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[bookmark: _Toc224396499]Introduction 
The British luxury fashion industry is highly resilient, and it is renowned for blending traditional craftsmanship and modern innovation in fashion, premium experiences, and accessories. In the UK, in 2020, the fashion industry had approximately 8,00,000 employees and contributed to national revenue collection exceeding 100 billion pounds (Abdelmeguid et al., 2024). Burberry is a UK-based premium luxury company, and total revenue collection is £2,461 million, while approximately 273,000 people were positively impacted in FY 2024/25 based on community programmes supported by the company (Burberry, 2026). Furthermore, Mulberry UK is a follow-up brand of the pioneer Burberry, and revenue collection is 120.4 GBP Million in 2025 (Mulberry, 2026). In the business, evaluation of macro-environmental analysis is highly required based on different factors such as political, economic, social and other dimensions in improving the strategic marketing. The identification of two factors, especially economic and technological factors, supports getting information regarding contemporary scenarios which impact the UK fashion industry. The report will contrast deploying the PESTLE framework, which helps in evaluating the macro-business environment, strategic responses to deal with financial and technological factors, and integration of the marketing framework for both Burberry and Mulberry.
[bookmark: _Toc224396500]Task 1: Macro Marketing Environment Analysis 
[bookmark: _Toc224396501]Overview of the Macro-environment (PESTLE) 
	Different dimensions
	Condition and Impact

	Political
	· The UK is a stable parliamentary constitutional monarchy, and it helps in governing the country by deploying good foreign policies to improve business, which is an opportunity
· In 2024, political stability in the UK was 0.26, while the average is -0.07 (Theglobaleconomy, 2026), which assures stable business in the fashion industry based on increasing interest of foreign investors

Figure 1: Political Stability in the UK
(Source: Theglobaleconomy, 2026)

	Economical
	· Stable financial condition creates an opportunity for expansion in the luxury fashion business, as the Gross Domestic Product (GDP) was 3.69 trillion in 2024 (World Bank, 2026)

Figure 2: Increasing the UK’s GDP
(Source: World Bank, 2026)
· The inflation rate in the UK fell to 3.2%, which causes lower clothing prices (BBC, 2026), which contributes to the national revenue collection, and it causes a higher consumer ability to purchase fashion products

Figure 3: Declining UK inflation rate
(Source: BBC, 2026)

	Social
	· The increasing demand for fashion products among consumers offers an opportunity for both Burberry and Mulberry
· In the UK, the luxury goods market is expected to grow to $33.71 billion by 2031 (Mordorintelligence, 2026)

	Technological
	· The UK ranks 6th among 139 economies in the Global Innovation Index (GII) (WIPO, 2026), which reflects technological advancements in the UK, offering opportunities to the fashion industry

Figure 4: UK’s rank in GII
(Source: WIPO, 2026)
· Digital technological ecosystem helps the UK in ranking third in the world (Business.gov.uk, 2026); therefore, it offers an opportunity to sell fashion products through e-commerce

	Legal
	· Following the Trade Act, 2021, which offers international trade agreements (Legislation.gov.uk, 2026), which facilitate fashion companies
· The UK government deployed stringent regulations of product labelling (Business.gov.uk, 2026), and the following regulations provide regulatory protection

	Environmental
	· Sustainability is a real concern in the UK fashion industry due to increasing emissions
· The Environment Act 2021 (Legislation.gov.uk, 2026) needs to be followed to get an opportunity from fashion companies


Table 1: Macro-environment analysis
(Source: Self-examined)
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The UK's external economic market has highlighted significant growth opportunities for businesses to consider investing in digital transformation and innovation. In terms of GDP, service output rose by 1.0%, and overall productivity increased by 0.7% from 2025 (Commonslibrary.parliament.uk, 2026). In a stable economy, employment levels and income indicate consistency, contributing to increased customer purchasing power, increasing willingness to spend on services and goods. Given the higher consumer purchasing power, the pioneer organisation Burberry is able to promote brand value, innovation and premium service offerings rather than focusing on investing in low-cost marketing strategies. On the other hand, the economic factors contribute to investing in digital tools to engage in live streaming and digital tools for product and service promotion, while ensuring customers’ acquisition and operations improve organisational ability in acquiring customers at low cost (Long, 2025). 
Additionally, the impact of stable economic factors of the UK provides long-term marketing planning for the follower organisation, Mulberry, investing in branding and building customer relationships. Product and service development is considered one of the significant marketing strategies, which, through strategic investment decisions, benefits in building a strong brand image. Continuing in the development of products and services in meeting unique customers' needs, companies are able to strengthen brand image, thus increasing brand loyalty (Zulfikar, 2022). Given the external market environment in the UK, offering high customer purchasing power, investing in a digital marketing strategy contributes to increasing brand differentiation and customer experience to retain customers and increase sales. 
On the other hand, the economic external market factor also contributes to UK businesses facing potential threats in operations and marketing activities developed for targeted customers. The volatility of the UK economy has impacted Burberry, the pioneer organisation, to face immense pressure to keep up with the operating costs. Based on a report, due to the lack of sales in the luxury fashion market, the organisation has sought to cut jobs from head offices globally and job role cuts in the UK based on the highest staff concentration (BBC, 2026). In addition, the moderate fall in the inflation rate in the economy has presented marketers with the threat of reduced ROI and pressure to cut advertising budgets. Burberry and the following fashion business, Mulberry, involved in the luxury fashion industry in the UK, are faced with the threat of shrinking customer demand and the customer behaviour diverting from discretionary spending. Despite the adverse economic conditions, many luxury brands have sought to raise prices instead of considering lowering prices as a tactic to lure customers to hold on to market share (Xu, 2025). 
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Another external market factor in the UK is determined to be the technological aspect, which has significantly impacted the marketing activities and strategies adopted by the luxury fashion brands. The UK in the global market has established a market position as a global leader in digital and technology, due to the offering of an exceptional pipeline of investment opportunities (Business.gov.uk, 2026). Furthermore, the investments considered by the UK government to foster businesses to adapt to modern digital technologies and advances have led businesses to consider a digital-first approach in marketing. In the face of market competition presented by the increased opportunities to increase brand perception and image through digital marketing, Burberry has repositioned the brand by adapting to innovative digital marketing strategies (Zhang, 2024). The integration of digital activities along with the scope to increase in research & development to offer target luxury fashion customers with personalisation in marketing channels, emerging businesses have sought to consider digital marketing strategies. Mulberry, a luxury business, has considered an omni-channel marketing strategy through a strong international digital network and partnering and owning about 120 stores across 25 countries (Mulberry, 2026). Strong technological infrastructure offered by the external market of the UK has enabled both businesses in the luxury fashion industry to collect and analyse vast volumes of customer data for personalised digital advertisements. 
In contrast to the opportunities presented by the technological infrastructure of the UK, the technological adoption behaviour encouraged by the external market has contributed to increasing threats to businesses' operations. The rapid technological changes result in businesses considering shift changes in the marketing tools and platforms, leading to increased investment in new software and training of employees. Increasing operational cost is the key threat presented by the technological adoption in the industry; businesses are required to prioritise investments to enable automation, scalability and personalisation in developing internal capabilities to execute digital marketing strategies effectively (Yong, 2024). Additionally, the technological adoption behaviour in the external market environment presents the threat of increased competition in the luxury fashion industry. Burberry is faced with increasing pressure from emerging businesses such as Mulberry, utilising digital marketing strategies to attract customers, increasing sales and revenue to re-invest in R&D. Personalised content is becoming a cornerstone of the effectiveness of digital marketing strategies (Emma et al., 2023). Emerging businesses such as Mulberry, adopting digital marketing strategies and using personalised content for customer attraction, highlight the threat of being exposed to increasing dependency on digital customer data and the risk of privacy breaches. 
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The influence of the economic market factor has contributed to the leading or pioneering business Burberry in the UK luxury fashion industry, prompting a strategic response to maintain the competitive edge in the industry. Based on the external market environment, the stability and inflation rates have provided both opportunities and threats in terms of operations and strategic marketing activities for the business. The increasing investment aspect of competitors in the industry has led Burberry to consider the strategic option of a focus strategy based on Porter’s Generic framework to target a specific niche market of luxury customers rather than the entire fashion market in the UK. Focus strategy concentrates on increasing market share by operating in a specified market while neglecting larger rivals (IG, 2026). Through the use of the strategy, Burberry’s market share has increased by 30% in 2025, highlighting the strategic focus given by leadership towards core products. The focus strategy has further influenced the marketing strategy at Burberry, which has led to adopting an innovative approach through the integration of digital technologies into designing and the marketing processes. The trend adopted by the business has led to leveraging technology to connect with target customers and offering a unique and immersive experience, bridging the gap between traditional fashion and modern innovation (Ibrahim, 2024). 
In addition, based on the economic factor, based on the Ansoff matrix, Burberry has considered a market penetration strategy to increase marketing activities and loyalty programs as part of its growth strategy. The market penetration based on the Ansoff Matrix entails conducting social campaigns and sharing of content, which are both educational, informative and relevant to the target audience (Suzianti et al., 2024). Burberry has collaborated with social media platforms, which has led to the establishment of a gamified approach, while using social currency rewards in transforming product exploration for customers into a captivating experience (Wang, 2024). The influence of both focus and market penetration strategy has benefited the pioneering business Burberry in maintaining a competitive position despite the technological and economic barriers presented by the market factors in the UK luxury fashion industry. 
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While operating in the UK luxury industry and competing against the pioneering businesses, such as Burberry, to obtain a strong competitive advantage in the UK industry, the follow-up business has sought an innovative strategy. Given the influence of the external market factors in technological adoption behaviour and economic volatility, Mulberry has considered a cost leadership strategy to position itself in the competitive luxury industry in the UK. Based on Porter’s Generic strategy model, the cost-leadership strategy denotes the means in production and delivery of services and products to customers at a lower cost than competitors in the market (Acar, 2024). In winning back the competitive position in the UK, Mulberry has utilised the cost-leadership strategy to revive the brand’s revenue and sales margin amidst the economic volatility impacting sales. Based on a media report, Mulberry, operating in the UK, has considered the “right product at the right price” strategy, which has led to obtaining positive reviews from customers (Refer to Appendix 1). 
In addition, given the digital technological influence of the market factor, it has impacted the digital marketing decisions considered by Mulberry. The follow-up business facing the loss as the pioneering business Burberry in the UK operations due to economic fluctuations, has led to considering the cost leadership approach and benefited from investing in digital marketing strategies. The integration of a digital marketing approach has led Murberry to decrease operating costs by 16%, accounting for 42.7 million from the previous year, a strategy considered to manage cost base and drive efficiency, while continuing investment in branding and marketing (Ajbell.co.uk, 2026). 
In addition, the external market factor of economic and technological factors of the UK market has led Mulberry to consider a product development strategy based on the Ansoff Matrix framework. The product development strategy directs the businesses to focus on the development of products and adapting the products and services to meet the target markets’ needs (Aditiya and Kirana, 2025). In 2021, Mulberry introduced the Made to Last manifesto on the effectiveness of the plastic bag movement in the fashion industry and to promote the organisational aim towards regenerative and circular supply chain operations (Thewalepole.co.uk, 2026). The integration of the organisational aim towards the circular economy and the promotion of organisational goals through omni-channel marketing is realised as a strategic act considered to enhance competitive edge in the industry. In addition, in meeting the product development strategy, and to adhere to the economic volatility in the industry, the cost-effectiveness of the product lifecycle is also maintained by Mulberry. The business has focused on a made-to-last philosophy as part of the marketing strategy, focusing on both in-store and online engagement with customers through the extension of repair and exchange services. 
[bookmark: _Toc224396507]Comparison of Strategic Responses 
The competitive analysis of the strategic responses of the pioneering and the follow-up businesses, Burberry and Mulberry, has led to identifying key differences to ensure a competitive edge is maintained and obtained in the UK luxury industry. In the context of Burberry, the business has sought to adapt to digital technologies in its marketing activities to ensure steady adaptation to the change in customer interests. Additionally, the adoption of digital marketing tactics and collaboration with social media platforms is considered by Burberry to expand market share in the UK through increased revenue generation capabilities and enhance customer loyalty through heritage, innovation and craftsmanship. On the other hand, the follow-up business Mulberry has considered a cost-led leadership strategy to enhance its competitive edge in the already concentrated luxury businesses in the UK. Mulberry, with the changing business market and to meet the need of personalisation among target customers, has considered the adoption of an omnichannel marketing strategy, focusing on utilising both offline stores and partnerships with digital networks to increase brand reach and sales margin. In contrast to the strategic response of Burberry, focusing on brand identity inclined towards heritage, Mulberry has considered innovation as a strategic response to meet the very changing demand of the target luxury customers in the UK. 
[bookmark: _Toc224396508]Conclusion
The concluding statement from this assessment points towards the influence of the market factors through the external market analysis conducted through PESTLE, technology and economy have significantly influenced the marketing strategies and decisions undertaken. The pioneering businesses, Burberry and the follow-up business, Mulberry, have considered the integration of digital marketing tactics in marketing channels to meet the changing market dynamics and customer behaviour in the UK luxury industry. There are identified differences, namely, the need to maintain and the need to enhance competitive positioning for both businesses while increasing scope towards revenue generation capability to compete against national and international competitors in the luxury fashion industry in the UK. 
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https://uk.fashionnetwork.com/news/Mulberry-hails-q3-strength-shows-turnaround-plan-is-working,1797482.html
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The company said it saw a “strong festive trading period” underpinned by
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its full-price sales mix and newness. And there was “positive customer
response” to its “right product, at the right price” strategy. You may
remember that in November 2024, its still-new CEO Andrea Baldo said it
was aiming to sell most of its luxury handbags for less than £1,005 (that is,
less than the price of the star Bayswater) to broaden the brand’s appeal and
boost sales.

For Q3 (the 13 weeks to 27 December) that translated into total group sales
(that is, physical retail, e-tail and wholesale) rising 5.3% with retail and
digital sales rising 11% on a like-for-like basis.
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