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1. Introduction
This marketing report aims to critically examine Burberry Group Plc's marketing strategies and initiatives to increase brand awareness and their efficacy in reaching and engaging its target audience. The report will assess the company's marketing mix, competitor analysis, customer journey and touchpoints, critically analyse strengths and weaknesses, and recommend new strategies on how Burberry can improve its marketing efforts to drive continued growth in the industry.
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Description automatically generated] Burberry's iconic check and logo           Source: www.indiatoday.in
Thomas Burberry launched the British luxury apparel brand Burberry in 1856. The company is well-known for its famous trench coats and signature check pattern, which have become associated with the brand. Burberry manufactures various premium fashion products, such as clothing, accessories, perfumes, and cosmetics, offered internationally via shops, an online platform, and distributors. 
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Description automatically generated]  A Burberry Retail store                 Source: www.retaildetail.eu
The company is known for its high-quality craftsmanship, unique designs, and dedication to environmental sustainability(Burberry, 2023) (Burberry, 2023a). Burberry has become an iconic brand worn by countless celebrities and public figures. Jonathan Akeroyd, who became CEO in 2022, now leads the brand (Burberry, 2021). Burberry is a member of the FTSE 100 Index and is traded on the London Stock Exchange (London Stock Exchange, 2023).
2. Communication
Communication is a way for individuals to share information using a shared set of symbols, signs, or behaviours (Merriam-Webster, 2023). The origins of the term "communication" can be traced back to the Latin verb "communicate", which refers to the act of sharing or making something common (Karl Erik Rosengren, 1999). Communication is exchanging thoughts, emotions, messages, or information through various means, such as speech, signals, writing, or behaviour, to achieve mutual understanding. (Normore, Long and Javidi, 2016) (Mehdi Khosrow-Pour, 2017). 
Figure 1: Communication diagram
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The successful reception and comprehension of information characterise effective communication (Musheke and Phiri, 2021). According to Philip Kotler and Kevin Lane Keller, marketing communication is how businesses directly and indirectly inform, persuade, and remind consumers about the offered products and brands (Kotler and Keller, 2011). 
Therefore, effective communication is essential for increasing brand recognition, understanding consumer requirements, developing a solid value proposition, establishing customer connections, and assessing the marketing performance.
Based on the medium, there are two sorts of communication:
Verbal Communication: This communication style employs sounds and words, or 'Language,' in spoken(Oral) and written (Non-oral) form. Interpersonal, intrapersonal, group and mass communication are the four types of verbal communication (Vogel, Meyer and Harendza, 2018).
Non-Verbal Communication: According to Park and Park (2018), this is a non-linguistic communication method where gestures, body language, eye contact, voice expression, the distance between the speaker and the audience, physical appearance, surroundings, facial expressions, and touch are used to communicate.
However, from a marketing perspective, there are two approaches to communicating with customers: directly and indirectly. Direct communication is when the message is expressed directly and explicitly, like expressing an opinion, requesting, or providing feedback. In contrast, indirect communication is more subtle and implicit, and examples are using sarcasm, providing a suggestion, or leaving a hint (Indeed, 2023).
Communication Theories
Several conceptual models or theories, such as the Shannon-Weaver, Berlo, and Schramm models, could explain the human communication process.
2.1 Shannon-Weaver Model
The Shannon-Weaver communication model is a mathematical framework that explains the communication process using information theory. It was proposed in 1949 by Claude Shannon and Warren Weaver. The model is often used in the study of communication and information theory, and it has impacted the development of contemporary techniques for communication(Shannon, 1948) (Cesar, 2023).
Figure 2: Diagram of Shannon-Weaver communication Communication Model
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The model is made up of five fundamental components (Shannon, 1948) (Cesar, 2023):
Source/ Sender: The Source is the person, machine or organisation that develops and conveys the message. The message may be expressed as a string of characters, sounds, or visuals. For example, Burberry plc is the Source or sender of the message aimed at the audience (existing or potential customers or other interests).
Encoder (Transmitter): The encoder converts the message into a suitable format, such as language, code, signs, or even binary data on the internet, electrical audio, or video format.
Channel: The channel is the medium by which information is transmitted from the sender to the receiver. It could be a physical channel, like airwaves or cables, or a digital channel, like the internet.
For a company like Burberry, whose business model was launched online, the internet is the channel to convey its message/information.
Noise: Noise is any disturbance or disruption that interferes with the transmission or receipt of a message. It might be external or internal. Noise in communication can reduce the clarity and accuracy of the message, leading to misunderstandings, disengagement, and negative perceptions of the communication process. For example, if Burberry advertised its products online with a banner ad on a page with many other banner ads and pop-ups, it might be hard for the ad to stand out and get the attention of potential buyers. This would be an example of external noise that could have impacted the marketing campaign's effectiveness.
Decoder: Decoding is interpreting or comprehending the sender's message over the channel. For example, an email sent by the sender is often encoded using a specific language or code, and the receiver requires a computer to decode the message by understanding the language or code used by the sender.
Receiver: The Shannon and Weaver communication process model, ends with the receiver. This is when the individual receives the message or what remains after accounting for noise. The person on the other end of the phone, the person reading the sender's email, an automatic online payments system receiving credit card data for payment, are receivers.
Feedback: As a linear communication model that assumes one-way communication from the sender to the receiver, the first Shannon-Weaver Model does not explicitly contain a feedback loop. However, feedback is an integral aspect of communication that may be critical in boosting communication efficacy.
For instance, if Burberry launches an advertising campaign on social media platforms, it can monitor the ads' engagement and conversion rates. By analysing the data, they can determine which advertisements and messages are most effective at connecting and reaching their target audience. This feedback can then be used to modify and optimise their advertising campaign to be more effective.

3. Integrated Marketing Communication
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Don E. Schultz pioneered the idea of integrated marketing communication (IMC) in the 1980s was defined for the first time in 1989 by the American Association of Advertising Agencies as a response to the need for businesses to provide clients with more than just conventional advertising (Ram and Sheth, 1989)(Hiebert, 1994) (Kitchen, 2020). The conception of IMC has been evolving since then. According to  Kotler and Keller (2011), IMC is "the concept under which a company carefully integrates and coordinates its many communication channels to deliver a clear, consistent, and compelling message about the organisation and its products." Burberry's IMC strategy is centred on providing a cohesive and consistent message to its target audience across multiple platforms while employing data and analytics to personalise and optimise marketing communications for optimum effect.
4. New Promotional Strategies for Burberry
Burberry plc's website was rated first and is the most visited Real Estate website in the United Kingdom in March 2023, with over 141 million visitors each month spending an average of 1 billion minutes on Burberry (SEMRUSH, 2023) (Burberry, 2023a). Burberry's success with its marketing strategy can be attributed to its strong branding, multi-channel approach, personalised messaging, strategic partnerships, and commitment to innovation.
4.1  Online Promotion
Burberry's online promotion can include a range of tactics and strategies to drive traffic to its website and increase engagement with its target audience. Burberry may benefit from the following online promotions:
Search Engine Optimisation (SEO): By using keywords related to property searches and optimising the structure and metadata of its website, Burberry may optimise its website and content to rank higher on search engines like Google.
Pay-per-click (PPC) advertising: Burberry can run targeted PPC ads on search engines and social media platforms to drive traffic to its website and enhance conversions.
Social media marketing: It will allow Burberry to communicate with its target audience, distribute important content, and generate traffic to its website through platforms such as Facebook, Twitter, and Instagram.
 Email Marketing: Burberry can use email marketing to keep its consumers updated on new properties, market trends, and its variety of services, as well as to encourage them to engage with its website and other digital channels.
Content Marketing: To establish authority and increase engagement, Burberry may provide high-quality material such as blog posts, videos, and infographics that provide helpful insights and advice to buyers.
Affiliate Marketing: Burberry can form alliances with other luxury brands to advertise its products and drive visitors.
Mobile Optimisation: Given the growing popularity of mobile searches, Burberry can optimise its website and content for mobile devices.
Virtual try-on: Shoppers can virtually try on garments using augmented reality (AR) technology. This may be an enjoyable and exciting method to connect with consumers.
Online Contests and Giveaways: They can host online contests and giveaways on their website to increase customer engagement and brand awareness.
Personalised recommendations: Websites can generate buyer recommendations based on previous purchases and browsing behaviour (using data analytics and machine learning algorithms). 
Social media challenges: Blueberry may create a social media contest encouraging consumers to share photographs of themselves wearing products. This can help generate user-generated content and boost brand awareness.
Referral program: Existing consumers can be offered online discounts if they refer their family, friends, and contacts as new customers.
4.2  Offline Promotion
The key to successful offline promotions for a luxury fashion brand like Burberry is to create an exclusive, high-end experience that represents the brand's values and aesthetic. Here are some offline promotion ideas:
Private shopping Events: Burberry could host private purchasing events for VIP/ regular customers, granting them access to new collections or limited edition products. Customers would feel a sense of exclusivity and privilege, and the brand would have the opportunity to develop a closer relationship with them.
Personal Styling Sessions: Burberry could offer personal styling sessions with their best stylists to customers who purchase a minimum quantity of their products. This would offer consumers a unique and personalised shopping experience and the chance to learn about recent fashion trends and styling techniques.
Art exhibitions: Burberry could host art exhibitions in their stores, exhibiting the work of emerging artists whose aesthetics and values align with the brand. This would create a distinct and sophisticated atmosphere in the store and attract fashion and art-minded customers.
Luxury travel experiences: Collaboration with luxury travel companies to provide customers with exclusive travel experiences, such as private tours of iconic fashion destinations or access to exclusive fashion events around the globe, would provide customers with a sense of adventure and exhilaration and an opportunity for the brand to demonstrate its global presence and fashion industry influence.
Collaborations with influencers: To promote the brand, Burberry can collaborate with influencers, celebrities or fashion bloggers to help expand the brand's reach and credibility.
5. Branding and Brand Equity

5.1  Branding
A brand is a unique name, design, symbol, or other characteristic (or combination of these) that identifies and distinguishes a company's product or service from those of competitors. In the minds of consumers, it signifies the reputation and identity of a company and its products or services (Lane Keller, 2019) (AMA, 2023). Smith and Zook (2016) argued that a brand is more than an image or name. They said a brand is "a badge of origin, a promise of performance, and a point of differentiation" and more. A strong brand can inspire consumer loyalty and trust, whereas a weak or negative brand can harm a company's reputation and sales. Developing and maintaining a strong brand is integral to marketing and business strategy. Defining luxury brands is difficult as luxury is a subjective term. Ko, Costello and Taylor (2019), a luxury brand is a product or service that buyers perceive to be high quality, offers authentic value (functional or emotional), has a prestigious image, and is built on qualities (artisanship, craftmanship, or service quality), is worth a premium price, and inspire a deep connection with the consumer. 
According to Kotler and Kevin Lane Keller (2015), 'Branding is endowing products and services with the power of a brand.' Branding is creating and promoting a brand, which involves establishing the brand's identity, values, and personality (Sammut-Bonnici, 2015). Branding entails developing a unified message and visual identity across every form of communication, such as advertising, packaging, a website, and social media (Kenton, 2022).
5.2  Brand Equity
Keller (2016) stated, 'Brand equity can be defined in terms of marketing effects uniquely attributable to a brand'. American Marketing Association expands this conception further by stating that brand equity refers to a brand's value that extends beyond a product's functional aspects (Association, 2017). According to researchers, brand equity is the value of three significant drivers from various elements: brand awareness, perspective, association (Ansary and Nik Hashim, 2017) and other assets such as patents, trademarks, and channel relationships (Kotler and Keller, 2011).
Over the years, Burberry has conducted various brand awareness initiatives, including:
Burberry Acoustic is a music endeavour that involves young British musicians playing acoustic renditions of their songs while dressed in Burberry clothes. 
[image: A screenshot of a video

Description automatically generated with medium confidence]                                   Acoustic Campaign                  Source: www.paceco.com (Pace, 2023)
The ad is intended to demonstrate the brand's dedication to British culture and creativity (Burberry UK, 2023).    
Burberry Kisses is a digital promotion that lets users send virtual kisses to friends and loved ones worldwide. [image: A collage of different images of women

Description automatically generated with low confidence]                               Burberry Kisses campaign               Source: www.crash.fr (Crash, 2023)

The ad includes a smartphone app allowing users to make customised digital kisses using their lips (Karmali, 2013).
Burberry skins (outfits for game characters) were launched for Video games. Players may purchase skins, which are outfits for in-game characters.[image: A picture containing tree, plant, cg artwork, water
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Video game character in iconic Burberry clothing        Source: www.bbc.co.uk

This campaign aims to Build long-term ties with young and future Burberry customers and is an intelligent way to keep a legacy brand relevant. Criddle (2021)
Burberry Beauty Box is a pop-up beauty boutique where consumers may sample the brand's cosmetics and fragrance items.[image: A picture containing indoor, furniture, floor, table

Description automatically generated]                               Inside a Burberry Beauty Box            Source: SCMP ((SCMP, 2023) 
The shop includes interactive displays and digital experiences highlighting the brand's commitment to creativity and technological advancement (Nast, 2013).
Burberry Festive is an annual holiday promotion with a short video highlighting the brand's current designs. [image: A group of people posing for a photo

Description automatically generated]Source: www.burberryplc.com
The ad is intended to instil a festive spirit while emphasising the brand's dedication to artistry and excellence Burberry UK (2023b).
Each campaign is intended to highlight the brand's distinct character and values and engage with consumers in novel and creative ways.
6. Keller's Brand Equity Model
Kevin Lane Keller, a renowned marketing professor, author, and consultant, published the Brand Equity Model in his article "Conceptualizing, Measuring, and Managing Customer-Based Brand Equity" in the Journal of Marketing in 1993 (Keller, 1993) (Dartmouth, 2023).
Burberry can benefit from strong brand equity in consumer loyalty, price power, competitive advantage, and brand expansion. By focusing on brand equity, Burberry can have sustainable growth and higher profit in the competitive fashion market.
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Brand Salience: The level to which a brand is noticed or recognised by consumers and deemed relevant to their requirements is known as brand salience(Keller, 1993). Studies have shown that customers who use luxury products consider it an opportunity to be promoted to a higher social class. (Li et al., 2022). Burberry Customers use this brand to advance their social position and associate it with higher-quality goods and services. The mix of iconic design elements, worldwide reach, British history, exclusivity, and innovation contribute to Burberry's great brand salience. 
Brand Loyalty: Aside from a few products, a significant marketing objective is facilitating consumers' preference-based brand repurchase (Knox and Walker, 2001). Brand loyalty is a consumer's positive emotions towards a brand and commitment to repeatedly buying its products and services despite flaws, competition, or environmental changes (Hur, Ahn and Kim, 2011). Burberry has a loyal customer base, with numerous clients purchasing its products repeatedly. Burberry has been in business for over 150 years and has developed a strong brand image associated with luxury, quality, and British heritage. Burberry's devoted customers value the brand's enduring and classic designs, premium materials, and attention to detail. A survey shows that 65% of Burberry consumers expressed brand loyalty (Statista, 2022).
Brand Performance: Brand performance refers to how successfully a brand meets or surpasses its consumers' expectations while meeting its commercial objectives (Molinillo, Ekinci and Japutra, 2018). Numerous brand performance metrics, including financial performance, consumer satisfaction, loyalty, and awareness, have consistently ranked Burberry highly. In recent years, Burberry has reported solid financial performance; Burberry plc declared a net profit of £397 in 2021, a significant growth since 2017 (Statista, 2022b). The brand is strong in Europe, Asia, and North America and has adapted to customer behaviour and market trends Burberry Plc (2022).
Brand Imagery: Brand imagery refers to all visuals representing a brand, the aesthetic appearance of all marketing materials that convey a message about the brand (Indeed, 2022). Burberry's brand imagery is centred on its distinctive trench coats, unique check patterns, and digital and social media marketing campaigns. It is founded on a distinct blend of history and innovation, elegance and accessibility, British heritage and global appeal.
6.1  Merits of Keller's Model
Keller's Brand Equity Model has the following advantages:
Consumer-Centric Approach: Keller's concept emphasises the consumer and their impressions of the brand (Kotler, Keller and Chernev, 2021). Burberry gives a significant emphasis on the consumer and their brand impressions. The company has effectively developed a brand that resonates with its intended audience by leveraging consumer insights and data to grasp its customers' requirements and preferences.
Comprehensive Framework: Keller's model gives a framework for comprehending and maintaining brand equity. Burberry has used Keller's model to examine and address several areas of brand equity. The brand's characteristic check pattern and trench coats are immediately identifiable, giving it a high brand salience. Burberry's strong brand image is linked to its British history and premium status.
Long-Term Perspective: Burberry has built a strong and valued brand via long-term branding with the help of Keller's model. It has maintained its competitive edge by investing in brand equity.
Focus on Differentiation: Keller's model helped Burberry create positive brand connotations that set it apart from its rivals. British tradition, superior artistry, and innovation set the company apart in luxury fashion.
Practical Application: Burberry uses Keller's concept to create branding strategies and techniques that address brand equity. Social media and digital marketing have helped the firm build brand recognition and loyalty by engaging consumers and promoting its goods. Over 17m people follow their Facebook page (Burberry, 2023c).
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