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[bookmark: _Toc224755952]Introduction
[bookmark: _Toc224755953]Background of the Study
The international luxury fashion industry has grown rapidly over the past two decades. This is attributed to the growing global wealth as well as the expansion of the retail network and development of digital commerce (Cabigiosu, 2020). Luxury brands are now operating in extremely competitive markets where brand identity and brand symbolism play a significant role in consumer choice. As such, premiumisation has become an important strategy. It involves an increase in perceived value by quality, heritage, craftsmanship and exclusivity (Guercini and Milanesi, 2017). Luxury brands implement such practice to reinforce prestige, as well as to justify higher prices. However, there is another challenge in premiumisation as well. Exclusivity is needed since luxury goods are rare, which makes them more symbolic. At the same time, brands are trying to grow in an attempt to improve accessibility and digital presence (Brun, Castelli and Karaosman, 2017). It creates tension between the growth of the market and the impression of the brand. In this context, a relevant case is the one which was said to be on Burberry. Established in 1856, it's a heritage and luxury brand with contemporary strategies to maintain it in the uppermost position of luxury brands in the world.
[bookmark: _Toc224755954]Research Context
Consumer behaviour in the luxury market has changed quite a lot in recent years. Luxury consumption previously used to be reserved for high-class groups and exclusive retail stores. Today, aspirational consumers also consume luxury brands in an attempt to gain the symbolic value and social recognition (Bai, McColl and Moore, 2022). This change has left the luxury brands under pressure to be more accessible without losing their status. Digital marketing and globalisation have changed the market as well. Social media, as well as online, has made brands more visible and has made customers more engaged (Crane, 2019). While this helps us to increase reach, this can cause a decrease in exclusivity if not handled properly. In response, Burberry have reverted to digital innovation and superior brand positioning.
[bookmark: _Toc224755955]Problem Statement
In a never-ending strategic battle of luxury brands, exclusivity is important because scarcity produces the symbolic value and social distinction. Once products become widely available, it may be perceived that the brand is not so exclusive to the consumers (Armitage and Roberts, 2021). This can eliminate the prestige and luxury positioning of brands. At the same time, there is a need for growth of the commercial sides of luxury companies. Market expansion often needs digital engagement, wider distribution and varied products. These strategies render luxury products more accessible but can lose the exclusivity which is the characteristic of luxury branding (Brun, Castelli and Karaosman, 2017). Therefore, it is now a major issue to find a balance between exclusion and accessibility. Examining how Burberry manages this balance can give us some important insights into the strategy of modern luxury brands.
[bookmark: _Toc224755956]Research Aim
This research aims to critically evaluate how Burberry balances exclusivity and accessibility through its premiumisation strategy within the UK luxury fashion market.
[bookmark: _Toc224755957]Research Objectives
The research will pursue the following objectives:
· To analyse Burberry’s premium positioning strategies in the UK luxury fashion market.
· To examine how brand image contributes to Burberry’s luxury brand identity.
· To explore customer perceptions of Burberry’s exclusivity and accessibility.
· To evaluate how premiumisation strategies influence brand perception and market positioning.
[bookmark: _Toc224755958]Research Questions
· What premiumisation strategies are employed by Burberry within the UK luxury fashion market?
· How are exclusivity and accessibility positioned and communicated within Burberry’s UK premium brand strategy?
· To what extent does Burberry’s approach to balancing exclusivity and accessibility support long-term luxury brand value, and what strategic tensions are evident?

[bookmark: _Toc224755959]Literature Review
[bookmark: _Toc224755960]Luxury Branding Theory
Luxury branding theory is a theory that explains the way luxury brands add symbolic and social value that goes beyond the functional benefits of products. Jain, Mishra and Mukhopadhyay (2021) argues that luxury brands rely to a great extent on controlled scarcity, heritage and powerful symbolic meaning. Arribas, Nylund and Brem (2022) suggest that exclusivity is an important component of luxury strategy because rarity is a compelling way of boosting brand desirability and social prestige. Luxury goods are therefore about communicating distinction but less so about utility.
Similarly, luxury brand equity as well depends on some well-managed associations, Bindi et al. (2023) point out. These associations are prestige, craftsmanship and historical authenticity. If such associations are weakened, the brand may lose its luxury identity. Research by Mok, Yu and Zihayat (2022) emphasises the fact that luxury consumption is symbolic and emotionally driven. Consumers use luxury brands to make a statement of their identity, communicate social status and reinforce personal values. Luxury branding theory, therefore, suggests that prestige, exclusivity and symbolic meaning must be continually reinforced in order to preserve the luxury brand value.

[bookmark: _Toc224755961]Premiumisation Strategy
According to Arribas, Nylund and Brem (2022), premiumisation is a strategic process that involves making the product have more perceived value to justify a higher price position. Instead of competing on affordability, brands compete on better quality, craft and brand storytelling. Premiumisation thus focuses on the perception of value and hence not price competition. Within the luxury markets, the relatedness of premiumisation is to the prestige positioning (Jain, Mishra and Mukhopadhyay, 2021). Higher prices may signal exclusivity and quality, which strengthens the image of luxury brands. However, price alone can not maintain the status of luxury. Consumers also weigh authenticity, heritage and design excellence in interpreting the value of a brand. Premiumisation strategies accordingly combine the pricing and the symbolic communication. Brand value is increased by a limited product and an attractive story behind the product. These practices increase a sense of relationship between quality and status (Strebinger and Rusetski, 2016). Consequently, premiumisation allows luxury brands to have a high-status positioning, whilst distinguishing them from the mass-market competitors.

[bookmark: _Toc224755962]Brand Image in Luxury Fashion
Brand image is described as the collection of perceptions and associations that consumers have about a brand. In the case of luxury fashion, it is an important strategic factor because the decision to buy is often not based on need, but on symbolic meaning. A strong luxury brand image includes prestige, heritage and exclusivity (Strebinger and Rusetski, 2016). Guercini, Ranfagni and Runfola (2020) said that, heritage narratives are particularly important because they generate authenticity and cultural value. Storytelling enables brands to convey craftsmanship, tradition and design philosophy, which creates trust among consumers. Design identity also influences the image of the brand (Neokleous and Elmarzouky, 2026). Exclusive and personal visual elements help consumers recognise and understand the brand. In Burberry's case, symbols such as the trench coat and check pattern maintain its identity and credibility.
[bookmark: _Toc224755963]Customer Perception in Luxury Markets
According to Strebinger and Rusetski (2016), the perception of the customers is a huge factor in luxury brands being successful. Luxury consumption is often not based on practical needs but on psychological and social needs. Yang, Han and Lee (2017) state that, consumers view the luxury brands as a status symbol, a way of identification and a means of saying something about one's own achievements. These interpretations make a difference when it comes to the perception of the brand value in the market. Status signalling is one of the strongest motivations in luxury consumption. Luxury products enable people to display social distinction in certain cultural contexts (Guercini, Ranfagni and Runfola, 2020). Exclusivity is an addition to this signalling since rarity is an addition to perceived prestige. Emotional attachment is also a factor in the perception of luxury brands as well. Consumers can make strong psychological relationships based upon brands that reflect aspiration or identity with a lifestyle. These emotional relationships result in higher purchase intention and loyalty in the long term (Guercini, Ranfagni and Runfola, 2020). However, that perception may change when the brands get too accessible. Excessive availability may destroy the symbolic prestige and alter the consumer's interpretation of luxury value.
[bookmark: _Toc224755964]Research Gap
Existing literature offers a lot of discussions on luxury branding and premium positioning strategies. Luxury brands establish symbolic values, and the powerful brand images and brand perception consumers have for their brand using prestige communication (Ko and Murgia, 2024). Research has also been done on the psychological reasons for luxury consumption and status signalling. However, limited research explores the coexistence of exclusivity and accessibility in the luxury brands, which are accessible in contemporary markets. Digital retail growth and marketing across the world have resulted in increased visibility of brands and reach of customers (Yang, Han and Lee, 2017). While these developments can be taken to support market growth, they could also be challenging the exclusivity which creates the base of luxury identity. This research is a response to this gap, through an analysis of how Burberry balances exclusivity and accessibility through premiumisation strategies. Looking at this relationship gives some information as to how luxury brands are managed today.
[bookmark: _Toc224755965]Methodology (Research Onion Model)
This research takes the Research Onion framework suggested by Mark Saunders for the structuring of the methodological design. The model outlines a layered approach to assist in making decisions about philosophy, approach, strategy and analysis of data.
[image: The Research Onion Explained: Layers, Methodology, and Application -  getitdone experience | Academic Writing Solutions]
Figure 1: Research Onion Model 
Source: (Saunders et al., 2023)
[bookmark: _Toc224755966]Research Philosophy
This study is conducted using the interpretivist research philosophy. Interpretivism places importance on the fact that social reality is understood through the interpretation of human experiences and meanings (Saunders et al., 2023). In the case of luxury brands, consumer perceptions play a key role in the creation of brand value and prestige. Luxury products are often more symbolic than their actual functions (Wu et al., 2015). An interpretivist approach is therefore appropriate to analyse the interpretation of consumers in terms of brand image, exclusivity and symbolic value in the luxury fashion market. The philosophy allows the researcher to dig into the correlation between strategic communication and brand stories against the interpretation by consumers. Applying interpretivism also assists in obtaining a better understanding of Burberry's premium positioning strategies in order to create a luxury identity perception.
[bookmark: _Toc224755967]Research Approach
This research is an inductive approach of research. Inductive reasoning begins with some observations along with available evidence, and then one draws some general conclusions or understanding of concepts. The inductive approach allows the patterns and themes to emerge from the data (Saunders et al., 2023). This approach is suitable for the current study as the purpose of the research is to examine the effect of premiumisation strategies on brand perception in the luxury market. Existing literature, industry reports and brand communications make the qualitative strategic dynamics stronger (Guercini and Milanesi, 2017). Through the use of inductive analysis, the research will interpret the recurrent patterns in these sources so as to come to a deeper understanding of the strategic balance between exclusivity and accessibility. 
[bookmark: _Toc224755968]Research Strategy
The research takes an approach of a case study with a focus on Burberry. A case study strategy enables the examination in depth of a single organisation in its real-world context. This approach is especially appropriate when the research is concerned with the analysis of strategic practices and organisational positioning (Saunders et al., 2023). Burberry is a good example of this as it is in a unique position within the British luxury fashion industry. The company has made significant brand positioning efforts over the last few years, especially with digital innovation and luxury product efforts. Analysing Burberry, therefore, enables us to focus on the tensions of exclusivity and accessibility to markets as they pertain to luxury brands. 
[bookmark: _Toc224755969]Methodological Choice
The research takes a qualitative methodological choice. Qualitative research allows in-depth exploration of meanings, interpretations and symbolic associations. These dimensions are of central importance in the understanding of luxury branding and consumer perception (Guercini and Milanesi, 2017). Quantitative measurement is inadequate to prove the complicated brand story, the heritage symbolism, and the signals of prestige. A qualitative approach, therefore makes it possible to offer a more nuanced interpretation of the impact of premiumisation strategies on brand identity and consumer perception in the luxury fashion industry.
[bookmark: _Toc224755970]Data Collection Method
The research is based on secondary sources of data. Secondary data provides access to a wide range of existing understanding having to luxury branding and market strategies. Academic journal articles will be used as the theoretical bases of luxury branding, premiumisation and consumer perception (Arribas, Nylund and Brem, 2022). Industry reports will offer recent analysis of the global market for luxury fashion as well as competitive dynamics. Corporate reports and official publications from Burberry will provide information about the strategic positioning of the brand and financial performance (Bindi et al., 2023). Fashion industry analyses and professional publications will also be consulted in order to express on expert views on luxury brand communication. Using these sources enables a thorough understanding of the strategy of the branding of Burberry without having to access the organisation directly.
[bookmark: _Toc224755971]Data Analysis Method
The method of the research includes the techniques of thematic analysis, where the collected data is interpreted. Thematic analysis makes it possible to systematically identify patterns and conceptual themes across a number of sources (Saunders et al., 2023). Through this approach, some of the themes to be explored with research, such as luxury brand positioning, premium pricing strategies, signal of exclusivity and accessibility in the brand, will be discussed. These themes will be analysed in relation to Burberry's strategic communication and market position (Arribas, Nylund and Brem, 2022). Thematic analysis, therefore, offers a means of regularly interpreting qualitative information and assisting in analytical integration between theory and evidence from industry.
[bookmark: _Toc224755972]Ethical Considerations
The research is conducted in ways appropriate to the established standards of academic ethics. All secondary source(s) will be correctly cited using the UWTSD Harvard referencing style. The study is based on information that is available to everyone and thus does not include personal information or confidential corporate information (Bindi et al., 2023). This approach makes sure that the work is actually transparent, and it is proof of the research done in the right way.

[bookmark: _Toc224755973]Expected Findings / Contribution
This research anticipation is expected to demonstrate the role that premiumisation plays in helping Burberry to maintain its luxury identity whilst adapting to the modern market conditions. It is likely that Burberry are using heritage, high-end product design and controlled communication to protect its exclusivity (Armitage and Roberts, 2021). At the same time, digital platforms and global online retail may also lead to accessibility to broader groups of consumers. The goal of this research is to demonstrate that accessibility is not always negative in terms of the value of luxury, if handled properly. A band's prestige is determined by the exclusivity and story behind the product. Customers may view Burberry as a brand that is a blend of old and new (Jain, Mishra and Mukhopadhyay, 2021). Academically, this research adds to the body of knowledge on luxury branding literature by analysing how there can be exclusivity and accessibility at the same time. Practically, it might give some useful insights for luxury brand managers on how to balance growth and prestige of the brands.

[bookmark: _Toc224755974]Limitations
This research is based on a large degree of secondary information (academic literature, industry reports, corporate documents, etc.). Whilst these sources can provide important insights, they can fail to fully capture internal strategies or actual consumer behaviour (Mok, Yu and Zihayat, 2022). The lack of primary data, such as interviews or surveys, means that there is less understanding of individual perceptions. In addition, time limitations may also limit the scope of analysis (Strebinger and Rusetski, 2016). Therefore, results should be taken as analytical insights and not general conclusions.
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[bookmark: _Toc224755976]Conclusion
This proposal examines how Burberry addresses the challenge of luxury fashion market exclusivity and accessibility. The focus of research is in areas such as premium positioning, brand image, and customer perception. It is important to understand these factors as the luxury brands need to protect the symbolic value while adapting to the changes in the contemporary market (Yang, Han and Lee, 2017). The purpose of this study is to make a contribution to the existing research on luxury branding by understanding how the process of premiumisation is able to sustain prestige without losing desirability. The findings may also be favourable in strategic decision-making in modern-day luxury brand management situations.
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