


























Name: Cezar Bodnariu
Student Number: 1914623
Module Title: MARKETING FUNDAMENTALS
Assignment Title:  – Burberry -
Module Lecturer’s Name: Riaz Bahti 


Table of Contents
Introduction	3
1. Processes and stages of marketing along with the role of marketing mix	4
Marketing and marketing process defined	4
Stages of the marketing process in Burberry	4
PESTEL analysis	6
Porter’s Five Forces Model	7
SWOT analysis	8
STP analysis	9
Marketing mix elements	10
2. Stakeholder engagement and their influence on the marketing activities	13
Stakeholder defined	13
The ways Burberry communicates with its stakeholders	13
Impact of stakeholders on the Burberry’s marketing activities	14
Conclusion	16
References	18




[bookmark: _Toc58891663]Introduction 
The realm of business has become more dynamic due to the frequent changes in the business environment and the shift in the consumers’ preferences. To track and understand those changes for finding business opportunities, every businessman and marketer must acquire the knowledge of the fundamentals of marketing along with practical experiences. This assessment has discussed the key concepts of marketing, its processes, the role of the marketing mix, and the impact of stakeholders on the marketing operations. For a more comprehensive discussion, the application of the SWOT analysis, PESTEL analysis, competitive analysis, and the STP analysis have also been included. To understand these marketing insights more meaningfully, the marketing actions of Burberry Group Plc have been included along with the industry-wide practices. This selected organisation Burberry is a British fashion company, they have recently move from mass market to luxury market. Their main products include luxury accessories, leather products, luxury shoes form men and women, fragrance products, cosmetics etc.   


[bookmark: _Toc58891664]1. Processes and stages of marketing along with the role of marketing mix 
[bookmark: _Toc58891665]Marketing and marketing process defined 
According to Kotler and Armstrong (2013) marketing is a business, social, and managerial process in which the needs of an individual or particular group or are addressed and then created value to satisfy these needs in a terms exchange relationship. Marketing is also called the management of customer relationships by creating, communicating, and delivering customer value. Chautard and Collin-Lachaud (2019) depicted that the Marketing process is a series of activities that enables the company to define consumer problems, market opportunities, and create value to reach and serve the targeted audience. The marketing process of a particular company involves setting a mission statement, conducting situational analysis, setting business objectives, formulating strategies, implementing, and controlling.
[bookmark: _Toc58891666]Stages of the marketing process in Burberry 
While undertaking any marketing initiatives, the company involves in the marketing planning process in which the first step is to understand and define the corporate mission. Burberry’s corporate mission is to ensure the customer to have a quality product. They also ensure that that their products are the ultimate luxury symbol. This implies that whatever the company will do, that must be associated with the betterment of the customer experience with the fashion products in a sustainable way. Chernev (2018) stated that the second step involves the situational analysis to address the internal and external elements that are influencing the organisation. For internal analysis, Burberry applies SWOT analysis to know its current resources, strengths, lacking and weaknesses, business opportunities, and threats. For the external analysis, the PESTEL analysis is used to determine the forces exist in the political, economic, legal, social, technological, and ecological environment. 
[image: ]
[bookmark: _Toc58891597]Figure 1 Marketing process of Burberry
Source: Gbadamosi (2019)
In the third stage, Burberry can formulate the marketing strategies based on the situational analysis. The strategies are associated with segmenting and targeting the key audience and set positioning accordingly. Growth strategy, Porter’s Generic Strategy, market entry strategy, etc. are also considered at this level. Based on the situational analysis and the formulated marketing strategies, the product, price, place, and promotion elements are designed and implemented at this phase as depicted by Hu and Xiang (2019). For Burberry, its luxury dresses and accessories are the prime product. The number of sales, the pricing arrangement, the communication program is the major implementation tasks. To track and measure the success of the marketing actions, various metrics such as ROI, Cost-Benefit analysis, cash flow, consumer response, budget breakdown, etc. are used as a monitoring and controlling actions.
[bookmark: _Toc58891667]PESTEL analysis 
Political factors 
Keegan (2017) stated that The British Government has a strong trade relationship with most of the countries which assign a positivity for the Burberry to expand and sustain its fashion business in those markets. The lobbying arrangement and the bureaucracy in the fashion in the UK are moderately greater which has increased the business cost of Burberry. The high tax rate can damage the profitability of luxury companies like Burberry. 
Economic factors
According to Mwangi (2020), due to the increase in the per capita income and the spending pattern, the demand for luxury products has been risen within the last 5 years. But the current recession due to the COVID19 has lowered the income of the high-income people by raising the which may lead Burberry to experience negative sales in 2020.
Social factors 
The increased shift from the middle class to the higher income class in the UK region caused the rise in the demand for luxury products. The preference for the brand has also improved in social class which led them to use the service of an established brand like Burberry. The lifestyle and culture are also changing among the UK people toward visiting, traveling, and tours that facilitate the business of Burberry. Also, the cultural issues such as partying, join ceremonies and various other posh gathering where luxury has values. 
Technological factors 
The explosion of technology in the fashion sector leads the companies to include the smart accessories with modern amenities opined by Malhotra et al, (2017). The rapid changes in the technology also pose business threats for the Burberry as many of customers prefers handmade designs rather than machines made design in terms of luxury products. 



Ecological factors 
Burberry can face ecological pressure regarding the use of animal biproducts in different materials. Even, some protests are often organised regarding the use of animal fur in luxury products. However, Burberry has already changed its mission in which it indicated sustainable practices. 
Legal factors 
According to Migliore et al (2018) The government and other legislative bodies are imposing newer laws and regulations for using rare animals’ skins and other items in their products. The legislation regarding the use of various animal biproducts has become tougher that would raise the business cost of Burberry. 
[bookmark: _Toc58891668]Porter’s Five Forces Model 
Threats of new entrants 
Moravcikova et al (2017) stated that the entry barrier in the luxury fashion industry is huge due to the high investment cost and low customer acquisition scope. Though there exist lot of product differentiation opportunities in this industry for which a lot company can enter into this industry, but due to high cost and branding it discourage many people. So, with intense variation in the service which implies that Burberry has very low threats from the new entrants.
Threats of substitutes
There are numerous substitutes for luxury fashion products that cut the share of wallet for luxury fashion companies like Burberry. A lot of copy products are there in market. Also, there are lots of tech gadgets that can replace the need for luxury products. So, the threat of substitute is moderate. 
Bargaining power of buyers 
According to Palmatier and Sridhar (2017) Nowadays clients of the luxury fashion products have greater information power which leads them to become price sensitive. The switching cost of the consumers for the luxury product service is sometimes zero. While purchasing same type pf fashion items from the other luxury houses, they find a lot of choices which raise the consumer power of bargaining for Burberry.
Bargaining power of suppliers 
The number of suppliers for Luxury fashion products varies. Since, the luxury products have selective designers, many fashion houses have their own designers. In a way, a lot of luxury item of fashion products are actually sources by the company itself. Burberry is not much different here as well. so, it can be said that Burberry has a low threat from the bargaining power of suppliers. 
Industry rivalry 
According to Porral and Stanton (2017), the fashion industry overall is very competitive. Like the fashion industry, luxury market is also competitive. Many Italian brands like Gucci, Mulberry, Armani are many ways established in the luxury market which make the sector a very competitive one.  
[bookmark: _Toc58891669]SWOT analysis 
Strengths 
Burberry has successfully established itself as a top-notch luxury fashion seller in the UK and European market and a notable one in the whole world in terms of the products and service they offer to the customers, as depicted by Rademaker, (2020). This company has a very strong brand image as it has been listed 97 in the Interbrand Report-2020. The global presence and the experience are also very strong of Burberry which is important to create a positive image in the market. 
Weaknesses
Sometimes customers feel that they are priced highly for regular items that are offered in other fashion houses. The premium pricing is the policy of Burberry but it also discomforts the customers (Gbadamosi, 2019). Limited product line is another weakness of Burberry that can create dissatisfaction among the customer over time (Rademaker, 2020). 




Opportunities 
[bookmark: _Hlk57669713]According to Ahmed et al (2020) Burberry has the biggest opportunity to enter into the developing markets within the Europe and Asia which will increase the potential to become the market leader by acquiring more market share. This company has a vast resource and capital structure through which it can acquire other small but potential fashion companies in those countries. 
Threats 
The economic recession of 2020 due to the COVID19 may lead Burberry to stop many of its luxury product. The competition especially from Gucci and Mulberry may snatch the market share and even can acquire Burberry. Also, people have been changing their lifestyle from purchasing luxury products to cheaper functional products in recent times. So, Burberry may have to switch toward mass market over time. 

[bookmark: _Toc58891670]STP analysis
Segmentation
[bookmark: _Hlk57669772]Chautard and Collin-Lachaud (2019) stated that Burberry segments its geographic market based on the region and density of the areas. It covers the UK domestic market and other European markets with similar products range. Based on the demography, it targets people of all gender and ages but created separate segments different premium classes. Based on the psychographic variable it segments the market into lifestyle and personality. Burberry also uses behavioral segmentation bases such as occasion, the benefit sought, and user status. Their most suitable customers are who seek loyalty from the brand and also remain loyal to the brand. 
Targeting 
[bookmark: _Hlk57669798]The main target of Burberry is the rich people and high-income professionals who live across the UK and all other European countries. The young and married women comprise a major segment of the total target market of Burberry. Based on the occupation and social status, upper-middle, and the upper class are the core target customer who is highly achievement-oriented, determined, and ambitious opined by Chernev (2018). Sometimes, newlywed couples are also targeted by Burberry. This company also targets the consumers that seek booth luxury and convenience and hold a positive enthusiastic attitude.
Positioning 
[bookmark: _Hlk57669820]According to Gbadamosi (2019) The positioning strategy of Burberry focuses on the luxury and comforts in all of its advertising and pricing arrangement. Their luxury items, having modern amenities, also expose the feeling of luxury in the mind of consumers. Besides the luxury, Burberry also highlights the comfort in setting the brand positioning. Compared to the competitors, Burberry will be higher position than Mulberry of Primark but Gucci and Armani would be in higher position than Burberry.  
Another important issue is that dedicated policies can contribute to strengthening the brand image among upper-class customers. Due to Burberry's attractive fashion line and higher competence, they are the preferred brand for many of the customers. 
[bookmark: _Toc58891671]Marketing mix elements 
The marketing mix element is the most influencing and controllable element of a company through which it can pursue, influence, and attract the consumers with the company designed offerings.
Product 
The high-quality luxury items are the main product of Burberry. It provides a high-quality luxury product for premium class customers. All of the products of Burberry have been made with very careful hands of their designers and developers. Hu and Xiang (2019) opined that the company also offers specialty products such as ornaments with rarest of minerals rich customers. The support services offered by Burberry include the dresses and regular use accessories for their customers. Maintaining the comfort and quality of the service is the core service strategy for Burberry. However, to find an even better product idea they can track customers on different social sites, monitor their activities and interest to forecast future demand and trend. They also monitor competitor’s actions to be ahead in the completion.



Price 
Premium pricing is charged by Burberry for its products and services. At the time of launching a new service or the market expansion, Burberry considers Premium pricing. According to Olteanu (2020), the price of the regular use items varies on the basis of demand for which and the pricing ranges also differ sometimes due to the special occasion, level of service, package, and distances. The discount pricing is not offered by Burberry since it may devalue their brand image. 
Place 
[bookmark: _Hlk57669867]According to Keegan (2017) Burberry carries out its services mainly in the UK region and European countries but it has also covered many of the popular cities across the world. Currently it has more than 400 stores in the world. Though, most of them are in UK, but France, Italy, Germany, Sweden are also some of the major business hub of the company. 
Promotion 
Due to the hyper-competition in the fashion industry, Burberry invests millions of dollars in promotional activities. Around 60% of the promotional budget is spent on celebrity endorsement, sponsorship, and various public and private events (Silvano, 2020). Also, the company is a symbol of heritage in the fashion industry where very company can actually have that advantage. As a result, the company can be very sensitive in its promotional messages. 
People 
[bookmark: _Hlk57669890]Mwangi (2020) depicted that around 10,000 employees who are working in the company in different regions. Some of these employees are background employees who working in various manufacturing centers. For all of its employees, the company has an excellent benefit package. They also provide training to deal with customers of high values. They also have to employ killed managers to handle sensitive customers. These managers employ a skilled team to perform the respective jobs and the teams report to their superiors.
Process 
The company has numerous stores and all of these stores are under a separate system so that every store works perfectly. This is basically an internal management system which will ultimately benefit the staffs of the company. Other than that, the company has extensive features in their stores to make it comfortable for the visiting customers. 
Physical evidence 
[bookmark: _Hlk57669918]Malhotra et al (2017) opined that Physical evidence assists in forming the expectation of the service in the consumer's mind. The core physical evidence elements of Burberry are the unique ambience in their shops that a customer feels when they visit. They also offer a unique packaging where colourful and unique packages are offered. It can attract the customers at another level and that is also an important element of the physical evidence. 















[bookmark: _Toc58891672]2. Stakeholder engagement and their influence on the marketing activities 
[bookmark: _Toc58891673]Stakeholder defined 
[bookmark: _Hlk57669944][bookmark: _Hlk57669964]According to Migliore et al (2018) Stakeholders are the parties that influence or be influenced by the activities of a particular business and have a direct or indirect interest. The internal stakeholders are the parties or groups that have a direct relationship with the company operations such as employees, managers, owners of the company. The top managers, the line managers, sales staffs, supply and transport staffs of Burberry are the internal stakeholders of this company depicted by Moravcikova et al (2017). On the other hand, the external stakeholder is the parties that are influenced by the company's actions indirectly such as suppliers, customers, society, government creditors, shareholders, etc. The British Government, customers, competitors such as Gucci, Mulberry etc. etc. are the external stakeholders of Burberry. 
[bookmark: _Toc58891674]The ways Burberry communicates with its stakeholders 
[bookmark: _Hlk57670002]Burberry maintains frequent communication with each of its stakeholders in different ways. The customers are communicated through the marketing communication mix program. Using the informative, persuasive, and reminder advertisements the target audiences are informed. According to Palmatier and Sridhar (2017) The email marketing, social media marketing, and website and mobile app communication consumers are informed of the company updates. By attending the general meeting annually, burberry communicates with the stockholders and company management body for decision making. The stockholder and the mass consumers can know the current financial position of the company through the annual reports which are published each year by the board. The communication with the employees is maintained by following the chain of command and the corporate code of conduct. 
[bookmark: _Hlk57670027]They are given the motivation and training program annually where they can state their lacking and desires. Burberry has a separate department for handling and communicating with the legislative bodies. The current status of the company is often audited by governmental authorities. According to Park (2020) The spending in the CSR activities by Burberry responds to social and environmental needs. In 2018, Burberry spent more than 10 million on socially responsible campaign in the UK and other countries. Burberry has established a favourable relationship with the staffs and maintains frequent communication to sustain the relationship. 
[bookmark: _Hlk57670048][bookmark: _Hlk58890111]Burberry has modified its mission statement and in the new mission statement, it has emphasized sustainable practice. Burberry publishes quarterly business magazines in which it regularly features its future plan regarding the use of alternative fuel. Porral and Stanton (2017) stated that Burberry briefs in various events about the current operations and future plans to maintain the public relation which reaches a favourable message to the community and the relevant stakeholders. Moreover, the positive occurrences happened in Burberry are informed to the media so that it can assist in developing favourable brand image. If there arise any allegation or rumors against Burberry, it arranges press briefing to clarify the fact to the mass media.
[bookmark: _Toc58891675]Impact of stakeholders on the Burberry’s marketing activities 
The following stakeholder analysis will address how they impact the marketing operations of Burberry.
Shareholders 
[bookmark: _Hlk57670073]Burberry has shareholders who influence the company’s decision making. The company is bound to inform each of the vital decisions regarding investment and other operational activities through arranging the regular meeting and by publishing annual reports. According to Rademaker (2020) In the general meeting of the stakeholders of Burberry, they provide their opinions through casting votes which makes the vital decisions of the organisation. The allocation of the dividend to the stockholders often creates a shortage of budget in the marketing investment.
Employees
The employees of Burberry including top managers, the line managers, sales staffs etc. must be kept satisfied for the sake of the productive outcome of the organisation. The employees’ demand is fulfilled first by emphasising internal marketing so that they can produce the best services to the clients. The dissatisfaction among the employees led strike which hugely damaged the brand image of Burberry in previous years.


Government 
British Government and the governments of other countries have a strong influence on the activities of Burberry. Chautard and Collin-Lachaud (2019) depicted that the legislation and the regulations regarding the fashion industry are very stiff especially for use of illegal rare materials. The regulations regarding the customer service and satisfaction also impact the sale of services by Burberry. Burberry has its separate department to handle the legal operations and to comply with the existing laws in different regions which also raised the business cost.
Customer 
All of the operations are initiated toward the creation of customer satisfaction and so the product, pricing, distribution, and promotional activities are designed considering the customers' needs. Customer feedback often determines the service delivery process. According to the finding of Mwangi (2020), few years ago, large number of customers complained about the flight cancellation and the poor food service which ultimately resulted in a huge reduction in the sales revenue and damaged the brand reputation of Burberry.
Competitor 
Gucci, Mulberry and other top luxury fashion companies are the major competitors of Burberry who directly impact the pricing strategy and promotional activities. Though they are separate entities, but regarding some specific issues such as pricing, business practices, they often come in coalition to deal with each other and other external forces. 
Supplier 
Gbadamosi (2019) stated that the suppliers also pose as key stakeholder of the company. Burberry basically needs suppliers in acquisition of rare materials that can be used in various luxury items. Also, quality is an issue here. So, relationship with both parties is essential here. 




[bookmark: _Toc58891676]Conclusion 
The whole report has discussed the marketing process of Burberry to develop the key insights and fundamentals of marketing. The report emphasized the importance of marketing mix elements and the impact of the stakeholder on the marketing actions of Burberry. The product of Burberry is the premium fashion accessories and items for different rich customers groups and the pricing arrangement is set based on the value of the service. The service of Burberry has expanded to the UK region, European countries, and other major cities across the world.  Burberry designs customer-oriented marketing mix elements so that it becomes easier to convince them. The top management, the line managers, sales and other staffs of Burberry are the internal stakeholders of this company. The British Government, customers, suppliers, competitors namely Gucci, mulberry etc. are the external stakeholders of Burberry. Burberry undertakes various initiatives to increase stakeholder engagement as well to protect their interest.. Unlike many nonessential firms, Burberry didn’t take advantage of the UK government’s furlough scheme. Instead, it kept its employees in full-time employment, transformed its West Yorkshire factory to produce PPE (that’s what you can achieve when you invest in market-leading supply chain flexibility), and its directors took a 20% pay cut to donate money to COVID-19- related charities.

Based on the above discussion, Burberry is required to follow the below-suggested initiative to improve its positions.
	Finding multiple sources of suppliers: Burberry is required to find and contact newer supplier sources so that it can reduce the bargaining power of the existing suppliers. Rather than importing Burberry can concentrate on the local suppliers. 
Designing customer-driven service delivery process: Based on the customer feedback and advice, Burberry needs to redesign some of the services such as adding new luxury items that are also functional in a sense.  
Using straddle positioning: If Burberry focuses on the specific luxury items such as women’s bag in the developing countries, it will be needed to initiate straddle positioning to different target groups so that no confusion can create among them regarding the company positioning.
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