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[bookmark: _Toc134136374][bookmark: _Toc134136432]Introduction 	
Marketing is one of the vital aspects that all organisations must consider in the market to deal with the challenges they might face in the market. An organisation might face various challenges, including challenges due to globalisation, increased digitalisation, high expectations of the customers, issues in management and so on. Competition in the market and maintaining demand and the level of customer satisfaction are some of the vital aspects that organisations aim for while selling products and services in the market. In dealing with this kind of challenge, the organisation requires various marketing strategies so that they can maintain a competitive advantage in the market and a level of customer satisfaction with the products. 
Burberry can adopt various strategies so that it can deal with the issues of marketing in overcoming the challenges. The organisation that will be considered in this report is Burberry. Burberry is a clothing organisation based in the UK. Burberry is one of the companies, which produces 100% cotton products to maintain the corporate responsibilities of Burberry in the country (Burberry, 2022). In recent years Burberry has faced various challenges; thus, adopting the approach of transformation to deal with them. The report will discuss the challenges that are being faced by the organisation and the marketing strategies that might be used to deal with the challenges. 
[bookmark: _Toc134136375][bookmark: _Toc134136433]Company Background 
[bookmark: _Hlk134135692]Burberry was introduced in the year 1856 and the Founder is Thomas Burberry who founded this luxury brand to protect people from British weather (Burberry, 2022). Burberry is famous for its celebrity appeal and its target consumer are men and women who have a high amount of disposable income. The company target both genders between 0 to 45 years old who are likely to buy luxury products in their daily lives. The vision of Burberry is to become the leading British luxury band with high-quality growth and value for potential stakeholders by delivering sustainable solutions (Burberry, 2022). The mission of Burberry is to find beauty in every detail and it is committed to excellence to pursue extraordinary. Burberry has executed sales revenue of 2344 million GBP in the year 2021 which has increased by 20.57% in the year 2022 and it has stored at 2826 million GBP in 2022 (Burberry, 2022).
[bookmark: _Toc134136376][bookmark: _Toc134136434]Definition of Communication
Communication refers to the mode of exchanging knowledge and facts among each other. Effective communication mainly consists of two things that are a sender and a receiver. However, a smooth process of communication consists of several things such as communication gap (language barrier, medium and so on), decoding the message after receiving and developing proper feedback relating to the message received. There are many ways of communication formal, informal and so on. 
[bookmark: _Toc134136377][bookmark: _Toc134136435]Shannon and Weaver's communication model
Shannon and Weaver's communication model is referred to as a mathematical theory where it has been mentioned that human communication can be divided into six key concepts that are channel, encoder, sender, receiver, noise and decoder. The importance of this model of communication is that it helps in the identification of some of the most important components involved in the process of communication. It also helps in the explanation of the interaction among the components involved in the communication. 
[image: ]Figure 1: Shannon and Weaver communication model
(Source: Kubota, 2019)
[bookmark: _Toc134136378][bookmark: _Toc134136436]Integrated Marketing Communications	
Integrated Marketing communication refers to a set of business practices to facilitate message-sharing channels to produce a unified communication experience for customers (Muhammedrisaevna et al. 2020). To start integrated Marketing communication techniques in Burberry it is necessary to define the goal of integrated Marketing communication as well as develop a strategic plan to design the communication strategy of a particular organisation. To introduce integrated Marketing communication it is necessary to identify consumers from behaviour data which helps to identify their perspectives towards the offering of Burberry. In the second step, it is necessary to determine the financial value of the perspective of potential consumers and develop a budget that can be spent to take necessary marketing actions and communicate with potential consumers. As cited by Laurie and Mortimer (2019), In integrated Marketing communication return on customer investment is critically evaluated and the contribution of Marketing communication investment is critically analysed. Introduction of marketing communications business organisations to boost sales over competitors by continuous relationship-building strategy.
[bookmark: _Toc134136379][bookmark: _Toc134136437]New promotional strategies to increase brand awareness
Multiple promotional strategies are available in the market to create brand awareness among target consumers for example social media marketing, paid influencers, fashion show, campaigns, magazine or newspaper advertisements etc. However, consideration of social media marketing strategy could be the most effective and pocket-friendly strategic approach for Burberry to promote its brand image in the global market. As cited by Li et al. (2021), number of social media users has significantly increased in the last decade and it is continuously increasing. For this reason, Burberry will be able to target a large number of consumers in the global market and track their behaviour based on digital analytics of social media platforms. In this way, Burberry will be able to understand the coming trends and make sustainable strategies to create brand awareness. A lot of luxury global organisations are using machine learning, and metaverse marketing strategies to create awareness in the market and enhance the sustainability of business existence. 
[bookmark: _Toc134136380][bookmark: _Toc134136438]Definitions of Branding and brand equity	
Branding is the strategic initiative of a business organisation that is undertaken to create awareness about a particular organisation as well as its product and services offered to the target consumers (Hao et al. 2021). Branding plays a significant role in business organisations to attract potential consumers and create differentiation in the competitive market. On the other hand brand equity day first to the determined value of an organisation by potential consumers and their assumed perception towards a particular brand. Brand equity is highly dependent on awareness, consumer loyalty and satisfaction level that enhance sustainability in business organisations (Keller and Brexendorf, 2019).
[bookmark: _e1cgu37gdau0][bookmark: _Toc134136381][bookmark: _Toc134136439]Challenges faced by Burberry in the market
Challenges are a factor that is common for all kinds of organisations. With the changing business environment in terms of technological advancement and digitalisation, it has been observed that organisation faces various kinds of challenges in maintaining their competitive advantage in the market. Some of the common challenges that are faced by the organisation include challenges in the form of marketing and lack of communication among the organisation. With the changing technology, organisations are facing challenges in maintaining customer satisfaction. The change in technological perspectives has brought difficulties in maintaining the supply chain of the organisation.  With progress in time and the change in the pattern of society, organisations are facing various kinds of challenges based on various factors. The factors based on which the organisations are facing the challenges include marketing, operation and maintenance of customer satisfaction.
With technological advancements taking place, it has become important for an organisation to develop its operations and functioning based on the change. An organisation that is not able to maintain development is facing challenges concerning the functioning of Burberry. It faces challenges like a lack of customer satisfaction and a high competitive edge in the market. Burberry is a high-end clothing brand based in the UK is a luxury brand. With the progress in time, the demand for luxury products is decreasing and luxury brands are facing sustainability issues in the market (BusinessToday, 2021). As the economic growth in countries like China, the Middle East and Russia has been lowered, the demand for luxury brands is facing a decrease in the market.
In the case of Burberry, some of the issues that are being faced by Burberry include marketing and retaining customers for Burberry (Chen et al., 2021). The use of traditional methods for marketing and pricing the products of the organisation is facing various challenges concerning its sustainability in the market. Some other issues that are being faced by the organisation include aspects of digital disruptions and changing environmental factors, which are affecting the sustainability factors of the organisation in the market (Christopher and AN, n.d.).
The change in the demand customers for luxurious brands is slowing down and thus luxury brands are losing their control over the market. Burberry has been facing challenges and competition in the market from the initial years both in regards to the trends in fashion and satisfying the needs of the customer. However, one of the most important features in the case of Burberry is that Burberry has taken into account the changes in the market and has realigned its products and price so that it can maintain its competitive edge in the market (Zazzaraet al., 2020). Apart from that, the organisation has been facing issues concerning the price of the products of Burberry.
Lowering the price of the products of Burberry increased the sale of the products however with time the price of the products was hiked after a certain period. Burberry had been facing certain issues in the supply chain, which affected the marketing strategy of Burberry. The organisation uses traditional methods of strategy however the sale of the products of the organisation has been reduced (Liu et al., 2020). Thus, the challenges that have been faced by the organisation in terms of demands of the products among the customers and the pricing methods being used by Burberry. In addition, the lowered economic growth of countries around the world has lowered the demand for luxury goods among people (Ohrlinget al., 2021). Due to the high price, range that has been maintained by Burberry and the factors of globalisation Burberry faces challenges concerning the maintenance of the competitive advantage and level of customer satisfaction.  
[bookmark: _Toc134136382][bookmark: _Toc134136440]7p marketing model in Burberry	
	Factors
	Analysis

	Product
	· It refers to the quality that is being provided by the organisation in terms of service or products.
· The organisation has taken to the production of clothes while maintaining corporate sustainable factors on the part of the organisation (Burberry, 2022b).
· Burberry has taken to the production of clothes out of cotton so that environmental sustainability can be maintained.

	Price
 
	· The pricing strategy that is being used by the organisation for the products is luxury positioning (Burberry, 2022d).
· The price of the products is set based on the quality of the products that are being produced by Burberry
· The price strategy that is being used by the organisation helps in the elevation of the experience of the customers

	Promotion
	· Promotion is one of the important aspects that is focused on by Burberry
· Being a part of a luxury brand the organisation has a specific target audience
· Creative communication is one of the strategies that is used by the organisation to reach its target customers

	Place
	· The distribution of the products is done based on customers' love and connection for the brand
· They have accepted the digitalisation method for the distribution of their products (FURUKAWA et al., 2020).
· There is an availability of online and offline experiences of the customers concerning the products

	People
	· The employees of Burberry are provided with inclusive care in terms of well-being at the workplace (Burberry, 2022c).
· Diversity of culture is maintained in the workplace so that the culture and history are enriched
· Rich diversity helps in the better analysis of the target customers for the organisation

	Process
	· The organisation has taken the initiative in producing clothes with the use of cotton
· The organisation allows personalisation of the products based on the requirements of the customers
· The carbon emission that has been caused by the organisation at the time of production is reduced with the help of sustainable manufacturing so that the environmental sustainable responsibility of the organisation can be maintained.

	Physical Evidence
	· The strategy that is followed by the organisation in the distribution strategy for the stores includes development based on transformational strategies
· The stores are designed in a classic manner that portrays the culture and heritage of the business(Burberry, 2022c). 
· The organisation follows the pattern of omnichannel experience in the case of reaching the target customers (Silvano, 2020).



Table 1: 7P marketing strategy
(Source: Self-created)
[bookmark: _Toc134136383][bookmark: _Toc134136441]Customer journey and customer touchpoints in Burberry	
Consumer journey
Burberry mainly offers luxury goods. The brand to create a better experience for the customers primarily concentrates on the creativity and the design of the products. The strategy that is followed by the organisation to maintain the experience of the customers is creativity in the design of the products. The process of customisation that is provided by the organisation helps to maintain the customer experience. The customer's experience with the innovative personalisation strategy had a positive outcome in satisfying the needs of the customer. The digitalisation of the service of the organisation helped them to receive positive feedback based on the products and services of the organisation (Gellweiler and Krishnamurthi, 2020). The collaboration of the products to maintain diversity created positive change in increasing customer demand. The lowering of the price of the product for a certain time also attracted a huge customer base for Burberry. The change in the service pattern of the organisation apart from the stores helped in reaching a diverse audience in the world. The availability of the products on an online basis helped the organisation to collect knowledge regarding the changing demands of the customer.
Consumer Touchpoints 
Some of the touch points that are considered by Burberry at the purchase stage for the customers include interaction with the customers, making them aware of the various items of Burberry and making them feel prioritised. Some of the touch points that are followed by Burberry at the pre-purchase marketing of the products, and promotion of the products over social media and other online and offline marketing platforms. In the case of the phase of the purchase, some of the touch points include the behaviour of the salesperson and the service of the salesperson and the satisfying behaviour of the service providers at the time of billing. Some of the touch points that are followed by Burberry at the post-purchase of the customers include customer service, surveys about the satisfaction of the customers and including the customers for the loyalty program. 
[bookmark: _Toc134136384][bookmark: _Toc134136442]The customer journey map	
The five stages that are involved in the customer journey map include awareness, purchase, consideration, advocacy and retention. The touchpoints for Burberry in dealing with customers include the promotion of the brand on various social media platforms. Some of the effective touch points that have been observed in the case of the customer journey map that has been done below include the satisfaction of the customer in the store and the opinion of the customer to visit the store. In addition, some of the negative touch points in this case include that she faced certain dissatisfaction in the billing section and in the case of online purchase the service that was received was not satisfactory. The touch points of the customer and the journey map are presented below: 
Figure 2: Customer Journey Map for Burberry
 
 
 
 
 
 







 Recommendations to other customers
 Low satisfaction at the billing section
Low comparison options for the customers 
Satisfaction of the customer in the store
Good customer service support was received
Repeat purchase on the part of the customer
Purchasing need of the customer
The price expectation of the customer was addressed 

(Source: Created by the Learner)
[bookmark: _Toc134136385][bookmark: _Toc134136443]Strengths and weaknesses of the customer journey map of Burberry	
The innovation in the marketing strategies with the help of celebrity endorsements helped in attracting better customers and sale of products. However, the price has become one of the important factors for the low sales of products of Burberry (Weston, 2022). Lowering of price for a certain period and then enhancing the piece of the products created a negative impact on the purchasing pattern of the customers. The policy of the customisation of the products as per the needs of the customer was one of the major initiations but still, that had a negative impact on the products that were available at the store (Drettmann, 2020). Based on the product availability of the organisation Burberry lacks in maintaining modern trends of fashion in the market thus this acts as one of the negative aspects of the customer experience. The availability of the online service in the case of the products is not equal and thus there is a gap in managing the customer experience on the part of the organisation.
The steps that can be taken by the organisation to deal with the narrative aspects that they are facing concerning the customer experience include better management of the demand of the customer and better availability of the resources. The organisation needs to better facilitate the availability of the products in the online stores so that customer satisfaction can be maintained. The pricing strategy needs to be revised on the part of the organisation so the demand for the products among the customers can be maintained. The pricing of the products is to be maintained equally for all the products over the period so that the difference in the price is not felt by the customers (Pangarkaret al., 2022). The diversification of the stores at the same time is important as that helps in the better attraction of the customers for the organisation.
[bookmark: _Toc134136386][bookmark: _Toc134136444]Impact of Total Engagement Model in Burberry	
The total engagement model plays a significant role in aligning all the key factors associated with the value proposition to the consumer. In the total engagement model organisations create value for potential consumers by empowering employees and creating a healthy workplace culture that can improve the overall quality of product and service delivery to the potential consumer (Grover and Kar, 2020). On the other hand total engagement model also focuses on marketing strategies and activities of an organisation and suggest contemporary marketing strategies that can increase brand awareness and develop the perception of consumer towards product and services. Burberry s already operating its business in the international market and people are aware of this brand however it is necessary to implement a total engagement model to sustain the current competitiveness in the global market. 
Burberry has a highly organised culturally diverse team and workplace environment that has developed the brand image of Burberry in the global market. The total engagement model is used to develop collaboration between available resources of a particular organisation that can satisfy the needs of potential consumers (Grover and Kar, 2020). A particular organisation is confirmed with the help of the total engagement model because it increases awareness as well as helps to deliver the best quality product and services that can increase brand equity in the global market. The efficiency of an organisation is dependent on understanding the need of potential consumers as well as the capability of executing that need within a particular period. The total engagement model collaborates all the factors associated with customer satisfaction that can enhance the competitiveness of Burberry in the current market scenario.
[bookmark: _Toc134136387][bookmark: _Toc134136445]Recommendations 	
Based on the evaluation of this study it can be said that Burberry has will organised infrastructure of research and development and has a positive brand image in the market. Burberry have to implement Shannon and Weaver communication model to sustain communication between the potential consumer and Burberry as well as collaborate with employees to enhance sustainability. Burberry must implement a promotional strategy to enhance its market awareness as well as sustain its business growth in the current market scenario. Burberry has to read design its consumer journey map by developing social media marketing strategy to attract more potential consumers as well as create brand equity in the international market. Evaluating strengths and weaknesses associated with the customer journey map Burberry is recommended to implement a total engagement model to optimise overall performance by sustaining competency of determining the need of potential consumers as well as creating collaboration between potential stakeholders. The development of a social media marketing strategy can help Burberry to maintain its strong feet in the international luxury brand industry.
[bookmark: _Toc134136388][bookmark: _Toc134136446]Conclusion	
Based on the above discussion it can be said marketing is one the most important features that need to be considered by an organisation to overcome various challenges and attain success. Various challenges are faced by organisations in the market and globalisation and customer behaviour are some of the important aspects. In the case of Burberry, it has been observed that as the organisation manufactures luxury products some issues are being added by the organisation concerning the customer satisfaction level and prices of the products. In that case, certain perspectives are to be changed by the organisation so that they can deal with the issues.
Thus, the two marketing strategies that can be suggested for Burberry are the 7Ps of the marketing mix. Both strategies will help the organisation in the identification of the changes in its marketing perspectives while adopting changes like signalisation and technological advancement to deal with the challenges faced. The challenge faced by the organisation in terms of communication and customer behaviour can also be solved with the adoption of digitalisation methods in the distribution and marketing of the products of Burberry. Digitalisation in the process of marketing will help in having a better reach to the customers. The use of social media is one of the aspects that can be used by the organisation in the marketing of the products. 
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