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Executive summary
This assignment will be analysed environmental marketing which is getting influenced by external drivers along with internal drivers. This study also entails the role of marketing in the organisation chosen. It also provides recommendations for future reference regarding the marketing management of the organisation.

[bookmark: _Toc122518938]Introduction
Burberry Group Plc is a holding business that works by creating, designing, and selling Burberry-branded clothing and accessories.  Luxury products are sold via Burberry's mainline shops, concessions, outlets, and e-commerce, as well as through Burberry franchising and clothing stores in the Retail and Wholesale section. Thomas Burberry established the firm in 1856, and it maintains its headquarters in London. Using these strong foundations as support, they want to speed up their performance and capitalise on our distinctive brand equity to bring about long-term, high-quality growth while maintaining their efforts to improve the organisation. This study highlights marketing management which improves the consumer base to generate sales. It helps customers choose a company's goods or services. The techniques used to design, advertise, promote, and sell a new product are crucial.
Analysis of macro-environmental factors of the company 500

[bookmark: _Toc122518939]PESTLE analysis
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Fig: Tax rate in the UK
Source: (Trading Economics, 2022)
1) Political factors 

· Burberry Group Plc will be able to keep its competitive edge thanks to the government's continued support and the main rate of Corporation Tax remaining at 19% for the foreseeable future.
· Companies like Burberry Group Plc, which are supported in their expansion efforts by desirable tax laws, help to generate economic benefits for the nation as a whole.
· Investors from firms and corporations like Burberry Group Plc are drawn to countries with stable governments, which benefit the country's economy and worldwide reputation.
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Fig: Inflation rate in the UK
Source: (BBC News, 2022)

2) Economic factors 

· Burberry Group Plc will prosper and contribute to the uptick in consumer confidence and expenditure that will result from the UK's modest inflation rate of 10%. Both the economy and people's take-home pay will benefit from this.
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Fig: Interest rates in the UK
Source: (Pettinger, 2022)
· Personal loans might be taken out by citizens of the UK with interest rates not too high. Having access to a personal loan at an interest rate of 3% or less will encourage customers to spend more freely. As a result, companies like Burberry Group Plc would see an increase in revenue, consumer spending, and market share.
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Fig: young population of the UK 
Source: (Clark, 2022)
3) Social factors 
· There is a disproportionate number of youth Having access to a market that comprises 18% of the UK's population is good for Burberry Group Plc. Burberry Group Plc may expect a wider and deeper talent pool thanks to the increased education and experience of its future workforce thanks to the country's ageing young generation.
4) Technological Factors
· Burberry Group Plc is making a significant investment because it recognises the importance of fostering innovative industries and providing its employees with fresh, flexible, and efficient methods of doing their jobs.
· A lot of new technologies are being developed and introduced at a rapid pace in the United Kingdom.
· Companies like Burberry Group Plc are increasingly relying on technology advancements and new forms of innovation to boost their productivity and effectiveness.
· Innovation is a driving force in every sector, helping businesses like Burberry Group Plc stay ahead of the curve and competitive.
5) Environmental factors
· The Burberry Group Plc has introduced dedicated drop-off locations for recyclables.
· Burberry Group Plc routinely participates in CSR initiatives that benefit the environment. Burberry Group Plc is just one of many companies offering a new line of eco-friendly goods made from recycled materials.
· In the United Kingdom, Burberry Group Plc follows a specific and mandated procedure for waste management and disposal that it has developed with an eye toward environmental sustainability.
6) Legal factors 
· Burberry Group Plc has long placed a premium on its workers' well-being, and it is still dedicated to improving in this area. When it comes to workplace safety and health, the emotional and mental well-being of workers is just as crucial as their physical well-being.
· Burberry Group Plc has always been an inclusive workplace, but when it comes to employment laws they must follow them. The federal anti-discrimination statute must be followed at all times, including during the hiring, promotion, and termination of workers.
· [bookmark: _Toc122518940]PESTLE is favourable or unfavourable with reasons

The factors like laws and politics can affect Burberry negatively or can be unfavourable as they are very difficult to manage. For example, if Burberry is expanding its business to different countries political factor which includes the tariff rates and tax rates and the stability of the government can hamper the planning of the company. The company may also lack behind in following important regulations like environmental and employment laws during expansion. Some favourable factors of tests like social technology and environment can affect the company very positively as this can be managed to recover. Social factors like demographics can help in sales and demand for the products of the company Burberry (Olteanu, 2020). Technology factors can be a bit challenging as their advancement and trends keep on changing so it will be difficult for Burberry to grow with them if they are successful in coping they can easily gain profit. The most important factor is sustainability is the major attraction of the company Burberry and it ensures to follow the environmental protocols while manufacturing.

[bookmark: _Toc122518941]Porter's 5 forces model
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Fig: Porter’s five forces model
Source: (Bruijl and Gerard, 2018)
The threat of New Entrants (Low)
The luxury goods market, where Burberry Group Plc competes, is notoriously difficult to grow (Bruijl and Gerard, 2018). These cost savings are especially useful for high-volume manufacturers. The cost to produce goes up as new companies enter the market. The risk of being disrupted by new companies has diminished. The industry focuses on selling one-of-a-kind products rather than mass-produced ones. Due to these factors, new competitors pose little danger in this industry.

Bargaining Power of Suppliers(High)
The retail industry that Burberry Group Plc operates in is dominated by suppliers rather than buyers. Thus, the suppliers lose some of their price power and bargaining position. These sellers provide less unique, more generic goods with low switching costs. Burberry Group Plc may find it simpler to switch suppliers. In turn, this weakens the negotiation position of suppliers.

Bargaining Power of Buyers(Low)
When compared to the number of manufacturers, Burberry Group Plc has an abundance of suppliers. As a result, consumers have limited options in terms of service providers and minimal leverage in negotiating prices. The bargaining position of the buyers is weakened.

[bookmark: _heading=h.4d34og8]The threat of Substitute Products or Services (Low)
Products made by Burberry Group Plc are hard to replace. Low-profit businesses provide few viable alternatives. There is no upper limit on profits for companies like Burberry Group Plc.

Rivalry among Existing Firms(High)
Exiting the industry is challenging due to the high cash and asset investment needed. Exit barriers are made higher due to government legislation and restrictions. Due to this, industrial firms are unable to stop producing despite low profits. This will lead to more competition between long-standing businesses.

[bookmark: _Toc122518942]Justification of whether each force is high, medium or low with reasons
Possibly, Burberry Group Plc will use originality to set itself apart from rivals. It is possible that advertising may build consumer familiarity with a brand. This will help it keep customers even as it attracts new ones. The raw materials used by Burberry Group Plc are supplied at low prices by the company's suppliers. Since the price of switching suppliers is low, Burberry Group Plc may do so if it determines that its current providers are not providing appropriate services or products. Burberry needs a large clientele since buyers have little leverage in negotiations (Kim and Ma, 2019). This may be accomplished by efforts aimed at increasing brand loyalty. The quality of Burberry's products may be enhanced. Its products are preferred by customers since they are both high quality and affordable. Burberry Group Plc has to set itself apart from the competition by offering customers products that are not quite the same.

[bookmark: _Toc122518943]SWOT analysis of the company
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Fig: SWOT analysis 
Source: (Benzaghta et al., 2021)

Strengths- 
The company's leadership made smart choices when it came to expanding and modernising the company's brand. Along with its standard goods, the company branched out into fashionable fashion apparel. The brand's designs have established themselves as symbols of elegance, timelessness, and prestige throughout the years.

Weaknesses-
Although the price tag promises excellent quality and appeal, only a select few clients can really afford it. Young people who want to live stylish and lavish lives sometimes find themselves unable to do so due to the high cost of such lifestyles (Bae, 2019). The company caters only to the luxury and fashion market with its product offering of clothing, cosmetics, and accessories, while rivals in the industry have branched out into other markets with offerings in home furnishings, furniture, and personal care.

Opportunities-
By teaming up with other labels, Burberry may be able to lower the price of its products. If the firm is able to successfully use e-commerce, it will be able to reach a wider audience. By introducing new products, the company may attract new customers and establish itself apart from its rivals.

Threats-
Burberry faces a significant danger to its survival from the aforementioned companies' intense competitiveness. Competition exists across industries thus the corporation must regularly provide novel products.

[bookmark: _Toc122518944]Segmentation, Targeting and Positioning of the company 

Segmentation- 
Burberry Group feels that regional segmentation is especially effective in the UK because of the diversity of cultural standards, consumer behaviours, and governmental institutions present there. Since the products sold by Burberry Group provide an attractive value proposition, the corporation should market to a variety of customer segments in the United Kingdom based on criteria such as income and life stage. Customers who could be interested in buying from Burberry Group can be segmented in a number of ways depending on a broad variety of psychographic characteristics, such as personality, spending patterns, views toward different social problems, recreational interests, and more (Morais, 2020). Burberry can better meet its consumers' needs if it can learn their subjective choice on their browsing history. Maintaining regular communication with customers is the key to achieving both high NPS and satisfaction ratings.




Targeting- 
Burberry has a specialised targeting approach, focusing on clients with higher socioeconomic status, between the ages of 19 and 46, who have a wide range of demands, including but not limited to apparel and accessories, personal hygiene products, and cosmetics.

Positioning-
 Create beautiful goods, inspire with stories and shared experiences, provide superior and unique services, and constantly innovate to spread British creativity and culture throughout the globe. It positions itself by promoting its tagline "Iconic British Luxury Brand est. 1856" which makes them different from other competitors like Prada and Gucci (Yoon and Kwak, 2020).

Advantages and disadvantages of the above one of the module 
One of the biggest advantages of positioning is that Burberry does not have to struggle much with the promotion as it has been a historic brand since 1856. But one of the major disadvantages of its position is that the new entrance of new concepts and companies can hinder their historical presence in the fashion industry. If they can update themselves due to the emerging trends and technologies, they have a very good chance of sustaining from the competition of the new entrants as they have to give a less effort than them due to its historical presence in fashion industry.

Branding strategy for the Burberry uses
Burberry can use co-branding as its branding strategy which will be effective for promotion. The company can collaborate with companies like Calvin Klein. As it is a historic brand the logos can be used for change in recent articles it has been seen that each of these brands has replaced their logos with similar ones. Burberry can manufacture and produce products with partnership of Calvin Klein using their core items that can be used for customer attraction. Other options for branding strategy which Burberry can use are product line extension which gives customers to explore different products in the same line. Using this strategy Burberry can diversify the products and increase their sales by knowing the curiosity to purchase a customer. This will allow them to extend other options like plus size or kids section through which they can cover all kinds of customer segments.

[bookmark: _Toc122518945]4Ps marketing mix strategies of the company 
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Fig: 4Ps of the marketing mix
Source: (Thabit and Raewf, 2018)
Product- 
Burberry markets to consumers throughout the age spectrum with a diverse range of product lines. It offers a wide variety of items, including clothing, accessories, shoes, purses, and tiny leather products. They have a wide variety of goods, including clothing for both sexes, accessories, cosmetics, perfumes, eyewear, and more. Keeping in mind the brand's aesthetic and fashion style aimed at the youthful population, all of their items are made in-house at the Burberry plant. The branding strategy of Burberry is directly connected with the long-term goal of the company. Long term goal Burberry has includes becoming the leading British luxury brand that will deliver sustainable and high quality growth. The branding strategy of Burberry includes bringing to the market the best premium quality e fashion related products. The main focus of this strategy is to cement Burberry’s place as the top premium fashion brand in the UK. The branding strategy of the company is also based on promoting itself by bringing in more sustainable fashion products for the people and generating a positive outlook about itself. 
Price-
Burberry is very pleased with its internal procedures for creating new products. It spends a lot of money on R&D, prototypes, and manufacturing to ensure that its clothing is of the highest quality. Their items are high-end and luxurious because of the care and attention to detail that went into their creation. The corporation knows how to price its goods and services since it is one of the costliest shops in the world. 
Burberry is known for its branding and luxury items which are at a premium price. But as a strategy they can use premium quality items for affordability of the audience. Due to its brand image they can increase their quality with prices but not decrease as it is meant to be luxury and not available everywhere.

Place-  
Burberry is a global conglomerate with locations on all continents except Antarctica. The high-end fashion label is well-established in both Europe and Asia, where a large number of its 420 outlets can be found (Ceil, 2018). Its shops are run by the principles of delivering a high-end shopping experience and superior service. The company's primary sales channels are now online marketplaces. Burberry had to revaluate its physical distribution sites when the pandemic changed customer attention to digital channels.
Burberry has emerged in places through their shops in malls or places where they can attract customers. They can also start using social media advertisements through social media sites like Instagram, Twitter and Facebook for their sales. As the young population of the targeted market is much involved in such social media sites mentioned they can increase their Brand awareness through placing themselves in search social media sites.

Promotion- 
Burberry's marketing plan centres on continuously running ads and other forms of promotion. Burberry has, throughout the years, put a premium on advertising itself via online mediums like social media. In order to keep up with customer demand, the firm consistently launches new promotions and organises exciting events.

IMC Concept

There are different tools of marketing that can be integrated into the IMC concept, which are as follows:
Advertising - This process is a non-personal mode of communicating with the audience in a short period of interaction time. The company connects with mass customers and creates awareness about its products (Muhammedrisaevna, Bayazovna and Kakhramonovna, 2020). Burberry uses advertising tools for trench coats during seasonal sales like billboards, and commercial advertisements on television, print media, and radio throughout the UK. 
Personal selling - This method involves direct verbal communication of a single sales representative from the company with a customer or group. This helps the customers to build a relationship with the company and help in retaining them. Burberry adopts this tool while interacting with its customers at its own stores while selling trench coats through its salesperson. 
Direct marketing - This tool is more of a physical form of communication applied by companies to influence customers using a depiction of information about goods. There are different formats of reaching end users like emails, catalogues, brochures, or sales call. The evidence of promotion remains for customers to access them again in physical format.
Mobile Marketing - This traditional method was used by companies by using the texting and messaging feature of mobile phones that are not that successful in the present. This is because of the different electronic means used by customers to know about products. Burberry can use it to target specific customers in need of trench coats and also add personalisation.
Social Media Marketing - This is one of the most influential mediums of marketing in the present times. Social media marketing uses platforms like Facebook, Instagram, YouTube, and Twitter to promote the specifics of the product. The process is of no cost or generally cheaper than other forms of marketing (Laurie and Mortimer, 2019). Burberry uses all of these channels efficiently to share photos and videos of trench coats with models and necessary information. It used fashion shows and was the first to stream them online. 
Public relations - This method creates a special bond between companies and the public. In this method, the public is given a platform to share their feedback on the company. There are different ways like news, press releases, public demonstration, and feedback portals on websites. Ciara McGrath is the PR manager of Burberry who uses various tools to promote the brand of the company, especially its trench coat fashion.
Sales promotion - This is an integration of sales and marketing strategies used by companies to boost sales for a short period of time. The customers are presented with different amenities on purchases like premiums, contest awards, package deals, and samples which affect the buying behaviour of the targeted customers. 
Sponsorships - These are techniques where companies promote an event or other organizations. They can be thorough advertising. The most significant sponsorship by Burberry is partnering with the Tour de France team. 

[image: ]
Fig: Example of promotion through events by Burberry
Source: (Ceil, 2018)

· Ansoff Matrix Concept
[image: ]
Fig: Ansoff matrix 
Source: (Dawes, 2018)

[bookmark: _heading=h.pobg721yqp53][bookmark: _Toc122518946]Ansoff growth strategy with explanation of what will be done by Burberry in future:


Market Penetration- 
Burberry will be able to serve a larger share of its current market thanks to its expanded manufacturing capabilities. Increasing Burberry's marketing budget will help the company get a larger share of the current markets for its goods. Reduced overhead means more money for marketing and advertising, which in turn makes Burberry's goods more appealing and accessible to a wider audience. Burberry will be able to better serve its customers by forming strategic alliances and joint ventures with other businesses that cater to a wide variety of niche markets.

Diversification-
The Burberry may grow into a multinational conglomerate by branching out into other industries. If Burberry wanted to diversify by entering a new market, it would have to look into potential new ventures and consider whether or not to create or purchase them. Burberry seeks growth and company development via vertical diversification by launching new goods under current product lines (Clarissia, 2019). This implies that Burberry's future product innovations and rollouts will fit well inside pre-existing product typologies. To diversify its stronghold on the market of the UK specially, Burberry can introduce a new line of products. Burberry can introduce a new line of sustainable products related to fashion that will generate more interest among the customers in the UK. Apart from that the company can also increase the number of products it includes in the sportswear section.  Using this vertical diversification process will prove to be very fruitful in the market of the UK.  The company can also introduce a line of clothes that will be much cheaper than the regular premium products of the company. Introducing this fashion wears will help the company to attract a more diverse set of customers. 
[bookmark: _heading=h.ohuo2h59rdh3][bookmark: _Toc122518947]


Conclusion 
Burberry is a globally recognised label and a major force in the fashion industry. Ever since its founding, the brand has been well-recognised as a leader in the luxury market. To keep up with the ever-evolving digital landscape, however, the corporation has been making great efforts to do so. Burberry has its ducks in a row, what with its newly published online storefronts and its innovative use of AI in both design and marketing.

[bookmark: _Toc122518948]Recommendations for future marketing strategies of the selected company 

· Burberry in order to increase its share of the fashion market must keep exploring ways to better define its goods. That is why they need to manufacture high-end products for the Possum line if they want to compete with LVMH and Gucci, the two companies that now dominate the luxury goods industry.
· In addition, Burberry needs to examine its digital advertising to see whether they are successfully turning website visitors into paying customers. Awareness of their goods has increased, but it is much too soon to declare victory. Profit margin is the single true indicator of business performance.
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