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Role of Marketing Department in Burberry’s
Introduction
[bookmark: _GoBack]	This paper aims to examine the role of marketing in the Burberry Group, a UK headquartered luxury fashion house with operations across the world. Marketing has been widely acknowledged to be one of the most important of organisational functions, responsible to a large extent in driving organisational expansion, profitability and wealth accretion (Moore & Pareek, 2009). The importance of marketing to business success and growth has attracted extensive researcher and practitioner interest and resulted in continuous expansion of literature on the subject (Moore & Pareek, 2009). Modern organisations thus constantly focus on marketing and develop suitable marketing strategies for the achievement of growth and competitive advantage (Ghauri & Cateora, 2010).
	Burberry’s is also a marketing driven luxury fashion organisation (Shannon, 2017). It has been widely acknowledged for developing a digital marketing strategy, which has been instrumental in the development of organisational growth and competitive advantage (Shannon, 2017). Marketing activities in modern business organisations are essentially driven by their marketing departments or functions (Hollensen, 2011). These departments are generally headed by senior managers and work in close collaboration with the organisational leadership in order to develop marketing strategies and implement them successfully (Hollensen, 2011). The role of the marketing department can thus be considered to be critical in the achievement of strategic and business success (Hollensen, 2011).      



Marketing
	Marketing essentially refers to the various activities undertaken by modern organisations to sell and create markets for their products and services (Lee & Carter, 2005). It is important to keep in mind that whilst organisations in the past, especially up to the 1960s, focused upon production, assuming that produced goods and services could be sold without difficulty or challenges, such premises and assumptions have changed dramatically in the last three decades (Lee & Carter, 2005). Enhancement in competition amongst producers of goods and services, along with increase in awareness and knowledge amongst consumers has resulted in buyers and customers being placed at the core of the contemporary business environment (Kotler & Armstrong, 2010). The increasing importance of the customer in modern day business has resulted in continuous and increasing focus in organisations on appropriate and high quality marketing activities (Kotler & Armstrong, 2010). Modern organisations thus aim to constantly enhance their marketing effectiveness through various strategies, including the strengthening of their brands, the understanding of consumer behaviour, the formulation and implementation of carefully detailed marketing strategy and appropriate promotion and communication activities (Bradley, 2005). 
	Several academics and experts have contributed to literature on marketing (Wang et al., 2011). Michael Porter (1985) developed the Generic Theory of Competitive Advantage, in which he stated that organisations could achieve competitive advantage through focusing on cost leadership, differentiation or focus on niche markets. Various theories have also been generated in the area of brand development, brand strengthening and examination and management of consumer behaviour (Wang et al., 2011). This has resulted in the comprehension and understanding of needs and wants and the generation of appropriate marketing strategy to satisfy them and develop consumer loyalty and market share (Wang et al., 2011).  
	Marketing departments plays extremely strong focus on branding and brand strengthening, an activity that assists in differentiating their organisations, as well as their products and services from competing ones and in creation of organisational reputation and image (Boddy, 2011). The creation of strong brands and their continuous strengthening constitutes one of the most important functions of organisational marketing departments (Boddy, 2011). 
Marketing departments are also responsible for the formulation of marketing strategies and the development and implementation of promotional strategies (Adcock, 2000). The formulation of an appropriate marketing strategy is a complex activity and involves the development of specific strategies and policies in areas of product positioning, pricing, placement (distribution) and promotion (Adcock, 2000). The development of a marketing strategy thus helps in the creation of a broad and comprehensive strategy framework for enhancement in sale of products, generation and expansion of market share, satisfaction of customer needs and enhancement of customer advantage (Badot & Cova, 2008).
Marketing departments are also responsible for organisational promotional and communication activities (Fletcher & Brown, 2002). They coordinate with advertising agencies, develop organisational communication for customers and other stakeholders, select appropriate communication checks and communicate suitable messages to various audiences (Fletcher & Brown, 2002). The development and spread of the Internet has resulted in significant expansion of promotion and communication activities and has enabled marketing departments to engage in two-way communication with their targeted audience groups, find out about their various needs and develop suitable organisational and marketing strategies to satisfy them (Donovan & Henley, 2010).                      

Role of Marketing and Communication Function in Burberry’s 
	The Burberry Group Plc is a UK headquartered luxury fashion organisation engaged in the production and marketing of trench coasts, outerwear, fragrances, sunglasses, fashion accessories and cosmetics (Burberry’s plc, 2018a). The organisation, which originally focused on the production and marketing of outdoor clothing, subsequently expanded its operations into the high fashion market; it developed a breathable and waterproof fabric, known as Gaberdine and created a reputation for unique trench coats and other items (Burberry’s plc, 2018a). The organisation achieved sales of 2.5 billion GBP and a net income of 3.15 million GBP in 2017. Burberry’s marketing and sales function plays an extremely important role in organisational affairs (Burberry’s plc, 2018b). Burberry’s has a matrix based organisational structure, wherein the marketing department is able to continuously interact with the organisational leadership and other departments in order to enhance its organisational sales and competitive advantage (Milnes, 2015). 
The organisation’s marketing and communication function is responsible for the development of its product mix, the development and strengthening of its marketing strategies and for organisational communication activities (Lechemia, 2016). The head of marketing reports to the CEO of the company along with other departmental heads (Lechemia, 2016). The marketing department in turn controls several functions, including design and menswear, digital media architecture, digital marketing and analytics and digital technology (Lechemia, 2016). The organisation has over time, especially in the course of the last 10 years developed into a digital first marketing and retailing organisation (Shannon, 2017). Burberry’s decided in 2006 to become the first fully digital luxury company (Shannon, 2017). The company has over time developed digital into a core element of the way in which Burberry’s runs its business and the firm is now obtaining the rewards in a category that has always been backward in digital flair (Shannon, 2017). Burberry’s took the lead in turning user generated content into its specific social media platform, namely the Art of the Trench, which was launched in 2009 (Tobias, 2013). The organisation was amongst the first to test various new social media channels and made use of Snap Chat, Periscope, Instagram and Twitter, as and when they rolled out (Tobias, 2013). Burberry’s furthermore upgraded its mobile site in 2014, which led to substantial enhancement in its mobile revenues (Tobias, 2013). 
Christopher Bailey, the CEO and the Chief Creative Officer of the organisation stated that digital technology played a key role in the brands thinking processes (Chen, 2016). Customers can now access the brand in a way that was unprecedented and unheard in the luxury world (Chen, 2016). Burberry now focuses on treating customers in the luxury world in the same way, regardless of their being online, mobile and in-store (Chen, 2016). The organisation has been widely recognised for its digital marketing efforts and its online platform, the Art of the Trench has now received millions of page views (Chen, 2016). 
	The organisation has developed a multiyear strategy, which places the marketing department at the core of organisational strategy (Burberry Plc, 2018c). The six pillars of its strategy consist of 4 revenue drivers, namely product, communication, distribution and digital, as well as two enablers, namely operational excellence and inspired people (Burberry Plc, 2018c). The firm is evolving its communications to be led by product and made for social media (Burberry Plc, 2018c). Placing its products at the centre of its communications, the organisation is leveraging its digital and social media reach to convey new energy. It is strengthening its brands to change customer perception, enhance customer engagement and increase organisational focus (Burberry Plc, 2018c).  
	With regard to distribution, the organisation is working towards transforming in-store experiences through the refurbishment of retail stores and the enhancement of customer services (Tobias, 2013). These actions are aimed to enhance the firm’s luxury distribution network and support its brand positioning (Tobias, 2013). 
	The organisation aims to constantly focus on revolutionising its digital proposition through the display of sophisticated product assortments, personalised stories and the editorialising of the website to improve consumer engagement (Lechemia, 2016). It is also improving the omni channel experience in order to enable customers to improve their flexibility over delivery and payment options and switch easily between digital and physical (Lechemia, 2016). The firm furthermore aims to strategically grow and strengthen its digital partnerships with brand suitable partners (Lechemia, 2016).  
                      
Identification of Important Target Markets
	This section of the paper deals with the functions of the marketing department with regard to targeting of customers. Kim and Canina (2010) stated that a target market comprised the targeted set of customers to which an organisation wishes to sell and towards which it directs its marketing efforts. The identification of a target market thus comprises an essential step in the creation of a marketing plan. There are various ways of separating a target market and such an exercise can be carried out on the basis of geography, purchasing power, psychographics and demographics amongst others (Kim & Canina, 2010). Modern organisations invest substantial amounts of effort, time and money to define and monitor their target markets (Kim & Canina, 2010). 
It is evident, with regard to Burberry that all of its products are certainly not meant for all types of consumers, given their utility, range and prices (Lechemia, 2016). Consumers are furthermore frequently careful and cautious with their spending power (DeSarbo et al., 2006). Burberry thus segregates its target markets by way of age, location, lifestyle and income. Organisations define their target markets through the consumers that are likely to have needs for their products (Lechemia, 2016). The definition of a target market thus facilitates an organisation in focusing on specific market factors in order to reach and connect with customers through marketing and sales efforts (Czinkota & Ronkainen, 2013). DeSarbo et al., (2006) stated that the target market constituted a central focus within a marketing plan, which furthermore determine other essential factors like pricing, distribution and promotion for the product. The target market also determined significant factors about the product itself. An organisation could in fact modify and keep specific aspects of product so that they were more likely to be purchased by targeted customers (Czinkota & Ronkainen, 2013). Donaldson and O'Toole (2002) stated that targeting resulted in the making of a large market into smaller segments in order to focus on a specific group within the larger audience. 
Burberry markets high quality and expensive fashion products that specifically focus on outerwear, fashion accessories, fragrances and eyewear for women, men and children (Sanghvi, 2011). Its products are designed with great care and it is ensured that their quality of products is extremely high (Sanghvi, 2011). The firm also prices its products in accordance with its luxury profile; Burberry’s products are expensive, compared with other types of similar products and are priced similarly to other luxury products from competing organisations (Sanghvi, 2011). 
Burberry’s thus purposely and carefully targets customers of both sexes and different ages, who are mostly extremely fashion conscious (Sandle, 2017). The organisation furthermore targets individuals who are ready to pay substantial sums of money for products that are beautiful, well designed, of high quality, and satisfy their needs for indulgence, status and self esteem (Sandle, 2017). Burberry’s target market is furthermore affluent and comprises people from high income segments (Pestininkaite, 2015). This is necessary because its products are not likely to appeal to people with restricted budgets on account of their higher prices (Pestininkaite, 2015). Such targeting helps Burberry’s in speaking directly to a defined audience and in the development of marketing messages that resonate deeply with audiences (Pestininkaite, 2015). It allows Burberry’s to focus on crafting messages for specific audiences (Kotler & Keller, 2006). This type of targeting furthermore helps Burberry in differentiating its brand with customers, reaching out to customers at a more personal and human level and in the creation of long lasting relationships (Kotler & Keller, 2006). Greater knowledge about customers also helps Burberry’s in understanding and in modifying and improving its offers to them (Kotler & Keller, 2006).   
       
Selection of Suitable Media Channels
	Burberry’s marketing department focuses on the use of digital technology to drive its digital strategy (Tobias, 2013). It collaborates with technology companies, streams content on Snap Chat and maximises social media (Tobias, 2013). These strategies have helped it to achieve substantial growth and significantly enhance its brand value (Tobias, 2013). The organisation’s Burberry Bespoke campaign enables customers to customise their trench coats (Millington, 2015). The organisation facilitates customers in choosing the style, colour, fabric and materials of their trench coats. Website users can easily engage in customisation on the website, where a model appears on screen and customers can design their trench coats in real time, choosing from ten style combinations and several other options (Millington, 2015). 
	Burberry’s makes strong use of Snap Chat in order to promote its collections and fragrances (Lechemia, 2016). The brand provides users with a snap code that can be used to unlock exclusive content (Lechemia, 2016). Burberry’s has a robust digital team and the content shared on platforms and on mobile is created internally (Lechemia, 2016). This includes the carrying of advertising campaigns on Snap Chat, Periscope potential and the development of curated playlists for Apple music (Lechemia, 2016). Burberry’s goal on digital channels is to be consistent. Shoppers can now purchase their products online and subsequently pick up in store (Phan et al., 2011). They can furthermore ask a sales associate to order for them from Burberry.com while in store and even access a unified shopping cart on desktop and mobile (Phan et al., 2011). The synchronisation of channels has helped Burberry’s in expanding into fresh markets like Korea and Japan and enable shopping through social platforms (Phan et al., 2011).
	Burberry’s aims to be ahead of the curve in social marketing and allocates 60% of its add budget to digital (McKinsey & Company, 2018). It has millions of Facebook fans and keeps them entertained with regular updates (McKinsey & Company, 2018). The content includes photo albums of new product ranges and galleries of collections. It posts special invites for Facebook fans to watch live fashion shows (McKinsey & Company, 2018). Its Art of Trench mini site allows people to upload images of themselves wearing one of the brand’s trench coats in order to create a body of images that reflect personal style from across the globe (Phan et al., 2011).  The organisation has more than two million followers on Twitter and tweets several times a day, with every tweet including a video or a image, frequently of celebrities wearing Burberry’s clothes at special events (Phan et al., 2011). All its tweets are pre-planned marketing messages, but it has a separate feed for customer service, which means that marketing messages and customer queries do not get mixed up (Phan et al., 2011).              
	The firm also makes use of Pinterest and pins thousands of images across several boards. The boards have an appealing mix of product ideas, music videos and celebrities (Lechemia, 2016). Apart from social media platforms, Burberry’s continues to make use of television and print advertising, even though the focus on digital advertising has increased substantially in recent years (Lechemia, 2016).  

Measurement and Evaluation of Success 
	It is essential for marketing departments to continuously evaluate the success of its marketing efforts. Such evaluation is necessary in order to assess the effectiveness of sales programmes and monitor and modify marketing and communication strategies, policies and methods (Shimp, 2008). Modern marketing departments consistently monitor and evaluate the success of marketing programmes and strategies with the help of internal and external market research (Hollensen, 2011). Burberry’s, as an extremely successful marketing organisation, continuously evaluates the success of its marketing activities in a multidimensional manner with the help of digital analytics, as well as qualitative and quantitative tools and techniques (Lechemia, 2016). 	
The organisation continuously tracks its sales and responds to drops and flattening in sales curbs with new marketing and communication strategies (McKinsey & Company, 2018). It makes use of digital analytics to continuously examine customer opinions and feedback about its different marketing and customer oriented strategies and initiatives (McKinsey & Company, 2018). It furthermore monitors its use of social media platforms and campaigns regularly in order to evaluate the success of social media campaigns (Millington, 2015). The firm for example aimed to reinvigorate sales in the huge Chinese market (Millington, 2015). It ramped up advertising on China’s popular WeChat social media apps, which resulted in resurgence in sales in Mainland China and an additional 4% rise in quarterly sales (Lechemia, 2016). The company stated that its advertising campaign for the launch of a new bag in WeChat resulted in a tripling of customers on the app (Lechemia, 2016).  
It is thus evident that Burberry’s constantly renews and evaluates the success of its marketing strategies and initiatives, both by way of actual sales results, as well as customer feedback to social media platforms and digital analytics.     

Conclusions
	This paper aimed to examine the role of the marketing and communications function in Burberry’s, the UK headquartered producer and retailer of high fashion, luxury outerwear, fashion accessories, fragrances and eyewear. Marketing plays an extremely important role in organisational efforts for the development of sales, market share, and competitive advantage (Hollensen, 2011). The marketing department of an organisation is responsible for the coordination and implementation of all marketing activities (Hollensen, 2011). The marketing department in Burberry’s reports to the CEO and is responsible for a number of critical functions including the formulation of marketing strategies and the overseeing of its communication activities, especially digital communication (Sanghvi, 2011). 
Burberry’s has in recent years changed its marketing thrust and now spend more than 60% of its advertising expenditure on digital (Lechemia, 2016). It makes extensive use of its website, as well as social media platforms like Snap Chat for this purpose (Lechemia, 2016). Burberry’s marketing department has implemented the significant change in marketing strategy with considerable success and has been able to enhance the organisation’s sales and competitive advantage substantially in recent years (Phan et al., 2011). It has adopted a clear policy of differentiation and has formulated a complex digital based marketing strategy that has helped the firm in achievement of marketing success and competitive advantage (Phan et al., 2011).    
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