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The modern global luxury fashion industry is very dynamic, requiring businesses to be adaptable to a dynamic macro-environment. In this report, the PESTLE framework is utilised to analyse Burberry plc, an established British fashion luxury brand, by determining factors outside the company that influence its business activities and its competitiveness in the long term. This report is about the marketing environment of Burberry; its decision-making influences the consumer demand and brand position. Lastly, this association between the results and marketing implications determines the capacity of Burberry to uphold brand desirability and profitability in the changing global luxury industry.
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[bookmark: _Toc213669973]Political Factors
The operations of Burberry are greatly affected by political stability, trade policy and global regulatory conditions. Burberry is engaged in markets that have been characterised by rising geopolitical uncertainty. The Brexit effect still has supply chain effects and labour issues in the UK fashion industry (Cuadros, 2018). In the case of Burberry, this will require the logistics and cross-border trade agreements to be carefully managed to ensure operational efficiency. In addition, the trade tensions between the Western markets and China are a threat to the revenues of Burberry since a large percentage of luxury consumption is generated by Asian consumers. Both the cost of production and the sales projections can therefore be influenced by political instability and the change of tariff structure (Achim, Kassim and Yusoff, 2022). Burberry, in the 2024 Annual Report, mentions its plan to diversify the production and retailing base and actively manage stakeholders by working with the governments on a local level (Burberry, 2024). Therefore, political conditions create both regulatory restraints and strategic opportunities.

[bookmark: _Toc213669974]Economic Factors 
Economic factors are great determinants in the case of Burberry, its performance is heavily influenced by the cyclical character of luxury purchases. The demand for high-end fashion products is influenced by global inflation, unstable exchange rates, and the purchasing power of consumers. Yeoman (2011) states that luxury consumption behaviour changes with income elasticity, and that consumers change behaviour in line with the economic uncertainties. When there is a time of inflation or lower discretionary purchases, consumers can also trade down to the middle-tier brands, which is a threat to the premium positioning of Burberry. However, the restoration of tourism around the world and the recovery of high-income expenditure during the post-pandemic period have increased the revenues of Burberry. The Annual Report of the company (Burberry, 2024) validates the fact that comparable store sales have grown by 4% partly due to the high demand in the markets of Asia. Nonetheless, economic risks like possible recession or lack of consumer confidence in Europe and North America are still important. Thus, strategic market diversification and quick pricing solutions to global economic instability make Burberry capable of continuing to be profitable.
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Social and cultural changes are some of the most significant factors affecting the marketing scheme of Burberry. Changes in consumer behaviours towards sustainability, authenticity and ethical production are transforming the consumption behaviours of luxury. According to Henninger, Alevizou and Oates (2016), sustainable fashion is one that takes the issues of environmental, social, and ethical aspects into consideration as a whole value chain. Burberry has reacted to these demands by making a commitment towards carbon neutrality and making investments in traceable materials to match socially responsible consumer groups (Burberry, 2024). Moreover, the young demographics are more into brand purpose and digital experience than the traditional ideas of exclusivity (Diddi et al., 2019). The presence of social media and digital storytelling of Burberry is thus important in remaining relevant to the consumers of Gen Z and the Millennials. 

[bookmark: _Toc213669976]Technological Factors
The global fashion is changing with technological innovation and new channels of brand interaction. Burberry is well-known as a digital innovator in the luxury industry since it is one of the first to stream runway shows and combine online shopping with the experience of stepping into the physical store. Data analytics and technologies are developed based on AI, which improves the personalisation of customers and makes the company anticipate preferences and customise marketing campaigns (Burberry, 2024). Choi and Li (2015) state that the concept of sustainability and technology are becoming more interconnected in the fashion operations, with digital tools providing a brand with an opportunity to trace the supply chain and reduce waste. An example of this trend is the digital product passports and blockchain-based transparency programs adopted by Burberry. The innovations are not only an enhancement of operational traceability, but also a strong brand image as an ethical luxury powerhouse. In this way, technology is a competitive advantage. 
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In its 2024/25 Modern Slavery Statement, Burberry has shown that it complies with the UK Modern Slavery Act 2015 and that the brand is committed to ethical sourcing and transparency. The company focuses on the human rights impact assessment, supplier audit and risk-based due diligence in its global supply chain to detect and stop forced labour. As of 2024, Burberry had completed more than 380 on-site audits and increased traceability of all important raw materials (Burberry, 2024). The Ethics Committee, which reports to the Board, oversees it with the highest degree of accountability. Such legal standards allow Burberry to avoid legal issues, as well as strengthen consumer confidence in an extremely regulated global market. 

[bookmark: _Toc213669978]Environmental Factors 
The industry is more than ever being questioned with concerns about the environmental impact, both in the production of the textiles and waste disposal. As Choi and Li (2015) state, sustainable business operations may decrease expenditures and enhance the brand image. Burberry has also made investments in sustainable fashion models, and by 2040, it aims to be climate positive by developing initiatives like sourcing renewable energy and zero-waste production methods (Burberry, 2024). Nevertheless, the sector is still threatened by environmental threats like climate change, shortage of resources and regulatory pressures. Sindhuja et al. (2025) emphasise the fact that there is a shift to slow fashion where people give more attention to the quality, life span and ethical sourcing instead of mass production. 
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The strategic resilience of the company is based on its capacity to overcome regulatory uncertainty, capitalise on a digital innovative environment and adjust to the changing social demands. PESTLE analysis indicates that although Burberry is struggling with the threats associated with inflation in the global market, trade risks, and ethical demands, the company has opportunities associated with sustainability, technological progress, and cultural appeal. Going forward, to remain in the competitive edge and firmly prove its position as a global luxury fashion player, Burberry will have to rely on constant innovation, open governance and adaptive marketing techniques.   
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