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[bookmark: _Toc81512679]Introduction:
[bookmark: _Hlk81508299]The purpose of this report is to provide a comprehensive understanding of contemporary marketing theories and practices in an international environment. Demonstrating the ability to critically compare and contrast the impact of cultural and similarities between nations in a marketing context, and in addition, identify and critically reflect on contemporary ethical and practical frameworks of marketing within a global context. To assist the report, there will be three situation analysis models which will be applied, Pestel, Porters five forces, and a Swot analysis. The organisation that has been selected  for this report is Burberry, and the two countries that the report will focus on are the UK, and Japan.

























[bookmark: _Toc81512680]Background:
In 1956 at the age of 21, Thomas Burberry started the company Burberry’s, in Basingstoke Hampshire, situated in south central England. His initial idea was that garments are made to protect individuals against the British weather. Furthermore, in 1879 he created the fabric – Gabardine, which is a breathable material of knitted fibres which are woven together, at the time this was a ground-breaking discovery to weather-proof rain-ware, previously garments of this kind had not been comfortable to wear, then in 1888 the design was then patented by Burberry. In 1891, Burberry opens his first store in Haymarket London. In 1893 the Norwegian polar explorer, and Nobel peace prize recipient Dr Fridtjof Nanson, was known to be the first individual to take a Burberry gabardine along with him on his visit to the poles, on his voyage to the artic circle. 
[bookmark: _Hlk81465445]In 1901 Burberry use the logo of an equestrian knight for the first time, with the Latin words ‘Prorsum’ which means ‘Forwards’. In 1907-1909 Sir Ernest Shackleton sports the gabardine attire for his exploration to the South Pole. In 1909 Burberry open their first store in France, Paris on 8 Boulevard Marlesherbes. In 1915 Burberry export their debut shipment of coats to Japan. In the first world war Burberry designed clothing for the armed forces, such as trench coats that all served a purpose within the detailed design, the epaulettes were adorned with the insignia, but could also have attached various other items such as gloves; in addition, there was a flap for a pistol which gave added protection, also a D – rings which are utilised for necessary military items, and a storm shield which assisted the rain to run off with efficiency. 
In 1920 the Burberry check was registered and used in the lining of their coats. Additionally, these specifics still apply to this day for Burberry trench coats. However, currently last year 2020, Burberry profits came in at £2.633m, Burberry profits from regions are the Americas 22.62%, Asia Pacific 40.26%, and EMEIA 37.12%. Burberry stores worldwide, as of March 2020, totals 465. Burberry luxurious brands other than trench coats are, high quality clothing, shoes, perfumes, and handbags, that mostly adopt the unique style and trademarked check pattern. The current director of Burberry is Riccardo Tisci, who succeeded Christopher Bailey, who had previously held the position for four years, and stepped down in February 2018.  The number of workers Burberry employ are 9,892 for 2020, a 0.3% rise on 2019 (Burberry Our History, no date; Burberry Company History, no date; Sabanoglu, 2020).

[bookmark: _Toc81512681]PESTEL: 
The procedure of selecting a diagnostic view of Burberry, is vital to implement an established framework, which will assist the process, and more significantly that will analyse and highlight the macro, and micro – environments, these effects which have an impact in regard to the development of the Burberry organisation focussing on the UK and Japan, as mentioned in the introduction. The framework chosen for this procedure is PESTEL (Gillespie, 2007; Fernandes, 2019). 
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The PESTEL abbreviation represents elements that effects an organisations set up.

[bookmark: _Toc81512682]P- Political factors for UK:
According to the BBC News, (2020) concerning the current new rules and regulations on how the UK and EU will currently work and carry-out trade jointly. During the times, the UK had been in the European union businesses were allowed to purchase and trade goods throughout EU without being financially penalised, by way of paying taxes, and in addition, no restrictions on the quantities of goods allowed to be traded. Which will not change under the new agreement set for 1st of January 2020, however, both parties have made agreements to sharing specific rules and standards concerning the rights of workers. The political factors that affect Burberry in the UK, are geopolitical factors which cause challenges for trade, and issues connected to the UK’s exit from the European Union’s Single Market, according to Gerry Murphy, Chairman of Burberry. (Annual Report, 2020-21). Additionally, according to the Home Office, (2020) recruiting individuals from outside the UK will now require a visa before they enter UK shores, and to pass a UK points – based immigration system, as of 2021, furthermore, UK employers are now required to possess a sponsor licence when hiring individual workers from other countries around the globe. These factors are unfavourable because 3.5 million EU nationals are required by 21st of June 2021 to make an application for an EU Settlement Scheme, however, if a deal cannot be put in-place for future connections, the cut-off-point is the end of the year (BBC News, 2020).         
[bookmark: _Toc81512683]P- Political factors for Japan:
Burberry run their business on a global scale which requires the organisation to operate in stable government countries, and Japan is considered to be a stable country, however, Burberry are required to adhere to all Japanese rules and regulations, which includes corporate tax rates for companies operating in Japan from main offices, which are based at 23.2% (30%-32% which includes local taxes) Furthermore, taxable revenues for corporations in each accountable year is well in excess of gross taxable profit over total deductible business expenses. In addition, no gains or loss normally not considered for some assets transferred for 100% subsidiaries (Deloitte, 2020). These factors are favourable, organisations decide their tax year when they commence working operations in Japan. Furthermore, the accounting phase is not allowed to go beyond a twelve-month duration. In addition, an organisations taxable year is normally the equivalent to a tax year of the main office (Deloitte, 2020).   
[bookmark: _Toc81512684]Economic factors for UK:
Because Burberry produce goods that are more of a selective or elite range, changes in taxes or fluctuations with the American dollar valuations, this will have no effect to the Burberry organisation. The profits from this range will stay stable for a few years, however, this is only true if other factors do not affect the sale of selective or elite products. In addition, the middle-sector range currently feel’s the effects of change pricing. Furthermore, with the rise in price, and the marginal increase in household incomes will steer consumers to move towards standard or basic products compared to Burberry. Many individuals buy Burberry when holidaying in the UK. However, with reduction of tourism this may witness a decline in sales for the Burberry organisation. Burberry have, much like the rest of the world experienced challenges of the global lockdowns, connected to the pandemic, with individuals unable to travel globally (Chairman’s letter to shareholders Annual Report, 2020-21). These factors are unfavourable, due to Europe having to stop travel for all UK citizens, to Europe due to reports of current corona virus infections ‘being out of control’, additionally, the countries are, Ireland, Germany, France, Italy, Netherlands, and Belgium, whom are all stopping flights. Furthermore, these procedures are  temporary, however, the French regulations also includes Channel Freight (BBC News, 2020).            
[bookmark: _Toc81512685]Economic factors for Japan:
According to World Economics, (2017) Japan’s annual Gross domestic product (GDP) was 4,980 trillion US dollars, however, according to Trading Economics, (2021) this has since risen for 2019, to 5064.87 trillion US dollars, according to official data  from the world bank. GDP affects Burberry through buying prices which is the sum of gross value added for all producers to the economy, and in addition product taxes and taking away the subsidies which is not included in the value of the products. This calculation is made without deductions for depreciation to fabricated assets (tangible business property) or for depletion and degradation of natural resources. Data in US dollars. Dollars prices for GDP are converted from domestic currencies using a single year official exchange rates. These factors are favourable, Japan’s GDP measures the national income of the nation’s earnings and expenditure of the country’s  economy. GDP is equivalent to the total output for all the entire goods and services manufactured throughout the nation for the agreed amount of time (Trading Economics, 2021).
[bookmark: _Toc81512686]Social factors for UK:
[bookmark: _Hlk78028673]Burberry are a premiere brand and usually sort after by opulent individuals. However, now that Burberry have noticed the possibilities with their upper to middle class consumers, they have now introduced to their middle range products to grasp a hold on this sector. Being in a position to satisfy the requirements of their consumers the organisation hope to expand in a sustainable approach. Furthermore, there are a multitude of sectors that the Burberry group operate within, which surrounds various groups of individuals and their varied requirements. In addition, it is essential for Burberry to appease the needs of their consumers, in order to compete in the market. Depending on the community, preferences for certain dresses vary, some individuals like reserved dressing, where Burberry will cater for their every need. However, Burberry are involved in a multitude of CSR activities, which have led to the creation of a difference to the market, as well as making use of the variety of social media platforms to receive feedback from their consumers, in which to serve society greater (Strategic Report/ Stakeholder Engagement Annual Report, 2020-21). 
[bookmark: _Toc81512687]The Hofstede model will be applied here: 
The Hofstede model is comprised of six areas. The cultural dimensions portray independent preferences for a set of circumstances, that differentiates one country from another. The country scores points on the dimensions, which are seen as relative, in that we are all human as well as all being  simultaneously different




[image: Chart, bar chart

Description automatically generated]
Diagram sourced  above from: Country Comparison - Hofstede Insights (hofstede-insights.com)

[bookmark: _Toc81512688]Power Distance: 
[bookmark: _Hlk78284577][bookmark: _Hlk78403116]According to Hofstede insights, (2021) this dimension represents the fact that all individuals in societies are not one and the same, it demonstrates the reaction of the culture towards those inequalities among individuals. Power Distance is explained as to the extent that which the not so powerful individuals of an institute or establishment inside a country anticipate and allow power to be shared unequally. 
[bookmark: _Hlk78439555]In addition, Britain is rated at 35, and are placed at the lower end of the power index indicator, for instance a society that adopts the thinking  that inequalities among individuals ought to be curtailed. Most significantly, research has revealed PD index reduces amongst the upper class in Britain than the general working class. Furthermore, the PDI result at the outset, appears incompatible with the more established historical British class system, and displays the apprehensiveness within British culture, in regard to the significance of birth and rank, in one respect, and the deep-rooted belief that where you begin life, shouldn’t have a limitation on the distance you are allowed to travel in this life. The sense of fair play forces the belief in which individuals  should be allowed to be treated as equals (Hofstede insights, 2021). 
[bookmark: _Hlk78446674]Furthermore, the Japanese have a rating of 54, which indicates that they are seen as more of a borderline hierarchical society. Which say’s they are constantly aware of their social position, in all social surroundings and act appropriately. Additionally, this is not the case, in comparison to the rest of other Asian hierarchical cultures. Several other non-natives who have had encounters with the Japanese through business dealings have come up against this hierarchical stance, through decision making procedures: every decision-making procedure is required to receive confirmation through each layer, until eventually reaching the top hierarchical layer of management in Tokyo. Furthermore, this example of snail-paced decision-making procedure reveals that in Japanese society, that there is no single individual who can make decisions more prestige and importance more than others. Further proof of high-Power Distance demonstrates that Japan has not changed and remain a meritocratic society. However, there is a firm belief linking the Japanese educational structure, in that all individuals start out as equal and everyone can become who he so chooses (yes, it is still he) if he works sufficiently enough (Hofstede insights, 2021). 
[bookmark: _Toc81512689]Individualism:  
[bookmark: _Hlk78289743]According to Hofstede insights, (2021), the central importance addressed by this dimension is the degree of interdependence a society maintains among its members.  This is relevant to whether individuals self-image is established in terms of “I” or “We”. Individuals in individualists societies persons are alleged to take care of themselves along with their immediate families only. However, in collectivist societies individuals are more ‘group’ orientated by caring for themselves in a trade-off for loyalty.  The UK show a high rating of 89, which is placed as one of the highest, and it is only topped by a few commonwealth countries, for instance Australia, and the US. In addition, The British are viewed as highly individualistic individuals. e.g., from a young age children are taught to form opinions for themselves, discover their own unique purpose which contributes to society, which is a key success for fulfilment. In addition, as Britain has seen an upward curve in affluence all through the past decade, and wealth also ‘flowing North’ a topical conversation is the increase of the uncontrolled consumerism and a strengthening of the ‘ME’ culture.  
However, Japan have an average rating of 46, which indicates they are more of a collectivistic society, Japanese individuals do not cope well with shame. Nonetheless, they are not as collectivistic as other Asian communities. The reason being, is that the Japanese are not connected to an extended family unit, unlike other Asian communities, such as China or Korea. Furthermore, the Japanese are known to be a paternalistic society as well as the family surname, and belongings attained through inheritance from farther to elder male child. In addition, the younger adults leave home to make their own way in society and start families. Furthermore, they are well known for being loyal within their working organisations, while the Chinese individuals are known to flit from job to job. However, loyalty to your firm is a choice individuals select for their own purpose, this is individualist to carry-out. Japanese in groups are situational. However, in collectivist cultures individuals show loyalty amongst their inner circle from birth, for instance their extended families along with their communities. Furthermore, the Japanese are accomplished collectivists in regard to Western levels, and knowledgeable as individualists in accordance with Asian levels. The Japanese are a very private nation and are more reserved than many other Asians (Hofstede insights, 2021).
[bookmark: _Toc81512690]Masculinity:
[bookmark: _Hlk78306088][bookmark: _Hlk78305913]According to Hofstede insights, (2021), the higher score (Masculine) represents that society is connected to competitiveness, achievement, along-side success, with this associated with being first/the best – this value structure begins life form a school age and proceeds all-through life. Furthermore, a lower score (Feminine) represents society as being a nation that cares for others as well as standard of life. Additionally,  a Feminine society is one which has a standard of life that represents success, and which makes one stand out in the crowd, is not commendable. The fundamental matter is how individuals are motivated, the need to be number one (Masculine) or liking what one does (Feminine).    
The UK are rated at 66, which denotes that they are a Masculine society, and are a highly success driven society. A significant factor, that has confused other nations about the British stems from a contradiction of the culture and modesty restraints, which is viewed as indifferent to the underlying success driven by the value culture. Furthermore, to gain an understanding of the British, is being capable of understanding how to “read between the lines” What is spoken is not always intended. Compared to other cultures that are more feminine e.g., Scandinavian nations, UK individuals live to work, they also have a clear performance objective. 
[bookmark: _Hlk78454207]However, the Japanese are rated 95, which denotes they represent one of the highest Masculine nations globally. In addition, this combined with the tender collectivism that individuals adopt, meaning these individuals do not display assertive, competitive, or individual manners, that are more in-line with certain Masculine cultures. However, you will witness fierce competitiveness amongst groups from an early age, at pre-school, where children are taught to compete on sporting days for their teams (customarily red team against the blue team). Furthermore, corporate Japanese, are known for employees being extremely motivated when challenging to become members of a winning team within an organisation, what you also witness is an expression of Masculinity too, and the force for being winners and the best, with their material production (monodukuri)  and as well in material services (hotel and restaurants) further too for presentation (gift wrapping and the presentation of food) in all areas of their life. The Japanese are known for being workaholics, which is another form of expressing their Masculinity. Furthermore, woman still experience challenges climbing the Japanese corporate ladder, in connection to the Masculine standards associated with tough long working hours (Hofstede insights, 2021). 
[bookmark: _Toc81512691]Uncertainty Avoidance:
[bookmark: _Hlk78458939]According to Hofstede insights, (2021), this dimension represents Uncertainty Avoidance has links to the way in which society accepts the fact that, we cannot predict the future: should individuals attempt to steer the future, or to just let it unfold? This uncertainty is accompanied with a certain amount of apprehension and various culture have been able to handle this apprehension in various dissimilar ways. The extent that which associates, and cultures feel intimidated by uncertainty or unexperienced situations and adopted the thinking and organisations that attempt to circumvent them is represented by the ratings of the Uncertainty Avoidance.      
[bookmark: _Hlk78458270]The UK are rated at 35, this represents that the UK scores low on Uncertainty Avoidance, and that the nation is comfortably happy to arise from a sleep, without knowing what the day has in store for them, they are also happy to have “ad hock days,” and not knowing how the day will unfold, rearranging schedules as new suggestions arise. Furthermore, having a low uncertainty avoidance the British are comfy in equivocal the term – ‘muddling through’ is a very British expression. Normally there are the least number of regulations connected to British society, but what regulations there are, will be followed (the most favoured of these are the British way of queuing, that links the values of playing fare). In the working environment this focusses on planning that is not specific or playing close attention to – the end goal (because of increased MAS) however, the process of how they reach their will be light, plus the procedure will have fluidity and flexibility to emerging and changing environments. Planning views will also be minimal. Most significantly the mixture of a highly individualist and inquisitive nation, is an increased level of creativeness and a strong requirement for innovation. That which is not the same, has desirability!  This appears all through society, this includes its humour and increased consumption for current innovative products, also the fast-paced creative industries which flourish such as advertising, marketing, and financial engineering (Hofstede insights, 2021).
Furthermore, according to Hofstede insights, (2021) Japan are rated at 92 for Uncertainty Avoidance, this denotes that they are viewed as one of the highest uncertainty avoidance nations on the planet. Which is connected to the fact that Japan is persistently frightened by disasters, e.g., earthquakes, tsunamis (this is the Japanese word utilised intentionally), typhoons, as well as volcanoes erupting. Because of circumstances such as those the Japanese have ensured they are prepared for all uncertain disaster type situations. This is not only considered for emergency plans and other precautionary unanticipated disasters, but for all situations of societal  life. So, it is only fair to say that in Japan in all that they carry-out is authorised for extreme predictability. In addition, from birth to death, Japanese life is immensely ritualised, with a multitude of ceremonies. 
[bookmark: _Hlk78490317][bookmark: _Hlk78484558]For instance, the opening and closing ceremonies which take place yearly at all schools and carried-out precisely the same all over Japan. A similar attention is given to weddings and funerals, and various other significant social occurrences, there are also various dress attires which are worn, and certain behaviours to follow in minute detail listed in etiquette publications. Furthermore, school tutors and public servants are hesitant to carry-things out in the absence of precedence. Additionally, in Japan’s corporate world, a considerable amount of time, effort too, is dedicated to studies of feasibility, where all risk factors to projects are given a lot of consideration before they commence. Managers will request every single factual detail and all figures, before making decisions.  The higher requirement for Uncertainty Avoidance is one of the singular reasons why transformation is extremely hard to realise in Japan (Hofstede insights, 2021).
[bookmark: _Toc81512692]Long Term Orientation:
[bookmark: _Hlk78484857]According to Hofstede insights, (2021), this dimension expresses the way all society has to maintain connections of the past, and the same time also handling the challenges of the current future, and societies the two affirming targets dissimilarly. Standard societies that score lower for this dimension, e.g., the preference is to continue with traditions and norms, because this has been so for many years and in addition, whilst looking at societal change with a certain amount of suspicion. However, the cultures which have a high score, but alternatively, taking a more applied approach: They motivate thrift and effort in current education which a process for preparing for the future. A score of 51 is intermediate one for this dimension that represents a dominant preference in British culture cannot be determined. 
However, Japan are rated at 88, this represents the most Long-Term Orientation, orientated societies. Japanese view their lives as a minimal stint in a steep history of humanity. From this point of view, is not unaccustomed that the Japanese believe that events are predetermined. Furthermore, you live your best life, in this lifetime, and that’s the best you can do. The Japanese have no idea of the almighty God. Individuals go about their lives being led by virtues and constructive exemplars of success. Additionally, for corporate Japan, you witness durable orientation in the continuously increasing rate of investment for research and development, however, in tougher financial times, increased capital rates, takes precedence over steady growth over market share in-stead of quarterly gains, and so on. Furthermore, they all serve a purpose for organisations. The true purpose of this, is that organisations are not just around to accumulate capital every quarter for their shareholders, nonetheless, they are here to supply their stakeholders as well as the wider society for generations in the future (e.g Matsuhista) (Hofstede insights, 2021).  
[bookmark: _Toc81512693]Indulgence:  
According to Hofstede insights, (2021), there is one fight that awaits humanity, presently and in our previous past, is the extent to which young children are socialised. In the absence of socialisation, we lose the ability to become “human”. This dimension represents the way in which individuals attempt to control their impulses, based on how they are brought up. In relation, weak control is labelled “Indulgence” and strong control is labelled “Restraint”. Cultures can be expressed as Indulgent or Restrained. A high rate of 69 signifies the British culture labelled as being Indulgent. Individuals in societies labelled as high scoring in Indulgence as a rule show their enthusiasm to clearly understand their urges and inclinations in regards, to appreciating life’s experiences and enjoyable times. They also have a positive demeaner and are inclined to lean towards optimism. Additionally, they put a higher degree of significance to their down time, doing as they please and spending money in the same fashion. 
However, Japan have a rate of 42, this represents a culture of Restraints. Societies that produce lower scores for this dimension tend to move towards being distrusting and pessimistic. A complete reverse to Indulgent societies, Restrained societies place no importance on down time and control their satisfactions concerning their impulses. Individuals with this position possess the cognisance of their own actions are, Restrained through social norms and adopt the feeling that to indulge in oneself is something which is not correct (Hofstede insights, 2021).      
[bookmark: _Toc81512694]Analysis of the Hofstede Model:    

[bookmark: _Toc81512695]Strengths:
[bookmark: _Hlk78614082][bookmark: _Hlk78613955]According to Schmidt, et al., (2020) the Hofstede model has the ability to represent several cultures at any one time, which enables users to compare dimensions within their corresponding cultures, and the model is the most frequently utilised for cross-culture management.  
In addition, Hofstede’s model has the ability to ‘measure’ culture by applying a cultural distance theory which deems it feasible, to involve his framework in an assortment of qualitive analysis. Hofstede’s framework is also put into practical use to compare (sub-) cultures according to defined dimensions (Schmidt, et al., (2020).
[bookmark: _Hlk78614001]The structure is applied mostly for management also international business to explore the effects of the culture in various levels of conducting business, for instance, negotiations, investment characteristics, leadership styles, as well as a motivational tool for employees (Schmidt, et al., 2020).  
[bookmark: _Hlk78651954]According to Igwebuike, (2020, p.6), Hofstede, states that ‘values are general in nature and do not focus on a specific event, but they cover many attitudes (Hofstede, 2014).
In addition, according to Schmidt, et al., (2020) Hofstede’s structure is an applicable tool which compares and analyses significant cultural dissimilarities and similarities.   
[bookmark: _Toc81512696]Weaknesses:
According to Schmidt, et al., (2020) the Hofstede model is viewed as a macro-analytical step that focusses on describing culture by way of selected characteristics, e.g., dimensions. Macro – analytical steps focusses on learning culture in particular the social level and is established on the static sense of culture.  
Therefore, generalising the observed validity of analysis is very easy because the analysis is carried-out in a macro environment, In absence of relating the circumstances, which is structured on big data trials (Schmidt, et al., 2020).   
The Hofstede model also has its restrictions in terms of exploring large quantities of cultural characteristics or describing cultural specifics (Schmidt, et al., 2020). 
Furthermore, according to McSweeney, (2002, p.2) who believes that much of Hofstede’s claims surrounding culture are ‘inconclusive’. He also asks the question was Hofstede’s work warranted or justified, and to what quality is his evidence. 
[bookmark: _Toc81512697]Social factors for Japan:
Japan is listed as being 11th most popular country in the world, which is made up of 125.57 million individuals. The vast majority of individuals, which equates to 99% of the population speak the Japanese language. for religions there are two which are used in Japan, Buddhism and Shintoism. The average lifespan of individuals in Japan is 81 to 87 years old. The country is also witnessing certain social challenges, with a rising aged population, coupled with lowering birth rates, which places the country in a dangerous situation. Furthermore, experts have forecasted that Japan’s population will reach about 100 and 87 million by the year 2050 and 2060 If reduction happens at a similar pace. In addition, a number of politicians are spending time to promote immigration policies to deal with the countries future challenges of their workers. The reduction in population will also signify a loss of power and the control of Asia (Swot and Pestel Analysis, 2021).
[bookmark: _Toc81512698]Technological factors for UK:
Burberry have stayed current through the multitude of social media platforms which are used, which has the ability to assist and enhance the brands image, and also increase sales. Burberry adopt the strategy of working in harmony with social media, which will assist the organisation to stay competitive. In addition, the organisation believe that these features of sales need to be adopted, otherwise if missed out a business can become old fashioned. Additionally, online purchases are a keen focal point for Burberry. Furthermore, the utilisation of the different e-commerce platforms to extend their capabilities, with the multitude of e-commerce platforms, this will affect reviews of their merchandise, and in addition, Burberry with the use of analytics that assists with future, current trends, and needs (Strategic Report/ Stakeholder Engagement Annual Report, 2020-21).  
[bookmark: _Toc81512699]Technological factors for Japan:
Japan are well known for their use of technology and have a global reputation for innovation and creativity. The country has been associated, as well as developed innovative technologies for many years. Their creativity demonstrates across a multitude of fields, for instance they are leaders in robotic technology, particularly industrial robots, and automation systems that are based at airports, also the hospitality industry. In addition, Japan have long been associated with the application of online payment technology which has been way longer than most countries, even before they became familiar with that type of technology. Japan has increased growth in several areas, such as, semiconductors, rail network, optics, chemicals, research and development. Japanese development has accommodated opportunities for their own country and the globe. Burberry’s partnership with ELLE Digital Japan, has allowed consumers to experience virtual shopping, and which is also a copy of Burberry’s Ginza store in Tokyo, where consumers are able to browse at the latest 2021 collections, and if they so choose, they can also purchase items too (Booker-Jing Daily, 2021).         
[bookmark: _Toc81512700]Environmental factors for UK:
Burberry have worked on several areas of sustainability, and the organisation have set themselves certain targets to hit in the process. They have made commitments such as, lowering carbon emissions also green - house gasses from their variety of manufacturing procedures they are involved in. The target has been set at a 95% reduction by 2022 which is linked to their direct operations, also a 30% reduction right through the whole of the supply-process by 2030 (Strategic Report / The Environment 2020-21). Furthermore, by achieving these targets it will furnish Burberry in a favourable position, in view of the Paris agreement. Further commitments Burberry made, were that they would convert to renewable energy sources right through the whole supply chain. Therefore, with these targets in-place Burberry are on target to attain great success towards sustainability which contributes to society. 
[bookmark: _Toc81512701]Environmental factors for Japan:
Japanese individuals are upstanding citizens, furthermore the country has little or no pollution in comparison to other countries. However, the country do have their own industrial development challenges, which is connected to waste. Modern civilisation’s trash waste management matters. In addition, the government are faced with the challenges of minimising industrial waste, to bring an end to environmental pollution. Burberry are involved in seeking out  of reducing their own waste to ensure of a clean environment in all parts of the globe the organisation are based in, and a currently involved in several positive environmental programs such as: the organisation becoming Net Zero by 2040, carbon neutral across the whole organisation by 2022, use 100% renewable electric energy by 2022, Balanced emissions through The Burberry Regeneration Fund, and others (Strategic Report/ The Environment, Annual Report, 2020-21).         
[bookmark: _Toc81512702]Similarities and Differences:
[bookmark: _Toc81512703]Similarities  
Economical similarities are both Burberry UK and JP, can continue to increase revenue
Technological similarities between Burberry UK an JP are many through social media, and the digital environment. 
Environmental similarities are that both Burberry UK and JP want a cleaner global society. 
[bookmark: _Toc81512704]Differences:
Political environments for both Burberry UK and Japan are completely different.
Social factors for both Burberry UK and Japan have their separate focuses.
Environmental difference, however, is that Japan as a nation are experiencing waste management challenges at this current time.
[bookmark: _Toc81512705]Porters Five Forces Model:
According to Boudreaux, (2020) when focussing on industry strategies and ways forward into industries, in connection to organisational strategy, one of the best tools to assist this process is Porters Five Forces Model, which has an ability to indicate how organisations can gain a competitive advantage. The forces represent as follows: threat of new entrants, bargaining power of suppliers, bargaining power of consumers, threat of substitute or services, and rivalry amongst existing competitors.
[image: Porter&#39;s Five Forces - Expert Program Management]Diagram above sourced from: https://expertprogrammanagement.com/2021/06/porters-five-forces/
 Furthermore, these forces above will be applied to the Burberry organisation below.
[bookmark: _Toc81512706]Threat  of new entrants UK:
According to MarketLine Industry Profile, (2018) there are several barriers to entry for the luxury goods market. Changing between existing organisations, and newer organisations will not incur costs, and for consumers they are for the most part, able to decide where they shop, and what organisation they spend their money with. Furthermore, rivals may enter the market fairly easily however, the challenges that they are faced with are trying to compete with the larger organisations in the industry, which is just simply through their might, and the way in which these larger organisations absorb newer players to the market, if, and when they feel a threat to their brand.
[bookmark: _Toc81512707]Threat to new entrants JP:
[bookmark: _Hlk80352220]New entrants to this market will find the process fairly easily, however, to challenge organisations who already have the greater market share will find these matters extremely difficult, this is because of the sheer size of others who have already established organisations, who dominate the market share, which is simply through their sheer force. In addition, for the products that command high prices, furthermore, this market depends on consumption as well as brand equity, which is strong, therefore, new entrants to this market will face challenges in charging the higher prices for a brand which individuals have never heard of before (MarketLine Luxury Goods, 2018).  
[bookmark: _Toc81512708]Bargaining power of suppliers UK:
[bookmark: _Hlk80386966]According to MarketLine Apparel and Non-Apparel Manufacturing, (2020) Suppliers for this sector differ in size, and also have various ranges along-with products. At present this sector seems to be going through a fragmented state, due to too many suppliers in the sector lowering the power of suppliers. Furthermore, participants in this sector are not likely to opt for backward integration and tackle the duties of the suppliers because of the high financial outlay. However, this furnishes supplier power with a boost, suppliers at present are dependant, on apparel and non-apparel mass producers commerce for earnings, this reduces supplier power.       
[bookmark: _Toc81512709]Bargaining power of suppliers JP:  
[bookmark: _Hlk80378988]According to MarketLine Luxury Goods, (2018) for suppliers in this sector they do have a certain amount of control over organisations in this industry, e.g., raw materials are vital for the luxury market, such as gold, leather, and diamonds, and are not replaceable with lesser items, furthermore, consumers may opt for steering-clear of retailers that do not adopt ethical standards. In addition, for players in the luxury goods market who produce less items, but with a high standard of workmanship, and with increased revenue, which means any control suppliers have can be curtailed.    
[bookmark: _Toc81512710]Bargaining power of consumers UK:
[bookmark: _Hlk80363311]According to MarketLine Apparel and Non-Apparel Manufacturing, (2020) the bigger retail outlets have considerable buying power and benefit heavily when placing larger orders, this is through negotiating better deals. This gives these larger organisations an advantage over rivals, furthermore, losing this type of business would negatively affect any organisations profits. In addition, backwards integration would hold no value here simply because of the entry costs being so high, therefore, entry requires a building or an establishment, an experienced workforce, and specialist machinery.
[bookmark: _Toc81512711]The Bargaining power of consumers JP:
The bargaining power of consumers that purchase luxury goods in Japan is restricted due to these consumers being individualists. However, these consumers are required to be rich or super rich, in view of the particular products that are for purchase. In addition, this does furnish these individuals with pliability in their selections due to the selling price having no relevance, in comparison to the regular retail sector.
[bookmark: _Toc81512712]Threat of substitutes or services UK:
[bookmark: _Hlk80430427]According to MarketLine Luxury Goods, (2018) the luxury goods sector, has many alternatives in all their various segments for instance handbags, luggage, jewellery and several other variations like non-luxury options, which also has benefits in comparison to luxurious items, with increased function ability, they are relatively less challenging to purchase and can be sourced from many stores, however, these are just some of the  substitutes which are the non-luxury but have their own benefits. Furthermore, fake goods are also a major threat to the industry, where fakes of whole collections maybe copied / reproduced and has the ability to lower sales but linked to this is the possibility of damaging the brands reputational name. 
[bookmark: _Toc81512713]Threats of substitutes or services JP: 
[bookmark: _Hlk80451057]According to World Trademark Review, (2020) counterfeiting is a global challenge for luxury organisations, in addition, the Global Brand Counterfeiting Report, 2018, has reported the increased trade in international counterfeit items are estimated to be $1.2 trillion for 2017, furthermore, this is estimated to increase to $1.82 trillion for 2020, and in addition, it is believed to continue and expand year on year. 
[bookmark: _Hlk80386654][bookmark: _Hlk80383827][bookmark: _Toc81512714]Rivalry amongst existing competitors UK:
Apparel and non-apparel for the UK market at the moment are in a state of fragmentation, and a large number of these competitors in this market will naturally stimulate rivalry amongst one another. This sector is known for being capital intensive: factory machinery, and specialist equipment, experience working staff able to utilise the machinery, the barriers to exit are considered high due to the specialised assets, which are market specific (MarketLine Apparel and Non-Apparel Manufacturing, 2020).   
[bookmark: _Toc81512715]Rivalry amongst existing competitors JP:
Rivalry amongst existing competitors in this sector is fierce, with others in this sector such as, LVMH, Richemont, Channel, Kering, Burberry and others. This sector is very much focussed around, these top players or conglomerates that dominate the market. These top conglomerates have the ability to compete with each other on a variety of levels and each of them stocking a wide selection of brands e.g., Burberry’s range of shoes, bags, coats, scarves, jewellery, watches, and being able to stock a variety of goods that creates the ability to gain revenues from a variety of rising markets, which is a strategy all conglomerates apply (MarketLine Luxury Goods, 2018; Net-a-Porter, No date).
[bookmark: _Toc81512716]SWOT Analysis:
Swot analysis will enable us to discover what organisational strengths, weaknesses, opportunities, and threats, that Burberry may have, this framework has the ability to also mitigate weaknesses and threats, and the additional ability to assist strengths and opportunities in the process
[bookmark: _Toc81512717]Strengths UK:
[bookmark: _Hlk80442909]According to Bashin, (2019) Burberry have a distinctive UK brand and an awareness globally, Burberry are also noticed globally for their distinctive check pattern. The Burberry organisation over the years, have re-focussed their manufacturing process to a complete lifestyle brand. Burberry have received two warrants, one from the Queen Elizabeth the 2nd, and the other from Prince Charles, which bestows Burberry with added prestige to publish that they are suppliers to royalty. Burberry understand social media and have utilised this to connect to their community e.g., Twitter has 48, 000 patrons, and a further 17, 769, 628 hits on their YouTube channel. 
[bookmark: _Toc81512718]Strengths JP:  
[bookmark: _Hlk80442817][bookmark: _Hlk80444816]According to MarketLine case study, (2021) more than half of all global society populate in urban areas, and further calculations are said to reach a 70% increase by 2050. This has several benefits for Burberry, in how it effects the attitudes of consumers and their individual footprints which will require Burberry’s Japanese organisation to focus their attention on demographical characteristics, for instance,  catering for the younger millennial patrons that function in the digital society, this will furnish Burberry to scope out effective strategies and target these consumers through smart devices.
[bookmark: _Toc81512719]Weaknesses UK:
[bookmark: _Hlk80453733]Burberry apply their pricing high which denotes their goods as being most desirable, which also excludes some UK consumers. Other weaknesses are COVID 19 and the economic effects of closures again on a mass scale, or they may more complications with Brexit linked to the employment of individuals entering or working in the UK, which, or worse a recession which would affect Burberry sales (Bashin, 2019; MarketLine case study, 2021).   
[bookmark: _Toc81512720]Weaknesses JP:
[bookmark: _Hlk80447123]Burberry are noted for being in the higher priced bracket, which leaves out certain individuals that see these luxurious range as being out of their price bracket. The Burberry product line contains apparels, beauty products, and in addition accessories, this is viewed by others as very limited. Furthermore, various other conglomerates have widened their range to include home furnishings and grooming for both sexes. Other weaknesses are that there is a  considerable amount of business Burberry achieve in amongst their Asian consumers, and any possible economic shockwaves, for instance the global pandemic could see Burberry suffer negative impacts (Bashin, 2019). 
[bookmark: _Toc81512721]Opportunities UK:
[bookmark: _Hlk80449969]With current trends in changing lifestyles for Burberry in developed economies, and the varied requirements, and individuals choices, education, all linked to the changing lifestyles has resulted in an increase in the product line, which will witness Burberry opening up new opportunities for the organisation, In addition, this also has the ability to stand out amongst their competitors. There is also a demand for premium rated products with a 33% possible growth-rate if the statistics attain the same equivalence of other market results (Bashin, 2019).
[bookmark: _Toc81512722]Opportunities JP: 
Burberry’s opportunities will stem from the new emerging economies, however, Asian Pacific countries as of 2019, £1,041m – 6% at CER, and if Burberry focus attention here there seems to be good opportunities to increase profits. However, according to Nago, (2019), Japan are in second place for being in the luxury market on the entire globe, and these consumers also spending a staggering Y3.6 trillion, this equates to (Nearly 28 billion Euros) 2017, on premium priced goods (Bashin, 2019).
[bookmark: _Toc81512723]Threats UK:
The threats are mainly from other conglomerate organisation such as Gucci, Loui Vuitton, Prada, and others already mentioned above, are all major threats to Burberry, Furthermore, all these conglomerates know including Burberry, that fashion is temporary, with constant changes, threats to industries are also temporary, furthermore, the ongoing changes to lifestyles which also has its own threats. As mentioned earlier threats from imitation products that will appear at an increasing rate, which has already been mentioned earlier how fakes damages brand name (World Trademark Review, (2020).
[bookmark: _Toc81512724]Threats JP:
Threats faced by Japan are that many developed countries are not efficiently ready for artificial intelligence (AI) or machine learning (ML), furthermore, according to a study carried out in September, 2019 by Oliver Wyman Forum uncovered 105 global cities applying a four stage procedure: the standards of the planning and preparation and the effects of AI; the standards in which the preparation could be executed successfully; a measure of education from human resource capital; and cities all encompassed speediness. The Forum uncovered that 250 cities that were not efficiently equipped after checking recorded data, which also revealed that many of them did not satisfy checks on how AI affects and societal challenges in connection to other technologies (MarketLine case study, 2021; Marr Enterprise Tech, 2017).  
[bookmark: _Toc81512725]The Swot Advantages: The swot methodology can be applied and used for many business-related matters, a great tool for the assistance of brainstorming. 
[bookmark: _Toc81512726]The Swot Disadvantages: However, the methodology can be somewhat subjective, based on personal feelings, tastes and opinions.
[bookmark: _Toc81512727]Segmentation Marketing and Positioning:
According to the Concept team, (2020) segmentation marketing and positioning, which is also known as a marketing strategy, used by many organisations. Segmentation has the ability to assist managers to identify various areas that require a certain amount of focus, in regard to geography, demographics, social, and other factors of an organisation. The concept assists managers in the development of making firm marketing decisions, to separate the entire market involving products or services in much smaller groupings of consumer segments, in terms of their characteristics, as well as their possibility as consumers to a particular service or product. 
[bookmark: _Toc81512728]Segmentation Marketing and Positioning for the UK:
[bookmark: _Hlk81056229]Luxury organisations such as Burberry tend to focus on higher positioning and will look to add value aspects to their offers. However, globalization linked to technology, has changed the marketing dynamics, through the introduction of democratic systems of luxury, that has delivered increased luxury, and in the process brands such as Burberry have been able to deliver a wider choice of affordability (Cristini et al., 2017; Alessandro et al., 2017). In addition, there are many different positioning strategies. For instance, Burberry are considered to be at top end of couture fashion because of their signature Burberry Prorsum range, which is a ready to wear brand, and accompanied along with Burberry London line (Alessandro et al., 2017; Burberry. Com).
[bookmark: _Toc81512729]Segmentation Marketing and Positioning for the JP:
According to Bhasin, (2020) Burberry adopt various strategies on segmentation and geographics is one of them (already mentioned earlier), furthermore, geographics separates the market, which is carried out through units of geography, that takes-into account languages, and areas in addition to other basic factors that divides one geographical area from another. Furthermore, Burberry depend on the entirety of their whole business income, that stem from business sales, marketing, and distribution, in Japan (Burberry Annual Report, No Date). Which stems from several licencing agreements that are retained on contract. 
Therefore, taking-into account the business viewpoint, Burberry have taken procedures to safeguard their intellectual property to establish the integrity of any such licencing agreements as an investment strategy. Does this have any relation to marketing? These investments accumulated through global markets permits the organisation a chance to rebuild their supply chain, in-conjunction with increasing their worldly growth, and at the same time allowing the organisation to utilise the capital for marketing upgrades across the whole organisation. This safeguards intellectual property and guarantees that licencing agreements are an unwelcome decision and would be a part of the business focus which directly affects marketing strategies, as a form of risk control and brand control (Bhasin, 2020). 
[bookmark: _Toc81512730]Marketing Mix Elements (7P’s):
There are many vital frameworks which you can apply for several industries for the objectives of marketing of your product and services. An essential structure among these is called “7 P’s of Marketing” which you can implement via your marketing toolset. The framework of “7 Ps of marketing” comprises of a seven-step procedure: Product; Price; Place; Promotion; People; Process; and Physical Evidence.
[bookmark: _Toc81512731]Products UK:
Burberry are famously known for their Trench Coats, which are now bespoke, with their distinctive Burberry check pattern, and their Gabardine breathable fabrics since the 19th century. However, now they sit at the pinnacle of luxury, selling luxurious clothing, leather goods, accessories, fragrances, along-side beauty products, that involves the best craftmanship and design, with the aid of cutting-edge technology. This has been so for 165 years (Annual Report, 201/20; Burberry Company History No Date).
[bookmark: _Toc81512732]Products JP:
Burberry Japan are pretty similar to the UK however, Burberry clothing was first known to the  Japanese in 1915, when they received their first shipment of clothing to the country (already mentioned earlier, in the Background section 1.0).    
[bookmark: _Toc81512733]Price UK: 
According to IPL, (2021) Burberry adopt a premium price strategy in order to sell their products. This furnishes the organisations consumers, that they are a luxurious brand. Burberry do away with competing with others within their marketing mix. However, their price structure is evaluated through market demands which are what consumers are willing to pay, and this enables Burberry to keep their consumers. 
[bookmark: _Toc81512734]Prices JP: 
According to Vogue Business, (2021) a sudden occurrence of “highly conscious” Japanese technological entrepreneurial consumers are driving the luxurious market forward, with a new kind of spending force not witnessed for eight years. These individuals are spending vast sums on luxurious items, furthermore, luxurious brands do their utmost to target individuals such as these. It is through situations such as these have seen Burberry produce double digit growth through premium pricing (Burberry News, 2019).
[bookmark: _Toc81512735]Place UK: 
The Burberry Headquarters are situated in London UK, (already mentioned earlier in 1.0 background p. 3). However, according to the Burberry store Locator, (No Date) the organisation have several stores in the UK, which are: 1. Sloane Street, 121 Regent Street, Selfridges, in Oxford Street London, Harrods, Knightsbridge, Westfield, in White City, Heathrow Airport, Terminals 2. 3. 4. & 5. Manchester, New Cathedral Street, Manchester, Trafford Centre, Manchester, Selfridges Exchange, Birmingham Bullring, & Edinburgh Scotland Burberry Store Locator, (No Date). 
[bookmark: _Toc81512736]Place JP:  
According to Mystore 411, (No Date) there are 15 Burberry stores situated in Japan, that are based in several cities which are Chiba Sogo in Chuo-ko Chiba-Shi, Funabashi Seibu, in Chiba 1-2-1 Honcho, Hiroshima Fukuya Hacchobori Honton, Ibaraki 1-6-1 Izumi Cho, Yokohama Takashimaya in Kanagawa 1-6-31 Minamisaiwai, Kyoto Daimaru 79 Shijo Takakura, Sendai Fujisaki in Miyagi 3-2-17 Ichiban-Cho, Osaka Takashimaya 5-1-5 Namba, Umeda Daimaru in Osaka, 3rd Floor 3-1-1. Umeda Hankyu in Osaka Sixth Floor 8-7. Ginza Marronnier Dori in Tokyo 3-3-1 Ginza. Omotesando in Tokyo 5-8-2 Jingumae. Shibuya Seibu in Tokyo 21-1 Udagawa-Cho. Shinjuku Takashimaya in Tokyo 5-24-2 Sendagaya. Tahikawa Takashimaya in Tokyo 2nd Floor 2-39-3. 
[bookmark: _Toc81512737]Market Entry Methods:
The market entry methods Burberry adopt according to Forbes, (2021) the organisation functions as a holding company, manufacturers, designs and administer their apparels, including accessories under the banner of the Burberry brand name. The organisation functions by the following sections: Retail and Wholesale, this also involves Licencing.. The Retail and Wholesale sections selling luxury items within the Burberry mainstream stores, which includes concession boutiques, and through e-commerce, In addition with franchisees also department outlets. Furthermore, the licencing section channel extends global licences and fragrances, eyewear, watch collections and European clothing for children (Annual Report Strategic Report, 2018/19).      
[bookmark: _Toc81512738]Advantages:
The advantage of a licencing deal is that as an owner, with an intellectual product, having a licencing deal ensures opportunities for a constant flow of income. In addition, there is no requirement for you to carry-out much once the deal has been signed, in simple terms you licence your product to others, and it creates income. And furthermore, if the licensees, are generating profit, you also stand to make a profit as well, and there is no danger of relinquishing the rights to your ownership. In addition, payments from the deal may continue for many years.  
[bookmark: _Toc81512739]Disadvantages:
When you start your licensing deal your products  and or intellectual  properties, can be viewed as leaving yourself a little exposed, in regard to an increased level of exposure. Furthermore, this may also incur the possibility of skulduggery or even piracy, this may incur due to you, not having too much control in how the licensee carry’s-out their operational duties. However, you are able to govern your intellectual property, and how it is used to a certain degree, but not to the fullest extent. Furthermore, all it takes is one mistake and your items maybe, sold not within the rules of the law, which could consist of you not receiving any money at all.     
[bookmark: _Toc81512740]Promotion UK:
Burberry are involved in several promotional strategies, for instance the Burberry app, the Burberry dot com website, tv adverts, magazines, bill-board campaigns, digital marketing, social media, and celebrity endorsements, for instance Marcus Rashford MBE, and Manchester United footballer was involved in the 2020 promotional campaign for Burberry (Hypebeast, 2021; Annual Statement, 2020/21, p. 42).
[bookmark: _Toc81512741]Promotion JP:
As above like the UK, Burberry carry-out much of the same type of promotion, however in their largest store-based in Ginza Chuo-dori, Burberry offer their consumers a virtual experience, where individuals that visit the store can participate in a virtual reality experience, with the application of a QR code. Individuals that take part are able to trigger a code linked to a rare, augmented reality (AR) lens to discover a concealed deer based on Ginza street, which they are then able to post on various social media channels (TBR, 2019; Frattali and Hwang, 2020; Fashion Network, No Date).
[bookmark: _Toc81512742]People UK:
According to the Annual Report, (2020/21) Burberry state that their workforce are the pulse of the organisation. And In addition, the demographics of all individuals total 115, that stem from 33 countries around the globe, the organisation state they adopt a holistic view in assisting their workers to develop within the organisation and issuing them all with a variety of tools and assets, in order for them to carry-out work, this also includes policy measures which takes-care of the well-being of all.
[bookmark: _Toc81512743]People JP:
According to the Annual Report (2018/19) the burberry organisation are wholeheartedly dedicated to all global colleagues at Burberry and making it the best place to work for all their 10,000 workforce that represents their Asia Pacific countries. Burberry have made fantastic advancements in regard to employee engagement, which has seen a bounce of 74% in addition to 84% of individuals who work at Burberry are satisfied to be here.
[bookmark: _Toc81512744]Process UK:
Burberry consumers are viewed as vital for the organisations success, the staff put time and quality in their relationship towards them and attempt to gain an understanding of their never-ending needs, and requirements. The staff do their utmost to influence and build excitement to their consumers in regard to the luxury Burberry products, which are tastefully, and exquisitely fashioned and produced. The Burberry staff do their utmost to offer the best customer service, for their consumers, which is of the highest quality, and in addition, they invest in, customer safety, wellbeing, and respectfulness, towards their pleasure of the luxurious items, in accordance with the Burberry brand (Burberry Business Model, No Date).
[bookmark: _Toc81512745]Process JP:
Just as above, Burberry staff do their best to assist consumers with the best possible service, taking care of all their requirements, and producing the highest service, in-keeping with the Burberry values and norms, and ensuring customer safety in due course in-line with the Burberry brand, with the aim to inspire meaningful content and their first-class luxury treatment (Burberry Business Model, No Date).
[bookmark: _Toc81512746]Physical Evidence UK:
[bookmark: _Hlk81410775]According to Frattali and Hwang, (2020) who discuss the way in which retailers are putting in-place measures, for the implementation of interactive technology that links their on-line consumer shopping encounter. By and large, this interactive technological procedure has been mentioned to have relevant qualities which are implemented within the apparel industry, which assists with consumer experience (Sayed, 2019). This connects Burberry to such experience, who have launched an (AR) consumer experience app in conjunction with Google search, when consumers seek to purchase online items via a phone (Burberry News, 2020). (already mentioned earlier in JP promotions).
[bookmark: _Toc81512747]Physical Evidence JP:
According to Frattali and Hwang, (2020) analysis conducted by Wang, (2020) uncovered that 72% of Millennial consumers, gave preference to dishing out hard earned money on a practical contact, or experience in-stead of frivolous possessions, and it was also noted that these consumers are 74% more in tuned to purchase items once having gone through a purposeful experience. Organisations, such as Burberry, and others have already begun utilising (AR), and virtual reality (VR), (already mentioned earlier) as well as artificial intelligence (AI) (Sayed, 2019; Binns, 2019; Cision PR Newswire, 2019; Schmelzer, 2019). 

[bookmark: _Toc81512748]Ansoff Matrix:
The Ansoff Matrix also known as the Ansoff product and market growth matrix is a marketing planning application which assists a business to determine its product and market growth. That is normally determined by emphasizing on whether the products are new or existing and whether the market is new or existing. The model was developed by H. Igor Ansoff. Ansoff was primarily a mathematician with an expert insight into business management. It is believed that the concept of strategic management is widely accredited to the great man.[image: Ansoff Growth Matrix Diagrams PowerPoint Presentation Template]Diagram above sourced from: Slidesalad.com.
[bookmark: _Toc81512749]Directional Strategies:
Directional strategies for Burberry maybe Market Development, in their Asia Pacific sector with new markets opening up in this sector, and the additional factor there is vast sums of money already generated by Burberry here, already mentioned in this report, this maybe a sector to focus more on.   
[bookmark: _Toc81512750]Conclusion:
This report has given a comprehensive understanding of contemporary marketing theories and practices in an international environment. Demonstrating the ability to critically compare and contrast the impact of cultural and similarities between nations in a marketing context. Furthermore, Burberry UK should focus on wealthy Millennials, such as footballers and members of the music industry, and Burberry JP, should focus on wealthy technology millennials.  
[bookmark: _Toc81512751]Recommendation:
New recommended market penetration strategies Burberry may consider are: The use of a friend scheme, where existing consumers can introduce a friend once a transaction has been made, the previous existing consumer will receive incentives, e.g., 20% off vouchers, free items, discount options, etc. which depends on how much is being spent, for instance £300, or more.
A similar process could also be linked to the Burberry Dot com website, where for instance purchasers of fragrances who spend e.g., £200 on a well-known brand will receive several tester bottles free. Or, if a consumer purchases a pair of shoes which costs £500 or more will receive a pair of socks as a gift from Burberry.
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