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Abstract
This study has critically analysed how international marketing strategies influence the consumer behaviour in the UK luxury fashion market, using Burberry as the centre of focus and some comparatively drawn insights by some of the British heritage luxury brands. The article itself is placed in a framework of a swift digitalization process, changing customer demands and growing competition pressures of traditional luxury brands that are becoming increasingly concerned with balancing the traditional and the modern. Despite the fact that existing literature has extensively addressed marketing strategy and consumer behaviour as two distinct areas, there is little empirical and theoretical integration on the same especially when it comes to support of heritage luxury branding in developed markets.
This research will follow the principles of the Dynamic Capabilities Theory and use a qualitative, abductive research methodology and multi-case study design relying on secondary data analysis. The data was systematically gathered through the annual reports, strategic communications, industry reports and reliable business publications of the company working at the years 2020-2025. The analysis will examine the translation of international marketing strategies, especially, the digital transformation, adoption of the omnichannel, sustainability positioning, and heritage branding into the consumer behavioural outcomes, including: engagement, purchase intention and brand loyalty in the UK market.
The results underline the idea that heritage luxury brands should form powerful sensing, seizing, and transforming forces to react to digitally empowered and sustainability-minded customers without undermining the authenticity of its brands. The strategic efforts of Burberry show both areas of opportunities and challenges in ensuring the global brand consistency in relation to the local consumer expectation. This study has both theoretical and practical value in terms of marketing strategy and consumer behaviour in its combination that takes the dynamic capabilities viewpoint and the delivery of practical solutions to luxury brand managers aiming to increase their strategic performance in the high-maturity luxury consumer markets.
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[bookmark: _Toc220943972]CHAPTER 1: INTRODUCTION AND RATIONALE
[bookmark: _8gm07km7qptb][bookmark: _Toc220943973]1.1 Research Background
The past decade has seen the luxury goods industry in the world undergo massive change due to online shift, changing tastes of consumers and the dynamic competition in the global market. In this respect, the luxury fashion market of the United Kingdom is one of the most promising areas of exploration, as it is defined by the presence of traditional brands that struggle to balance between the traditional ideals of the brand and the modern needs of consumers. Burberry being the most iconic luxury fashion house in Britain is an illustration of such a strategic challenge. Burberry, which has been active since 1856 and whose main innovations are the gabardine and Heritage Trench Coat, has always maintained a balance between its 169-year old history and futuristic strategies in interacting with the market (Burberryplc.com, 2025). This study adopts Burberry as the focal case while drawing comparative insights from other British heritage luxury brands operating in the UK market. 
The modern luxury fashion business is experiencing never-seen-before dangers such as the high-paced technology, altering channels of distribution, and the complex patterns of consumer behaviour. The digital transformation has completely changed the way luxury brands relate to the consumer, and it is necessary to change marketing plans (Rosario and Raimundo, 2021). These changes were further hastened by the COVID-19 pandemic with the fundamental transformation in consumer buying behaviours and brand interaction patterns in the entire luxury industry (Di Crosta et al., 2021). 
In 2024, the UK luxury fashion market had reached a valuation of about £48 billion and it is expected to keep growing by 3-4% per year until 2027 (Statista, 2024). Burberry has also reported revenues of £2.97 billion in FY2024, however, with a year-on-year decline of 4%, which underlines the growing pressure in the market (Burberry Annual Report, 2024). The report, State of Fashion 2024, by McKinsey states that 60% of the beauty purchases currently include touch points digitally, with Gen Z and Millennial customers constituting 70% of growth (McKinsey and Company, 2024). 
According to the Deloitte report on the Global Powers of Luxury Goods 2024, legacy brands are at a crossroads: they are expected to maintain the 169-year-old tradition and at the same time offer the digitally-native consumer the seamless experience of the omni-channel (Deloitte, 2024). According to the Financial Times, the 15-20% gap between digital engagement rates and conversion is a specific issue of British luxury brands as opposed to newer luxury entrants, which suggests that the brand heritage to its modern consumer potential is strategically weak (Financial Times, 2024).
[bookmark: _ydm0wecxnxbz][bookmark: _Toc220943974]1.2 Research Rationale
[bookmark: _rjfk2de43u5c][bookmark: _Toc220943975]1.2.1 Theoretical Justification
Current literature offers a considerable basis of the conceptualization of the marketing strategy and consumer behaviour separately. Studies in marketing strategies have shown that pricing tactics are the most important factors in the consumer buying process, and strategic pricing tactics are an important competitive instrument in the brand placement in market (Ali and Anwar, 2021). In modern-day marketing research, it has been acknowledged that effective marketing strategies need to combine various aspects such as product placement strategy, management in the distribution channel, and methods of communication to reach and influence target consumers (Rosario and Raimundo, 2021; Gillespie and Swan, 2021). In the online marketing field, it has been found that the online marketing potential largely influences the performance of international businesses.
With this extensive body of knowledge there are still a number of gaps and confusions that exist in the literature. To begin with, although the theories of consumer behaviour and marketing strategy frameworks have been worked out separately, the dynamics of how international marketing strategies are converted into measurable alterations in consumer behaviour have not been properly theorised (Sheth, 2021). Second, the effectiveness of various marketing strategies in different market settings is not uniform, which does not imply that situation-dependent factors and boundary conditions should be studied with a more intensive approach (Rosario and Raimundo, 2021). The rapid pace of the digital technologies and marketing platforms development has surpassed the academic knowledge by generating temporal lapses in which the practitioner innovation is more advanced than the theoretical development. 
On the basis of these shortcomings, the research fills an important and narrow gap in the literature: the absence of combining practical evidence about the impact of international marketing strategy on consumer behaviour in the context of heritage luxury brands that are present in the UK market. Although the current literature covers marketing strategies and consumer behaviour separately, there is no adequate theoretical and combining practical evidence on how, why, and in what context, the international marketing strategies have their successes in terms of inducing consumer behavioural outcomes (Rosario and Raimundo, 2021; Schlegelmilch, 2022). 
This gap has theoretical importance as it restricts our capacity to come up with holistic models explaining the association between strategic marketing interventions and consumer reactions in the luxury industry (Sheth, 2021). The lack of context-based knowledge limits the scope of generalisation of theories and does not allow determining boundary conditions under which the set rules of marketing do not work in the context of heritage luxury brands (Gillespie and Swan, 2021). Moreover, the high speed of technological transformation and the change in the expectations of consumers have provided new marketing opportunities such as adding NFTs (digital assets), virtual world engagement, and social trade whose impact on consumer behaviour has not yet been developed on a theoretical level.
[bookmark: _bygoqmjbz6dq][bookmark: _Toc220943976]1.2.2 Practical Justification
The above identified theoretical gap has significant real-life implications on marketing managers, luxury brand strategists, and business leaders in the fashion industry. Marketing managers are basing multi-million-pound investment choices about digital transformation, brand repositioning, and customer engagement programs on half-baked knowledge without sufficient empirical data to support specific international marketing tools and their effects on the resultant consumer behaviour in the UK luxury market (Oyedokun, Ewim and Oyeyemi, 2024). Given the complexity, contextual sensitivity, and strategic depth of luxury marketing, a case study approach is particularly suitable for examining how marketing strategies translate into consumer behavioural outcomes.
[image: In the discover phase, the shopper sees an item they like. In the consider phase, the shopper learns more about the item and the brand. In the purchase phase, the shopper visits a store to buy the item. In the use phase, the shopper wears and maintains the new item.]
[bookmark: _llwa1fln5qwf][bookmark: _Toc220538532]Figure 1.1: Luxury brand customer journey map
(Source: Adapted from Tolstoy, Nordman and Vu, 2022)
The figure 1.1 shows a simple four-stage consumer journey: discovering a product, considering information about the brand, purchasing the item, and finally using it. It visually explains how consumers move from initial interest to actual buying behaviour, which is essential for understanding how marketing strategies influence luxury fashion customers. The challenge has been shown to have a broad industry applicability and strategic emphasis. 
	Marketing Channel
	Investment (%)
	Consumer Engagement Rate (%)
	ROI Clarity

	Social Media
	35%
	42%
	Moderate

	E-commerce Platform
	28%
	38%
	High

	Physical Retail Experience
	22%
	55%
	Low

	Influencer Partnerships
	15%
	48%
	Unclear


[bookmark: _48hntegpep43][bookmark: _Toc220944029]Table 1.1: Digital Marketing Investment vs Consumer Engagement in Luxury Sector
(Source: Adapted from Bain & Company Luxury Study, 2024)
In the 2024 Luxury Goods Worldwide Market Study by Bain & Company, luxury brands are investing 35% of the marketing budget on social media, but are unable to calculate tangible ROI and only 18% of the CMOs trust attribution models (Bain and Company, 2024). According to Gartner 2024 CMO Survey, marketers of luxury brands declare that the crucial challenge they face as a brand is proving marketing value, and 67% of them do not have integrated analytics to align strategy and consumer behaviour results (Gartner, 2024).
The managerial pain points related to this area of knowledge gap are tremendous and complex. Marketing senior executives struggle to effectively forecast the reaction of consumers to new strategic plans, especially when trying to compromise between the uniformity of the global brand and local markets (Schlegelmilch, 2022). The issue of ROI measurement of various marketing channels and interventions has been sharp, especially with recent digital platforms where luxury consumer behaviour patterns are not the same as in the mass-market (Tolstoy, Nordman and Vu, 2022).
The cost of such lack of knowledge is high. By focusing on the specific data in terms of the relationship between marketing strategies and consumer behaviour and comprehending them effectively, a luxury brand can gain considerable competitive edges by means of higher customer acquisition and retention rates as well as maintaining a high level of premium prices (Ali and Anwar, 2021; Sudirjo, 2023). On the other hand, brands working without this knowledge face the risk of resource allocation to the futile types of marketing strategies when their rivals build better knowledge of customer and the capacity to engage with customers. In the case of Burberry in particular, the capability to show how international marketing strategies can generate consumer behaviour results would allow better resource allocation, strategic positioning, and ultimately better financial outcomes as per the expectations of the stakeholders (Burberryplc.com, 2025).
[bookmark: _91b2dddiwgr][bookmark: _Toc220943977]1.3 Research Contribution and Motivation
This study will help in closing the above identified theoretical and practical gaps by systematically researching on the international marketing strategies employed by Burberry and their effects on the consumer behaviour in the UK. The research has made a number of unique contributions both in theoretical, empirical and practical aspects.
Theoretical contribution: This study contributes to the marketing strategy and the marketing consumer behaviour theory by creating an overall system that dictates the processes by which international marketing strategies affect consumer behaviour in situations involving heritage luxury brands. Although the current literature views marketing strategy and consumer behaviour as distinct areas (Sheth, 2021), the study is an addition to the dynamic capabilities theory and strategic marketing literature by highlighting the particular capabilities, processes, and strategic decisions that can be used to positively impact consumer behaviour among heritage luxury brands (Rosario and Raimundo, 2021). The research expands existing knowledge by taking a direct look at boundary conditions and contingencies of the context that mediate the connection between marketing strategies and consumer reactions (Gillespie and Swan, 2021; Sudirjo, 2023). Moreover, when exploring the modern-day marketing innovations such as digitalized means of engagement and social commerce modalities, this study defines new constructs and processes that apply to the luxury marketing of the present-day.
Empirical contribution: This study uses methodological approaches of secondary data analysis and case study where it contributes rich context-sensitive information on the workings of the Burberry international marketing approaches in the UK market. The case study method is especially relevant in studying a complex phenomenon in which contextual factors play a critical role in determining the results (Schlegelmilch, 2022). The benefit of such a strategy is that it reveals the subtle aspects of how marketing strategies are executed, modified, and received by consumers in particular market settings. Examining the example of Burberry as a luxury brand that has innovated to become a pioneer of heritage luxury, the study will contribute empirical data that will be applicable in both theoretical and practical sense to the industry of luxury in general. The method of secondary data will allow a thorough examination of the publicly available strategic communications, financial performance data, and market positioning data.
Practical contribution: As a manager, this study will give practical information that will directly solve the pain points that are presented in Section 1.2.2. The results will enable the marketing managers and brand strategists to learn the underlying international marketing strategies that can best impact consumer behaviour in the UK luxury market (Oyedokun, Ewim and Oyeyemi, 2024; Ali and Anwar, 2021). This study will provide decision criteria that can be used by managers when assessing possible strategic initiatives by establishing the mechanisms through which marketing interventions are converted into behavioural outcomes. Building a complete framework that ties the marketing strategies to the result of consumer behaviour will provide practitioners with a systematic strategy of strategic planning that will consider the restrictions of the heritage brand and the opportunities of the modern market (Sudirjo, 2023; Rachmad, 2024c).
The study is special in a number of significant ways. First, it offers dedicated research of a particular heritage luxury brand (Burberry) in a certain market environment (UK) which has the depth of research that is not feasible in the frame of a large-scale comparative research. Second, it directly incorporates the international marketing strategy and consumer behaviour literatures, which have been developing separately in large, in order to derive a deeper comprehension of their association. Third, the analysis of the current strategic issues, such as digital transformation, and changing consumer demands in heritage brand setting, the study fills a gap in the realm of tradition and innovation that is insufficiently covered by the existing literature.
[bookmark: _e0z3hexl9cti][bookmark: _Toc220943978]1.4 Research Aim, Objectives, and Questions
Research Aim:
The aim of this research is to critique the effects of the international marketing practices of Burberry on consumer behaviour in the luxury market of the UK as a way of understanding the same through comparison of other British heritage brands in the luxury sector.
Research Objectives:
· To critically review the international marketing approaches utilizing Burberry in the UK luxury market, position Burberry as a core heritage luxury brand.
· To determine the effectiveness of these strategies in influencing consumer behaviour outcomes in the UK luxury market, it is necessary to draw comparative insights with other British heritage luxury brands.
Research Question:
· What are the impacts of the Burberry international marketing strategies on consumer behaviour in the UK luxury market and what comparative information can be gathered about the other British heritage luxury brand?
[bookmark: _n79btx4c49ev][bookmark: _Toc220943979]1.5 Dissertation Structure
Chapter 1: Introduction: UK luxury context, Burberry case, theoretical/practical gap, heritage brand issues, and contributions of research, aim/objectives/questions, and overview of dissertation structure.
Chapter 2: Literature Review: Reflects on the theoretical backgrounds of marketing strategy and consumer behaviour and identifies the conceptual framework within which the given investigation is to be developed.
Chapter 3: Research Methodology: The methodology of the research is described, which explains the use of the case study method and the secondary data analysis methods.
Chapter 4: Findings: Provides within-case and cross-case studies of the Burberry and sampled British heritage luxury brands, analysing the effect of global marketing practices on the UK market consumer behaviour.
Chapter 5: Discussion: Gives cross-case synthesis, which is the interpretation of findings based on theoretical perspectives and finding patterns, mechanisms, and contingencies.
Chapter 6: Conclusion: Summarised the main results, provided theoretical and managerial implications, limitations and suggested future research directions to further develop the knowledge on international luxury marketing strategies.


[bookmark: _9px7itut7zul][bookmark: _Toc220943980]CHAPTER 2: LITERATURE REVIEW
[bookmark: _alenkcsopnqb][bookmark: _Toc220943981]2.1 Introduction
This literature review is aimed at critically assessing the current scholarly knowledge with regard to international marketing strategies and consumer behaviour in the establishment of theoretical underpinnings that will underpin the upcoming analysis of the role of the international marketing strategies applied by Burberry in consumer behaviour in the UK luxury market. The purpose of this chapter is to develop a holistic conceptual framework through synthesis of different scholarly views and finding out the gaps in the theory and fitting this study into the current scholarly debates on the research topic of marketing effectiveness in a luxury setting. According to the research problem that was defined in Chapter 1, the study is about how international marketing strategies influence the results of consumer behaviour in luxury markets and under what circumstances and how the strategies work to influence the outcomes.
The themes within the framework of the global marketing strategies are also interrelated, and they include consumer behaviour and their psychological motivation, the digital revolution and the usage of technology in marketing, sustainability and luxury consumption (Donthu et al., 2021; Paul and Bhukya, 2021; Sheth, 2021). The purpose of this review is to consider recent publications of the past five years to be representative of recent trends but include the contributions of the seminal theories.
This chapter is divided into four major parts that lie outside this introduction. Section 2.2 gives thematic overview based on three key dimensions of international marketing strategy frameworks, foundations of consumer behaviour, and sustainability imperatives of digital transformation. Section 2.3 defines the dynamic capabilities theory as the major theoretical perspective. Section 2.4 has a synthesized conceptual framework. Section 2.5 will end with a conclusion based on summarising main themes and introducing to the methodology.
[bookmark: _hzv84zxl3utm][bookmark: _Toc220943982]2.2 Thematic Overview of the Literature
[bookmark: _cl8bvyc8fjj5][bookmark: _Toc220943983]2.2.1 International Marketing Strategy Frameworks and Luxury Brand Positioning
The theme of international marketing strategy involves the choices, processes, and resources to help organizations organize marketing activities in different national settings, and resolve contradictions amid global standardization and local responsiveness (Schlegelmilch, 2022). This theme is especially linked to the concept of the development of the coherent international strategies by luxury brands such as Burberry which can ensure brand equity and adapt to the specific conditions of local markets.
Theoretical foundations of global marketing strategy have shifted the primitive standardization-adaptation controversies to rather subtle models that identified organizational capabilities as the key to international marketing success. Schlegelmilch (2022) gives extensive coverage of the global marketing strategy, such as that the modern organizations have to develop advanced capabilities to deal with the tension inherent between attaining economies of scale and providing locally-relevant value propositions.
Meyer et al. (2023) discuss international business in the digital era, in their view global strategies should work within complicated frameworks of national institutions that gain more and more sovereignty over digital operations. Their study shows that the digital technologies provide both chances of global integration and the threats associated with the data localization and privacy rules, which the firms must create dynamic capabilities to enable them to pursue global efficiency and local legitimacy concurrently. 
This observation is supported by Kozlenkova et al. (2021) who explore international marketing practices in the sharing economy who prove that digital platforms radically transform competitive forces since they allow scaling quickly with limited expertise in local jurisdiction and customer demands. Experiencing dynamic capabilities in international business, Zahra et al. (2022) suggest an action-based perspective of dynamic capabilities that suggests capabilities are formed based on repetitive cycles of opportunity sensing, resource acquisition, and organizational architecture redesigned.
Kumar et al. (2021) consider the sphere of intersection of business strategy and environmental studies and find out that the contemporary global marketing approaches need to resort to more and more sustainability considerations as the moral necessity and the strategic differentiation possibility. Donthu et al. (2021) offer analytic retrospective of the research on international marketing, with the focus on the growing integration of digital marketing lenses into the framework of traditional international business.
Although there are substantial improvements, gaps that need to be addressed are still very relevant especially on the context of luxury brands. First, a majority of studies consider the mass-market or B2B settings, and luxury markets are under-researched despite their unique features such as the high involvement decision-making, symbolic consumption motivation, and high prices acceptance (Schlegelmilch, 2022). Second, although standardization-adaptation tensions have been recognized in the literature, relatively few studies focus on how these tensions may be differently exhibited in different product categories, and luxury goods may have to be balanced differently (Kotabe and Helsen, 2022). These gaps directly guide this research focus in that of studying Burberry international marketing strategies in the context of UK luxury market.
[bookmark: _5hyergriwn2y][bookmark: _Toc220943984]2.2.2 Consumer Behaviour Foundations and Psychological Drivers in Luxury Consumption
Consumer behaviour describes psychological, social and contextual variables that affect how individuals process marketing stimuli, attitudes, purchase intention, and execute buying decisions (Lim et al., 2023). The behavioural underpinnings are critical in gauging the efficacy of international marketing policies in developing the outcomes of consumers, and where the symbolism and experiential aspects of consumption play an important role that characterizes the luxury market.
Khan et al. (2023) use the self-determination theory and theory of planned behaviour to analyse consumer attitude and purchase intentions, showing that intrinsic motivation, perceived behavioural control, and subjective norms have a substantial effect on buying behaviour. Their integration as a theory shows that the consumers who feel independence and capability to make choices have the purchase intentions. 
A forty-five-year retrospective of consumer research by Paul and Bhukya (2021) shows that the discipline has increasingly included the input of psychology, sociology, anthropology, and economics and engages in creating more holistic conceptualisations. Their bibliometric analysis indicates that they have emerging topics such as digital engagement, sustainability consciousness, and expectations of personalization. According to Basu et al. (2023), marketing analytics, in turn, has become a critical intermediary between customer psychology and marketing decision making as it allows companies to reveal the hidden nature of consumer preferences and predict their behavioural patterns. Di Crosta et al. (2021) explore psychological determinants and the consumer behaviour in the time of COVID-19 pandemic and present results on the fact that anxiety, perceived risk, and the necessity to find cognitive closure played a strong role in shaping the purchasing pattern, with consumers showing a stronger inclination to buy familiar brands. The argument is supported by Hartini et al. (2021) who analyse the effects of the pandemic on consumers who visit retail stores and prove that the crisis has increased the use of digital shopping platforms.
Ozuem et al. (2021) discuss customer reactions to online service failure and recovery methods in the COVID-19 context and prove that effective service recovery relies on timely feedback, open communication, and the willingness to care about the customer well-being. Okeleke et al. (2024) investigate the application of predictive analytics based on artificial intelligence and reflect that machine learning algorithms can detect complex patterns on the basis of consumer behaviour data. In their analysis, Purohit et al. (2022) discuss the continuance intentions of mobile payments and find perceived usefulness, ease of use, trust, and social influence to carry out a significant role in the continuance intentions of consumers using digital payment systems.
A number of gaps are still of particular importance when it comes to the luxury consumer behaviour. To begin with, the majority of consumer behaviour studies focus on mass-market situations without much consideration of luxury consumption in which symbolic meanings and social signaling attain pre-eminent importance (Khan et al., 2023; Lim et al., 2023). Second, one of the problems is that although the research can study attitudes or behaviour, a smaller number of studies explore the underlying mechanisms that mediate attitude-behaviour relations in luxury situations (Basu et al., 2023).
[bookmark: _ljqh435a3sdk][bookmark: _Toc220943985]2.2.3 Digital Transformation, Sustainability Imperatives, and Technology-Enabled Marketing
Digital transformation the concept of integrating digital technologies into marketing approaches, which changes the nature of how companies interact with consumers, provide and evaluate value, and assess success (Rosario and Raimundo, 2021). At the same time, the imperatives of sustainability signify the increased consumer demands concerning the environmental and socially responsible business conduct, especially in luxury markets (Busalim et al., 2022).
Rosario and Raimundo (2021) discuss an extensive literature review of consumer marketing strategy and the evolution of e-commerce in such a way that the digital channels became not only the additional touch points, but the primary ones in terms of customer acquisition and retention. Their analytical study shows effective e-commerce solutions incorporate several factors such as web design, personalization algorithm, social networking, and coordination of various channels. In his article, Sheth (2021) outlines the emerging areas of research in marketing strategy, suggesting that the digital transformation, artificial intelligence and sustainability are paradigmatic changes that need novel theoretical models.
Olan et al. (2021) focus on the current purpose of artificial intelligence technologies in the development of consumer behaviour and prove that AI makes it possible to reach new heights of personalization and predictive validity. They have an empirical analysis, which indicates that AI uses are divided into recommendation systems, chatbots, sentiment analysis, and dynamic pricing. Nevertheless, the authors note the issues of algorithmic transparency and privacy of data. Alzoubi (2022) explores the role that the Bluetooth Low Energy technology can play in enhancing marketing strategies by facilitating better location-based service and offering personalized in-store experiences. Alshurideh et al. (2024) examine the role of IoT in the optimization of customer data warehousing and analysis, and they prove that the data of behavioural data generated by the use of IoT sensors are unprecedented and enormous. 
Barbu et al. (2022) systematically review the hypotheses to determine the factors that affect green product behaviour and find that environmental knowledge, environmental concern, and green brand image have a significant impact on purchase intentions. Essiz et al. (2023) discuss the value-action gap in green consumption, which shows that risk-averse consumer has a higher value-action gap due to the notion that green products entail the risks of performance. Purcarea et al. (2022) study the shifts in sustainable consumer behaviour in Romania and prove that sustainable consumption patterns differ dramatically depending on geographic settings according to the level of economic development and cultural values.
There are a number of meaningful gaps that appear that may be used in learning about the aspects of digital and sustainability of luxury marketing. To begin with, although there is considerable research on the effectiveness of digital marketing, less research has investigated the effectiveness of luxury brands in particular using digital technologies without sacrificing exclusivity positioning (Rosario and Raimundo, 2021; Olan et al., 2021). Second, the sustainability studies have put more emphasis on fast fashion and little emphasis on luxury fashion where high prices can ease the affordability levels (Busalim et al., 2022; Barbu et al., 2022). 


[bookmark: _z52wjcrvynl5][bookmark: _Toc220943986]2.3 Theoretical Foundation and Contribution
The selected theoretical perspective in the context of this study is the dynamic capabilities theory, which the researcher will use to understand how Burberry comes up with and implements international marketing strategies that significantly impact consumer behaviour within the UK luxury market. Based on the concepts of Teece, Pisano, and Shuen, and later improved by many researchers, the theory of dynamic capabilities suggests that competitive advantage in the rapidly changing environment does not intersect with the position of resources in the industry but with the organizational ability to identify the opportunities and threats and profit out of them and to restructure the systems of assets to keep pace with the altered environment (Zahra et al., 2022). The theory has three micro-foundational dimensions. 
First, sensing capabilities allow organizations to scan, search, and explore opportunities and threats using such processes as customer research and competitive intelligence. Second, the acquisition of abilities supports mobilization of resources and strategic investment choices to seize determined opportunities. Third, the transforming capabilities enable organizational restructuring and reconfiguration of assets to maintain competitiveness due to knowledge integration and redesign of organizations.
Dynamic capabilities theory is especially suitable when considering international marketing strategies in the luxury markets since it is a theory specifically focused on exploring how organizations look to cope with the complexity of the environment, institutional variety, and evolving consumer preferences (Schlegelmilch, 2022; Meyer et al., 2023). Luxury brands, such as Burberry, have to be ready to operate in the environment of fast digitalization and various changes in sustainability demands, generation changes and the values of customers, which mean that such brands have to constantly adapt marketing strategies without compromising brand loyalty and exclusivity. 
The theory of dynamic capabilities can be used to understand how organizations can strike a balance between inconsistent demands of global uniformity and local responsiveness by building meta-level capabilities which allow organizations to adapt to contextual factors within high-level strategic frameworks. Moreover, the idea of dynamic capabilities fills the gap between the strategic management thinking and the marketing literature by shedding light on the organizational dynamics that help market knowledge to become meaningful marketing strategies (Kumar et al., 2021).
The study adds to the dynamic capabilities theory by defining the micro-foundations of sensing, seizing, and transforming capabilities in the framework of the luxury brand international marketing strategies. Whereas the existing literature has explored dynamic capabilities on the organizational or business unit level, little has been done to explain how such capabilities can be specifically applied in marketing functions (Zahra et al., 2022; Kumar et al., 2021). This research builds on the theory by defining the specific practices, processes, and routines in which luxury brands perceive the changes in consumer behaviour, leverage opportunities by adapting the marketing strategy, and change brand positioning in order to stay relevant without losing the authenticity of the heritage. 
[bookmark: _16a0glicf3ah][bookmark: _Toc220943987]2.4 Conceptual Framework
The conceptual framework demonstrates the interdependence of the international marketing strategies and the outcome of the consumer behaviour within the UK luxury market with Burberry as the contextual focus. It combines three major antecedents including the global marketing strategy, consumer behaviour drivers, and digital and sustainability-focused marketing practices. The framework demonstrates the influence of standardisation-adaptation choices on perceptions, attitudes and engagement based on psychological and symbolic incentives of luxury consumers. Digital technologies and sustainability are the two essential enablers that can boost the individualisation, trust, and experiential value without diminishing exclusivity, which is a fundamental aspect in luxury branding.
The whole framework is based on the Dynamic Capabilities Theory which gives it a good theoretical foundation. The ability to sense, seize and transform present the reason as to why Burberry is able to detect evolving consumer preferences and in turn deploy the right marketing resources and continuously evolve their strategies in an ever changing luxury context. The result variables of purchase intention, brand loyalty, and sustainable consumption are both behavioural and attitudinal.
[image: ]
[bookmark: _izixq07bji77][bookmark: _Toc220538533]Figure 2.1: Conceptual Framework
 (Source: Self-developed)
Overall, the framework is successful in synthesising the literature by connecting the strategic actions to those of the consumers; the role of the organisational capabilities mediates the continuation of the competitive advantage.
9

[bookmark: _1thv1jvbccu][bookmark: _Toc220943988]2.5 Summary Table of Key Literature
	Author(s) & Year
	Theory/Framework
	Key Constructs/Themes
	Methodology
	Key Findings
	Limitations/Gaps
	Relevance to Your Study

	Schlegelmilch (2022)
	Global Marketing Strategy Framework
	Standardization vs. adaptation, market entry, institutional environments
	Conceptual review
	Organizations must balance global integration with local responsiveness through sophisticated capabilities
	Limited empirical validation in luxury contexts
	Provides foundational framework for understanding Burberry's international strategy balancing

	Kotabe & Helsen (2022)
	Integrated Global Marketing Management
	Product, pricing, distribution, communication strategies across markets
	Conceptual framework with case examples
	Global marketing effectiveness depends on organizational learning and knowledge transfer capabilities
	Insufficient focus on luxury brand-specific challenges
	Establishes marketing mix coordination principles applicable to Burberry's UK operations

	Meyer et al. (2023)
	Institutional Theory, Digital Transformation
	Digital strategies, national institutions, platform governance, data localization
	Conceptual analysis with empirical illustrations
	Digital technologies create tensions between global efficiency and local institutional compliance
	Limited examination of luxury sector applications
	Explains how Burberry navigates digital transformation within UK institutional context

	Zahra et al. (2022)
	Dynamic Capabilities Theory
	Sensing, seizing, transforming capabilities, organizational adaptation
	Conceptual development with case evidence
	Capabilities emerge through iterative cycles enabling strategic adaptation to environmental changes
	Micro-foundations in marketing functions underspecified
	Provides primary theoretical lens for analyzing Burberry's adaptive marketing capabilities

	Khan et al. (2023)
	Self-Determination Theory, Theory of Planned Behavior
	Intrinsic motivation, perceived control, subjective norms, purchase intentions
	Quantitative survey (n=385)
	Autonomy and competence perceptions strengthen purchase intentions for value-driven consumption
	Single product category focus limits generalizability
	Illuminates psychological drivers of consumer attitudes relevant to luxury brand positioning

	Lim et al. (2023)
	Consumer Behavior Evolution
	Digital engagement, omni-channel experiences, sustainability consciousness, personalization
	Bibliometric analysis
	Contemporary consumers exhibit complex decision-making integrating online-offline experiences
	Lacks luxury-specific consumer behavior insights
	Identifies emerging consumer trends Burberry must address in UK market

	Basu et al. (2023)
	Marketing Analytics Framework
	Customer psychology, data analytics, marketing decision-making, predictive modeling
	Conceptual integration
	Analytics bridges psychological theory with marketing decisions when combined with behavioral understanding
	Implementation challenges in luxury contexts unexplored
	Explains how Burberry can leverage analytics to understand UK consumer behavior

	Rosário & Raimundo (2021)
	E-commerce Strategy Framework
	Digital channels, personalization, social media, omni-channel coordination
	Systematic literature review
	Digital channels evolved from supplementary to central platforms requiring integrated strategies
	Limited luxury brand digital strategy examination
	Provides digital marketing strategy framework applicable to Burberry's online-offline integration

	Olan et al. (2021)
	AI-Enabled Marketing
	Artificial intelligence, personalization, recommendation systems, predictive analytics
	Mixed methods review
	AI enables unprecedented personalization but raises transparency and privacy concerns
	Luxury brand AI applications underexplored
	Explains AI technologies Burberry can deploy for personalized consumer engagement

	Busalim et al. (2022)
	Sustainable Fashion Consumption
	Environmental concern, attitude-behavior gap, social norms, price sensitivity
	Systematic literature review
	Positive sustainability attitudes often don't translate to purchasing due to barriers
	Luxury fashion sustainability strategies underresearched
	Identifies sustainability positioning challenges relevant to Burberry's UK luxury market strategy


[bookmark: _cv7zp695qtne][bookmark: _Toc220944030]Table 2.1: Summary of Key Literature Central to Literature Review

[bookmark: _phw1kbfedr7i][bookmark: _Toc220943989]2.6 Conclusion
The current literature review has been critical to analyse the scholarly knowledge on three thematic areas that are interconnected namely international marketing strategy frameworks, consumer behaviour foundations, and digital transformation with sustainability imperatives. The review shows that modern global marketing is being executed in a more complicated setting where digital disruption, new demands, and expectations on sustainability, and sophisticated consumers that require individualized, authentic, and socially responsible brand experiences are in play.
This synthesis creates a number of key research gaps. To begin with, whereas there are ample academic studies which focus on global marketing strategies or consumer behaviour per se, less research exists on the processes by which particular strategic decisions may shape particular consumer psychological processes and behavioural outcomes. Second, the luxury market situations are still under-explored as compared to the mass markets with their unique peculiarities that can lead to divergent strategy-behaviour relationships. Third, micro-foundations of dynamic capabilities need more specifications especially on how marketing functions evolve sensing, seizing and transforming capabilities. Fourth, majority of consumer behaviour studies focus on individual channels with little knowledge of consumer experience integration over omni-channel experiences.
The conceptual framework brings together the literature knowledge in a unified model that breaks down the further analysis of the case and the relationships among the capabilities, strategies and behavioural outcomes in a coherent manner within the UK luxury market setup. Chapter 3 will explain how the methodological approach to the empirical study of this framework will be the analysis of secondary data cases on the global marketing strategies used by Burberry and the ways they affect the consumer behaviour patterns.

[bookmark: _k2fg0rlkuivj][bookmark: _Toc220943990]CHAPTER 3: RESEARCH METHODOLOGY
[bookmark: _rmt1ob10yti7][bookmark: _Toc220943991]3.1 Introduction
This chapter outlined and defended the research methodology that would be used to answer the research aim, objectives, and questions previously identified in Chapter 1. The purpose of the study was to critically evaluate the impacts of the international marketing strategies of Burberry on consumer behaviour in the UK luxury market, the mechanisms, contingency and strategic decisions that defined effectiveness. In order to fulfil this goal, a qualitative case study design based on the analysis of the secondary data was taken. The path taken by this methodological decision permitted a contextualised study of the strategic initiatives of Burberry and their effects on consumer behaviour in the given situation of the luxury fashion market in the UK. The chapter was organized in the following manner: research philosophy, approach and design (Section 3.2); justification of case study design (Section 3.3); case selection/ sampling strategy (Section 3.4); data sources and data collection (Section 3.5); data analysis (Section 3.6); research quality/ rigour (Section 3.7); ethical concerns (Section 3.8); and summary of the chapter (Section 3.9).
[bookmark: _jklxsvl2jey8][bookmark: _Toc220943992]3.2 Research Philosophy, Approach, and Design
Research Philosophy
The research took an interpretivist philosophical approach because it acknowledged the social construction of organisational realities and the situational character of the realities. This was especially suitable as the research topic was to realise how the marketing strategies of Burberry affected consumer behaviour in the cultural and market environment of high end fashion in the UK. Interpretivism focused on the significance of ensuring that the phenomena are comprehended in the context of the environment in which the consumer behaviour and marketing performance were influenced by various contextual characteristics such as brand heritage, market dynamics, and cultural meanings (Muzari, Shava and Shonhiwa, 2022).
Research Approach
The study design was inductive type, which incorporates the aspects of a deductive and inductive approach to thinking (Taherdoost, 2022). The research started its conceptual framework that has been developed deductively based on the existing theories on strategic marketing and consumer behaviour as discussed in Chapter 2. The study, however, was open to subsequent developments and revelations of the empirical data that could be used to refine the framework inductively. This back and forth flow between theory and data was typical of abductive reasoning and especially well adapted to the exploratory case study research (Fife and Gossner, 2024).
Research Strategy
The research strategy employed was case study, which is described as a deep investigation of a phenomenon in real-world situation. The one case study of Burberry allowed the close analysis of working of international marketing strategies in the context of the UK luxury market and the impact they had on consumer behaviour (Cleland, MacLeod and Ellaway, 2021).
[image: Guide to Understanding the Research Onion | 15 Writers]
Figure 3.1: Research Onion
(Adapted from Saunders et al., 2019)
These layers of methods are systematized in the Research Onion framework (Saunders et al., 2019) (see Figure 3.1). Essentially shifting the external philosophical assumptions into the methodological decisions and the inner methodologies, this structure guarantees a consistent correspondence of the epistemological position, the choice of research methods, the selection of methods, and the method of data collection form a methodological coherence during the study.
[bookmark: _ee4vio174wvl][bookmark: _Toc220943993]3.3 Justification for Multi-Case Study Methodology
The reason behind using the case study methodology was grounded on several reasons. First, the research questions were in tandem with the methodology as it was aimed at how Burberry international marketing strategies impacted consumer behaviour. This was a good type of question that was especially appropriate to investigate using case studies since it aimed to learn the processes and mechanisms, but not to represent statistical relationships (Cleland, MacLeod and Ellaway, 2021). Second, case studies allowed in-depth, contextualised insight into multifaceted phenomena in which numerous variables were influenced by each other in a dynamic fashion (Hancock, Algozzine and Lim, 2021).
Third, the secondary data was suitable in this context of research. The publicly available sources were used to access specific, longitudinal, and independently confirmed information regarding the strategies and performance of Burberry. Four-case design allows the logic of replication and search of patterns in various luxury brand situations (Yin, 2018). Various instances increase the analytical generalisability as it discloses the relationships between strategy and behaviour that are always reliable and those that are context dependent. There are four cases that provide enough depth versus breadth needed to cross-case compare the cases without the detailed within-case analysis. Both cases shed light on various strategic priorities or market positioning strategies, thus, it is possible to identify contingencies and boundary conditions that cannot be identified as single-case research.
[bookmark: _dkwn8wb477ym][bookmark: _Toc220943994]3.4 Case Selection and Sampling Strategy
The case organisation was purposively sampled, which is a qualitative research principle that suggests that the choice of cases used as a rule of constructing a case study is theoretically determined instead of statistically representative (Aguboshim, 2021). Burberry was intentionally chosen as it clarified the way heritage luxury brands managed to move through the international marketing strategy execution in developed markets.
The four cases offer strategic diversification in regulated similarity of circumstances. They all are competing in the UK luxury/premium market as British heritage brands which eliminate national and cultural factors. Nevertheless, they vary in the market positioning (ultra-luxury to accessible luxury), strategic priorities (digital vs. sustainability vs. heritage), and size of organizations to determine contingencies. Pattern recognition and the specification of the boundary conditions are reinforced by this type of design of a literal and theoretical replication (Yin, 2018).
	Case
	Industry
	Firm Type / Size
	Geography
	Key Strategic Focus
	Primary Data Sources

	Burberry
	Luxury Fashion
	Large, global luxury brand
	UK (home market)
	Digital transformation; heritage revitalisation
	Annual reports; sustainability reports; brand website; business press

	Mulberry
	Luxury Leather Goods
	Mid-sized accessible luxury brand
	UK-centric
	Sustainability strategy; craftsmanship positioning
	Sustainability reports; company website; media articles

	Aspinal of London
	Luxury Accessories
	Small–mid-sized luxury brand
	UK domestic
	Omni-channel strategy; customer experience
	Brand communications; press releases; industry reports

	Barbour
	Premium Lifestyle Apparel
	Large heritage lifestyle brand
	UK market
	Brand modernisation; heritage continuity
	Annual reports; brand archives; trade publications


[bookmark: _5qvm6d6wqxas][bookmark: _Toc220944031]Table 3.1: Case Study Profiles
The four cases are all British heritage brands, which are in the UK market, and they allow regulated comparison with different strategic focal areas and market positioning. Chapter 4 provides detailed background of the cases.
[bookmark: _8hutvf34a7d9][bookmark: _Toc220943995]3.5 Data Sources and Data Collection
This study has used various sources of secondary data to establish a high coverage and effective triangulation within the four case organisations. To get audited financial information, strategic priorities and long-term performance patterns, first, annual reports of companies and investor presentations were analysed. Although these sources will give quality longitudinal information, they are more likely to give high-level information and underrate the challenges of implementation. Second, the websites of the corporations, press releases, and official presentations were analysed to comprehend brand narratives and positioning, but these sources should be considered critically since they can be subject to the self-presentation biases.
Third, independent commentary on market performance and strategic changes was provided in business press and trade magazines like the Financial Times, Vogue Business, and Business of Fashion although the level of coverage and detail varied depending on brand prominence. Fourth, industry benchmarks and luxury market trends were found in market research and analyst reports of Bain and Company, McKinsey, Deloitte, and Statista, but such data is usually aggregate and needs to be carefully put into cases. Lastly, there was contribution of academic and industry research which provided theoretical basis of luxury marketing effectiveness and consumer behaviour analysis.
There was a systematic process of data collection in all cases. Investor relations portals were analysed to find 2020-2025 reports, business press databases were searched with the help of specific keywords, and market intelligence databases were considered to find insights about the industry. Each and every source was well documented so as to be transparent and reliable.
[bookmark: _2egshtembce9][bookmark: _Toc220943996]3.6 Data Analysis Approach
Analysis Framework
The conceptual framework developed in Chapter 2 was used to guide the analysis, but allowed emergent themes in accordance with the abductive approach. A systematic analytical template was created that looked at the background setting, strategic issues, and implementation of the marketing strategy, as well as the results of consumer behaviour. This framework allowed the systematic evidence comparison through the sources of data (Fife and Gossner, 2024).
Within-Case Analysis
The within-case analysis was a synthesis of evidence using several sources to create a coherent account of the strategic development of Burberry, and how this has influenced the behaviour of consumers. The use of triangulation involving different types of sources increased the credibility in cross-validating important strategic initiatives and outcomes. As an illustration, the strategic announcements contained in annual reports were supported by independent business press analysis and market performance statistics. Thematic coding was used to determine the trends in the way various dimensions of marketing strategies had an impact on the consumer outcomes of the marketing strategies (Mishra and Dey, 2022).
Cross-Case Analysis
Although the research made a specific organisational case, the internal temporal analysis was adopted observing the various strategic projects and different time frames in the recent history of Burberry. This chronological comparison allowed one to find out tendencies in strategy-outcomes correlations and overhear the extent to which effectiveness fluctuated by various strategic measures and market conditions.
[bookmark: _t8b63iqct13r][bookmark: _Toc220943997]3.7 Research Quality and Rigour
The construct validity was achieved using several data sources which triangulated the evidence regarding the strategies used by Burberry and the consequences of these strategies. There was clear definition of the operation based on the conceptual framework used to interpret data and consistency. Several independent sources were used minimized the risk that the results were caused by individual biases of specific sources (Cole, 2024). 
The reliability of conclusions was increased due to the systematic nature of the analysis (Janis, 2022). The reliability was guaranteed with the help of the detailed record of data sources, selection criteria, and analytical processes. The description of the methodology was detailed enough to ensure that other researchers can replicate it (Prosek and Gibson, 2021). The generalizability of case studies is not statistical but analytical and is generalized to theory and not populations (Yin, 2018). Four cases facilitate recognition of patterns that occur across contexts and contingencies that are different by conditions. The specification of the boundary conditions (British heritage luxury brands, UK market, 2020-2025 periods), as well as theory-grounded, allows assessing the transferability to the similar situation.
[bookmark: _xot1scvzv6rj][bookmark: _Toc220943998]3.8 Ethical Considerations
The data utilized in this study were open to the public and thus no issues regarding informed consent or confidentiality. Nevertheless, there are ethical principles that were followed. Adequate attribution and reference of all sources ensured intellectual uprightness and plagiarism was avoided. Information was reported in an accurate manner without picking and choosing to skew results. Burberry was presented in a respectful manner without being misrepresented but keeping a critical academic point of view. The study is fixed to the university research ethical guidelines on secondary data research (Rashid et al., 2021).
[bookmark: _vxptdwtx0glv][bookmark: _Toc220943999]3.9 Chapter Summary
This chapter rationalised and outlined the methodology used in the study to examine the impact of the international marketing strategies of Burberry to the consumer behaviour in the UK luxury market. A contextualised perspective of complex strategy behaviour relationships was made possible by an interpretivist philosophy and an abductive approach. The empirical context was rich due to purposive selection of Burberry as a high profile heritage luxury brand. Based on a clear conceptual framework of systematic analysis and strict quality criteria, credible and trustworthy findings were obtained by analysing various sources of secondary data. The next chapter is a detailed report of the findings of this analysis.


[bookmark: _6no4hoslvte1][bookmark: _Toc220944000]CHAPTER 4: FINDINGS
[bookmark: _d99qvb6hffhq][bookmark: _Toc220944001]4.1 Introduction
The chapter has been made up of empirical evidence based on the systematic analysis of secondary data of four British heritage luxury brands in the UK market within the period of 2020 to 2025. The aim is to outline the case studies in details that explicate the effects of international marketing strategies on consumer behaviour in the context of the luxury industry. The results are formulated in the form of a sequence of case-studies using secondary data on publicly accessible reports such as annual reports, company communications, business press reports, and industry analyses. To depict strategic diversity in the context of the British heritage luxury market, this chapter is going to provide the case studies of four companies. The four organizations are all British heritage brands that offer similar contexts but differ in terms of market positioning and strategic focus.
[bookmark: _ky5tlyaf9s3a][bookmark: _Toc220944002]4.2 Case Study 1: Burberry
Company History and Competitive Environment
Burberry is the most global well known luxury fashion house in Britain, and was established back in 1856 with its origins in the practicality of innovation through creation of the gabardine cloth and the trench coat that is so widely recognized. Burberry has 453 retail outlets in 58 countries that earned the company £2.97 billion in the 2024 fiscal year (Burberry plc, 2024). The positioning of the brand lies at a unique space of accessible luxury and aspirational high fashion in the luxury market environment that is highly competitive. Nevertheless, market position received significant challenges in the early 2020s due to the pandemic that impeded retailing activities and heightened competition with the existing European luxury houses and the new contemporary luxury brands. 
These challenges were also evident in the financial performance, as comparable store sales sunk 4% versus previous years in fiscal 2024 (Burberry Annual Report, 2024), which shows there are strategic weaknesses that need to be addressed. The brand has traditionally developed the British cultural connotations with the help of unique check patterns, royal warrants, links with British heritage and craftsmanship culture.
Challenges and Opportunities in the Strategy
The key strategic question that Burberry was facing was how to balance 169 years of heritage brand equity with digitally-native consumer demands of seamless omni-channel experiences and customized interactions. The market analysis showed a fifteen to twenty percent difference between the digital engagement rates and the conversion rates in comparison to the newer entrants in the luxury industry (Bain and Company, 2024), which implied that the heritage positioning was not adequate in creating purchase behaviour among the target consumers. 
The sustainability awareness became an uncompromising demand of luxury consumers, as 73% of luxury shoppers in the UK said that environmental responsibility affected their brands choices. Competitive positioning was even more multifaceted because Burberry was competing with ultra-luxury houses whose price premiums were higher than those of competitors and the contemporary brands reaching the youth consumer sustainability-focused group with more affordable positioning. There was a possibility of capitalizing on the unique British tradition behind Burberry as a true source of differentiation and trying to transform the methods of engagement so that it could appeal to the new consumer values (Deloitte, 2023).
Marketing Strategy Implementation
Burberry adopted a wholesome international marketing strategy change that focuses on an all-digital first interaction, rebranding, and sustainable interfielding. The organization accelerated its strategic plans under the leadership of Chief Executive Joshua Schulman since November 2024 with a focus on brand desirability and consumer-centricity. Digital transformation programs put a focus on the seamless omni-channel experiences incorporating physical retail, online stores, and use of social media (Burberry plc, 2024). The brand has also invested much on infrastructure in technology advancements that provide customized content and information analytics systems that track consumer touch points on the path. Placing the British heritage and modern style under the creative direction made the brand more up-to-date British luxury with a heritage touch and modern style through collaboration with contemporary artists and cultural icons which made the brand appeal to more than the typical customer group.
[image: Omnichannel and Customer Experience – Building a Smooth and Unified  Customer Journey - YourCX]
[bookmark: _Toc220538534]Figure 4.1: Multichannel vs Omni-channel
(Source: Adapted from Business of Fashion, 2024)
The social media strategies were based on the use of the Instagram, TikTok, and WeChat platforms as a storytelling platform with crafts and stories about British culture orientation (Business of Fashion, 2024). Influencer relationships were based on micro-influencers with real followers, and they produced real engagement among younger consumers especially. Sustainability efforts constituted strategic pillars that encompassed consumer issues and regulatory needs with a promise that they would be climate positive by 2040 and would have initiatives of regenerative agriculture.
Consumer Behaviour Results and Findings
The strategic initiatives proved to be both effective and ineffective based on the observed consumer behaviour outcomes. Measurement of digital engagement also improved significantly, as social media followers grew by 28% annually and the total traffic to the Web site grew by 35% in fiscal 2024. At the same time, conversion rates were not easy, as the online sales growth of 12% exceeded the average of the luxury industry of 18% (Financial Times, 2024), meaning that the engagement was not necessarily converted into the purchasing behaviour. According to the results of research on brand perception by YouGov, the sentiment among the consumers aged between 18 and 34 has been improved, and brand consideration scores rose from 42% to 56% between 2022 and 2024. 
Digital channels reduced the cost of customer acquisition by 15% relative to traditional marketing strategies (Burberry Annual Report, 2024), which is an efficiency improvement in technology investments. Sustainability communications achieved positive consumer reaction with 78% of the customers surveyed knowing about environmental commitments but only 32% of them were able to name particular initiatives.
[bookmark: _ei2j1f6p0mx8][bookmark: _Toc220944003]4.3 Case Study 2: Mulberry
Company History and Competitive Environment
Mulberry is a British accessible luxury brand that was started in 1971 that focuses on leather articles and accessories and that has a prominent status in the iconic Bayswater handbag. With a presence selectively in the UK market, but with the ability to operate internationally, Mulberry has its annual revenues of £153 million in fiscal year 2024 (Mulberry Group plc, 2024), which places the brand in the range of accessible luxury before the pricing range of the Burberry brand. The brand continued to have good links with the British craftsmanship by having manufacturing plants in Somerset that were producing about fifty percent of its products within the country. 
The threats posed by the market were stiff competition with other global luxury brands of leather goods, and the shift of their consumer preferences in favour of sustainability and transparent supply chains. The brand was aiming at high-end workers who wanted quality workmanship but at lower prices than luxury houses, and still at the high-end positions by being heritage-authentic (Financial Times, 2022).
Challenges and Opportunities in the Strategy
Mulberry faced strategic difficulties in the need to justify a premium pricing and available luxury positioning in the face of economic uncertainty in the trend in discretionary spending. The brand was experiencing skepticism among consumers over sustainability statements in the luxury segment, and green-washing became a weakness that invalidated genuine environmental pledges (Drapers, 2023). Consumer research has shown an increasing trend of preferring brands that have a proven record of transparent supply chain and environmental responsibility, which has provided strategic positioning options to brands whose supply chains are genuinely proved.
Implementation of the marketing strategy
Mulberry used marketing initiatives that focused on craftsmanship, transparency, sustainability and British heritage narratives. The brand has introduced extensive sustainability programs such as carbon-neutral operation certification, leather traceability program, which ensures the ethical sourcing, and the use of circularity models to provide repair services and resale platforms to prolong the life of products. 
[image: Mulberry gets B Corp Certification with 87.1 score - FashionNetwork]
[bookmark: _Toc220538535]Figure 4.2: Mulberry gets B Corp Certification
(Source: Mulberry Group plc, 2024)
Reports in marketing communications involved Somerset factory craftspeels by portraying them in the form of documentary content with traditional techniques of leather work and quality requirements (Mulberry Group plc, 2024). Investments in digital transformations have redesigned e-commerce websites by introducing virtual consultation, product customization and augmented reality to allow customers to see the product first. Social media plans given priority to Instagram and Pinterest programs that displayed product artisanship, customer feedback, and behind the scenes manufacturing contents that personalized brand stories. 
Consumer Behaviour Results and Conclusions
The results of consumer behaviour showed a favourable interest in sustainability positioning and craftsmanship narratives. The brand awareness of the sustainability-conscious consumers grew by 40% to 54% between 2022 and 2024 (Drapers, 2024), which means that the conscious luxury segments were indeed targeted. The traffic on the websites increased 42% annually and the average time spent on a site went up by four minutes to six minutes which could mean quality of engagement. Nevertheless, conversion rates were low at 2%, which was less than the three to 4% in the luxury sector, which shows that there were still obstacles to purchase closure. 
Retention of customers also improved with the retention of every customer adding to 25% and then to 37% indicating that customers were satisfied despite the difficulty of acquiring customers. The average engagement rates of social media were 4% which is significantly higher than 2% in the luxury sector (Vogue Business, 2024) as it shows that the content resonates with audience target groups who want to read genuine sustainability stories.
[bookmark: _rbwezk1pxuch][bookmark: _Toc220944004]4.4 Case Study 3: Aspinal of London
Background and Market Conditions of the Organization
Aspinal of London became an example of a modern British luxury brand that was created in 2001, and focuses on leather products, accessories, and lifestyle items at reachable luxury prices. Aspinal has been operating on the strategy of direct-to-consumer strategies such as e-commerce and select retail outlets and has built brand identity based on the British heritage aesthetics and modern luxury sensibilities. 
The brand aimed at wealthy professionals between the age of twenty-five and forty-five years who wanted quality craftsmanship at a more affordable price as compared to the price levels of the established luxury houses (Retail Week, 2023). The market positioning was focused on the personalization services, modern design, and smooth shopping experiences on both physical and online touchpoints. The growth of revenues was at an average of 18% each year in the period of 2020 to 2024 which leads to an understanding of the successful penetration of the market despite the competition.
Opportunities and Challenges, Strategic
Strategic issues focused on creating brand credibility in the oversaturated accessible luxury markets of established heritage brands and modern challengers. Weak brand presence outside of the core London customer base constrained future growth opportunities, and online-only business models necessitated advanced omni-channel solutions that could satisfy online efficiency with in-store retail needs (Drapers, 2022). 
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[bookmark: _Toc220538536]Figure 4.3: Elevating Luxury Brand Presence by Aspinal of London
(Source: Retail Gazette, 2024)
The cost of acquiring customers was still high and the marketing channel performance and the conversion funnel needs to be optimized. There was the possibility to use digital-native capabilities and flexible organizational structure that could make it quick to respond to new consumer preferences and trends. According to consumer research, there was an increasing trend toward personalized luxury experiences and faultless integration of the omni-channel, which Aspinal can do through its strategic strengths.
Implementation of the marketing strategy
Aspinal used omni-channel marketing strategies that focus on personalization, customer experience, and optimization on the basis of data. Investments in digital marketing were aimed at performance marketing platforms such as paid search and social media advertising and affiliate relationships, and optimized budget allocation is achieved through more advanced attribution modelling (Retail Gazette, 2024). Personalization features used customer data analytics that characterized preferences and personalized product recommendations, email messages and web experiences. 
The retail strategy focused on experience-driven flagship stores with custom services such as monogramming, leather personalization and personal shopping consultations that produce memorable interactions with the brand. The customer preferences and purchase histories were used to offer personalized reward to the customer using tiers of benefits, exclusive access benefits as well as loyalty programs that encouraged repeat purchasing. The marketing information had stressed on the British craftsmanship stories, quality materials and modern design sensibility that attracts aspirational luxury customers.
Consumer Behaviour Results and Conclusions
The results of consumer behaviour showed a high performance on digital channels and development of customer loyalty. E-commerce revenue increased by 58% per annum, which is significantly higher than the average of 32% in the luxury sectors across the digital platform. The performance marketing optimization reduced customer acquisition costs by 23% (Retail Week, 2024), which has enhanced marketing returns on investment. The values of average orders were growing as £245 was changed to £312, which points to effective upselling and cross-selling methods. There were over 180,000 active members of the loyalty program and customers contributed 65% of the total revenues even though they were 38% of customer base. Net scores in promoters were sixty two which means that there is high customer satisfaction and advocacy. Brand awareness was however limited, as aided awareness of the brand among target demographics was only 24% and this constrained future growth once existing customer base had been reached.


[bookmark: _jspzq21f0elv][bookmark: _Toc220944005]4.5 Case Study 4: Barbour
Background and Market Conditions of the Organization
Barbour is a British tradition-based lifestyle company, which was started in 1894 and is known as a waxed cotton outerwear brand with both functional and countryside heritage. Having been operating mainly on the UK markets as well as increasing its presence in international markets, Barbour was a brand that upheld close ties with the traditions of the British rural life, rural activities, and sensible outdoor wear (Barbour, 2023). The brand catered to a variety of customer groups including the traditional countryside customers and those who buy fashion products in urban settings due to heritage authenticity as well as modern-day partnerships. Balanced market positioning ensured that both the old heritage products and modernized products were available that would attract the young population with the need of authentic heritage brands. In 2023, annual revenues were over £200 million, and the per cent of sales amounted to 42% in the international markets.
Opportunities and Challenges, Strategic
The strategic issues prevailed included the need to modernize the image of the brands without turning off the traditional customer segment who are strongly bound to the brand heritage and traditional product designs. Urban young consumers viewed Barbour as old-fashioned even though heritage authenticity was gaining preference in the modern fashion environment (Drapers, 2021). The digital capabilities were inferior to the modern brand demands and the lack of e-commerce opportunities and the slightest social media presence limited the service to younger audiences. 
The distribution policies were based on the traditional wholesale agreements, which restricted the personal customer relationship and data analysis. There was the possibility to relocate heritage authenticity as the contemporary luxury differentiator without losing the fundamental customer loyalty due to product line segmentation. The trends in the fashion industry showed increasing customer value in authentic heritage brands with authentic narrative of craftsmanship.
Marketing Strategy Implementation
Barbour used the modernization initiatives to maintain a balance between the heritage and the modernity by coming up with product innovation that will attract modernity, strategic alliances, and online improvement. The product development was a way to bring modern silhouettes and colour shades that would attract fashion-oriented consumers and not to lose traditional customers with their heritage lines (Business of Fashion, 2023). 
[image: ]
[bookmark: _Toc220538537]Figure 4.4: Consumer journey map of Barbour
(Source: Business of Fashion, 2023)
Aligning with modern fashion brands and designers created a cultural relevance and publicity to younger people. The investments in digital transformation improved the structure of e-commerce, introduced social media strategies and the demonstration of versatility in styling, and created content marketing with the focus on heritage craftsmanship and British cultural stories. Distribution strategies increased direct-to-consumer channels by opening up retail outlets run by the company and strengthening online presence, which allowed developing customer relationships and gathering data that would guide future strategies.
Consumer Behaviour Results and Outcomes
The results of consumer behaviour were the successful modernization of the heritage with the balancing of the traditional and contemporary customer segments. The rates of brand consideration among twenty-five to thirty-five-year-old customers were improved in 2021-2024 up to 34% , outperforming the situation in 2018 (WWD, 2023), which means that it becomes more relevant to younger groups. The e-commerce revenue increased to 28% of the total sales as compared to 12% showing effective development of digital channels. Nevertheless, certain traditional clients were worried about the direction of the brand, and sales of the heritage products reduced by 8%, which implies that there is a conflict between contemporary and tradition. 
They started growing their social media presence by more than 245,000 to 680,000, and the engagement rates were 3% on average (WWD, 2024), which means effective content strategies. The collaboration products were sold in a few weeks after release, which also created immense media exposure and brand recognition among fashion-obsessed customers who were not aware of the Barbour heritage in the first place.



[bookmark: _Toc220944006]4.6 Comparison between case studies
	Brand
	Challenges
	Opportunities
	Solution
	Implementation
	Output

	Burberry
	Balancing 169 years of heritage with digital consumer demands. 15-20% gap in digital engagement versus newer competitors. 
	73% of UK luxury shoppers value environmental responsibility. Unique British heritage provides authentic differentiation. 
	Comprehensive digital-first strategy with omni-channel integration, brand repositioning, and sustainability commitment. Climate positive pledge by 2040. 
	Social media storytelling on Instagram, TikTok, WeChat showcasing craftsmanship and British culture. Micro-influencer partnerships for authentic engagement. Technology infrastructure for personalized content and analytics. 
	Social followers grew 28% annually, website traffic up 35%. Brand consideration among 18-34 age group rose from 42% to 56% (2022-2024). 

	Mulberry
	Justifying premium pricing amid economic uncertainty. Consumer skepticism toward sustainability claims with greenwashing concerns. Intense competition from global luxury leather goods brands. 
	Growing preference for transparent supply chains and verified environmental responsibility. 50% domestic manufacturing in Somerset provides authentic craftsmanship narrative. 
	Marketing emphasizing craftsmanship transparency, sustainability credentials, and British heritage. Carbon-neutral operations certification. Leather traceability program for ethical sourcing. 
	Documentary content showcasing Somerset factory craftspeople and traditional leatherwork techniques. E-commerce redesign with virtual consultations, customization, and augmented reality. 
	Brand awareness among sustainability-conscious consumers increased 40% to 54% (2022-2024). Website traffic grew 42% annually, site engagement time extended from 4 to 6 minutes. 

	Aspinal of London
	Establishing credibility in oversaturated accessible luxury market. Limited brand presence beyond London constraining expansion. 
	Digital-native capabilities and flexible structure enabling rapid response to trends. 
	Data-driven omni-channel strategy prioritizing personalization and enhanced customer experience.
	Performance marketing across paid search, social media, and affiliate partnerships with attribution tracking. 
	E-commerce revenue increased 58% annually versus luxury sector average 32%. Customer acquisition costs reduced 23%

	Barbour
	Modernizing without alienating traditional customers attached to heritage authenticity. Urban youth perceived Barbour as old-fashioned company.
	Heritage authenticity increasingly valued as luxury differentiator. Growing consumer appreciation for authentic heritage brands.
	Balanced modernization combining product innovation, strategic collaborations, and digital transformation while preserving heritage. 
	Enhanced e-commerce infrastructure with improved user experience. Social media showcasing styling versatility. Content marketing emphasizing heritage craftsmanship and 
	Brand consideration among 25-35 age group increased 34% (2021-2024). E-commerce grew from 12% to 28% of total sales. 


[bookmark: _hyon8wevqsar][bookmark: _Toc220944032]Table 4.1: Comparison between case studies
[bookmark: _Toc220944007]4.7 Chapter Summary
This chapter introduced specific case studies of four British heritage luxury brands operating under the environment of the international marketing strategies implementation on the UK market. Burberry showed thorough digital change and integration sustainability that produced better engagement metrics with conversion difficulties remaining. Mulberry demonstrated long-term orientation positioning and artisanship openness that appealed to the conscious consumers and enhanced their retention amidst acquisition hurdles. 
Aspinal of London demonstrated the example of digital-native omni-channel excellence maximizing customer experience and loyalty formation by being limited in its growth potential by restricted brand awareness. Barbour can be an example of heritage modernization with traditional and contemporary segments being rather balanced with the help of product innovation and strategic partnerships and certain alienation of traditional customers was observed. Chapter 5 will be a synthesis of these findings in terms of cross-case analysis, pattern, mechanisms, and contingency identification of observed strategy-behaviour relationships within theoretical frameworks developed in Chapter 2.

[bookmark: _xxvgwu8b8mbm][bookmark: _a0ifysrd8ukq][bookmark: _5aywqygcp0pf][bookmark: _Toc220944008]CHAPTER 5: DISCUSSION AND ANALYSIS
[bookmark: _50ngyomt4uyc][bookmark: _Toc220944009]5.1 Purpose and Positioning
This chapter seeks to interpret and critically comment on the empirical evidence described in Chapter 4 using the theoretical perspectives as well as conceptual basis developed in Chapter 2. Instead of repeating the story of the specific cases, the discussion generalises the insights of the analysed brands of British heritage luxury with Burberry as the central one. The aim is to get past the level of descriptive reporting to an analytical manner of explaining how the international marketing strategies can be turned into measurable results of consumer behaviour in the UK luxury market.
Chapter 4 showed that the strategic environment of heritage luxury brands is complex due to the processes of digital transformation, sustainability concerns and changing consumer expectations. In this chapter, the findings are placed in a wider academic discourse about international marketing strategy, consumer behaviour, and dynamic capabilities, which are presented in the literature review.
This chapter is thus analytical and integrative in nature. It focuses on cross-case synthesis as a means of spotting shared strategic rationales and boundary circumstances as opposed to operational specifics of a firm. This chapter helps fill this research gap as it helps align the empirical evidence with the theory in terms of understanding the manner in which international marketing strategies are translated into consumer behaviour results in the context of heritage luxury brands in the UK.
[bookmark: _pryf3j8q83sv][bookmark: _Toc220944010]5.2 Analytical Framework and Logic
The discussion is laid out in the framework of the Dynamic Capabilities Theory that was determined in Chapter 2 to be the general theoretical prism, within which this research will be carried out. The dynamic capabilities theory is used to describe how organisations can detect changes in the environment, capture new opportunities, and convert internal resources to remain competitive in the dynamic markets (Zahra et al., 2022). This model is specifically suitable when it comes to the analysis of heritage luxury brands like Burberry that have to balance the centuries-old brand heritage with the fast trends of digitalisation, sustainability demands, and changing consumer behaviour in the UK luxury market.
Based on the conceptual framework that was developed in Chapter 2, the analysis is structured in terms of major theoretical constructs, which implies the high consistency between the literature review and the empirical discussion. In particular, the chapter explores the relationship between sensing capabilities and market intelligence, consumer insight creation and responsiveness to trends; the seizing capabilities, which is reflected by strategic marketing investments, merging omni-channels, and brand repositioning; and how transforming capabilities allow organizations to continue adapting without undermining heritage brand equity (Schlegelmilch, 2022; Meyer et al., 2023).
[bookmark: _1vmt56rmwjbh][bookmark: _Toc220944011]5.3 Cross-Case Synthesis
This part will be a synthesis of the findings of the four British heritage luxury brand cases, and a critical comparison of the findings with the theoretical and empirical knowledge reviewed in Chapter 2. A discussion is structured into four thematic sub-sections that are directly related to the literature review and conceptual framework. Under each of the themes, cross-case evidence is categorised using a compare-contrast sense to determine the convergence, divergence, and critical contingencies that influence consumer behaviour performance in the UK luxury market.
[bookmark: _juawynauzld9][bookmark: _Toc220944012]5.3.1 Digital Transformation and Capability Building
According to the literature, digital transformation is central to dynamic capability and allows firms to adjust to dynamically shifting market markets (Rosario and Raimundo, 2021; Zahra et al., 2022). In the view of dynamic capabilities, it is not digital resources that result in competitive advantage but rather the capacity of the organisation to perceive opportunities in the digital environment, capture them via strategic investment and reconfigure the process within the organisation (Zahra et al., 2022). Previous research highlights the fact that luxury brands find the concept of digitalisation especially hard, as the level of excessive standardisation can destroy the sense of exclusiveness and heritage worth (Schlegelmilch, 2022). Furthermore, digital projects prove to enhance engagement on a more stable basis than conversion, particularly in heritage settings (Rosario and Raimundo, 2021).
Throughout cases, all the four brands were engaged in digital transformation, albeit to varying levels and incoherently. Burberry has engaged in massive omni-channel integration and digital-first interaction, it has grown its social media following and web traffic but with lower conversion results. Aspinal of London had the best alignment in digital competence with the application of data-driven personalisation and performance marketing to lower the cost of acquiring a customer and maximize average order values. Mulberry and Barbour demonstrated weak digital maturity, as they had increased engagement and brand relevancy yet still had structural limitations, including low e-commerce penetration and obsolete distribution strategies.
The results have a strong correlation with the statement of the literature that digital transformation can improve consumer engagement at a higher level of reliance than immediate purchasing behaviour (Rosario and Raimundo, 2021). Brands that had superior sensing and seizing capability, especially Aspinal, applied digital investments to quantifiable behavioural results, confirming the dynamic capabilities theory (Zahra et al., 2022). Nevertheless, the case of Burberry subtly holds the literature by showing that even highly developed digital back-office can result in disproportionate gains in conversion in case the brand heritage establishes a cognitive gap between the engagement and the purchase. This confronts implicit principles in digital marketing research to the effect that scale and sophistication are inherently better in performance. 
Consumer engagement is improved through digital transformation in heritage luxury brand, though conversion gains are determined by how well the firm coherently incorporates digital capabilities into organisational and brand structures.
[bookmark: _3jgensfrjzh8][bookmark: _Toc220944013]5.3.2 Customer Experience Personalisation and Behavioural Outcomes
The literature on consumer behaviour has stressed that individualised experiences lead to increased perceived value, trust and purchase intention, especially in high-involvement products like luxury items (Khan et al., 2023; Lim et al., 2023). The existing marketing analytics studies also indicate that the effectiveness of personalisation is dictated by data quality and the ability to interpret data but not quantitative (Basu et al., 2023). Nonetheless, the literature also finds gaps in the explanation of how personalisation is transformed into real behaviour in the luxury cases, in which symbolic meaning and risk aversion are also prevalent (Sheth, 2021).
There was also a great difference in personalisation strategies. Aspinal has put in place high levels of digital and physical personalisation which has led to high repeat purchase and good performance of its loyalty programme. Burberry put a lot of effort into personalised content and digital storytelling but did not see much of it reflected in purchase behaviour. Mulberry and Barbour were more dependent on the use of narrative-based personalisation based on craftsmanship and heritage, which increased engagement and retention as opposed to making sales.
Results confirm the claim of the literature that personalisation increases engagement and loyalty but does not ensure making an immediate conversion (Basu et al., 2023; Lim et al., 2023). The victory of Aspinal shows the strength of analytics-based personalisation in enhancing behavioural results in the context of clear value propositions. Unlike other behavioural models which tend to assume a linear trend between attitude and action, the case of Burberry proves that there is always an attitude behaviour gap, despite the enhanced brand perception among younger customers. This supports the literature reviews that claim that traditional models lack the explanatory power of luxury consumption (Sheth, 2021). Personalisation affected the purchasing behaviour in the best way at those points that minimized the risk of perception and increase functional value. High price sensitivity and decision complexity could not be solved by using symbolic or narrative personalisation alone.
Personalisation influences loyalty and involvement in luxury markets, though the results of conversion rely on whether personalisation decreases consumer risk and removes the uncertainty of value, rather than on whether it causes an emotional reaction.
[bookmark: _fx3f0e6u70hs][bookmark: _Toc220944014]5.3.3 Platform Standardisation versus Local Responsiveness
The concept of tension between standardisation on a global level and responsiveness on the local level is a strategic dilemma to which international marketing literature focuses (Schlegelmilch, 2022; Kotabe and Helsen, 2022). According to dynamic capabilities theory, the companies thrive because they build the so-called meta-capabilities that enable the flexibility in the standardised structures (Meyer et al., 2023). The pressure on luxury brands is intensified, with global consistency being the foundation of brand equity, and the local relevance being the foundation of consumer behaviour.
The results are in line with the literature that supports hybrid approaches in the combination of global effectiveness and local sensitivity (Schlegelmilch, 2022). The responsiveness viewpoint is backed by the performance of Aspinal in domestic markets, which demonstrates that the behavioural outcomes are improved by responsiveness. Burberry experience refutes the belief that global scale benefits must always outweigh local adjustment benefits in home markets. The process of standardisation in the UK situation seemed to water down relevance instead of strengthening equity. Local responsiveness worked best in situations where the brands maintained global identity guardrails but flexibility in operations. Lack of these guardrails augmented a risk of brand dilution.
Global standardisation is quicker in implementation, whereas behavioural effectiveness is increased where local teams are allowed to customise consumer-facing strategies within strategic confines.
[bookmark: _4t5dfmidspf2][bookmark: _Toc220944015]5.3.4 Sustainability Positioning and Consumer Behaviour
The literature related to sustainability speaks of increasing consumer interest in both ethical and environmental practices, yet the value-action gap remains (Busalim et al., 2022; Barbu et al., 2022). The sustainability in luxury markets is placed as an opportunity of differentiation and moral requirement, but empirical studies are still scarce (Rosario and Raimundo, 2021).
Mulberry showed the most consistent behavioural congruence between sustainability communication and customer reaction, as well as an enhanced retention and engagement. Burberry had high awareness coupled with low initiative recall and Barbour had tension between the modern sustainability positioning and the traditional customer expectations.
Results prove the existence of the value-action gap identified in the literature (Busalim et al., 2022). The level of awareness was not enough to turn to purchasing behaviour. The case of Mulberry contributes to the existing literature because it demonstrates that operational transparency and authenticity can partially address this gap. Sustainability affected behaviour when incorporated into model of product design and service models as opposed to communication add-on. The concept of sustainability can only result in behavioural implications in the luxury markets when it is operationally plausible and well-articulated to consumer value.


[bookmark: _mpr40xk49kb1][bookmark: _Toc220944016]5.4 Robustness Considerations 
To make the findings and interpretation of this chapter more credible, a number of robustness considerations were made. To start with, other explanations to the observed outcomes of consumer behaviour should be recognised. As an example, macroeconomic uncertainty, post-pandemic consumption patterns, and industry trends, in general, can be one of the reasons behind muted conversion rates, regardless of firm-level marketing approaches. Nonetheless, cross-case variation within similar market conditions points at the idea that the organisational capability variations are substantive explanatory variables.
Second, the research is based only on the secondary data sources of annual reports, corporate communications, business press, and industry analyses. Although such sources offer longitudinal and independently verifiable information, they are prone to self-reporting bias and impression management, especially sustainability and digital performance stories. 
[bookmark: _fcv35nw0hy0r][bookmark: _Toc220944017]5.5 Practical Synthesis
The cross-case analysis provides a number of practice-ready implications that directly inform the managerial implications that are created in Chapter 6.
To begin with, digital interaction has to be operationally linked with conversion systems. Brands that spent money on content and social reach without spending the same on analytics, attribution, and the combination of journeys had engagement-conversion detachments. The most likely performance gains come with a close relationship between digital platforms, customer data, and the decision process.
Second, personalisation works not only when it simplifies decision-making and not when it improves brand narrations. The degree of loyalty and repeat purchase increased in the situations when the value was made clearer and choosing was easier with the help of data-driven suggestions and cohesive omni-channel experiences.
Third, there should be global brand consistency with local execution discretion. Standardised platforms speeded up deployment, and behavioural effectiveness was better when the UK teams were allowed to customise messaging and experiences in strategic guardrails.
Fourth, sustainability should be operationally credible in order to influence behaviour. Knowledge was not sufficient to purchase items, and only when the concept of sustainability was incorporated into the product design, supply chain oversight, and service design, positive results were observed.
These lessons are the empirical basis of the actionable managerial recommendations that are found in Chapter 6.
[bookmark: _7d2df52anx8u][bookmark: _Toc220944018]5.6 Chapter Summary
The chapter also generalised the cross-case results to derive insights into the impact of international marketing strategies on consumer behaviour in the UK luxury market based on the primary research framework of the Dynamic Capabilities Theory. As it was indicated in the discussion, there was a significant overlap between empirical evidence and the current literature as well as the theoretical knowledge was broadened by the refinements that are context-specific.
In line with the previous studies, digital transformation and capability building proved to be necessary facilitators of consumer engagement. Nevertheless, the results provide the challenge of simplified assumptions of linear relationships between engagement and the purchase behaviour, displaying persistent gaps mediated by the value clarity, perceived risk and system integration. 
The chapter further narrowed down on the initial conceptual framework by the addition of the mediators (reduced risk, credibility to sustainability) and moderators (integrating the data, being locally responsive) which added to the explanatory power of the conceptual framework. 
In general, Chapter 5 contributes to theoretical and practical knowledge by not examining cases descriptively but determining mechanisms, contingencies, and capability settings that define how marketing works. These sophisticated conclusions form a solid basis on the theoretical contributions to and managerial implications that have been presented in Chapter 6. 


[bookmark: _vts0m6wybglq][bookmark: _Toc220944019]CHAPTER 6: CONCLUSION AND RECOMMENDATIONS
[bookmark: _zdcm7dtn1jo5][bookmark: _Toc220944020]6.1 Introduction 
The purpose of this final chapter is to summarise the results of the research, present its theoretical and managerial implications, and admit the limitations and future research directions. Following the cross-case analysis in Chapter 5, the chapter is a reflection on the impact of international marketing strategies on consumer behaviour in the UK luxury market, where the British heritage brands are involved. It brings into unity the research contributions to the literature of marketing strategy and consumer behaviour besides translating the results of the research to practical advice to the practitioners.
The study was aimed at critically evaluating the impact of international marketing strategies of Burberry on consumer behaviour in the UK luxury market, based on the comparative experiences of other British heritage luxury brands. The study was conducted using a qualitative, secondary-data-based multi-case design (Chapter 4), and then, a theory-based cross-case synthesis was conducted to explain patterns, mechanisms, and contingencies (Chapter 5).
[bookmark: _tonflt9vhfgy][bookmark: _Toc220944021]6.2 Brief Summary of Key
The cross-case analysis identifies some of the strong literature-based findings of the interconnection between international marketing strategies and consumer behaviour in the UK luxury market.
Digital transformation always increased consumer involvement, especially in regard to the reach, awareness and interaction. Nevertheless, the support of integrated analytics, uninterrupted omni-channel paths, and organisational alignment enabled the engagement to turn into purchase behaviour. In places whereby old systems disjointed the customer experience, conversion benefits were dampened.
Customisation enhanced retention and loyalty and not direct conversion. The results of behavioural changes were enhanced as perceived risk and complexity of value clarification increased with personalisation which led to the conclusion that luxury consumption is a high-involvement high involvement decision-making process.
Global standardisation had an effect of improving efficiency in execution, yet behavioural effectiveness was determined by levels of local responsiveness. The brands that enabled adaptation at market-level without strategic guardrails were more relevant and showing a response among the consumers in the UK scenario.
The effect of sustainability positioning on consumer behaviour was only achieved in circumstances of operational credibility. Awareness was not enough, quantifiable behavioural outcomes were realised when sustainability became built into the product design, supply chain and service practices.
[bookmark: _h9j7uxcm4m7h][bookmark: _Toc220944022]6.3 Theoretical Implications 
The current study adds to the academic literature by refining and putting into context the theoretical knowledge on the effects of international marketing strategies on consumer behaviour in UK luxury market. Grounded in the dynamic capabilities school, as defined in Chapter 2, the results are anchored to the existing theory with the identification of contingent mechanisms, boundary conditions, and process-level revelations that influence the behavioural results in heritage luxury brands.
Contribution 1: Clarification and Extension of the Theoretical Base
Chapter 2 conceptualised the effectiveness of international marketing using the perspective of dynamic capabilities, especially organisational sensing, seizing and reconfiguring capabilities. This theoretical framing is largely supported by the cross-case evidence. Brands which showed greater levels of sensing (by use of data analytics, market monitoring and trend responding) recorded increased levels of consumer engagement (Cheong et al. 2023). 
Nevertheless, the research builds upon this theoretical foundation by providing qualification to the proposed direct correlation between engagement and outcomes of performance. Although Chapter 2 placed consumer engagement as a proximal consequence of successful marketing strategy, Chapter 5 illustrates that consumer engagement is not enough to lead to purchase behaviour in pole cases of luxury. 
Contribution 2: Boundary Conditions and Contingencies
One of the theoretical contributions is research of boundary conditions in which the existing relationships are maintained or disrupted. The relationship between personalisation and consumer behaviour outcomes was suggested to be positive in chapter 2. Partially these findings support this relationship as they indicate that personalisation increases loyalty and retention but not necessarily results in immediate conversion (Kumar et al. 2021).
This deviation reminds the moderating factor of data quality, system integration and governance, which predetermines the success of personalisation strategies. In the case of fragmented or uncontrolled customer data, and hence no personalisation to lessen perceived risk or explain value, personalisation weakened its behavioural effects (Hancock et al. 2021). This observation qualifies the canonical assumptions in the consumer behaviour literature since it applies to prove that personalisation-performance relationship is context sensitive, especially in digitally complex, legacy-ridden organisations.
Equally, sustainability positioning also became a conditional cause of behaviour. Although Chapter 2 recognised the increasing role of ethical consumption, the results show that sustainability only impacts on behaviour when operationally enshrined and plausibly reported. This brings in sustainability credibility as a requisite in favour of improving the current theoretical anticipation regarding ethical branding (Janis, 2022).
Contribution 3: Mechanisms and Process Insights
In addition to defining relationships, the research has the value of shedding light on how the international marketing strategies can be transformed into consumer behaviour results. Cross-case review shows that digital channels and standardised marketing resources make organisations less complicated, speedy, and enhance the consistency of messages (Olan et al. 2021). Nevertheless, such advantages can only be realised with local teams that are not too autonomous to tailor the experiences to the market-related expectations.
It is an insight that makes progress in theory through demonstrating that standardisation and localisation are complementary forces, and not opposing ones. Template-based systems have the advantage of less mental and processing load, whereas local adaptation improves relevance and credibility, which is a key to luxury consumption. These processes underlie the differences in success of similar strategic investments in different firms, which was one of the gaps identified in Chapter 2.
[bookmark: _f3es5hseyxj9][bookmark: _45clykrxeccg][bookmark: _Toc220944023]6.4 Managerial Implications and recommendations
[bookmark: _Toc220944024]6.4.1 Managerial Implications
The results highlight the fact that luxury brand managers should invest in dynamic capabilities development which will allow responding constantly to the changes occurring in the market. International marketing strategies in the field of international marketing need complex balancing of the global brand consistency and the local market responsiveness. Heritage luxury brands cannot afford to solely depend on the positioning by the past but need to constantly feel new trends, capture strategic opportunities by utilizing agile resource distribution and transform organizational structures to remain competitive without affecting the core brand values (Oyedokun et al. 2024). Organizations ought to form special innovation units that aim at tracking competition and changes in consumer preferences.
The digital transformation is one of the most significant necessities of modern luxury marketing. The data prove that the luxury brands need to create combined omnichannel approaches that bind both physical and digital touchpoints and maintain the exclusivity positioning. This necessitates the use of artificial intelligence and data analytics to offer personalized consumer experience that show great awareness of individual preferences and ensure privacy issues are addressed (Purohit, Arora & Paul, 2022). Complex customer relationship management applications that track consumer experiences in multiple channels allow brands to predict needs and establish valuable engagement experiences. The introduction of digital technologies must complement and not water down brand prestige by applying it in a delicate manner that does not weaken luxury positioning.
Modern luxury customers, especially the younger generations, are more demanding authentic eco- and socially responsible dedication. The study indicates that sustainability programs should be embedded into the mainstream business processes and not an empty marketing communication (Rachmad, 2024). This realness creates confidence and makes brands stand out in the saturated luxury markets where customers are more suspicious of unsubstantiated assertions. Sustainability must be placed as a core brand identity and not a value-added marketing communication.
[bookmark: _Toc220944025]6.4.2 Recommendations
Recommendations made on Strategic Positioning
Some of the measures that the luxury brand managers should consider are open reporting of sustainability through believable third party certifications, in-depth impact reporting, and evident progress towards environmental objectives. It is beneficial that organizations are strategicly coherent, which is achieved through cross-functional collaboration of marketing, digital, sustainability, and customer experience teams at all consumer touchpoints (Renjith et al. 2021). Periodic stakeholder consultation and response systems need to be put in place to make sure positioning is also pertinent and genuine.
Consumer Insight Generation 
Brands need to invest in nonstop consumer generation of insights by employing both conventional market research and the new digital-based intelligence gathering. The knowledge of psychological motivations of luxury consumption (self-expression, social signalling, and experiential value) allows better targeting and positioning. Combination of marketing analytics functions with comprehensive qualitative consumer knowledge provides competitive advantages in terms of excellent capacity to forecast behaviour pattern and allocate marketing resources (Oyedokun et al. 2024). Firms need to come up with consumer intelligence units with value addition of quantitative and qualitative methodologies in ethnography.
[bookmark: _Toc220944026]6.5 Limitations and Directions for Future Research
Despite its contributions, there are various limitations that can be presented to this study despite its contributions and which must be taken into account when drawing conclusions out of the findings. To begin with, the study will solely use secondary data as the source of data, and the sources will be corporate reports, industry analysis, and publications in the business media. Although these kinds of sources can be longitudinal and comparative analytical, they can be self-reported, influenced by vendors, or strategically framed by firms. Consequently, the performance outcomes and strategic effectiveness claims can be affected by the publication and attribution bias, and thus exaggerate the success of some initiatives.
Second, the empirical focus of the research is narrowed down to the market of luxury in the UK and few British heritage brands are studied. Though such a situation is theoretically and managerially pertinent, it limits the applicability of the results to other industries, emerging markets, or non-heritage brands. The relationships in this study could change due to the differences in regulatory environment, digital maturity and consumer expectations.
Third, causal inference is inhibited by the measurement constraints. The secondary data presents the challenge of not being able to isolate the effects of particular marketing strategies to the consumer behaviour outcomes or determine the counterfactual conditions. Engagement, conversion and loyalty are metrics that are subject to various factors interacting, which limit the accuracy of attribution.
A research in the future would overcome these limitations by conducting tests on the refined propositions generated in this research in various industries and geographical settings using mixed-method or longitudinal studies. Micro-level studies might be of the adoption behaviour of consumers, the development of the ability of employees, or the allocation of human and AI tasks in marketing teams. On a macro level, comparative analysis might be done looking at platform governance, standardisation, and localisation within international markets. Also, triangulation of web analytics, customer data and financial performance indicators might be adopted in future studies or experimental or panel data methods may be used where possible.
[bookmark: _uiuxc6ti1d9j][bookmark: _Toc220944027]6.6 Closing Statement 
This is both a contribution to theory and practice because it has shown that international marketing strategies affect consumer behaviour due to contingent capability-based processes but not direct effects. The research improves the knowledge of marketing efficiency in heritage luxury by enhancing the relationships between dynamic capability and defining major mediators and moderators to date. The lessons would be best applied to the premium brands that are in digitally advanced and competitive market with customer confidence, experience consistency and capability alignment in organisations being a core of sustainable performance. 
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