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[bookmark: _Toc213281183]1. Introduction
[bookmark: _Toc213281184]1.1 Background of the research
The luxury goods market in the world has experienced a major transformation in the past ten years as a result of digitalisation, shifting preference of the consumers and the evolving competitiveness in the global market. The luxury fashion market of the United Kingdom is one of the most promising directions of exploration in this regard as it is characterized by the existence of classical brands that struggle to balance the traditional notion of the brand with the modern demands of consumers (Burberryplc.com, 2025). An example of such strategy challenge is that of Burberry, the most iconic luxury fashion house in Britain. Modern luxury fashion business is facing significant challenges in the form of the rapidly advancing technology, changing channels of distribution, and the complex trends of consumer behaviour.
The digital transformation has completely changed the relation between the luxury brands and the consumer, and the strategies should be recalibrated (Rosario and Raimundo, 2021). The COVID-19 pandemic only encouraged these changes by causing the essential shift in consumer purchasing patterns and brand engagement patterns across the whole luxury sector (Di Crosta et al., 2021). Luxury marketing strategies are towards the global market have evolved and moved towards more consumer oriented models rather than global standardisation (Schlegelmilch, 2022). The core and importance of the need of knowing the implications of these strategies on the consumer behaviour cannot be compromised.
[bookmark: _Toc213281185]1.2 Research Objectives
· To examine the international marketing strategies Burberry employs within the UK luxury market
· To evaluate the effectiveness of Burberry's strategies in shaping consumer behaviour outcomes
[bookmark: _Toc213281186]1.3 Research Questions
· How do Burberry's international marketing strategies influence consumer behaviour in the UK luxury market?
[bookmark: _Toc213281187]2. Literature Review
[bookmark: _Toc213281188]2.1 International Marketing Strategies in Luxury Markets
The existing literature provides a significant foundation of the conceptualization of the marketing strategy and consumer behaviour individually. Research on marketing strategies has revealed that pricing strategies are the significant aspect of the consumer purchase process and strategic pricing strategies are the significant competitive tool in the market positioning (Ali and Anwar, 2021). It has been admitted that successful marketing strategies must integrate different elements in contemporary marketing research, including the positions of products, management in distribution channel, and communication methods to contact and impact target consumers (Rosario and Raimundo, 2021; Gillespie and Swan, 2021).
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Figure 1: Marketing approach in luxury market
(Source: Adapted from Sudirjo, 2023)
The success of marketing practices in the international environment has been long-studied, with literature identifying the need to adjust the worldwide strategy to local market factors and preserve the brand image (Schlegelmilch, 2022). The process of developing the marketing strategy to enhance the competitiveness of the product in the international markets requires a complex level of knowledge about the strategic positioning as well as the consumer response mechanisms (Sudirjo, 2023).
[bookmark: _Toc213281189]2.2 Consumer Behaviour in the Luxury Sector
Luxury market consumer behaviour is an intricate combination of psychological, cultural and strategic forces. Luxury markets require a highly psychological effect, culture and marketing intervention strategies to influence consumer behaviour and purchase decisions and brand loyalty (Toha and Supriyanto, 2023). It is market targeting, purchasing behaviour patterns, and demand characteristics that are especially sensitive in premium market segment factors that influence consumer research processes (Toha and Supriyanto, 2023).
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Figure 2: Optimization of consumer journey among heritage luxury brands
(Source: Di Crosta et al., 2021)
The heritage luxury brands have specific issues associated with the need to reconcile the traditional brand values and consumer expectations of modern consumers. The role of psychological determinants increased in the face of the pandemic as a consumer behaviour constituent, and it is important to note that these considerations have implications on how luxury brands conduct business in the market (Di Crosta et al., 2021). The prospects of marketing strategy, consumer behaviour and analytics in the marketing field are also continuing to open, indicating that the future of academic study in these fields is bright (Sheth, 2021).
[bookmark: _Toc213281190]2.3 Digital Transformation of Luxury Brand Engagement
The digitalization of the luxury marketing has completely transformed the nature of brand-consumer relations. The recent research has focused on the important role of digital technologies in consumer interaction, and social media marketing influences the profound shifts in consumer behaviour between the conventional e-commerce platforms to the social commerce ones (Rachmad, 2022). Most recent marketing tools, including the integration of NFTs and interaction in meta-verses, are new chances that luxury brands can use blockchain-certified technologies to influence consumer behaviour in new manners (Sung, Kwon and Sohn, 2023).
The performance of international businesses mainly depends on the online marketing potential, and the study proved that online marketing capabilities indirectly affect international performance, especially in e-commerce businesses (Tolstoy, Nordman and Vu, 2022). The use of advanced technologies, including BLE (Bluetooth Low Energy), has been revealed to help in enhancing marketing interventions and customer satisfaction and loyalty due to the open innovation strategy (Alzoubi, 2022).
[bookmark: _Toc213281191]2.4 Luxury Marketing Brand Heritage and Authenticity
Brand heritage and authenticity have become a vital factor of success of luxury brands in the modern markets. The challenge peculiar to heritage luxury brands is the need to use their historical background and be relevant to the current customer who demands tradition and innovation (Schlegelmilch, 2022). Studies show that brand authenticity in oversaturated luxurious markets is a significant differentiator where authentic brand stories are held in higher esteem in consumers than superficial marketing pretentions (Sudirjo, 2023). Brand heritage strategic communication should be balanced because giving too much focus on tradition can drive away the younger generation and the lack of focus can weaken decades of brand equity (Ali and Anwar, 2021). 
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Figure 3: Relationship between brand heritage and digital marketing methods
(Source: adapted from Rosario and Raimundo, 2021)
Moreover, the incorporation of heritage in digital marketing methods has its opportunities and challenges because brands should somehow transform physical heritage resources into their appealing online stories (Rosario and Raimundo, 2021). The issue of heritage brands authenticity the need to uphold traditional values and adopt innovativeness is one of the most urgent directions in terms of which further scholarly exploration is necessary (Gillespie and Swan, 2021). 
[bookmark: _Toc213281192]2.5 Research Gap
In spite of this rich source of knowledge, the gap in knowledge of how international marketing strategies can specifically be translated into tangible consumer behaviour results in heritage luxury brands in the mature market like UK is a critical gap too. Lack of empirical information concerning the processes, contingencies, and boundary conditions that dictate the effectiveness of the international marketing interventions in the heritage luxury settings reduces the development and implementation of theories and practices (Rosario and Raimundo, 2021; Schlegelmilch, 2022).
[bookmark: _Toc213281193]3. Methodology
[bookmark: _Toc213281194]The research will adopt a secondary qualitative research approach by applying thematic analysis to understand the behavioural responses and perception of the consumers from the UK towards Burberry's marketing strategies. This method will be appropriate as it will enable the researcher to detect patterns and relationships and emerging themes from existing, contemporary, and reliable data sources (Gillespie and Swan, 2021). The use of secondary data will give a wider knowledge about consumer behaviour without limitations of primary data collection that makes the study cost effective and time effective.
The secondary data will be gathered from credible and updated sources that are published between 2021 and 2025, which ensures that recent trends and developments in the fashion and luxury industry will be included. The data will consist of peer-reviewed journal articles, market analysis reports, Burberry's corporate publications, sustainability reports, industry case studies and consumer insight databases. These varying sources will aid in the development of a rounded understanding of Burberry's marketing practices and engagement with consumers in the UK market.
The data analysis will be guided by the Braun and Clarke (2006) thematic analysis framework, which includes the following six major steps: data familiarisation, generation of initial codes, search for themes, review of themes, definition and naming of themes, and production of final analysis (Rosario and Raimundo, 2021). Key themes will include brand awareness, digital marketing engagement, pricing perception, sustainability initiatives, brand heritage and customer loyalty.
The results will be presented in the form of detailed thematic narratives with evidence from multiple sources. This approach will guarantee credibility, triangulation and analytical depth, and will provide valuable insights into how the international marketing strategies of Burberry affect consumer attitudes, preferences and buying intentions (Ali and Anwar, 2021; Sudirjo, 2023).
4. Expected Findings
According to the theoretical framework and literature available, the following are some of the most significant findings expected out of the research investigation. First, it is assumed that the digital marketing strategies of Burberry, especially those, which rely on using social media platforms and influencers collaborating with them, will have a substantial positive effect on consumer awareness and brand engagement among UK consumers, as it has been shown that the effectiveness of online marketing capabilities in the international business sphere can be significant (Tolstoy, Nordman and Vu, 2022; Rachmad, 2022). The study expects that the consumer exposure to heritage-oriented marketing messages by Burberry relates to the positive brand perceptions and that the strategic focus on the British-identity and 169-year of the company history will be a distinguishing variable when making consumer decisions (Burberryplc.com, 2025).
Second, the results should help identify the generational gap in terms of reaction to different marketing campaigns since younger customers are supposedly more receptive to the digital and social commerce programs, and older populations tend to focus on other aspects of the brand heritage (Rachmad, 2024). The secondary data will probably show that the pricing strategies have been instrumental in determining the purchase intentions and consumer perceptions of value proposition will play a critical role in the relationship between marketing exposure and actual purchase behaviour (Ali and Anwar, 2021). As well, the study is expected to reveal traces of the moderating influence of income level in defining the efficacy of various marketing strategies, premium positioning strategies will appeal more to consumers with higher incomes.
[bookmark: _Toc213281195]5. Limitations
The study will have certain methodological and contextual limitations that may affect the generalisability and accuracy of the study. Since it will be based on secondary qualitative data, the results will be based on availability and credibility of existing sources rather than the firsthand evidence. This may have the disadvantage of not being able to obtain recent and specific consumer perceptions of Burberry's marketing strategies (Toha and Supriyanto, 2023). 
The research will also only look at one brand (Burberry) and one market (the UK), which will limit the transferability of results to other luxury brands or regions. Furthermore, the analysis will mirror the interpretations and biases found in published materials. As the study is going to focus on the attitudes and perceptions of consumers rather than actual purchase behaviour, it may not be an accurate representation of performance in the real market. Despite all these constraints, the research will still provide meaningful insights into Burberry's international marketing and how this has influenced consumer behaviour (Rosario and Raimundo, 2021).
[bookmark: _Toc213281196]6. Timeframe
	Phase
	Activities
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	Literature Review
	Comprehensive literature search and synthesis
	████████
	████
	
	
	
	

	Methodology Development
	Selection of a secondary qualitative research design and formulation of the thematic analysis framework
	
	████████
	████
	
	
	

	Data Collection
	Systematic retrieval of secondary data from peer-reviewed journals,
	
	
	████████
	████████
	
	

	Data Analysis
	Thematic coding and analysis of collected materials
	
	
	
	████
	████████
	████

	Writing & Revision
	Dissertation writing and revisions
	
	
	
	████
	████████
	████████

	Final Submission
	Proofreading and submission
	
	
	
	
	
	████████
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7. Conclusion
This dissertation proposal seeks to explore the impact of Burberry's international marketing strategies and how these affect consumer behaviour in the UK luxury market. Through the use of secondary qualitative research and thematic analysis, key themes such as brand perception, pricing attitudes and digital engagement will be identified. By focusing on the relation between traditional brand values and the modern marketing practices, the research will address existing gaps in literature and increase the understanding of luxury consumer psychology. The findings will be useful as part of both academic theory and marketing practice, providing valuable lessons for heritage brands trying to balance innovation with brand authenticity in competitive global markets.
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