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[bookmark: _Toc216038759]Introduction
This assignment prepares a strategic marketing plan of Burberry Heritage Reimagined, which is a planned sustainable sub-brand of Burberry, a leading British luxury fashion house operating globally. Burberry has also been becoming more environmentally responsible in its practices, such as reaching 93% responsibly sourced or recycled materials in 2024 (Burberry, 2024). Sustainability has emerged as a central source of competitive advantage in the luxury industry because younger luxury consumers now require transparency and ethical production and durability (Bain & Company, 2024).
This report is aimed at using the main marketing management models to assess how Burberry can manage to achieve the goal of positioning a contemporary and sustainability-oriented extension of its legendary heritage product line. The analysis consists of three basic elements. Element 1 provides an elaborate STDP (Segmentation, Targeting, Differentiation, and Positioning) model to establish strategic customer base. Element 2 gives a detailed Marketing Mix (4ps) plan of the new sub-brand. Element 4 will give a reflective assessment of the learning process related to the creation of the concept and the poster. Collectively, these elements show that marketing theory is applicable to the practical brand innovation in the modern luxury market.
[bookmark: _Toc216038760]Element 1 — STDP Analysis
[bookmark: _Toc216038761]1.1 Segmentation
Segmentation divides the homogeneous luxury market into smaller and more valuable consumer segments. In the case of Burberry Heritage Reimagined, the most strategic bases to use are four segmentation bases including demographic, geographic, psychographic, and behavioural.
[bookmark: _Toc216038762]Table 1: Segmentation Variables with Supporting Evidence
	Segmentation Base
	Segment Details
	Supporting Evidence

	Demographic
	Age 25–40; upper-middle and high-income consumers
	Millennials and Gen Z represent over 70% of luxury market growth (Bain & Company, 2024).

	Geographic
	UK, EU, US & China metropolitan markets
	US and China account for over 50% of global luxury spending (Bain & Company, 2024).

	Psychographic
	Sustainability-conscious, minimalist, quality-driven
	62% of global luxury buyers prefer environmentally responsible brands (Statista, 2024).

	Behavioral
	Digital-first shopping, high brand engagement, values long-lasting quality
	Burberry reported double-digit growth in online sales post-pandemic (Burberry, 2024).


The data on corporate sustainability of the Burberry brand confirms the topicality of this segmentation: in FY 2023/24, the brand reached 93% responsibly sourced or recycled materials (Burberry, 2024). This is in line with psychographic choices of ethical luxury.
[bookmark: _Toc216038763]1.2 Targeting
The target audience is mainly upscale customers aged between 25 and 40 years who value sustainability, craftsmanship and online convenience. The importance of this audience is especially due to the fact that:
· They represent the largest and the most rapidly increasing luxury population (Bain & Company, 2024).
· They are more willing to pay certified sustainability credentials (Han et al., 2017).
· They are trendsetters of minimalist and seasonless fashion trends (Kapferer & Bastien, 2017).
One of the secondary targets also comprises current loyalists of Burberry that are often 40 years or older and consider the heritage of the brand but are becoming more conscious of responsible sourcing. The primary group is in favour of growth whereas this group in favour of retention.


[bookmark: _Toc216038764]Table 2: Target Audience Profile
	Attribute
	Description

	Age
	25–40 years

	Income
	Upper-middle & high earners (£60,000+)

	Lifestyle
	Urban, digital-first, fashion-conscious

	Values
	Environmental responsibility, authenticity, durability

	Regions
	UK, EU, US, China


One of the secondary targets would be current loyalists of Burberry, who tend to be 40 years old and older, but are becoming more conscious of responsible sourcing. This segment favours retention and the major segment growth.
[bookmark: _Toc216038765]1.3 Differentiation
Differentiation will make Burberry Heritage Reimagined unique among the competitors with unique and defensible value. The concept stands out along three fundamental dimensions:
(1) British Craftsmanship
Burberry has a rich history and trench coats and tailoring relate closely to the brand, which provides the company with a high level of symbolic capital (Moore and Birtwistle, 2005). This is a competitive advantage which cannot be fully copied by competitors such as Prada and Moncler.
(2) Verified Sustainability
Burberry has credibility in its sustainability advancement, which includes:
· 93 percent of the materials are sourced responsibly (Burberry, 2024)
· Continued Scope 3 cutbacks.
· Open supply chain reporting.
People want to know more: green luxury is becoming more popular than ordinary luxury (Deloitte, 2023). The sustainability information of Burberry thus enhances its differentiation.
(3) Pricing Strategy Accessible Luxury.
Heritage Reimagined is positioned under the main line outerwear of Burberry. This is an entry-luxury segment that reacts to young customers that need luxury at affordable prices (Kapferer, 2015). Other players like Bottega Veneta and Prada are operating in ultra-premium segments and this leaves Burberry with white space.
[bookmark: _Toc216038766]Table 3: Competitor Differentiation Matrix 
	Feature
	Burberry Heritage Reimagined
	Moncler
	Prada
	Bottega Veneta

	Heritage Strength
	Very High
	High (mountain heritage)
	Medium
	Moderate

	Sustainability Transparency
	High (93% responsible materials)
	Medium
	High (Re-Nylon)
	Medium–High

	Design Philosophy
	Minimalist, seasonless
	Performance luxury
	High-fashion luxury
	Craft-driven

	Price Positioning
	Accessible luxury
	Premium
	Premium
	Ultra-premium

	Traceability
	QR-enabled material verification
	Limited
	Re-Nylon traceability
	Emerging


Sources: Burberry (2024); Moncler Group (2024); Prada Group (2024).
As this table shows, only Burberry is in the overlap of heritage and sustainability and accessible luxury, which is a niche in the market.
[bookmark: _Toc216038767]1.4 Positioning
According to the segmentation, target market and differentiation, the brand can be placed as:
[bookmark: _Toc216038768]Positioning Statement
Burberry Heritage Reimagined is the sustainable manifestation of the British luxury brand that places the elements of timeless craftsmanship alongside the responsibly sourced modern design in the hands of the ecologically conscious luxury customers.
This position is a message that states:
· Heritage- British identity and craftsmanship.
· Responsibility -quantifiable sustainability outcomes.
· Modernity - minimalism, seasonless design.
· Inclusivity: → affordable luxury level.
This is in line with the current luxury market demands where authenticity, sustainability, and digital interaction are what makes the brand relevant (Ko et al., 2019).
[bookmark: _Toc216038769]Element 2 — Marketing Mix
[bookmark: _Toc216038770]Burberry Heritage Reimagined Marketing Strategy.
The Marketing Mix provides the implementation of the Burberry Heritage Reimagined as a commercial viable sub-brand and strategically differentiated brand in the global luxury market. It is a strategy that will combine the sustainability promise of Burberry with the trends in consumer behaviour, so that the product design, pricing, distribution and promotional communications are aligned. The marketing decisions are also supported by academic literature on the topic of luxury branding and consumer psychology (Kapferer and Bastien, 2017; Ko, Costello and Taylor, 2019).
[bookmark: _Toc216038771]2.1 Product Strategy
The product strategy involves selling sustainable and minimalist outerwear and accessories, which preserve the Burberry heritage identity and satisfy younger, environmentally conscious customers.
Key Product Features
1.Sustainable Materials
In FY 2023/24, Burberry reported a 93% responsibility sourcing or recycling (Burberry, 2024).
Products will use:
· Organic cotton
· Recycled wool
· Bio-based coatings
· Less intense dyeing procedures.
2.Heritage Craftsmanship
Traditional trench shapes are at the centre. This is in line with the heritage capital in which authenticity enhances brand value (Moore and Birtwistle, 2005).
3.Traceability Features
A QR code will be included in each product referring to the supply chain information.
It has been shown that consumers reward brands that have shown transparency (IBM, 2020).
4.No seasons, No frills Design.
Seasonless fashion is also consistent with sustainability and helps minimise overproduction, which will contribute to the repositioning of luxury as a timeless design (McKinsey & Company, 2023).
[bookmark: _Toc216038772]Table 1: Product Elements and Strategic Rationale
	Product Feature
	Strategic Justification
	Source

	Sustainable materials
	Rising demand for responsible luxury
	Burberry (2024); IBM (2020)

	British craftsmanship
	High symbolic value, authenticity
	Moore & Birtwistle (2005)

	QR traceability
	Builds trust, combats greenwashing
	McKinsey & Company (2023)

	Minimalist design
	Preferable to younger buyers
	Kapferer & Bastien (2017)



[bookmark: _Toc216038773]2.2 Pricing Strategy
· Burberry Heritage Reimagined will use the accessible-luxury pricing approach, which will be under Burberry mainline outerwear and above the mass-premium brands.
Rationale
· Younger consumers (2540) have high luxury desires, however, demand perceived value-for-ethics (IBM, 2020).
· Accessible luxury will be able to reach more market without undermining brand exclusivity (Kapferer, 2015).
· Ethical materials are costlier to produce, but people are willing to pay a higher price on ethical production (Han, Nunes & Drèze, 2017).
Pricing Approach
· Entry trench coats: £750–£1,100
· Outerwear jackets: £550–£900
· Accessories: £180–£350
[bookmark: _Toc216038774]Table 2: Pricing Tier Comparison
	Brand
	Typical Outerwear Price (£)
	Sustainability Communication Level

	Burberry Heritage Reimagined
	750–1,100
	High (verified)

	Moncler
	1,200–1,800
	Medium

	Prada
	1,500–2,200
	High (Re-Nylon)

	Bottega Veneta
	2,000–3,000+
	Medium–High


Sources: Moncler Group (2024); Prada Group (2024).
[bookmark: _Toc216038775]2.3 Place (Distribution Strategy)
The distribution strategy will utilise the international retail network and effective e-commerce presence at Burberry and combine omnichannel touchpoints.
1. Flagship Stores
Launch in:London, Paris, New York, Shanghai, Beijing.
These places are the best luxury footfall and can be associated with the physical presence of Burberry.
2. Burberry E-commerce (International E-commerce)
Burberry realised a growth of online sales in the double digits after the pandemic (Burberry, 2024).
The sub-brand will receive:
· Specialized online landing page.
· Videos about the product storeys.
· Virtual try-on features
· Transparency dashboard (materials + CO 2 impact)
The academic literature highlights that the digital experience has a considerable impact on the intention to make a luxury purchase (Ko et al., 2019).
3. Selective Wholesale & Pop-Ups
Partnerships with:
· Selfridges (UK)
· Galeries Lafayette (Paris)
· Saks Fifth Avenue (US)
Pop-up stores of short-term nature will focus on storytelling about sustainability and exclusivity.
4. Omni channel Services
· Ship-from-store
· Click-and-collect
· On-site product repair
· Take-back recycling service
It has been found that the integration of the omnichannel enhances customer satisfaction and purchase frequency (McKinsey, 2023).
[bookmark: _Toc216038776]Table 3: Distribution Strategy Overview
	Channel
	Purpose
	Academic/Industry Link

	Flagship stores
	High-touch luxury experience
	Kapferer & Bastien (2017)

	E-commerce
	Digital-first shoppers
	Ko et al. (2019)

	Wholesalers
	Geographic expansion
	Moore & Birtwistle (2005)

	Pop-ups
	Scarcity & brand theatre
	McKinsey (2023)


[bookmark: _Toc216038777]2.4 Promotion Strategy
Promotional mix informs about the sustainable legacy of the brand and attracts digital-first luxury customers.
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1. Social Media Storytelling
Platforms:
· TikTok(short-form fashion stores).
· Instagram (visual campaigns)
· LinkedIn (corporate sustainability messaging).
According to IBM (2020), younger adults react intensively to brands that show environmental commitments.
2. Heritage × Sustainability Advertising.
Key message:
Old British craftsmanship made in a responsible manner.
Campaign content features:
· Studio photography
· Backstage designing videos.
· Upcycling workshops
3. Influencer Collaborations
Partner with:
· Eco-conscious influencers
· British fashion creators
· Long-term ambassadors (does not create the effect of fast influence)
Luxury brands should be authentic when it comes to influencer partnerships (Ko et al., 2019).
4. In-store Marketing
· Sustainability exhibits
· Cheque screens of QR materials.
· Alterations and laundry shops.
These enhance confidence and minimise doubts on the sustainability assertions (Deloitte, 2023).
5. Performance Marketing
Use:
· Targeted ads
· Lookalike audiences
· CRM segmentation
· Loyalty reward programs (e.g., free repair)

[bookmark: _Toc216038778]Table 4: Promotion Mix Summary
	Promotion Tool
	Role
	Supporting Source

	Social media campaigns
	Engage digital-first consumers
	IBM (2020)

	Heritage × sustainability messaging
	Build authenticity
	Kapferer (2015)

	Influencer partnerships
	Improve brand reach
	Ko et al. (2019)

	In-store experiences
	Reinforce credibility
	Deloitte (2023)

	CRM & digital performance marketing
	Drive conversion
	McKinsey (2023)



The 4Ps approach incorporates the sustainability, heritage, digital excellence, and accessibility, underpinned by robust consumer trends and internal capabilities of Burberry. Burberry Heritage Reimagined is poised to appeal to younger luxury consumers who are more sustainability-focused through its deliberate matching of product design, value-based pricing, and global omnichannel distribution, and authentic communications.
[bookmark: _Toc216038779]Element 4: Reflective Analysis. 
This review is an assessment of my education during the work on the Burberry Heritage Reimagined marketing portfolio. I use the Reflective Cycle by Gibbs (1988) to evaluate my performance, learning and further development critically.
[bookmark: _Toc216038780]1. Description
The task involved developing a poster and a written discussion using STDP (Segmentation, Targeting, Differentiation, Positioning) and the 4Ps marketing mix to a new brand concept of Burberry. I had to combine scholarly concepts, actual industry statistics and graphical material. The poster had to be brief, whereas the written report had to be more critical based on the credible sources.
[bookmark: _Toc216038781]2. Feelings
Initially, I was sure about the ability to analyse a well-established luxury brand such as Burberry. Nevertheless, I very quickly realised that the difficulty was to be creative and yet scholarly. There was a degree of frustration in locating industry data that was not only trustworthy and openly available, with much of the information about the luxury market being behind paywalls. I gained confidence as I advanced by relying on peer-reviewed and industry materials including Bain and Company (2024), Burberry (2024), and IBM (2020).
[bookmark: _Toc216038782]3. Evaluation
Several aspects worked well. My capability to combine sustainability trends with heritage of Burberry enhanced the logic of the idea. The poster also enhanced my design communication skills as I learned how to transform the complicated information into the form of accessible graphics. The credibility of my arguments was improved by the use of academic materials like Kapferer and Bastien (2017).
Nevertheless, there were certain aspects that were difficult. It was hard to squeeze out comprehensive strategic thinking into poster-sized segments. Another thing that I underestimated is the time needed to synthesise academic theory and industry data. Such issues emphasised the necessity of the improved planning and effective information filtering.
[bookmark: _Toc216038783]4. Analysis
This assignment further equipped me with a powerful grasp of the working principles of strategic marketing structures. The use of segmentation and targeting demonstrated the benefits of using consumer insights in coming up with products and branding positioning. The idea of enhancing the value proposition by the concept of sustainability was especially insightful, as it was supported by the industry data according to which younger luxury buyers are more concerned with transparency and responsible sourcing (IBM, 2020; McKinsey and Company, 2023).
The 4Ps development also focused on the correlation of marketing decisions. To illustrate, traceability communication, value-based pricing, and omnichannel distribution should be the supporting strategies of a sustainable product. This boosted my perception of the fact that marketing should be done in a coherent manner with the entire mix rather than focusing on individual actions.
[bookmark: _Toc216038784]5. Conclusion
Altogether, the assignment developed my analytical, research, and design skills. I became sure about the possibility to use data alongside academic theory and make the insights clear. I also gained additional insights into how sustainability transforms the consumer expectations in the sphere of luxury.
[bookmark: _Toc216038785]6. Action Plan
In order to improve my future practise, I will:
· enhance my academic research capabilities by focusing more on peer-reviewed and industry-approved sources;
· enhance my skills in synthesising large amounts of data in a short period of time;
· have high levels of visual communication;
· develop more knowledge in luxury consumer behaviour and sustainability strategy.
· Such moves will help me to become a strategic marketing professional.
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