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Introduction 
Burberry is a British luxury fashion company that was formed in 1856 by Thomas Burberry and is recognised throughout the world. The firm is well known for its quality trench coats, ready-to-wear garments, handbags, accessories and perfumes (Burberry Group plc, 2024). With the luxury fashion industry operations, Burberry has been in a position to establish a strong global presence in Europe, North America and Asia. To maintain its competitive level in the global market, the firm combines the old traditional British with new fashion innovation and online marketing (Jackson and Shaw, 2022).
Businesses are forced to analyse these external environments so as to identify the opportunities and potential risks. This report, it will endeavour to examine the external business environment that affects Burberry in the light of the PESTLE framework (Gomez-Albrecht et al., 2023). 
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The international luxury fashion brands, such as Burberry, are highly influenced by the political conditions. Government policies, trade regulations and political stability in different countries affect the company on the strategies to be used to operate and expand. One of the political influences on businesses in the UK is Brexit (Deloitte, 2024). 
Considering the reality that Burberry markets its products in numerous overseas markets, the firm's establishment must comply with a range of political frameworks and regulations. The cost of production and pricing policy may be influenced by international trade policy, taxes and labour and labour regulation policies of the government. Insecure politics in certain locations may also have an impact on retail business and market development (Chevalier and Mazzalovo, 2023). 
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The need for luxurious products is extremely sensitive to the economy. The luxury fashion business is extremely dependent on the level of purchasing power and disposable income of the buyer. Economic variables such as inflation, economic growth, unemployment rates and currency fluctuations can lead to consumer spending behaviour (Amed et al., 2023).
[bookmark: _Toc224563564]It is during the boom of the economy that consumers become more receptive to the expenditure of money on luxury goods. However, recessions tend to lead to a reduction in spending on luxury fashion and other non-essential commodities (Bain and Company, 2023). 
Social Factors
The social and cultural trends play a major role in the consumer behaviour of the fashion industry. One of the most important social trends is the augmented awareness of sustainability and ethical production, which affects the industry. The modern consumer is getting increasingly demanding of a brand to be responsible for the environmental issues as well as the social issues (Jackson and Shaw, 2022).
The relationship between fashion brands and the consumer has also been altered due to the aspect of social media. The platforms capable of allowing luxury brands to introduce their product to the market, promote fashion trends, and engage with the consumer directly include Instagram and TikTok (Ahmed et al., 2025).
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The technological innovation has revolutionised the retail and fashion sphere by a significant margin. The emergence of e-commerce has changed how individuals purchase luxurious products since their vicinities anywhere in the world can connect online in the purchasing procedure. In the case of Burberry, digital transformation has become one of the key elements of the marketing strategy (Chaffey and Ellis-Chadwick, 2022).
The firm has also invested in new technologies, such as data analytics, so that it can better understand customer behaviour and preferences. This will help Burberry to create customised marketing campaigns and increase customer involvement (Mousterou, 2024).
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One of the industries that is most of all worried about the legal regulations is the luxury fashion industry because the brands should protect their intellectual property and maintain the quality of their products. Burberry is a well-known company worldwide, and fame comes with a never-ending danger of unauthentic products that replicate its designs and brand name (Burberry Group plc, 2023).
The counterfeits of the products could have a detrimental impact on the brands and reduce the profits of the company. Therefore, Burberry is an aggressive brand defending its trademarks and designs by legal means and intellectual property legislation (Chevalier and Mazzalovo, 2023).
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Environmental sustainability is one of the aspects that businesses in the fashion industry have taken seriously. The process of making clothes and textiles in the majority of cases has led to environmental problems such as carbon emissions, pollution and waste generation. Fashion businesses are being compelled to be more sustainable, with the increasing awareness of consumers of the problems of environmental concerns (Amed et al., 2024).
Burberry has developed several sustainability initiatives to reduce its environmental impact. They include, among others, sustainable sourcing of materials, reduction in greenhouse gases and supply chain transparency (Kapferer and Bastien, 2022).
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Through the analysis using the PESTLE analysis, the direct effect of external factors on the strategic decisions of Burberry is seen. Brexit related trade barriers have compelled Burberry to ensure that it has a diversified supply chain and reinforced its presence beyond the UK by ensuring that it has strengthened its operations to reduce its dependence on the European markets. At the economic front, the shift in consumer purchasing power has made this firm focus on high-end branding and targeting certain high-income earners to remain operative during low economic periods. Social trends, particularly the increasing demand to be environmentally friendly, have made Burberry a green producer of environmentally friendly materials and environmentally friendly sourcing techniques (World Bank, 2024). The technological developments have made the company spend a lot on e-commerce and online marketing to enhance customer interaction. Environmental pressures of sustainability have had an impact on the manner in which Burberry has been striving to reduce carbon emissions and improve supply chain transparency. 
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To sum up, it is essential to note that Burberry has a complex external environment due to the political, economic, social, technological, legal and environmental factors that determine its operations. The political and legal policies influence the international trade and brand protection, whereas the economic conditions impact the consumer purchasing power and the demand for luxury products. The marketing and customer interaction are also influenced by social trends and technological changes. 
Burberry must also enhance digital innovation to establish a stronger strategic stake by launching more advanced technologies, such as AI-based personalisation, to enhance the customer experience. The company is also required to invest more in a sustainable supply chain, particularly in reducing carbon emissions through logistics. Diversification of the global supply chain should be enhanced through betterment as well to minimise political and economic risks. 
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