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[bookmark: _Toc123079755]Task A
[bookmark: _Toc123079756]Introduction 
In contemporary dynamic market conditions, optimising marketing efforts is inherently connected to efficient strategic marketing planning. A predominant role in the process is concerned with analytical aspects of marketing strategy that assist a company to become aware of the capability and condition of its own venture. Owing to this, a timely and real elucidation of the marketing climate exerts implications on the condition of the company. The key facts of the analytical activity encompass economic, technical, political, social and other external components (Pride and Ferrell, 2019). Moreover, the analytical activity also encompasses an effective evaluation of the suppliers, consumers, level of competition and so on. The purpose of the first section of the report is to carry out an environmental marketing evaluation of Burberry by considering external and internal drivers and the role played by marketing in the organisation.

[bookmark: _Toc123079757]Concise Background Information about the Company
Burberry is a luminous fashion house which was founded by Thomas Burberry in 1856 (Burberryplc, 2022). The key values of the company include being creativity-driven, open and caring, forward-thinking and proud of its heritage. Burberry's vision is to continue its position as a leading luxury brand, offering high-quality, sustainable value to the company's stakeholders. The fashion house offers a range of products like ready-to-wear trench coats, footwear and leather accessories and so on.

[bookmark: _Toc123079758]PESTLE Analysis 
Political Factors:
In the political domain, Brexit is the prime factor that has created multiple barriers for fashion companies operating in the UK. Due to the post-Brexit deal loophole, fashion brands are experiencing increasing import duties while importing raw materials from the EU (Financial Times, 2022). Moreover, enhanced customs arrangements have also contributed to amplified costs. Therefore, Brexit and its associated implications are unfavourable for Burberry. 

Economic Factors:
In recent times, inflation has emerged as one of the major concerns in the fashion sector of the UK. As stated by Husband (2022), the overall volume of sales witnessed a decline of 5% in June 2022 on account of mounting inflation. As of November 2022, the rate of inflation in the UK was around 10.7% (Statista, 2022). The implication of rising inflation can be unfavourable for Burberry since the fashion house is already exposed to cost pressure emerging from rising logistics and labour costs.
[image: ]
Figure 1: Rate of Inflation in the UK (1989 to 2022)
(Source: Statista, 2022)
Social Factors:
During the new normal sustainable fashion has emerged as a major trend in the UK's fashion industry. Consumers want sustainable fashion products that are produced without affecting the environment (Brydges, Retamal and Hanlon, 2020). The implication of the sustainability trend can be favourable for Burberry because the company has already embraced sustainability in its core business strategy.

Technological Factors:
One of the most noticeable implications of the Covid-19 pandemic is the voluminous growth and development of e-commerce. A number of leading fashion brands in the UK incorporated e-commerce to reach a wider audience while saving huge costs (Sayyida et al., 2021). Since Burberry already has a well-developed e-commerce platform, the e-commerce trend can be favourable for the company.

Legal Factors:
Due to Brexit, almost all sectors that are driven by manual labour have been greatly impacted. As reported by Fashion United (2022), around 62% of the fashion retailers in the UK have been struggling to find the right talent for a suitable job role. Therefore, legal issues posed by Brexit can generate unfavourable implications for Burberry.

Environmental Factors: 
The reduction of carbon emissions has now become a global agenda. As reported by the Guardian (2022), the UK government has been exploring the possibility of further stringent actions in order to curb greenhouse gas emissions and carbon emissions. As a result, Burberry may experience an unfavourable situation since the company needs to procure more sophisticated technology to meet those stringent environmental standards. 

[bookmark: _Toc123079759]Porter’s Five Force Analysis 
New Entry Threat:
In the realm of the luxury fashion sector, the legacy entailing a brand matters greatly. It cannot be achieved overnight. Moreover, huge capital expenditure requirement has also discouraged new fashion companies to start a business in the UK (Abalkhail, 2019).). Therefore, Burberry’s threat is low in the context of this force.

Product Alteration Threat:
With the greater emphasis on sustainability, several luxury fashion brands in the UK have started to explore alternatives. As stated by Brydges, Retamal and Hanlon (2020), with novel ideas, new facets of repurposing vintage clothing have now become a possibility. The development of eco-friendly cotton has now become possible. Therefore, Burberry can witness considerable threats in this segment. 

Consumers’ Power:
The fashion sector of the UK is filled with multiple reputed luxury fashion brands. It is quite easy for consumers to alter their intended brand since switching cost is low. However, Burberry has offered some products that can hardly be matched by rivals (Weston, 2022). Therefore, consumers enjoy moderate power in this segment.

Suppliers’ Power:
The vast scale of operations has offered the reputed luxury fashion brands of the UK the advantage of decreasing the influence of the suppliers. As a major contributor to suppliers' revenue, Burberry has a considerable upper edge over suppliers (Weston, 2022). Hence, suppliers’ power is low. 

Competitive Rivalry: 
In the UK, luxury fashion brands like Prada, Stella McCartney, Gucci, and Louis Vuitton have exerted mounting competitive pressure on Burberry.  Gucci has managed to capture nearly 8% SoV (Share of Voice). On the other hand, Burberry possesses 1.52% of SoV (Datametrics, 2022). Therefore, the intensity of competition is considerably high.


[bookmark: _Toc123079760]SWOT Analysis of The Company 

	Strengths
	Weaknesses

	· Burberry is an iconic fashion brand that has 156 years of enriched history (Burberry PLC, 2022)
· The company has the upper edge over its suppliers 
· The company has a well-developed e-commerce platform (Weston, 2022)
· Burberry has infused sustainability with its business strategy

	· Lack of local sourcing strategy and over-dependence on suppliers is a major demerit of Burberry (Sayyida et al., 2021)
· Lack of strategy to deal with legal issues can also affect the performance of the company 
· The company has a lower Share of Voice compared to other eminent luxury fashion brand

	Opportunities
	Threats

	· Burberry can develop a local sourcing strategy to terminate its dependence on EU suppliers 
· Burberry needs to revamp its marketing mix in order to amplify its share of voice 
	· Excessive competition from eminent fashion giant like Gucci, Prada and Louis Vuitton may further affect Burberry's revenue.
· Brexit can affect Burberry's export to EU nations by increasing product costs, thereby affecting its competitive edge 



[bookmark: _Toc123079761]Segmentation, targeting and positioning of the company 
Segmentation:
The market segmentation categories of Burberry encompass geographic, psychographic and demographic segmentation. Burberry has started its journey as a outwear retailer in London. However, in the course of time, with business expansion, the company has extended its products in order to cover other regions as well (Weston, 2022). The demographic segmentation of Burberry consists of a high-income group who belongs to an upper middle-class society. In psychographic segmentation, Burberry's consumer encompasses those who prefer to remain highly loyal towards their brand (Weston, 2022). 

Targeting: 
Targeting strategies are divided into the following categories: 
· Niche marketing 
· Differentiated marketing
· Undifferentiated marketing 
· Micro marketing
Burberry has opted for differentiated marketing strategy to focus on multiple segments. As stated by Pride and Ferrell (2019), one of the major demerits of differentiated marketing is that it can hike the production cost of a company. For instance, in demographic segmentation, the fashion house rests its emphasis on people aged from 19 to 35 with hefty incomes. Further, in psychographics, the concentration of the company is on brand lovers. In the UK as a part of geographic segmentation, Burberry mainly targets the British people who have long ties with the culture and customers of the UK. 

Positioning: 
Burberry has fixed its position purely in the domain of luxury. Since, in recent times, consumers intend to see more innovation, Burberry has positioned itself as an ultra-luxury fashion brand (Olteanu, 2020). The predominant purpose behind the positioning strategy is to ensure the effective comeback of its top-spending consumers.
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Figure 2: Positioning map of Burberry
(Source: Self-developed)

[bookmark: _Toc123079762]Describing The Marketing Mix of The Company 
Product: 
Burberry is a world-famous fashion house that intends to continue with its typical British heritage. The two salient aspects of Burberry’s product that attracts consumer attention include exquisite materials and designs. For instance, its Tartan pattern holds uniqueness as far as design is concerned. The trench coat of the company has become a major promoter of its lineage with British culture (Olteanu, 2020). As far as product branding strategy is concerned, the fashion house has incorporated corporate umbrella branding where Burberry utilises its brand name as the pivotal identifier of its range of product categories (Kasapi and Cela, 2017).

Price:
As a highly reputed brand, Burberry has plumped for Premium pricing so that its brand value may never get diluted. The clothing products of Burberry are situated at the upper end of the high-end luxury segment (Weston, 2022). On the other hand, the pricing mix for leather goods is situated at the lower end of the luxury spectrum. The predominant reason for utilising this pricing strategy is to distinguish the Burberry brand from the chav culture and develop a favourable consumer perception. 

Place:
Burberry has incorporated selective distribution mix so that it can retain its brand image. As stated by Mosca et al. (2021), selective distribution is regarded as a marketing strategy that focuses on offering some specific types of commodities through an assorted network of retailers, wholesalers and resellers. Burberry products are mainly sold from its official stores. However, the company offers certain products to consumers with the assistance of franchisees. 

Promotion:
Burberry has incorporated offline and online marketing in order to deliver promotional messages to targeted consumers. The company posts regular advertisements in premium fashion magazines. Further, the company also utilises billboards, print advertisements and television advertisements to grab consumer attention (Duong and Sung, 2021). Further, as a part of its digital marketing strategy, Burberry also inspires users to utilise its mobile application and website. Further, as observed by Duong and Sung (2021), the company also runs a promotion on different leading social media platforms in the UK.

[bookmark: _Toc123079763]Conclusion 
In conclusion, it can be stated that Burberry may encounter unfavourable effects on account of Brexit, high inflation and legal complications. Moreover, lacking a local strategy and a lower market share are also major weaknesses of the company. Summing up, the company has the opportunity to calibrate its marketing mix strategy in order to increase market share and ascertain a sustainable business in future. 



[bookmark: _Toc123079764]Task B 
[bookmark: _Toc123079765]Recommendations For Future Strategies  
In order to suggest a future marketing strategy for Burberry, the application of the Ansoff Matrix can be pertinent. The Ansoff Matrix is comprised of market penetration, diversification, product and finally market development (Pride and Ferrell, 2019). Based on the assessment of internal and external environmental factors, it can be stated that Burberry needs to be plump for product development strategy. The company needs to develop new luxury fashion products and offer them in its existing market domain. Diversification has not been suggested due to the high risk entailed in the strategy. Apart from this, the fashion house can also incorporate market penetration in pursuit of amplifying the sale of already available products to those locations where Burberry has its footprint. It is recommended that Burberry should incorporate innovative content marketing strategies in order to amplify the sale of existing goods.

Moreover, in order to recommend pertinent marketing strategies for Burberry, the product life cycle model can also be effective. Some of the products offered by Burberry like trench coats have attained the maturity stage. Therefore, it is recommended that Burberry can adopt an extended use strategy in order to keep the sale of its iconic product on for more time. The company can make some modifications in design and packaging and offer them to consumers. Considering the post-pandemic adversities, this strategy can be fruitful for the company to attract consumers in a cost-effective way. It can also assist Burberry in terms of continuing with its legacy. 
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