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[bookmark: _Toc221282796][bookmark: _Toc221291543]INTRODUCTION 
The marketing is the process which is used for the identification, creation and delivery of value in order to satisfy the consumer requirements commercially while developing long-term, loyal relationships (Mohammed, and Mohammed, 2022). 
This report will emphasis on Burberry. Burberry was founded in year 1856, by Thomas Burberry, headquartered in London, UK (MatrixBCG, 2025). It is the premier British luxury brand known for its iconic trench coats and signature check pattern, it is historically navigated amidst conventional luxury and contemporary innovation (Burberry, 2026). The 2025 and 2026 has marked as the crucial reset phase which has named “Burberry Forward” under new CEO Joshua Schulman and Creative Director Daniel Lee, intended to restore brand clarity and returning towards commercial growth after a major sales decline (Burberry Group plc, 2026).
This report will provide the Porter’s Five Forces model, and it will critically analysis the findings from the situational analysis, it will discuss the factors and use the theory for the analysis.
[bookmark: _Toc221291544]Situational Analysis
[bookmark: _Toc221291545]Porter’s Five Forces Model
Burberry is a luxury British fashion brand and they operate in a highly competitive and matured market. The brand needs to analyse the market and create a strategic decision to increase their market positioning in luxury sector while also managing significant macro-economic challenges. 
Threat of New Entrants (Low): The target of new brands to enter the luxury clothing sector is difficult as the market is highly competitive. Burberry’s 180 year old heritage is extremely difficult for the new brands to match and find success in the market. The new brand needs to make significant investment for build trust, high-quality manufacturing, and establishing a global retail presence. The new entrants faces significant challenge in maintaining strong direct-to-consumer (DTC) network within the market (Knapp, Gebauer, and Wortmann, 2025). 
Bargaining Power of Suppliers (Low to moderate): Burberry has intense control over their supply chain, however they mainly rely on specialised and high-quality supplier networks. Burberry only has limited specialised suppliers to make sure that quality is maintained in the products. The brand has significant purchasing power as the brand earned £2.46 billion in revenue in 2025 (Statista, 2025). They have maintained strong relationships with manufacturers and suppliers in Europe and Asia to reduce the challenges in supplier disruption.
Bargaining Power of Buyers (Moderate): The buyers have significant influence, however it is influenced by the brand loyalty. The e-commerce platforms like Amazon allow the customers to compare the prices between different brands, designs and product demand. The customers who are loyal to brand has sell power, however the “accessible luxury” segment (aspirational buyers) is much more sensitive price, promotions, and trends, which can result in higher power of buyers.
Threat of Substitute Products (High): This threat is high due to constant changes in consumer preferences and the options in market. The rise of the resale or second-hand market acts as a major substitute for Burberry, where the branded clothing items are sold at lower prices compared to newer clothes from the brand (Toumas, 2025). The fast fashion brands are on significant growth by offering similar luxury trending clothes to consumer in significantly cheaper price.
Industry Rivalry (Very High): The luxury clothing industry is crowded with many different competitors. Burberry competes with Louis Vuitton, Dior, and Gucci for the market share and visibility. Burberry needs to make constant investment in creative direction, digital engagement, and sustainability to differentiate their products from competition. They use major marketing campaigns to get attention from the consumers.
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Burberry’s 2025 financial performance, was categorised by substantial sales volatility followed by a projected 3 percent of Q3 2026 rebound, underlines a brand in transition (Burberry plc, 2026). As per, Basile, (2026), the slow-down tends to shift the power balance. It aligns well with Porter’s Generic Strategies, it posits about the fundamental strategy towards the attainment of competitive advantage, it enables the organisation to outperform the rivals. Such kind of alteration in the direction of even more "accessible" luxury products within their range tends to implicates about the move for the stabilisation of the overall differentiation strategy. Via making sure that the entry-level price points tends to remain competitive, they contest the Threat of Substitutes from brands such as the Coach and the Longchamp which often capture "luxury-lite" consumers during a slowdown.
The Burberry has estranged its main aspirational demographic. However, Coleby-Albury, (2024), has critically stated that such misalignment underlines the failure to manage the Porter’s Five Forces, precisely deteriorating to lessen high buyer power and the impending threat of substitutes, at the time of the economic downturn.
[bookmark: _Toc221282799][bookmark: _Toc221291548]Impact on strategic decision-making and success
These environmental factors has forced an initiation toward the “Burberry Forward” plan, transforming the emphasis from high-fashioned experimentation back to main brand equity (Burberry Group plc, 2024). The strategic success tends to pivot the revising assortment and pricing for restoring the market relevance. The decision to give priority to the direct-to-consumer channels is the critical move towards reclaiming the brand authority. Via reducing the dependency on the third-party wholesales, Burberry limits price dilution as well as gains the granular control over the consumer experience, it efficiently lower the Buyer Power as well as enhance the long-term margins.
Burberry’s strategy tends to enhance the brand desirability via prioritising the timeless, heritage products over the temporary brands. Via centralising the distribution and optimising the supply chain control, they secure the luxury identity, stabilise the pricing as well as deepen the consumer loyalty. Such operational efficacies, emphasised on the main categories to drive long-term sustainable financial growth.
[bookmark: _Toc221291549]CONCLUSION
This report focused on principles of marketing, which is used for identification, creation, and delivery of value in order satisfy consumer requirements. It discussed about Burberry, which is British luxury brand founded in 1856 by Thomas Burberry. The report discussed situational analysis of Burberry using the Porter’s Five Forces model. It critically analysed the findings from the situational analysis and discussed how these factors impact the Burberry’s strategic decision-making and the overall success. It used the suitable academic theories and the industry examples to support the analysis. 
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