scale. 
· Artificial intelligence improves efficiency and customer experience.
· Customer service – 24/7 customer support, suggest based on their browsing history and personnel on physical shops.
· Research – Burberry does research, because to understand the current situation on the market and stay tuned with the lates consumer trends.
Rarity of Burberry includes:
· Licenses for production and delivery – remotely and towards international firms.
· Access to raw materials – maintain the quality as good as it and helps to develop its capabilities.
· Equipment – access to the latest technologies.
· Sustainable production – maintain eco-packaging which helps to improve brand’s perceptions.
Resources for Burberry are hard to imitate or perfectly inimitable, because of the unique history and social complexity which guarantee long-term competitive advantage. Examples of resources like this are: organizational culture, brand equity, brand loyalty, brand awareness and innovation.
Organised resources for Burberry helps to capitalize on different opportunities. Some examples of organized resources are:
· Physical infrastructure and network support – helps to make true strategic goals.
· Technological infrastructure – takes benefits of AI and automatic processes and schedules in the social media and e-commerce. 
· Training and development for the labor force. 
· International exposure and learning – because of the expansion of the company, there is a need to be considered different cultural requirement and understanding the operational details.
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SAF framework is a method showing your decision-making process and comparing it with other options using a given criteria (Whittington, et al., 2020). SAF is standing for Suitability, Acceptability and Feasibility.
Suitability – understand how well the strategy is staying among the internal and external environment. Burberry is showing a significant growth opportunity, because of its distribution channels, products and stable network. In the heart of these plans is sitting improving the productivity through product and retail. 
Acceptability – includes a wide range of performance measurements. Burberry is running retail productivity online and offline. The excellence in retail is because of the special service, well-trained employees, retention of the customers, as well as online and in-store experience. The expansion in terms of digital platforms is becoming the new leadership. The focus is put on the developing the official website of Burberry with mobile conversation, driving penetrating particularly in Asia, while at the same time increasing the experience of online and offline for the customers.
Feasibility – includes questions related to resources and capabilities. Future plans for Burberry is to make a growth up to £200bn, creating further shareholder value. Improvements in retail manufacturing is expected to reach half of the growth over a three-year period. Another third of the revenue is expected to be thankfully from e-commerce. One more expected improvement is in the quality of Burberry’s company – distributing as a wholesale, which will reduce the weight of outlet stores.

[bookmark: _Toc151754002]Successful execution of the strategies or facing a problem 

In 2016, Burberry was crashing down in the market with a 38% fall in share price for 12 months. That was a significant decrease in the value of the company. However, Burberry found out how to float out of this disaster. The brand was able to adapt to the demands of the new customers (younger people) and manufacture products towards them, also introduced a new logo and brand motif which made a beginning of a new era. Burberry influenced Asian buyers and partnered in Shenzhen, China’s technological hub for launching a store using mainly social media and augmented reality (Thomas & Vandevelde , 2016). 
Since this crisis Burberry was not facing any problem within the company. The company continuously maintains strategies in order to stay sustainable and on the market.

[bookmark: _Toc151754003]Evaluation of the sustainability efforts 

Burberry is working towards to create more sustainable future and acting responsible to the environment. The latest challenges around the world are the climate crisis and cost-of-living crisis. The brand is trying everything’s possible to address these. As stated at Burberry Plc, (2023), the company is focused on Product, Planet, People and Communities.
Product improvement – Burberry will stick to high-quality sources of raw material and eliminating plastic from the packaging by 2025/26. Mission for the planet will contain reducing the bad emissions, maintain water security and biodiversity loss, embedding sustainable manufacturing process and protection for the nature in order to become climate positive by 2040. The plan for the people is to be an inclusive luxury brand, ethical seller and wellbeing manufacturer. Communities will be positively impact by investing in the realization of young people, carrying about everyone but even more for those from underrepresented communities and increasing volunteering opportunities in order to create better futures for more people (Burberry Plc, 2023).

[bookmark: _Toc151754004]Recommendation 

Burberry can improve its promotional strategy in order to become more recognizable and exist in consumers’ minds rather than just a name. The company can ensure that:
· The new advertising style is different than the old one (celebrity endorsement, because it is quite dangerous for luxury brands). 
· Burberry can improve the British background – the company can pun focus on the famous landmarks or locations and images such as afternoon tea, guardians, phone cabins, double-decker bus or so on, because today’s aim is to have many models wearing Trench coats in one picture which cannot provide that visible recognition for British style (Abratt & Bendixen, 2018). 
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Burberry is a United Kingdom-based luxury brand consider as one of the leaders on the market, established more than 150 years ago and still relevant. In this report were analyzed different frameworks which helped for making the analyses of the brand’s positioning, competitive advantages and referred to some recommendation for future sustainability. The biggest strength of the brand is the global presence, which helps to mitigate the market risk. However, Burberry do not need to stop its investments in new markets otherwise will limit the sales. The brand is not threatened by new entrants into the same market. The high level of technology which Burberry maintain offers opportunities to explore new markets via online. The company’s resources support Burberry’s competitive advantage strong compared to the similar brands (Burberry Plc, 2023).
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