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[bookmark: _Toc225617253]1. Organizational Context and Overview 
Burberry is a British luxury fashion company which is known around the world and was established in 1856 by a man Thomas Burberry (Burberry, 2025). Burberry started as an outerwear label, but it became popular following the development of a waterproof but breathable material dubbed gabardine that made the brand a pioneer in functional fashion. The organisation has over time become a luxury brand of the highest quality which deals with apparel, accessories, and fragrances and still has a close association with the British heritage.
The mission statement of Burberry focuses on the provision of modern British luxury by means of innovation, craftsmanship and creativity, whereas the strategic vision is focused on the long-term value creation in terms of raising brand, sustainability, and digital leadership. Over the past few years, the company has been engaged in a repositioning strategy that seeks to reinforce its position in the high-luxury segment, drop mass accessibility and shift to exclusivity and premiumisation (Connor-Crabb et al., 2025).
[image: Burberry has a 'new' logo. A leap backwards for a brand that ...]
Figure 1: Burberry Logo (Burberry Website)
The company has a vertically integrated business model that manages its major value chain activities such as design, product development, marketing, and retail distribution. Through this model, Burberry can have a tight grip over the brand image, pricing and customer experience. It has direct operated stores, online-based stores as well as selective wholesale partnerships thus covering the whole world without compromising its brand isolatedness.
Burberry is in an industry segment that is the luxury fashion business globally, highly characterised by high margins, brand dependence, and intense competition due to differentiation as opposed to price. The key rivals are Gucci, Louis Vuitton, and Prada, to which they compete by means of innovation, brand narrative, and customer experience. (Alokshe et al., 2025) The position of Burberry can be defined as a heritage luxury brand that is going through strategic transformation and taps into the British identity and adjusts to the requirements of the modern market.
Although Burberry has a great history, it has struggled to ensure its brand positioning and exclusivity especially when there is too much exposure during the early 2000s (Arraya, 2024). In reaction to this the company has adopted strategic initiatives aiming at product innovation, digital engagement and sustainability. Its existing positioning indicates that it is a compromise between tradition and modernity and can attract both the traditional luxury customer and the younger digitally active demographic.
[bookmark: _Toc225617254]2. External and Internal Environment Analysis
[bookmark: _Toc225617255]2.1 External Environment: PESTEL Analysis
[image: https://i0.wp.com/www.business-to-you.com/wp-content/uploads/2016/12/PESTEL-analysis-updated.png]
Figure 2: PESTLE Analysis Framework
Political: The world operations of Burberry are greatly affected by political factors. The Brexit effect has brought trade barriers and regulatory complexities, which have added more operation costs and had a certain influence on the supply chain efficiency. Also, having a presence in several overseas markets makes Burberry vulnerable to geopolitical risks, where strategic flexibility is needed in the sourcing and distribution decisions (Macchion, 2024).
Economical: In the luxury fashion, economic factors are especially important. The global economic conditions are closely tied to the performance of Burberry since luxury goods are luxury purchases. Consumer spending may be decreased by economic recessions, inflation, and currency fluctuations in such crucial markets like China and the United States (Kaur et al., 2024). Nevertheless, when the economic growth is high Burberry enjoys high profit margins and high pricing power.
Social: There is a changing trend of consumer behaviour in the luxury market. Contemporary customers are more eager to use the brands that share their values, such as sustainability, diversity, and authenticity. This change has forced Burberry to include ethical practices in its brand strategy (Zhang and Hao, 2024). The difficulty is though, in keeping exclusivity and attracting the wider more socially conscious viewer.
Technological: The luxury fashion scene has been changed through technological factors. Burberry has led the way when it comes to digital innovation, such as live-streamed fashion shows, and sophisticated e-commerce platforms (Sedovs and Volkova, 2024). Such efforts increase customer interaction and international coverage. Nevertheless, the pace of technological change puts cost pressure and adds competition due to the necessity of constant investment.
Environmental: The environmental factors are gaining more importance. There is a criticism that fashion industry is harmful to the environment, especially in the area of wastes and carbon emission. Burberry has acted in response and gone on a sustainability journey such as carbon neutrality and responsible sourcing (Zhou, 2025). However, the attainment of these goals as well as sustaining the luxury quality comes with a constant strategic challenge.
Legal: Legal drivers encompass the protection of intellectual property that is paramount in ensuring that luxury brands are not counterfeited. Also, it is necessary to adhere to the labour laws and environmental standards to prevent the loss of reputation and fines.
Table 1: PESTEL Analysis of Burberry
	Factor
	Key Issues
	Strategic Impact

	Political
	Brexit, trade tariffs, global regulations
	Increased costs, supply chain adjustments

	Economic
	Global recession risk, inflation, currency fluctuations
	Affects luxury demand and pricing

	Social
	Demand for sustainability, identity-driven consumption
	Drives brand repositioning and CSR focus

	Technological
	E-commerce, digital marketing, AI
	Enhances customer experience and competitiveness

	Environmental
	Climate change, ethical sourcing pressure
	Forces sustainable production practices

	Legal
	IP protection, labour laws, compliance
	Ensures brand protection and ethical operations



[bookmark: _Toc225617256]2.2 Strategic Challenges and Critical Success Factors (External Environment)
Table 2: Critical Success Factors
	Critical Success Factor
	External Strategic Challenge

	Brand exclusivity
	Risk of overexposure and dilution of luxury image

	Innovation capability
	Rapidly changing fashion trends and high competition

	Global expansion
	Cultural differences and geopolitical uncertainty

	Digital engagement
	Fast technological disruption and platform dependency

	Sustainability positioning
	Increasing regulatory and consumer pressure



Burberry is a brand that is highly affected by a number of critical success factors (CSFs) that emanate out of the external luxury fashion environment (Cattaneo, 2023). The capabilities of these CSFs to keep the organization competitive within a highly dynamic and brand-driven industry are determined.
The strength of the brand and exclusivity is a basic critical success factor. Consumer buying behaviors in the luxury industry are highly dependent on perceived status, identity and emotional values and not functional utility. British heritage and affordable status of Burberry is thus a major demand sustaining factor. Nonetheless, exclusivity is a challenging task that involves maintaining distribution and pricing policies.
Design and marketing innovativeness is another important success factor. The luxury fashion business is a trend-driven business that demands companies to keep the product-lines and brand narration fresh. The digital fashion shows, social media and personalised customer experiences that Burberry has been able to incorporate are critical in ensuring that the company stays relevant in the eyes of the younger generation (Kang and Sung, 2022).
Another CSF is the expansion of the market globally and especially in high growth areas like Asia-Pacific. These markets also are major sources of revenue expansion, yet improvement is necessary to fit the culture, regulatory climate, and economic status in the locality.
Burberry has major external challenges even with these CSFs. The rivalry with other luxury houses in the world like Gucci adds tension to the pricing power, creativity and brand differentiation (MacGregor Pelikánová and Sani, 2023). Also, the macroeconomic uncertainty, inflationary pressures, and changing consumer confidence have a direct impact on the luxury spending patterns and hence the revenue performance is very cyclical.
[bookmark: _Toc225617257]2.3 Internal Environment: Resources, Capabilities and Core Competencies
The internal environment of Burberry is distinguished by both tangible and intangible resources, which help to support the competitive position of this company. These are the resources in which the organization bases its strategic capabilities (Morais, 2020).
Primary material assets are a network of retail outlets across the globe, sophisticated digital frameworks, and in-built supply chain activities. These will help Burberry to provide a uniform customer experience both in the physical and electronic channels.
What is more important is that Burberry has good intangibles most especially its brand heritage, reputation and intellectual property (Grant, 2021). Burberry trench coat, check pattern, and British identity are potentially good symbolic assets that help to create brand recognition and emotional appeal.
Burberry is strong in terms of capabilities in:
· Product design and creative development.
· Online marketing and customer interaction.
· Omni-channel retail integration.
· Brand management strategies repositioning.
Such capabilities can enable the firm to react to the evolving consumer expectations effectively, yet remain consistent in the brands.
[bookmark: _Toc225617258]2.4 VRIO Analysis of Strategic Capabilities
Table 3: VRIO Analysis of Burberry
	Resource/Capability
	Value
	Rarity
	Imitability
	Organization
	Competitive Outcome

	Brand heritage
	Yes
	High
	Very difficult
	Yes
	Sustained advantage

	Luxury brand reputation
	Yes
	High
	Difficult
	Yes
	Sustained advantage

	Digital innovation capability
	Yes
	Moderate
	Moderate
	Yes
	Temporary advantage

	Global retail network
	Yes
	Low
	Easy
	Yes
	Competitive parity

	Design and craftsmanship
	Yes
	High
	Difficult
	Yes
	Sustained advantage


The discussion reveals that Burberry has the greatest sources of sustained competitive advantage in its brand heritage, reputation, and design capabilities because they are valuable, rare, and difficult to emulate. Such aspects are ingrained in the history and identity of the organization and therefore, they are hard to copy by the competitors (Dhlamini, 2022). Nonetheless, some of its abilities like digital innovation and international retail operation, although important, are becoming more widespread among the competitors of the luxury, which decreases their possibilities to differentiate in the long term.
[bookmark: _Toc225617259]2.5 Competitive Advantage and Strengths
The main strength behind Burberry competitive advantage is its high brand equity, heritage positioning and creative ability. These are the strengths that allow the organization to retain premium price and customer loyalty in a very competitive market.
The Britishness of the brand also offers a certain differentiation aspect, especially when compared to other brands like Gucci that are more dependent on striking fashion-oriented brand and trend-based approaches (Silvano, 2020). By contrast, the focus on heritage and classic design by the Burberry Company is conducive to the continuity of the brand.
Moreover, the fact that Burberry invested in digital transformation enhances its capacity to reach out to the modern luxury customer by offering personalized and immersive experiences. This improves customer loyalty and the worldwide coverage which strengthens its market presence.
These advantages, however, have to be constantly controlled. The luxury fashion business is very dynamic, and competitive power may be lost soon in case of stagnation in innovation or unstable brand positioning (Mandelli et al., 2021). Thus, the competitive advantage of Burberry depends on its internal strengths that are reinvented, the brand identity is controlled, and aligned with the constantly changing expectations of consumers.
[bookmark: _Toc225617260]3. CSR and Sustainability Objectives
Corporate Social Responsibility (CSR) strategy of Burberry is becoming more and more the part of the long-term strategic strategy compared to the peripheral reputation tool. Within the framework of the global luxury fashion market, CSR has a two-fold purpose: it contributes to increasing the brand credibility and addresses the growing demands of the stakeholders in terms of ethical and environmental responsibility (Al-Jaberi, 2022).
[image: The pillars of corporate social responsibility. Source: self-produced. |  Download Scientific Diagram]The CSR strategy of Burberry is developed based on three combined pillars, such as environmental sustainability, social responsibility, and responsible governance. These pillars are directly related to the wider vision of the company of maintaining the high-end luxury reputation without losing it to the changing standards of the global market environment.Figure 3: Three pillars of CSR (Source: Kang and Sung, 2022)

On the environmental front, Burberry has made the commitment of going net-zero on its carbon emissions both in their direct operation as well as in their indirect operation through their suppliers. Another program that has been launched by the company is to minimize waste, enhance the use of energy and use more sustainable and less impactful materials. Of interest are these endeavors especially in the fashion industry where it is commonly criticized due to its environmental footprint (MacGregor Pelikánová and Sani, 2023). Nevertheless, one major obstacle is to maintain sustainability and luxury quality of products, because the luxury and quality materials and crafts do not agree with the low-impact production technologies.
Burberry is socially responsible, and in this respect, it strives to promote diversity, equity, inclusion, and engagement with the community. To improve workforce diversity and develop an inclusive corporate culture, there are internal organizational policies that have been adopted by the organization (Alokshe et al., 2025). It also invests in programs that sponsor young creatives and those with underrepresented talent in the fashion industry. This strategy is also strategic in respect to the expectation of younger consumers, which are becoming more and more concerned with ethical and socially conscious brands.
Regarding governance, Burberry focuses on transparency, economic sourcing and adherence to international labour standards. Considering that global supply chains are complex, governance is essential in curbing risks associated with labour exploitation, reputational and regulatory non-conformity.
With these undertakings, there is a major strategic conflict between CSR goals and profitability. Sustainable sourcing, ethical manufacturing and compliance systems have a tendency of raising the costs of operations which may affect the margins (Morais, 2020). Moreover, it is still a challenge to make sure that CSR initiatives are well incorporated into core strategic decisions and not considered as marketing-based programs.
In general, the CSR strategy of Burberry is closely complemented by the repositioning of the brand as a contemporary luxury brand (Arraya, 2024). Nevertheless, it can be effective only with the regular implementation of its activities across operations in the global market and the proficiency to reconcile the sustainability promises with the commercial performance.
[bookmark: _Toc225617261]4. Balanced Scorecard - Holistic Organizational View
The implementation of the Balanced Scorecard will allow Burberry to convert its strategic vision based on modern luxury, digital innovation, and sustainability into the operational deliverables are measured based on four perspectives (Kaplan, 2009).


Table 4: Balanced Scorecard for Burberry
	Perspective
	Strategic Objective
	KPIs
	Targets
	Strategic Initiatives

	Financial
	Sustain long-term profitability and shareholder value
	Revenue growth, operating margin, ROE
	Stable 8–10% growth
	Premium pricing strategy, cost efficiency, luxury positioning

	Customer
	Enhance brand loyalty and global customer experience
	Customer retention rate, NPS, digital engagement
	High retention (>85%), rising NPS
	Personalization, Omni-channel retailing, digital storytelling

	Internal Processes
	Improve operational efficiency and sustainability
	Supply chain transparency, carbon reduction, product cycle efficiency
	Net-zero progress, reduced emissions intensity
	Sustainable sourcing, digital supply chain integration

	Learning & Growth
	Strengthen innovation, skills, and organizational adaptability
	Employee training hours, innovation pipeline, digital capability index
	Increased digital competency and innovation output
	Leadership development, digital upskilling, innovation labs



Financial Perspective: The financial performance of Burberry is a result of its capacity to continue with premium prices and high brand equity as opposed to growth in volumes. This is in line with its positioning in the luxury segment, where exclusivity and value are sources of profit. Revenue growth, operating margins and return on equity (ROE) are key financial indicators (Cattaneo, 2023). Nevertheless, financial performance is subjected to macroeconomic uncertainty especially in major luxury markets like China and United States where the confidence of the consumer has a direct impact on discretionary spending.
Customer Perspective: Customer perspective is the core of strategic success of Burberry. The organization aims at the traditional high-net-worth and digitally native younger consumers. To be relevant on these segments, it should be heavily focused on customer experience, brand storytelling, and emotional appeal (Silvano, 2020). Such key performance indicators as the customer retention rates, Net Promoter Score (NPS), and digital engagement measures can be identified. Personalized marketing, influencer collabs and immersive digital experiences are some of the strategic moves that are meant to enhance customer loyalty. The rising significance of digital platforms has also changed the competitive landscape where it is necessary to invest in customer analytics and Omni-channel integration continuously.
Internal Business Processes Perspective: The internal processes of Burberry are being more influenced by the necessity to combine efficiency and sustainability. The organization has put significant investments in enhancing supply chain transparency, environmental impact reduction, and operational agility using digital technologies. One of this is attaining net-zero emissions and enhancing traceability at production processes. This point of view also indicates the attempt of Burberry to shorten the product development periods, and still keep the high level of craftsmen work. Digitization of supply chains and retail processes also leads to a more responsive and less inefficient supply chain and retail (Mandelli et al., 2021).
Learning and Growth Perspective: The dimension of learning and growth is very vital towards long term sustainability and especially in an industry that is creativity- and innovation-driven. Burberry spends on staff development, skills in digital transformation and the development of leadership skills. This will guarantee that the employees are prepared to meet the changing market needs and technological evolution (Al-Jaberi, 2022). Internal creative programs and digital experiments are also used to promote innovation. Such initiatives reinforce the strategic goal of Burberry to continue to be relevant in the fast-evolving luxury environment.
[bookmark: _Toc225617262]5. Strategic Decisions and Direction.
Table 5: Strategic Choices and Evaluation
	Strategic Level
	Option
	Evaluation
	Advantages
	Risks
	Recommendation

	Business-Level
	Differentiation
	Highly suitable
	Strong brand equity, pricing power, loyalty
	High cost of innovation, risk of dilution
	Continue and strengthen

	Business-Level
	Cost Leadership
	Not suitable
	Low relevance
	Damages luxury positioning
	Reject

	Corporate-Level
	International Expansion
	Strong growth driver
	Market diversification, revenue growth
	Geopolitical risk, localization complexity
	Selective expansion only

	Corporate-Level
	Diversification
	Moderate use
	New revenue streams
	Brand dilution risk
	Limited and controlled use

	Strategic Change
	Digital transformation
	Effective but uneven historically
	Improved engagement and efficiency
	Risk of over-modernization
	Continue with balance to heritage



[bookmark: _Toc225617263]5.1 Business-Level Strategy Decisions
Burberry operates primarily on the differentiation strategy at the business level level and this is the most suitable strategy in the luxury fashion industry. Differentiation is attained by good brand heritage, iconic product design (which includes the trench coat), craftsmanship, innovation and higher pricing. Burberry does not compete in price as is the case with mass-market retailers; but rather in exclusivity, identity and value of emotion (Zhou, 2025).
This is a strategic plan that has a number of benefits. First, it facilitates high purchasing power where Burberry can continue enjoying high profit margins even in the economic fluctuations. Second, it enhances brand loyalty and brand equity, especially those among high-income consumers and aspirational groups in the emerging markets (Sedovs and Volkova, 2024). Third, differentiation facilitates the sustainability of the brand in the long run because customers consider Burberry as a high-value brand attached to the British tradition of luxury.
Nevertheless, differentiation is also a challenge to strategy. It must make continuous investments in marketing, innovation and product development in order to keep it unique. Also, luxury brands are at risk of brand dilution should they be overly available to customers by over-discounting their products or over-stretching their product line. Burberry has been a victim of the problem previously when the company enlarged its distribution practice and compromised the perception of exclusivity (Zhang and Hao, 2024).
[bookmark: _Toc225617264]5.2 Corporate Level Strategic Decisions.
Internationally, Burberry has been emphasizing on international expansion as its growth strategy at the corporate level. The organization is based worldwide, but it has good market in Europe, North America as well as in Asia-Pacific. By going international, Burberry will be able to spread the revenue base and limit reliance on a particular region.
The Asian luxury market and especially China is a key factor in the growth strategy of Burberry as a result of increasing disposable incomes and increased demand of premium brands (Kaur et al., 2024). The internationalization also enables the company to capitalize on international promotion campaigns and economies of scale in branding and online interaction.
Nonetheless, internationalization presents a number of risks. These are geopolitical uncertainty, currency fluctuations and variations in consumer preferences in different regions. Luxury consumption behaviour is extremely culturally sensitive and it needs localization strategies that may elevate the operational complexity and cost.
Burberry has also sought to diversify under controlled diversification, specifically by launching digital retail-based approached as well as product extensions, with the characteristic of lifestyle orientation (Macchion, 2024). Though diversification has a potential of expanding revenue prospects, too much growth in non-product associated areas can dilute brand exclusivity that is a key resource in the luxury market.
[bookmark: _Toc225617265]5.3 Strategic Approach Recommended.
A combination of high levels of differentiation and selective international expansion is the best strategic path that Burberry can take. The business should not stop at differentiation, but make brand identity, exclusivity, and premium positioning the major business strategies.
Meanwhile, the international growth must be discriminating and market-oriented, which is aimed at the high growth luxury markets but not the speedy saturation of the global market. This guarantees that there is growth and a reduction in risk (Connor-Crabb et al., 2025). Digital-first luxury positioning, AI-based personalization, omni-channel retailing, and immersive digital experiences should also remain top priorities of Burberry.
[bookmark: _Toc225617266]5.4 Management and Strategic Implementation Change
Burberry has experienced a dramatic organizational change especially following digital disruption and the changing trend in luxury consumption. The organization has undertaken massive investment in digital change, such as e-commerce growth, data analytics, and digital fashion experiences, such as virtual runway shows (Alokshe et al., 2025).
These programs have enhanced customer contact and operational sensitivity. They are also indicative of a transition with the traditional operations that were heavy on the retail sector to a more integrated digital luxury ecosystem.
Nevertheless, Burberry change management has not been entirely consistent all the time. At the earlier stages, the forceful expansion policies resulted in over exposure of the brand that diluted its luxury market positioning. This necessitated tactical redress and re-employing exclusivity and heritage (Arraya, 2024).
Most recently, Burberry has shown better coordination between the change efforts and strategic goals. Leadership has emphasized the need to be innovative and traditional such that digital transformation builds on brand heritage and does not kill it.
Nevertheless, one of the major perspectives can still be identified: the need to be strategically coherent throughout change. Luxury brands should also be very careful when transforming their brands so that they do not derail brand vision. Thus, an effective implementation requires a gradual, controlled and identity-focused change.
[bookmark: _Toc225617267]6. Strategic Evaluation and Recommendations
[bookmark: _Toc225617268]6.1 SWOT Analysis
Table 6: SWOT Analysis of Burberry
	Strengths
	Weaknesses

	Strong global luxury brand identity
	Periodic brand dilution from overexpansion

	Strong digital transformation capability
	High dependence on global luxury demand cycles

	Heritage and iconic product lines (e.g., trench coat)
	Limited product diversification compared to rivals

	Strong presence in Asia-Pacific markets
	Vulnerability to macroeconomic downturns



	Opportunities
	Threats

	Growth in Asian luxury markets
	Intense competition from LVMH, Kering brands

	Expansion of digital luxury experiences
	Economic slowdown affecting discretionary spending

	Sustainability-led luxury demand
	Counterfeit products and brand imitation

	AI-driven personalization and retail innovation
	Geopolitical and currency risks



Based on the SWOT analysis, it is evident that Burberry has good brand equity and digital strengths, yet it is vulnerable to cyclical demand and competitive forces of the powerful luxury conglomerates like LVMH. The main strategic issue is to maintain exclusivity and increase the reach across the globe.
[bookmark: _Toc225617269]6.2 Ansoff’s Matrix EvaluationFigure 4: Ansoff Matrix (Source: Ansoff, 1957)

[image: ]
Ansoff Matrix can also be used to evaluate the growth strategy of Burberry where four strategic options are identified: market penetration, market development, product development, and diversification.
Market Penetration: Burberry is further consolidating its leadership in the current luxury markets by marketing, pricing approach and digital experience. It is a low risk strategy but has low growth in the long run (Zhou, 2025).
Market Development: The international expansion especially in Asia-Pacific is a significant source of growth. This approach enables Burberry to cover new segments of consumers and risks being exposed to geopolitical and cultural risks.
Product Development: Burberry spends on new product lines like accessories, footwear and digital fashion experiences. This helps in developing the brands, but should be handled well to avoid the brand losing its essence.
Diversification: There is low diversification, especially in online and trendy-based projects. Nevertheless, excessive diversification is dangerous within luxurious markets in which brand orientation is critical.
Altogether, Burberry also largely depends on the market development and product development which are suitable but should be balanced with care to ensure brand exclusivity.
[bookmark: _Toc225617270]6.3 Strategic Recommendations
According to the analysis, it is suggested that Burberry has three strategic recommendations to improve its ability to compete in the long term:
1. Enhance Digital Luxury Ecosystem
Burberry needs to build-on its digital-first luxury approach through AI-enabled personalization, virtual experience of fashion, and immersive digital retail. This corresponds with the world luxury trends where customers are demanding closer experience between online and offline shopping (Macchion, 2024). This has been proven by the brands like Gucci who have already shown to be successful at digital innovation and indicated that digital does not displace the physical experiences of luxury brands, but makes them more desirable.
2. Concentrate on Managed International Growth
Although international expansion is one of the primarily notable growth drivers, Burberry ought to implement selective market entry strategy instead of widespread expansion. Special emphasis should be made on luxury markets with high growth rates like China, South Korea and Middle East (Kaur et al., 2024). This minimises geopolitical risk and maximizes returns. The brand exclusivity that is maintained due to controlled growth also plays an important role in the luxury positioning.

3. Strengthen Brand Tradition and Uniqueness
Burberry still needs to strengthen the British heritage and iconic product presence. Brand scarcity and authenticity are a major cause of perceived value in the context of luxury theory. The overexposure danger is undermining exclusivity, which occurred during previous periods of aggressive growth (Zhang and Hao, 2024). Thus, over-distribution should be restricted and pricing, availability of products and partnerships should be strictly controlled at Burberry.
[bookmark: _Toc225617271]6.4 Recommendations Justification
These suggestions are based on the theory of strategic management. According to the Resource-Based View (RBV), sustainable competitive advantage is created through distinctive, valuable, and non- imitable resources, which include the brand heritage of the company and digital capabilities like those of Burberry. Increasing the strength of these resources secures the competitiveness in the long term.
Further, the Matrix provided by Ansoff can justify a conservative diversification and internationalization plan, which means that reflected growth plans mitigate risks and do not lose relevance in the market. The success of the digital turn of the luxury brand Gucci, the controlled exclusivity model of Louis Vuitton, and other examples of successful luxury brands in real-life illustrate that luxury brands are effective in terms of balance between innovation and preservation of the tradition.
[bookmark: _Toc225617272]6.5 Conclusion
On the whole, the existing strategy of Burberry is powerful, though it needs precise improvement. The organization must aim at enhancing digital strengths, being selective in global expansion, and securing brand exclusivity. Such measures will guarantee that Burberry maintains its competitive edge in the highly digitalized and competitive luxury fashion market, which is growing more global.



[bookmark: _Toc225617273]Reflection
[image: Gibbs Reflective Cycle]
Figure 5: Gibbs Reflective Cycle (Source: Gibbs, 1988)
This section is a systematic reflection on the steps used in conducting research, analyzing and preparing the strategic management report of Burberry. It is based on Gibbs Reflective Cycle (1988) as it enables an organized assessment of the experience by means of six steps description, feelings, evaluation, analysis, conclusion, and action plan. This is a way of critically evaluating what was done and the level in which the academic and analytical process was effectively handled.
[bookmark: _Toc225617274]Experience description
The assignment entailed the strategic analysis of Burberry based on different models, such as the SWOT analysis, Ansoff Matrix, Balanced Scorecard, CSR assessment, and VRIO analysis. This was aimed at evaluating both the internal and external environment of the organization and formulation of justifiable strategic recommendations.
It started with secondary research involving academic journals, textbooks, company reports and reliable sources on the industry. I preoccupied myself with an insight into the business model, competitive positioning, and strategic direction of Burberry in the worldwide luxury fashion marketplace. I then collected pertinent information and arranged the content in sections which follow a structure and I made sure that it would fit within the assignment brief.
External opportunities and internal capabilities were checked with the help of frameworks like SWOT and the Matrix of Ansoff, and CSR and the Balanced Scorecard analysis assisted in evaluating sustainability and operational performance. Lastly, strategies were formulated on the basis of established strategic gaps.
[bookmark: _Toc225617275]Feelings during the Process
When starting out with the task, I was a bit overwhelmed because of the challenge of combining several strategic frameworks as one coherent report. The necessity to be academic and at the same time generate critical analysis created more pressure.
My confidence however improved as I advanced. The division of the task into organized parts contributed to preventing complexity and made the workload more manageable. I have also been inspired when I could relate theoretical frameworks with practical corporate strategies especially in regards to corporate digital transformation and sustainability programs of Burberry.
This notwithstanding, I sometimes had a sense of confusion as to the level of critical analysis necessary, particularly in the distinction between descriptive writing and evaluation discussion.
[bookmark: _Toc225617276]Evaluation of the Experience
In general, the process was associated with strengths and limitations.
One of the major strengths was the use of structured frameworks that were clear and directed in analysis. SWOT and Ansoff Matrix were some of the tools used to conduct the systematic analysis of the strategic position of Burberry. Besides, the connection between theory and practice enhanced the academic quality of the report.
The other strength was the capability to synthesize information in various sources. This enabled a deeper insight into the strategic issues of Burberry such as risks of brand dilution, international expansion and digital transformation initiatives.
Nevertheless, restrictions were also present. The inability to be always critical in the tone of the report was one of the weaknesses. The writing at places was too descriptive and not analytical. The other constraint was time management since, a more thorough involvement with academic literature would have enhanced the justification of recommendations.
[bookmark: _Toc225617277] Analysis.
The experience helped to understand the necessity of the systematic analysis of the process of strategic management. SWOT or VRIO frameworks came in handy especially when it came to categorizing detailed information into manageable sections. Nevertheless, I also got to know, that frameworks cannot work without superimposing them with critical interpretation.
To take a case in point, defining the strength of Burberry as brand heritage is not sufficient, but it should be evaluated critically in its terms of how it develops sustained competitive advantage under the Resource-Based View (RBV). Likewise, identifying the opportunity of expanding internationally has to be weighed against geopolitical uncertainty and cultural differences as some of the risks.
The other important lesson learned was the need to integrate theory and practice. The concepts of academic models like the Matrix developed by Ansoff can only be significant when it comes to real strategic choices. Market development and product development strategies can be traced in the global operation and digital innovation undertakings in the case of Burberry.
I also got to know that reflective practice enhances academic performance through constant process of self-assessment and self-improvement. This assisted me in understanding the gaps in my analysis and concreteness in writing.
[bookmark: _Toc225617278]Conclusion
To sum up, the researching and the process of the strategic report preparation on Burberry was interesting and extremely useful intellectually. It helped me to learn the concepts of strategic management more as well as to be able to apply theoretical frameworks to the real business environment.
I also had more analytical and critical thinking especially at the level of assessing strategic decisions and organisational performance. Nevertheless, I also realized what I could do better, including becoming more critical, managing time more effectively, and refining the academic writing style.
On the whole, the experience has played an important role in my academic growth and knowledge of corporate strategy in the global luxury environment.
[bookmark: _Toc225617279]Future Improvement Action Plan.
In order to enhance further performance, a number of steps will be implemented:
1. Become a better critical analyst.
Be more evaluative instead of descriptive by continually asking yourself why and how decisions are made.
2. Enhance academic reading
Increase the involvement in peer-reviewed journals and literature of strategic management to enhance theoretical support.
3. Better time management
Research, writing and editing time blocks should be set in order to have a more balanced development of each of the parts.
4. Enhance the use of structures.
Make sure that every framework is not applied in a descriptive way but applied to the implications of strategy critically.
5. Enhance reflective practice.
To improve learning outcomes and self-awareness, use the Gibbs cycle or the Kolb model when doing further assignments.
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