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[bookmark: _Toc153888276]Introduction 
The key focus of the study is to focus on the identification of the main corporate and business strategies of Burberry company. The capabilities and resources of the company will also be identified along with analysing the alignment of those in the utilisation of the resources. The success of implementing corporate strategies to achieve competitive advantages for Burberry will be discussed. Sustainability-related competitiveness of the company with other brands in the sector will also be evaluated. 
[bookmark: _Toc153888277]Background of the company

Burberry is a popular British multinational luxury fashion brand company which was established in 1856 by Thomas Burberry. Burberry is known for carrying out British cultural heritage to the global luxury fashion industry where the first Burberry store was opened at Hampshire, England. Presently the headquarters of Burberry is situated in London, United Kingdom and this company is operating over 34 different countries at present as well. Being a popular luxury fashion brand, Burberry operates more than 420 store worldwide where within the global luxury fashion industry Burberry holding a 6.4 billion GBP valuation for their company along with making a revenue of 3.1 billion GBP in 2023. Burberry serving their consumers over last 167 years by providing uniquely designed luxury products worldwide (Burberry, 2023).
[bookmark: _Toc153888278]Identifying key business and corporate strategies of Burberry.
[bookmark: _Toc153888279]Porters’ Generic Strategies 

[bookmark: _Toc153436019][bookmark: _Toc153887952][bookmark: _Toc153888280]Porter’s Generic strategies is defined as a set of strategies that can be used in a variety of businesses in order to gain the competitive advantage. It includes cost leadership, differentiation, focus and hybrid strategies (Whittington, et al. 2020, p.203). A strategic business is the business that can create a competitive advantage better than other competitors and can create more value for consumers.
According to Lynch cost leadership strategy is used to reduce costs in order to obtain a sustainable competitive advantage.
In terms of Burberry cost leadership, the company regularly offers coupons and discounts to achieve sales goals and for increasing brand recognition and promoting consume.

In addition, Burberry apply mix of strategies: cost leadership strategy, and differentiation strategy in order to easily achieve the company goals.  Through differentiation Burberry in the luxury fashion market, creating products that are unique along with making the fashion appeals innovative and modern as well which sets new trends in the market. Moreover, as a business strategies Burberry often incorporates product diversification, increasing connections with clients, digital acceleration and maintains the status as a British luxury brand (Burberry, 2022). 
Focus strategy is the third generic strategy inspires businesses to focus their resources on growing the specifically target market by differentiation focus.
   The most beneficial value focus strategy that Burberry use is branding strategies and tweaks the product design and packaging by concentrating on its features in order to meet the psychological expectations of its customers and optimise value for their demands (Butler, 2018).  
[bookmark: _Toc153888281]Ansoff Matrix represent a strategic management instrument that aids in development of potential company growth, and it is based on four growth possibilities intended to advance the organisation and maintaining it from various kinds of risk (Shinia, 2020).
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Fig. 1 Ansoff matrix 
Source: (Whittington et al. 2020, p.239)

Market penetration – existing market and existing products represent a set of activities implemented to increase profitability via current product or service that already are present in the market (Whittington et al. 2020, p.239) Related to the Burberry company they sell existing products such as famous jackets and trench. Barberry has achieved their target through discounts, marketing efforts such as advertising and promotion (Yan, 2023).

Burberry product development – existing market and new product. This is a strategy that develops new products in the current markets by evaluating how much the product will meet consumer demands by simply undercutting competitors' offerings (Shinia, 2020). The industry in which Burberry operates, is highly competitive. This competition is responsible for making a significant impact on the profitability of the company in the long term. Companies like Gucci, Michael Kors, Louis Vuitton, are the major competitors of the company (MarketLine, 2019). 
    Burberry has increased their market share by making their jackets and many other fashion cloths, fragrance, handbags with the new blue logo (Morley, 2023).

Burberry market development and existing product – this strategy can be applied then the company would like to entry on a new market with existing products (Whittington et al. 2020, p.242). Burberry is the company recognised in many countries also the company uses e- commerce platform to sell their products online which allows attracting new consumers in the Asia Pacific, Europe, the Middle East, India, and Africa (MarketLine, 2023).

Burberry unrelated diversification – means when the company expands their product intro new industries completely different from that one in which the company operates (Shinia, 2020). Burberry use just related diversification strategy which means they create a new product such as clothes for kids, home items, umbrellas to catch more new consumers in the same area of activities (Burberry, 2023).   

[bookmark: _Toc150456548][bookmark: _Toc153888282][bookmark: _Toc153888283]Analysing the effectiveness of the resources and capabilities that Burberry use.

Value Chain 

Value chain represents the set of activities that company use in order to produce, deliver, and support their products or services and create value for its consumers. 
   There are two types: primary activities that are directly involves in the creation of a product/services and commonly are used in manufacturing businesses (Whittington et al. 2020, p.105).  
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Fig. 2 Porter’s Value Chain model 
Source: (Whittington et al. 2020, p.105)

   The support activities described in figure 2 are involved to support and enhance the effectiveness of the primary activities. Due to constant creativity and innovation the Burberry’s value has grown considerable and as a result, human resources management is behind the value creation for this company. 
    The leadership standards that Burberry use promote human resources to embody company values, inclusiveness and encourage expansion via extraordinary output. Also, the company provide programs and support for employees necessary for continually grow at the workplace (Burberry, 2022, p.70-71).
    In addition, Burberry is progressively expanding its online presence, so their technological development can be seen as an effort to increase distribution, Burberry has moved its entire inventory to Farfetch online platform, its primary online distributor (Morais and Sequeira, 2020).

[bookmark: _Toc153888284]The VRIO Analysis 

   According to Whittington the VRIO analysis represent a strategic framework used to analyse if the company have sufficient resources and capabilities to accomplish and maintain competitive advantages. The company should know their distinctive resources that can produce more value and competitive advantages. Below, researcher analyses the VRIO framework related to the Burberry company. 

Value: Raw materials are one of the key resources of Burberry that are effective in establishing a strong value of it in the market. The products are sustainable to nature and unhealthy to human health. The value is also strongly established by having a strong relationship with wholesalers and retailers. 
Rare: The history of Burberry is long-lasting. At the same time, there is uniqueness in the products of the company. This increases the rarity of the resources of the company. There is a rarity in the distinctive check pattern of Burberry. This feature is effective in recognising the products of the brand.
Imitation: The materials used by Burberry can be imitated by the competitive companies, but the cost is high and not all competitors may use it. The trademarks, copyrights, and property rights of the company involve a low risk of imitation, again because of high cost. The competitors can imitate the product portfolio and synergy among multiple product lines of the company. So, in conclusion the brand can be immitted by others, but it will take a high cost and it is difficult to imitate so old brand in the fashion industry. 
Organisation: Burberry prefers bestiality in its products and manufacturing process. This is why the company gains a competitive edge in the market. The edge is maintained due to the copyrights, property rights, and trademarks of the company (Fernfortuniversity, 2023).   
   
    Below the VRIO framework of Burberry is represented and it clearly shows the position of the company in the market:
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Fig. 2 VRIO analysis (Barney, 2019)
Source: created by the author
[bookmark: _Toc150456549][bookmark: _Toc153888285]Evaluating strategies of Burberry in achieving competitive advantages over rivals

    According to Morais and Sequeira (2020) Burberry unveiled a five-year plan in November 2017 with the goal of reiterating its leadership in the high-end fashion sector. Burberry's strategy is divided into two distinct phases. In the first phase, the company focuses on modernising the brand, optimising, and investing in distribution and in the second phase, the brand is fully committed to growing and accelerating its business following a totally full brand improvement and restructuring of the distribution network, with the goal of achieving high modest revenue until the end of 2023.
[bookmark: _Toc153888286]
SAF framework

   Evaluating company strategies involves three SAF criteria such as suitability, acceptability, and feasibility and when these elements are combined a thorough assessment of an effective plan will be achieved.  
Suitability – take intro considerations organisational opportunities and its strategic position in the market. Related to the fashion industry the market in 2022 increased by 15 % to reach a record €353 billion across the world (Burberry, 2022, p.16). There is a direct impact of the economic growth of a country on the purchasing power of its citizens. Due to turbulence in the economic state of the UK, businesses are struggling. At the moment, the inflation rate of the country is 6.7% (Commonslibrary, 2023). So, this is a major reason for UK citizens prefer not to purchase luxury products. This is why the sales of Burberry are getting affected. This is why the manager of the company has to focus on making changes in its pricing strategy while selling its products. 
Acceptability – considers predicted performance results of applied strategy and the stakeholders’ acceptability. According to 2022/2023 Annual report for Burberry’ shareholders, goals are to generate long-term, sustainable value and a return on investment. The company focus is concentrated on revenue growth, operating profit margin accretion, capital efficiency and acceleration. In order to accomplish this matter Burberry has become the modern British luxury brand with £4 billion revenue in 2022 (Burberry, 2022 p.15-20).
Feasibility – refers to practically implementation of strategies also the company should know if their have sufficient resources and identify potential risks associated with strategies (Johnson, Whittington, and Scholes, 2017). Burberry is a mature company which means the business has a highly competitive position in the market with the low risks and many opportunities. The brand invests in digital acceleration and has reached increasing of online sales to 20% in 2022 compared with 2021 (Burberry, 2022, p.18).
   Implementing the corporate strategy, Burberry has focused on certain factors like the creativity of design of their fashion apparel, exclusiveness in quality and design, caring out the pride in British heritage and sustainable approach which has allowed this brand to establish them with a unique identity among the luxury fashion industry along with having competitive advantage within the business as well. Apart from these Burberry has policies and practices that also are a part of their corporate strategy which provides them significant benefits among all the competitors in the luxury fashion industry. 
   Burberry has implemented the Anti-bribery policy in their business where they do not tolerate any type of corruption in their business and within workplaces. Following the legislation, Burberry ensures that the employees, customers, and suppliers as well as the business partners are practising and treated with integrity and independence to establish ethical practices where corruption is a myth. Focusing on these aspects and building these corporate strategies allows them to stand out as a unique and ethical brand in the luxury fashion market from the competitors (Burberry, 2023).     
[bookmark: _Toc153888287]Evaluating sustainability efforts of Burberry company 

   Burberry is one of the most ethical luxury fashion brands which has not only made their business a sustainable one but also significantly contributed to the enhancement of nature as well. Sourcing the products and the raw materials to produce their fashion apparel and accessories leather is an important element in the business of Burberry where 96% of the leather of this brand is social compliance certified along with having environmental traceability.    
    Besides that, from packaging to distribution in different countries, Burberry uses only paper-based materials for their products which are 100% recyclable and reusable. Cotton and Wool that are used in making different fashion products in Burberry are processed and used in a sustainable way to reduce the impact on nature and to become a climate-positive brand as well (Burberry, 2023).
    Focusing on the above aspects of Burberry, other brands in the industry like Gucci and Prada are way back in competing with Burberry in terms of sustainability. Burberry competitors in the luxury fashion industry have significantly less contribution towards nature where overconsumption of water and energy is one of the biggest issues for luxury fashion brands like Gucci, Prada, and Louis Vuitton. However, these brands have claimed and admitted that they will be more focused towards reducing their use of consumable energy resources and extensive water consumption as well (Luxiders, 2023). 
     On the other hand, carrying out the sustainable strategies, Burberry is focusing on being a 100% carbon neutral fashion brand by the year 2040 along with focusing on using 100% renewable energy for their business operations as well. Burberry also supports bio-digest to protect and restore nature as well through executing their bio-diversity strategies like building collaborative teams to support the farming communities with training and developing regenerative supply chains as well (Burberry, 2023).  
[bookmark: _Toc150456551][bookmark: _Toc153888288]Recommendations 
   Burberry can focus on continuous investment in unique and innovative designs so that it can maintain a competitive advantage in the market. This is how the company can portray itself as a fresh perspective developer. The company also can focus on fostering a sense of community among the consumers of IoT. Along with that, encouraging reviews, and user-generated content can be useful in engaging with the consumers.
    The number of social media users are increasing, and the sites are effective ways of interacting with customers. Thus, the brand reputation and awareness of Burberry can be improved. 
[bookmark: _Toc150456552][bookmark: _Toc153888289]Conclusion
    This study concludes that Burberry has implemented the corporate strategy, Burberry has focused on certain factors like establishing the anti-bribery policies in their organisation along with establishing an ethical tax strategy including ethical practices in the workplace which has significantly helped them to acquire competitive advantage in the luxury fashion industry.  
     Beside this the sustainable policies of this brand also have helped them to have competitive advantage in the luxury fashion industry. Burberry is highly focused to enhance their contribution towards nature where they have planned to be the 100% carbon neutral fashion brand by the year 2040 along with focusing on using 100% renewable energy for their business operations as well.       
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Porter Five Forces 
	Competitive rivalry
	High

	The threat of new entrants
	Low

	The threat of substitutes
	Moderate

	Bargaining power of customers
	High

	Bargaining power of suppliers
	Moderate to high
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