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INTRODUCTION

Marketing is termed to an activity responsible for showing and promoting products of company in best possible aspects. In a company, marketing is responsible for communicating key ideas of business about products, listening customers and grabbing opportunities for improvement. Likewise, marketing analysis is said to a quantitative addition to qualitative assessment of particular market (Leung and Mo, 2019). It studies attractiveness together with dynamics of specific market in an industry. Marketing evaluation is type of research of any marketplace that aims to determine ways of performance and success criteria adopted by organisations in business environment. COVID-19 has impacted adversely to marketing of all businesses across the globe. Due to the pandemic situation, entities required to make necessary improvements or changes to promotional, advertising, media spends and marketing that forces marketing department addition to brands for revaluating thinking about existing and upcoming marketing practices for maintaining steady income stream. For the report, Burberry is considered organisation that is luxury fashion house having headquarters established at London, UK. It designs along with distribute ready to wear fashion items.

The report includes overview of company, concept of marketing along with internal and external analysis of the chosen entity by considering impacts which COVID-19 has had on business.
MAIN BODY
Organisational description
Burberry is popular fashion company that is specialised on designing and selling products including leather goods, fashion accessories, cosmetics, footwear, eyewear and so on. It was established by Thomas Burberry in the year 1856 to focus on developing outdoor attire and move into developing gabardine, high fashion market and commodities made utterly for the brand. It works with purpose to unlock power of imagination for pushing boundaries as well as launching new possibilities for stakeholders (Burberry, 2021). It is committed for being caring and open. It nurtures an united culture as well as uphold legacy of belonging which stretches back to its founder. Target market of Burberry is middle income to lower upper income class people among ages of 20 to 45 years. 
Concept of Marketing

The concept of marketing is said to sum of activities that are involved in directing flow of products and services among manufactures to consumers. Its principle function is promoting along with facilitating exchange (de Vries and Moscato, 2019). Within Burberry, marketing looks after gathering individual and group based information about what they need through exchanging offerings with other parties. At same time, marketing at Burberry aims to deliver standalone values to its prospects with the help of content and videos with long term goals to strengthen brand loyalty addition to enhancing volume of sales. 

Marketing environment is combination of internal and external dimensions or factors that influences decision making of corporation based on marketing practices. It plays role of assisting organisational marketers to determine needs of customers, planning business operations, tapping new trends, harping on opportunities, building strategy and innovating product line. It is determined that COVID-19 has hit revenue generation system of Burberry. In this, marketing environment played crucial role of assisting marketers to predict changes and garb opportunities for the venture. Through the assistance, marketers of the company continue modifications of plans, tactics and strategies to achieve objectives set of the financial year (Nadar and Wadhwa, 2021).
Marketing process could be described to series of steps which permit businesses to identify issues faced by customers, analysing marketing opportunities and devising marketing materials for reaching desired audience. By using effective marketing process, marketers of Burberry examine situations that arise due to COVID-19 so to identify opportunities and frame strategies for value proposition. The first step of marketing used in Burberry is understanding marketplace addition to customer’s needs. Herein, organisational marketers build want satisfying offerings addition to value laden customer relationship that enhances long term equity for brand. The next step is designing customer driving strategy of marketing. As per situations occurred due to pandemic and understanding of wants of customers, marketers of the fashion house design marketing strategy that drives ways for serving customers in best manner. Another step of marketing is constructing integrated marketing plan which delivers values at superior level. At this step, marketers of Burberry develop an integrated plan which will intended values to desired prospects. Next step to build profitable relationships as building and maintaining customer relationships in the pandemic situation is possible through delivering superior values and satisfaction to end consumers. The last step is to capture values from target audience as the more loyal profitable customers of the entity are, the higher will be customer equity. With the marketing process, Burberry has strongly recovered its operating profits and improved customer base (Farrell, 2021). The entity revitalised its brand image, elevated customer experience and renewed promotional practices while making progress on its ambitious environmental as well as social agenda. 
Internal analysis of company
Internal analysis is thorough examination of internal components of a company. It assists decision makers to recognise areas for growth addition to revising for forming practical strategy or plan (Çalı and Balaman, 2019). In aspect to Burberry, internal analysis is conducted for exploring competency, competitive viability and cost position in marketplace. It is evaluated that conducting internal analysis assist on developing strategic planning goals for sustaining addition to growing business due to COVID-19 pandemic times. Moreover, internal analysis assist managers of the company to challenge its competitors to match services and products its offers, while using cutting edge proprietary technology along with enforced quality control standards. The models for internal analysis of Burberry because of COVID-19 pandemic are as follows:

SWOT Analysis

The model is used to get visibility on existing status so to understand along with measure overall performance of the corporation. With the help of SWOT Analysis, managers of Burberry analyse strength of company and turn them for better penetration in market for the purpose of meeting business targets in pandemic situation. Internal analysis of Burberry through application of SWOT Analysis is underneath: 
	                       Strengths
	                         Weaknesses

	· Iconic Brand: Burberry has been serving from last 156 years and still continuing the process. It is a well-known manufacturer of clothing, fragrances and fashion providing long lasting and high quality products to its consumers.

· Brand Awareness:  It is one of the most recognisable in the competitive market of UK. It is also known for its checked pattern which were than copied by other trademarks across the world (Deepak and Jeyakumar, 2019). 

· Presence on Social Media: Burberry clearly understands reason to increase engagement with its target audience in social media platforms. The strategy of social media marketing achieved success by accumulating a large number of followers on Facebook, twitter and fans on YouTube. 

· Reinvented itself: During the COVID-19, Burberry experienced requirement of changes in its product line. By clearly analysing needs of customers and market, the company reinvented itself and achieved sustainable position in pandemic duration. 
	· Premium Price Range: By having high price range of its products, Burberry lacks reaching to every pockets of its targeted audience. Because of premium pricing, it fails to attract and meet satisfaction of larger customer base.
· Limited products: Burberry comes up with the limited variety of products in fashion, beauty and lifestyle whereas on the other hand its competitors come forward by inventing new products in home décor, furniture, personal grooming etc.

· Lack of Work Diversity: In the COVID-19, Burberry had to shut down his premises which effected in its revenue generating. This results in paying less salary to its employees which resulted in decline of employment turnover as many employees left the companies because of low salary package (Dairo and Szűcs, 2021).



	                      Opportunities
	                          Threats

	· Collaboration: Though Burberry has a limited variety of products in the market, it also has the opportunity to increase in profitability by collaborating with other brands. This collaboration can help the company reach more clients with the efficient and effective use of e-commerce. 

·  Product line Expansion: With the expansion in the product line of Burberry will help the company differentiate with its competitors as well as will open new opportunities to gain profit and attract target audience.

· Enlargement in emerging Markets: Expanding its market globally will help Burberry achieve success in future by opening new potential stores in other states of UK as well as opening a digital store on  social media sites.
	· Changes in Legislation: With the change in tax and GST rates, impacted the profitability ratio of Burberry. With COVID-19, the company suffered a loss but yet had to fill all the taxes, pay salaries to its employees which impacted its strategies of future growth.

· Competitive rivals: With the increase in the intense competition from other brands like Gucci, Prada, Louis Vuitton etc. made a serious threat in the existence of Burberry in the market.

· Changing Consumer Lifestyle: Continuous change in lifestyle and fashion trends made Burberry panics because of its out dated fashion products. The company needs to update its fashion products by producing, designing and introducing new set of fashionable products in the market (Narwal and Nayak, 2020).


STP Analysis 
STP is a core concept consists of three steps that helps in analysing products or services and choosing the right segment to target as well as plan its marketing activities. It helps in identifying the customers and helps to focus on the most profitable part of business based on the behaviour of the target market. Burberry has its focus on its marketing. STP consists of three activities that is Segmentation, Targeting and Positioning which are explained below- 
· Segmentation- This is the first step of STP model. The main objective is to create various customer segments on a specific criterion. Main objective is to consider different groups within the target audience. Market segmentation has proved to be very essential in case of Burberry. With the help of this step, company has been able to concentrate on the chosen segments as well as being able to anticipate changes and review developments from competitive activities. Burberry has large range of products like bag, shoes, women's and men's wear. It has enlarged its target market for every age group it is focusing on outfit products (Fischbach and Guerrero, 2018). The four main types of audience segmentation consist:
· Geographies segmentation – It consists of marketing strategy to focus on. It divides audience based on country, region, state and province, city, postal code. 
· Demographic segmentation – This is the clearest way of defining customer groups dividing the audience on the base of age, gender, nationality, race, sex, income, religion, occupation, family, life cycle and education. 
· Behavioural segmentation – It includes customer's loyalty to brand, purchasing habits, interaction with the brand and dividing the audience based on how they interact with business related to What they buy, how often they buy and what they browse.

· Psychographic segmentation – It focuses on customer's interest, hobbies, life goals, values, behaviour, customer's lifestyle, activities and personality traits. Burberry has segmented its market using almost all variables like the company has stores almost in every city.
· Targeting - The second part is Targeting. It refers to determining the segments uncovered should be targeted and made the focus of a comprehensive marketing programme (Moscato and De Vries, 2019). It includes Middle aged men and women from upper class. It is mainly the process of identifying the attractive segments which are the most beneficial and profitable for the business. At present, Burberry has celebrities mainly high-class people. Here target audience is a women-men of high income group between the ages of 20 to 45 years.
· Positioning- It is the last step of STP which is also essential for showcasing elegance, quality and style. The competitors of Burberry are Versace, Prada, Gucci, Chanel, Christian Dior. It is ready to wear clothes and famous for its quality, durability, perfumes and trench coats, unique design and excellence in the fashion segment.  It offers the Great British Heritage features that no one else can instead in. Burberry maintains a product line with great Impact and has positioned its brand in the minds of consumers to be functional luxury. 
VRIO Analysis


VRIO analysis is another model for internal analysis to evaluate resources of enterprise that provide competitive advantage. At any business concern, the model is applied by managers for making business decisions effectively. COVID-19 impacted adversely on the fashion house because of which it strives for finding competitive advantage in the market. In context to Burberry, managers use VRIO Analysis for analysing sustained competitive advantage in the pandemic situation. Application of VRIO Analysis in Burberry is below:
	Resources and Capability
	Valuable
	Rare 
	Imitable
	Organised

	Employees
	 Yes
	No
	No
	No

	Financial

Resource
	 Yes
	 Yes
	No
	No

	Patents
	 Yes
	 Yes
	 Yes
	No

	Distribution Channels
	 Yes
	 Yes
	 Yes
	 Yes


Valuable Resources: Valuable resources refers to importance of things in which company make efforts that will help in future growth (Fernández-Olit, Martín and González, 2019). This will give some sort of benefits for increasing the efficiency of resources. Valuable resources of Burberry are underneath:

· Employees: Employees are the assets of company which creates values and company make investment to trained for the further work. In Burberry, 4819 employees are working and company invest on them. By loyalty of employees, retention level of company will high. 

· Financial Resources: Financial resources is covering all financial funds of company that is used to run the business. This is valuable resource of company as without it nothing is possible. In Burberry, financial resources are highly valuable because they help in investing for external opportunities that arises. In the COVID-19 pandemic, Burberry uses its financial resources for sustaining position in market even its stores or outlets were closed.

· Patents: In Burberry, patent are valuable resource that help the company to sell the product without competitive interference.  This helps the company to create big revenue resulting in diverse growth in pandemic.

· Distribution Channels: In Burberry, distribution Channel is valuabe as it helps the entity to provide its product to huge number of customer. By providing product easily the revenue is more generate and name of brand is layout in market.
Rare: Rare resources are those which are uncommon in market. In some resources company make many efforts to convert the common resources into rare (Lewis and Sauro, 2021). Within Burberry, rare resources are mentioned below:

·  Financial Resource: In aspect to Burberry, financial resources are rare resources as in pandemic situation, available of huge funds with the entity helped in survival that other failed to manage. 

· Patents: The patent of Burberry are a rare resource because patent are not easily available and possessed by competitor that helps the company to sell the product without he interference.

· Distribution Network: Distribution network of Burberry is rare because every company need to invest more money and time to expand the channels. It is evaluated that it is not easy for every competitor to do like Burberry.
Inimitable: Imitable means facing problems to get the resources if it is protected by legal means such as licensing and permit. For Burberry, inimitable resources are below:

· Patent: Patent is the imitable resource that not easily get by organisation. Burberry have the patent which are very difficult to imitate but developing resources and getting patent is also the similar costly process.

· Distribution Network: In Covid-19 situation, many companies are failed to distribute the product but Burberry company easily provide the product to their distributor as well as fulfil demand of customer (Burberry, 2021).
Organised: Organised resource are those which themselves lacks creating competitive advantage for a firm. In COVID-19 situation, organised resources assist in providing the product to the customer as their demand is not easy for the company to fulfil. In context to Burberry, organised resources are mentioned below:

· Distribution Channels: In the COVID-19 pandemic, managing distribution channel was not an easy task for all organisation, it needs large amount of money to invest and provide the product in market. Burberry invested so much money in distribution channels. The entity used distribution network for reaching to last customers in order to ensure that its all the products are available for all target audiences. 

External analysis of company 

External analysis is a framework to assess changes that are made to an industry as well as wider world that might impact existing business operations. Analysing external business environment assist business managers to look towards changes in the manner that are beyond control of enterprise, however, managers are able to track changes as well as minimise consequences (AL-Ghaswyneh, 2020). For Burberry, understanding together with awareness about external business environment is key. It is because ignoring factors of the external environment results in throwing ventures out from industry or market. Moreover, conducting external analysis helps managers of fashion house to view pandemic impacts and setting strategies that brings huge advantages for entity to sustain. The model used by marketing manager of Burberry for external analysis is below:
PESTLE Analysis 
PESTLE analysis is referred as the concept of conducting external analysis of an organisation. The Pestle analysis has been performed in order to determine the political factors, economic factors, social factors, technological factors, legal factors as well as environmental factors that have an impact upon the business operations of the brand. The PESTLE analysis of Burberry has been discussed below in the report. The analysis will help in understanding the market dynamics of Burberry and further facilitate consistent improvement of the business. 

· Political factors- The political factors tend to have immense impacts over the business of Burberry. Burberry has a large scale operation across the globe and it is not just limited in the market of United Kingdom or London. Hence, it important for the organisation to comply with the various rules and regulations of each country or region where the organisation operates in. One such political factor is Brexit which has left the market environment of the organisation quite uncertain as there is a confusion regarding the changes that can be introduced post Brexit. Another political factor is the pandemic. Due to widespread impact of COVID-19, the governments of each region have specified regulations that are to be followed in light of the pandemic (Nobar, Kalejahi and Rostamzadeh, 2020). 

· Economic factors- The economic factors that are likely to have an impact over the business operations are changes in taxes, interest rate, purchasing power, etc. It has been observed that changes in the value of the US dollar currency is less likely to have an impact over the business operations of Burberry as the business is mainly dependent upon the market of united Kingdom. In aspect of COVID-19, the purchasing power of the customers have declined. As a result, people are less attracted towards buying products that are unnecessary or less relevant for the time being which has resulted in lesser revenues for the organisation. 

· Social factors- The social factors tend to have a huge impact over the business of Burberry. Burberry is considered as a premium brand in the retail sector industry. It has been analysed that the brand is focussing upon the upper middle class segment and hence the focus of the organisation is upon launching various products that fall in the mid-range. It is essential for the organisation to consider the diverse needs of the target market in order to sustain in the market. Also various CSR activities of the organisation is also a need for the organisation as it is a significant social factor of the organisation.

· Technological factors- The technological factors that have an impact over the changing trends so that it can stay updated to be in the competition. Burberry is focusing on online shopping to reach maximum people using different e-commerce platforms. 

· Legal factors- In the Burberry PESTLE analysis, the legal factors have an impact over the market. It needs to follow various compliances like labour laws, employment laws and other laws (Ribeiro, Fernandes and Lopes, 2020). The lawsuits which are filed by customers are usually high claims. Burberry always needs to keep a check on its changing policies of various products of different countries.  
· Environmental factors- The environmental factors that have an impact over the environment so, Burberry focuses on the reduction of carbon emission by 2022 and it is also working on different aspects to attain sustainability in the pandemic situation.
lso working on different aspects to attain sustainability in the future.
CONCLUSION
From the individual report, it is concluded that marketing plays important role of reaching out to stakeholders and creating an overarching image which represents organisation in positive light. In the pandemic of COVID-19, marketing played great role in helping the company to adapting new communication ways with target audience. It assists corporation to conquer fear of unknown, taking chances of certain well-intentioned laughs and swapping creative for technology. Market analysis guides venture to communicate with customers, identify opportunities in market, measure reputation, establish trends and determine best promises. Internal analysis of company is possible through application of models and theories that are SWOT analysis, VRIO analysis and STP Analysis. At same time, PESTLE analysis is effective model for external analysis of entity. 
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