[image: ]

Master of Business Administration

Strategic Management 
· LCMB7003

Student Name - HARSHKUMAR MANOJKUMAR PATEL

Company – Burberry

Student ID - 2503790

Lecturer Name – Dr. Hoang Nguyen

Word Count - 4824







Table of Contents


Section 1: Strategic Analysis of the Organisation​4
1. Organisational Context and Overview​4
1.1 Introduction and historical development​4
1.2 Mission, Vision, and Core Values​4
1.3 Business Model and Value Proposition​4
1.4 Industry Overview and Market Position​4
2. External and Internal Environment Analysis​4
2.1 External Environment Analysis using PESTEL​4
2.2 Industry Critical Success Factors and Strategic Challenges​6
2.3 Internal Environment Analysis​7
2.4 VRIO Analysis of Strategic Capabilities​8























[bookmark: _8mnsb44gtfjn][bookmark: _Toc224924597]Section 1: Strategic Analysis of the Organisation

1. [bookmark: _shayhdm13vu6][bookmark: _Toc224924598]Organisational Context and Overview

[bookmark: _ehvrb96ki444][bookmark: _Toc224924599]1.1 Introduction and historical development
Burberry is a British luxury fashion company that is known all over the world and was established in 1856 by Thomas Burberry in Basingstoke, England (Burberry, 2025). The company started out as a functional outdoor clothing company that shielded the customers against the severe weather in Britain. In 1879, one of the most significant changes in its history happened when Thomas Burberry discovered the fabrics of gabardine, allowing people to wear clothes quickly and efficiently, as it was waterproof and breathable (TFL, 2025). At the same time, it transformed the rain-clothing industry and gave the company the image of a company that invents new clothes. The most successful and most profitable product produced by Burberry was the iconic trench coat, which was invented in 1914 based on military rainwear.

[bookmark: _2qrke1uwx6d3][bookmark: _Toc224924600]1.2 Mission, Vision, and Core Values
The corporate purpose of Burberry is based on the idea of inspiring creativity to open spaces and, therefore, the importance of innovation, inclusivity, and self-expression. The long-term vision of the company is to become one of the British luxury brands with the presence of authenticity due to traditional craftsmanship (Burberry, 2024). Its values focus on creativity, innovation, sustainability and openness. The values will influence the decision-making process regarding the design, marketing and corporate responsibility programs, so that brand heritage and modern luxury expectations do not conflict.

[bookmark: _nhmyomh6l5b2][bookmark: _Toc224924601]1.3 Business Model and Value Proposition
Burberry has a vertically integrated luxury fashion business model that involves in-house design and international retail and wholesale, as well as digital commerce (Burberry, 2024a). The firm has three primary sources of revenue, which include directly operated retail outlets, e-commerce platforms, and licensing of products like perfumes and eyewear. The value proposition of the firm is to provide high-quality luxury products that unite the British heritage, innovative design and the high quality of craftsmanship.

[bookmark: _insb33zh1orq][bookmark: _Toc224924602]1.4 Industry Overview and Market Position
Burberry is a luxury fashion company that functions in a very competitive environment, with the industry being held by a number of multinational luxury companies such as LVMH, Kering, and Richemont. It is a significant feature of the sector that high margins, brand dependency, and increasing demand in the emerging markets, especially within Asia. Despite Burberry being smaller than the other more prominent brands such as Louis Vuitton, Prada & Gucci, the Burberry brand is one of the most recognisable in British luxury (The AIC, 2020). Besides, the brand lies in the high end of the luxury sector, as it is neither a heritage luxurious brand nor a modern fashion innovation brand. Its international brand name, unique check design, and robust online presence have seen the company retain the same position in the market despite an erratic demand for luxuries and economic unpredictability.

2. External and Internal Environment Analysis

[bookmark: _p9j9fjcfinbq][bookmark: _Toc224924604]2.1 External Environment Analysis using PESTEL
	Political
	The global business of Burberry is greatly influenced by political stability, trade policies and taxation. Being a multinational company that operates in the manufacturing and retail business in Europe, Asia and the Americas, Burberry is vulnerable to geopolitical tensions and international trade deals. The events in the United Kingdom have cost and complicated the cross-border trade because the withdrawal of this nation from the European Union has increased the administrative burden and regulatory differences. New post-Brexit trade policies have also imposed extra compliance costs and documentation measures on UK exporters and added costs to the operations of firms with European suppliers (Wright, 2026).

	Economic
	Increased inflation and interest rates in the key economies have diminished consumer buying capacity, and demand has shifted to premium products. The slowing luxury demand, especially in Asia, has already made Burberry witness decreasing sales and profits. China, which has historically been one of the most important markets to Burberry, has been experiencing a significant slowdown in its economy and a lack of consumer trust (Shoaib, 2024). It is reported that the personal luxury market in China fell up to 19% in 2024 and levelled in 2025, directly affecting the incomes of global luxury brands (Burleigh, 2025). The issue of exchange rates also influences the financial performance of Burberry since a substantial percentage of its revenue is earned outside the UK.

	Sociological
	The demand for luxury fashion is highly dependent on social and demographic trends. The younger generations of consumers are impacting the luxury business differently, namely, Millennials and Generation Z, who are already preoccupied with the issues of sustainability, online activities and brand authenticity (Ye and Kim, 2024). They are not as dedicated to the traditional luxury houses but rather under the influence of social media and influencer culture. Hence, Burberry is constantly forced to redefine itsbrand image and marketing approaches. Luxury consumption is also changing in consumer attitudes. The high-income consumers have become more discriminating in the wake of economic uncertainty, causing the impulse to buy luxury goods and the development of a second-hand luxury market (Fowler et al. 2024).

	Technological
	Digital retail, artificial intelligence, and data-driven marketing have changed the fashion industry with the help of technological innovation. Burberry has also been among the first to transform into a luxury digital brand and invested in online platforms, social media marketing and immersive technologies, including virtual fashion shows and AR experiences (Medium, 2024). These technologies contribute to the improvement of the work with customers who are more and more attracted to online shopping.

	Legal
	One of the most potent external forces on the fashion companies has become environmental sustainability. The textile industry is linked with large amounts of carbon, large amounts of water use, and the generation of waste, which contributes to governments and consumers seeking more sustainable ways of production. Europe has also implemented strict rules to cut down waste in the textile industry and advance the circular fashion with the introduction of measures that forbid the disposal of unsold garments and require companies to report the amount of waste (Chandra Manivannan et al. 2025). Besides this, the general textile policy of the EU also targets ensuring that by the year 2030, all the textile products sold in the EU will be durable, recyclable, and manufactured through environmentally friendly processes.

	Environemental
	Burberry has adhered to numerous legal frameworks such as employment law, competition legislation, intellectual property laws and data protection legislation (Burberry, 2023). Being a luxury brand and having large retail businesses in many countries worldwide, it is especially vulnerable to labour regulations on working conditions, minimum wages and compliance with supply chain regulations in various countries.


Table 1: PESTLE analysis of Burberry
(Source: Self-developed)


[bookmark: _crpj7kaa26xp][bookmark: _Toc224924605]2.2 Industry Critical Success Factors and Strategic Challenges
Key Success Factors in the Luxury Fashion Industry
Cost efficiency is an important success factor, although luxury brands are priced at the high end. Luxury companies have to balance between high-quality production and cost management to ensure profitability in a downturn economy (Liu, 2025). Having recorded a poor performance in terms of revenues and profitability in 2024-25, Burberry has implemented restructuring and cost-saving programmes to improve its operational margins (Burberry Plc Corporate, 2024). Innovation is another key success factor. The luxury fashion market is highly frivolous and requires product innovation and fashion orientation at all times. To remain competitive in the industry due to the shift of consumer preferences that are fast and short fashion cycles, Burberry has invested in digital innovation, innovative materials, and distinctively involving retail experiences (Burberry, 2024b). The most significant asset of luxury markets is brand reputation. Brand heritage, exclusivity and prestige are fundamental in luxury purchases. The brand value of Burberry is still relevant in the global market, and it ranks as one of the most valuable fashion brands in the world, with an estimated brand value of around $5 billion by 2025 (Fashion United, 2024). Burberry has had a hybrid supply chain that consists of local manufacture of iconic products like trench coats in the UK and global sourcing to control costs and scale of production.
Major External Threats
The barriers to entry are high in the luxury fashion industry because of the presence of strong brand loyalty, significant capital investment, and heritage. Nevertheless, the market is less insulated by the entry of new luxury and premium brands, especially digitally native ones, into the market, with the help of e-commerce and social media marketing. The threat of substitute products is increasing due to the development of the resale and second-hand luxury market. People are currently buying used luxury products in large numbers, and this has lowered the demand for new products and undermined the pricing strength. Economic recessions are one of the greatest dangers to luxury brands due to the fact that their products are luxurious. In 2024-25, Burberry said its revenue dropped to 2.46 billion pounds because of less luxury demand in the world and macroeconomic insecurity (Conti, 2025).




2.3 Internal Environment Analysis
Organisational Resources
Burberry has good financial resources, but the company is financially strained. In 2024-25, the company earned a revenue of 2.46 billion, which is a significant amount in terms of global scale, although it was less than the previous year (Conti, 2025). The human resources in the company are highly skilled personnel in the fields of designers, artisans, marketers, and retailers. The creation teams and leadership at Burberry are very important in ensuring brand relevance and fashion control in the luxury markets across the world. Burberry also possesses considerable technological resources, such as sophisticated digital retail platforms, customer relationship systems, data-driven systems, and investments in virtual fashion experiences. These functions facilitate omni channel retailing and individual customer interaction.

Capabilities and Core Competencies
Burberry has a well-organised business model that is vertically integrated with the design, manufacturing, and retailing processes that depict its operational efficiency (Burberry, 2024a). With the help of this kind of integration, the company can retain quality control and brand integrity. Its innovativeness is based on its history of innovation in both textile and design since then, with its invention of the gabardine and then proceeding with its investments in digital fashion technologies and new materials. Above all, the brand equity of Burberry is one of its core competencies (Dabo, 2024). The history and the overall pattern of checks and British prestige of the company provide the company with a high emotional attachment to consumers, which allows it to set higher prices and to be recognised all over the world.

[bookmark: _tpn6gdd8lp9p][bookmark: _Toc224924607]2.4 VRIO Analysis of Strategic Capabilities
In the case of Burberry, the VRIO framework effectively determines whether Burberry’s resources effectively provide the sustained competitive advantages.
Valuable Resources
Burberry brand history, international retail system, and design skills are assets, as this will enable the company to appeal to high-income individuals and set high prices.
Rare Resources
The compilation of the British heritage, military trench coat heritage, and the globally recognised check pattern is a unique set of resources that Burberry holds, and thus, it is not very common within the luxury industry.
Inimitable Resources
Competitors can hardly copy the brand identity built by Burberry over a period of more than 160 years. Newer brands can hardly replicate the historical connection with the British culture, exploration, and handiwork.
Organisation to capture value
Burberry is designed to generate value from its assets by using vertical integration business processes, direct-to-consumer retailing, and effective brand management concepts.



	Resource / Capability
	Valuable
	Rare
	Inimitable
	Organised
	Competitive Implication

	Brand heritage & reputation
	✔
	✔
	✔
	✔
	Sustained competitive advantage

	Design & innovation capability
	✔
	✔
	Partial
	✔
	Temporary advantage

	Global retail & digital network
	✔
	Partial
	Partial
	✔
	Competitive parity to advantage

	Supply chain & manufacturing expertise
	✔
	Partial
	✖
	✔
	Competitive parity


Table 2: VRIO analysis of Burberry
(Source: Self-developed)

3. CSR and Sustainability Objectives
[bookmark: _fjzcawhb0pw3][bookmark: _Toc224924609]3.1 Overview of CSR Strategy
Burberry has incorporated the corporate social responsibility (CSR) aspect of its long-term corporate strategy in its responsibility framework that concentrates on environment, sourcing ethics and community involvement. The company has also made an effort to lessen the impact on the environment by adopting more sustainable materials and enhancing the supply chain traceability. Its vision is to have 100% certified and traceable key raw materials by 2029-30 of cotton, leather, wool and synthetic fibres (Burberry PLC, 2023). Burberry operates with approved suppliers on matters of ethical sourcing, in addition to implementing strict labour and environmental policies throughout its supply chain worldwide. The company also dropped the use of real fur and has gone into circular programs such as repair, resell and product refresh programs in its ReBurberry programme (BBC News, 2018). This project assists in increasing the life span of products and decreasing textile waste.

[bookmark: _3f4393e94daj][bookmark: _Toc224924610]3.2 Integration of CSR with Business Strategy
Burberry incorporates CSR in its competitive positioning through the application of sustainability as a differentiation strategy, but not as a compliance cost (Burberry, 2023a). Luxury shoppers are more demanding of ethical and environmentally conscious products. In this regard, Burberry can use this opportunity to increase brand value and customer loyalty. Initiatives to achieve a circular fashion, source of sustainable material, or transparency reporting enhance the premium positioning of the firm and justify its higher prices (Jestratijevic et al. 2022). The integration is able to fit the CSR objectives to the long-term financial performance by creating consumer trust, minimising regulatory risk, and improving brand equity.

[bookmark: _3l9rw1qs945a][bookmark: _Toc224924611]3.3 Critical Evaluation
Strengths
Burberry's sustainability goals are significant, specific, and time-oriented and in conformity with the international programs such as the United Nations Sustainable Development Goals. The company has also launched realistic programs, including product repair services and recycled materials, which show operational devotion and not figurative promises.
Gaps and Past Criticism
However, Burberry has been accused of destroying its failed inventory to preserve exclusivity in the past, resulting in unethical and unsustainable practices (BBC, 2018). The firm then stopped the practice and declared that they would recycle or donate the surplus inventory, portending a change to more responsible operations.
Competitor Comparison
Burberry is a strong company, but it is not an industry-leading performer compared to the competitors of the luxury segment, including Gucci and Stella McCartney. Both companies have been widely recognised to lead the way in sustainability. Competitors have often been more rapid in switching to circular business models and transparency disclosure, along with ambitions.

[bookmark: _5j2l1tq1zs1v][bookmark: _Toc224924612]4. Comprehensive Organisational Performance Using Balanced Scorecard
The balanced scorecard model allows measuring the performance of Burberry based on both financial and non-financial aspects, which are indicators of its long-term strategy and expectations of stakeholders.

[bookmark: _pu5n8n6cunt7][bookmark: _Toc224924613]4.1 Financial Perspective
The financial targets of Burberry are aimed at regaining profitability, advancing operating margins and sustainable growth in revenue. In FY2024-25, the firm registered a 15% drop in revenue to £2.46 billion, as it was affected by the slow luxury demand in the world (Simpson, 2024).
Key financial KPIs include:
● Revenue growth
● Comparable store sales
● Operating profit margin
● Earnings per share
Adjusted operating profit decreased to £26 million in FY2024-25, and operating margin decreased to 1.0, which creates a necessity to restructure costs and reposition the company (Fashionbi.com. 2025).

[bookmark: _jiigptwtgxyp][bookmark: _Toc224924614]4.2 Customer Perspective
In terms of customers, Burberry aims to regain brand desirability and customer loyalty through designing products, creating improved retail experiences, and creating more intense digital interactions. KPIs of customers are brand desirability, e-commerce, and Internet sales. Burberry's forward strategy also places customers at the heart of decision-making and targets heritage outerwear and affordable luxury prices to win back its market share.

[bookmark: _s539hvjwwo9m][bookmark: _Toc224924615]4.3 Domestic Business Process View.
Burberry has internal goals to increase operational efficiency, transparency in the supply chain, and in inventory management. The company has launched cost-saving programs, and 100 million in annual savings will be realised by FY2027, which is an indicator of considering the issue of productivity and process optimisation (Burberry Plc Corporate, 2025). The innovation processes are also kept on record in the publicity, particularly on sustainable materials, product customisation and online shopping.



[bookmark: _fohuxgtv40o4][bookmark: _Toc224924616]4.4 Learning and Growth Perspectives.
The workforce development, change in organisational culture, and the use of technology are some of the learning and growth objectives. Burberry is also investing in digital capabilities like data analytics and omnichannel retail systems to improve its competitiveness in the long-run. The company is also restructuring its workforce and its framework to make it leaner and coordinate talents to evolving strategic targets primarily in digital marketing and high-end craftsmanship..
	Perspective
	Objectives
	KPIs
	Key Initiatives

	Financial
	Restore profitability
	Revenue, operating margin, EPS
	Cost restructuring, pricing strategy

	Customer
	Rebuild brand desirability
	Customer retention, brand perception
	Heritage marketing, digital engagement

	Internal Processes
	Improve efficiency & sustainability
	Inventory turnover, supply chain traceability
	Operational simplification, in a circular fashion

	Learning & Growth
	Develop skills & innovation
	Employee engagement, digital capability
	Workforce restructuring, technology investment


Table 3: Balance Scorecard table for Burberry
(Source: Self-developed)


[bookmark: _v75ahjdbnpiu][bookmark: _Toc224924617]5. Strategic Choices and Implementation

[bookmark: _giy7rtxdn9ez][bookmark: _Toc224924618]5.1 Business-Level Strategy
At the business level, Burberry has traditionally been involved in a differentiation strategy, positioning itself as a heritage luxury brand selling high-quality and high-priced fashion items. This unique British identity, trench coats and famous check pattern allow the company to stand out among the competitors and price its products and services highly. More recently, Burberry tried to shift higher up the market and saw revenue rise after putting even higher prices and concentrating on luxurious segments of the market, such as luxury bags (Reuters, 2025). But these changes deteriorated customer attachment and led to the deterioration of sales. The company responded with the introduction of the Burberry Forward strategy, which directly revolves the company around its core competencies of outerwear and scarves, where the company has category power and authenticity (Burberry Plc Corporate, 2024).

[bookmark: _5c1yzr4vhf5f][bookmark: _Toc224924619]5.2 Corporate-Level Strategy
Burberry has also employed the selective diversification and vertical integration strategy at the corporate level. The products offered by the company have a wide product range, which consists of apparel, leather goods, accessories, and fragrances, which allows the company to diversify the risk to many various luxurious products, but without sacrificing brand coherence (Moore and Birtwistle, 2024). Burberry has also been vertically integrated, especially in designing, branding and retailing of its products. The company maintains dominance in flagship manufacturing, such as the production of trench coats in the United Kingdom, to maintain the artisanship and the authenticity of the brand. Overall, Burberry has created a global retail network that is highly prevalent in Asia, Europe, and North America in terms of international expansion.

[bookmark: _opd7l5b6xjti][bookmark: _Toc224924620]5.3 Evaluation of Current Strategic Direction
The present strategic trend being followed by Burberry is the focus on the Burberry Forward turnaround strategy. It is expected to regain brand desirability, enhance operational efficiency, and create sustainable, profitable growth. This strategy seems widely consistent with the situation in the industry. The luxury market in the world is turning to non-seasonal and heritage-driven goods, instead of high-seasonality fashion, which justifies the notable focus on outerwear and classic designs by Burberry. The sustainability of this strategy depends on how the company will be able to re-establish the urgency of the brand and compete with other stronger luxury houses such as Louis Vuitton and Gucci.

[bookmark: _iiq4ic4yqdq7][bookmark: _Toc224924621]5.4 Change Management and Strategy Implementation
Significant Change in Organisations.
Regarding executing its turnaround strategy, Burberry has embarked on a major restructuring of the organisation, such as a cost reduction initiative estimated to achieve 100 million pounds of annual savings by 2027 and a reduction in the number of employees, estimated to be 1,700 worldwide (Burberry Plc Corporate, 2025).
Leadership Role
The new senior executives and renewed emphasis on the creative direction have played a critical role in repositioning the brand. The top management has made a point of re-establishing the company and concentrating on its legacy as well as streamlining the products that it offers to enhance clarity and performance.
Resistance to Change
Large-scale restructuring and retrenchments can lead to in-house resistance and morale issues. This has a disturbing effect on organisational culture and may result in the loss of skilled workers, and this is especially true of crafts and retail, which form the backbone of the performance of luxury brands.


[bookmark: _gd2b2ihzlbyz][bookmark: _Toc224924622]6. Strategic Evaluation and Recommendations
[bookmark: _civzazswpq4w][bookmark: _Toc224924623]6.1 SWOT Analysis
	Strengths
I. Strong British heritage and worldwide brand awareness (Burberry Plc. 2024).
II. Well-established digital innovation capabilities.
III. Combined retail and e-procurement model.
	Weaknesses
I. The dependence on the outerwear and core products
II. Recent reduction in profitability and sales.
III. Lack of consistent brand positioning (Rashbass, 2024).

	Opportunities
I. A long-term expanding Asian market for luxury products.
II. Penetration into younger consumer markets.
III. Sustainability-led differentiation. 
	Threats
I. The economic recession in relation to the demand for luxury products.
II. High level of rivalry with LVMH and Kering (Hu, 2024).
III. Brand dilution and Counterfeiting. 


Table 4: SWOT analysis 
(Source: Self-developed)
According to the SWOT analysis [Table 4], the company strengths of Burberry are its differentiation based on its heritage and early Digital transformation, which increases brand equity and consumer engagement (Burberry Plc. 2024). The reduction in revenues and repositioning of the brand point to strategic shortcomings within the company. External opportunities present in sustainability-driven innovation and emerging markets though these are compensated by strong competitive rivalry and macroeconomic uncertainty. As suggested by Tarnovskaya, (2023), sustainable advantage is based on exploiting the unique resources that Burberry needs to reposition itself to be competitive.
[bookmark: _gwslesmxsrpo][bookmark: _Toc224924624]6.2 Strategy Evaluation Using Ansoff Matrix
The existing growth policies of Burberry can be discussed in terms of the Ansoff Matrix,
	Strategy
	Description
	Burberry Application (UK Focus)
	Strategic Evaluation

	Market Penetration
	Expanding market share in the current markets with existing products.
	Digitisation, omnichannel retail and improved in-store experience in the UK and Europe (Yeni, 2024).
	Restricted by the deteriorating luxury demand and economic insecurity which is diminishing short-term growth prospects.

	Market Development
	Entry to new markets with existing products. 
	Significant emphasis on the Asian market, mainly in China and other emerging markets.
	Expansion inhibited by the economic slowdown in China and geopolitical threats (Zhang, 2022).

	Product Development
	Creation of new products in the current markets.
	New collections, seasonal designs and association with younger consumers through partnerships.
	Supports brand relevance though needs constant innovation to compete with fast-moving luxury competitors.

	Diversification
	Diverse product styles in new markets.
	Minimal product diversification outside of the main business such as luxury fashion with extension into accessories and fragrances.
	Minimal risk, which limits growth in revenue. 
Opportunity remains for lifestyle and experiential growth.


Table 5: Ansoff Matrix
(Source: Self-developed)
As illustrated in the analysis, Burberry has a strategic focus that is still focused on market penetration and product development, with little diversification. The Ansoff Matrix indicates that companies that practice balanced growth strategies tend to be more resilient to external shocks which means that Burberry should increase its diversification activities [Table 5].




[bookmark: _w5vyqom349xt][bookmark: _Toc224924625]6.3 Key Strategic Issues Identified
Burberry is experiencing a lot of competition with the multi-billion dollar businesses such as LVMH and Kering which have more financial resources and brand portfolios (Hu, 2024). There is also the issue of changing customer tastes in favour of experiential and sustainable luxury products which challenge the traditional positioning of Burberry. Major capability gaps include limited product diversification, inconsistent brand identity and overreliance on specific geographic markets such as China (Zhang, 2022). Furthermore, the recent weak performance in terms of finance indicates its flaws in strategic implementation and responses to macroeconomic fluctuations.
[bookmark: _dtf7yvi4xfk1][bookmark: _Toc224924626]6.4 Strategic Recommendations
It can be recommended from the above analysis that, 
I. Burberry needs to consider a differentiation approach that enhances its heritage-based luxury positioning while incorporating sustainability as a core motivational value. Digital innovation and the personalisation of the customer experience will drive work with younger consumers (Oumaima and Lamari, 2024).
II. Furthermore, the resource-based view implies that Burberry can expand into adjacent luxury segments including lifestyle and experiential retail by leveraging its differentiated brand properties.
III. It is also suggested that geographic diversification outside China be encouraged to reduce market dependence and economic risk.

[bookmark: _kfoksf127r8z][bookmark: _Toc224924627]6.5 Expected Strategic Outcomes
The suggested strategies will positively enhance the competitiveness of Burberry in the long term by strengthening brand differentiation and customer loyalty. Market and product diversification will help mitigate risk associated with variations in regional economies. Furthermore, innovations aligned with sustainability and digital transformation are bound to drive market growth among younger citizens. These are strategic enhancements that will help Burberry consolidate its global valuation and achieve a more sustainable, equalised growth aspect in the competitive luxury fashion world. 
[bookmark: _sqsr3r2fm8f0][bookmark: _Toc224924628]Section 2: Reflective Account

[bookmark: _6ahzm52wyxoy][bookmark: _Toc224924629]7. Reflective Practice Using Gibbs’ Reflective Cycle

[bookmark: _fs8bu72f75qw][bookmark: _Toc224924630]7.1 Description
This assignment entailed the thorough strategic analysis of Burberry in terms of its internal & external environment, competitive positioning and strategic decisions. The research procedure commenced with the collection of secondary data in the form of academic journals, company reports and reliable sources in the industry. The strategic management models that were used to analyse the performance and sustainability of the organisation included PESTEL, VRIO, SWOT, Balanced Scorecard and Ansoff Matrix. The writing process had to involve the synthesis of theoretical concepts and the practical aspects of business to make sure that every part of the work is logically structured and supported by evidence. Furthermore, I ensured academic integrity using Harvard referencing rules. I understand this assignment is a critical task rather than a descriptive writing task which requires a thorough interpretation of Burberry's place in the global luxury products market in light of its business strategy.

[bookmark: _rizhmvh8ypg0][bookmark: _Toc224924631]7.2 Feelings
At the beginning, I was quite sure I understood the fundamental ideas of strategic management though then I felt frustrated when working with theories in an actual organisation. It was difficult to choose data that were relevant and up to date given the dynamic nature of the luxury fashion industry (Bastarache et al. 2022). At times, I felt lost in the amount of information out there and was unable to distinguish between descriptive and critical analysis. My confidence grew as I went on and particularly when I developed a better insight into how to combine theory and practice. At the conclusion of the assignment, I was more confident in my ability to carry out organised strategic analysis though I realised that there were still aspects that I could work on.

[bookmark: _z1zcbc7863w5][bookmark: _Toc224924632]7.3 Evaluation
The capacity to apply various strategic models allowed me to give a detailed analysis of Burberry which was one of my strengths. The use of models such as PESTEL and VRIO assisted in determining external pressures and internal strengths which were used to form a balanced analysis. Furthermore, the credibility of the analysis was enhanced by the use of real-world data (Liu and Panagiotakos, 2022). I also found myself being extremely descriptive at some point rather than critically evaluative. In this case, I initially paid more attention to enumerating trends than to analysing them in terms of strategic implications when speaking about external factors. Also, time management was an issue as much time was devoted to data collection and there was less time to upgrade arguments and enhance coherence.

[bookmark: _c1qzkgshvma8][bookmark: _Toc224924633]7.4 Analysis
The assignment greatly contributed to the development of my analytical and research skills. I also acquired the skills to critically analyse organisational strategies through the application of resource-based view theory to organisational strategies (Kero and Bogale, 2023). These models have enabled me to know how companies attain and maintain a competitive advantage by possessing unique resources and capabilities. In addition, I gained the skills to synthesise information from a variety of sources and present it in a structured academic format. The use of the Balanced Scorecard enabled me to connect financial and non-financial performance measures to demonstrate the significance of a holistic view of strategy. The process of reflection aligns with the Reflective Cycle by Gibbs which focuses on the process of continuous learning based on the experience (Dutta et al. 2023). Critical analysis of my approach provided me with insight into the ways of applying theoretical knowledge effectively in the real world.

[bookmark: _wbben2ae72fu][bookmark: _Toc224924634]7.5 Conclusion
The given assignment was an educational experience which has enhanced my knowledge of strategic management and its application in practice. Although I was able to use major frameworks and display a systematic approach, I understand that my critical analysis skills could be enhanced. I would give more attention to analysing the implications of strategic decisions as opposed to describing them in the future. I would also better utilise time to ensure a balance between research and critical writing.

[bookmark: _vv3hwb6styyr][bookmark: _Toc224924635]7.6 Action Plan
I would lay more emphasis on my critical thinking and analytical skills to enhance my performance on future assignments. This involves training in assessing arguments to a greater extent of connecting theoretical material directly to real-life examples. I am also looking forward to improve my academic writing through better clarity, coherence and logical structure. This may be achieved by reading high-quality journal articles and emulating their writing style. I will enhance my referencing ability by making sure that there is a clear and correct use of Harvard referencing. Lastly, I will enhance time management by establishing a systematic schedule that will allow me space to conduct research, analysis and revision of the paper. This reflection, which is recommended by Gibbs, assists me in tracking my development and obtaining improved academic results in subsequent assessments. 
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