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Executive summary
The pandemic of covid-19 has shattered business industries all over the world. As a consequence, financial stability has been disturbed and business organizations have been adversely impacted by lockdown. Impact of this pandemic has encouraged companies to change their marketing strategies. As a result, this article focuses on changes in marketing strategies that have been initiated by Burberry in United Kingdom and other operational countries. A number of theories and models are used to evaluate market conditions and recommendations are given to improve sales margins in post-covid era. Recommendations include improvement of SEO optimization and deployment of robots in offline stores of Burberry
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[bookmark: _Toc91765687]Introduction 
Marketing target helps in promoting a product so as to enhance its sale margins. Various companies take up different ways of marketing their products. However, the pandemic of covid-19 has levied several crises on business organizations. As a consequence, profit margins have been lower and sales margins have also been reduced. Moreover, the government regulations and lockdown further levied a crisis on local as well as multinational companies. This article focuses on Burberry and the impact of covid-19 on its marketing targets. United Kingdom has been under strict guidelines for several months which have reduced the sales margin of Burberry. Therefore, this firm aims to evaluate modern demand of market and change of marketing strategies have been initiated by Burberry to enhance its sales margins during covid-19 and in post-covid era. Being chosen as a marketing manager, the researcher aims to analyze the external and internal environment of Burberry to provide a detailed report of the challenges and opportunities faced by this organization in various dimensions of global platform.  
[bookmark: _Toc91765688]Burberry 
Burberry is a UK-based organization that sells fashion garments such as leather coats, jackets, shirts, ties, denim and many more. The firm also promoted cosmetics, shoes, fragrances and sunglasses. It is a luxury brand that has a unique method of marketing its products. Burberry has almost 459 stores that operate in a total of 59 countries (Statista, 2021). This organization has 100 stores in Asia Pacific and 61 stores in America. Severe financial crisis was faced by this firm during the pandemic. Therefore, the company aims to expand through its online marketing strategy during the pandemic of covid-19 so as to mitigate issues levied by lockdown and government restrictions. 
[bookmark: _Toc91765689]Challenge faced by Burberry during covid-19 
Pandemic of covid-19 has negatively impacted several organizations of national and international platforms during the onset of covid-19. Burberry is no exception and it has also faced a major crisis during lockdown. As per financial statements, this firm has faced a 27% decrease in sales margins in 2020, as compared to sales margins of 2019 (Hitchon, 2021). Being a luxury brand, Burberry had to face severe losses as its products were highly priced and covid-19 did not allow customers to spend on luxurious clothing and fashion accessories. It was estimated by financial records of Burberry that the firm’s profit margins were reduced more than half during the covid-19 era. It is evident that this luxury brand had to take up steps to revive its sales margins on a global platform. As a consequence, the chief executive of this firm decided to rent their products on online platforms and encourage customers by giving higher discounts. Owing to the situation of pandemic, Burberry had to cut down 500 jobs to save costs of expenditure upon its human resources (Butler, 2020). A number of challenges were also faced by Burberry during the lockdown phase as it faced a shortage of staff members. Suppliers could not reach on time and market was exhausted as well. Shortage of supplies of raw materials prevented the firm from manufacturing quality products as well. However, Burberry improved its marketing and deployed modern technologies to elevate customer experience and enhance their profit margins during post-covid era. 
[bookmark: _Toc91765690]Process and Stages of marketing 
Process of marketing makes an organization effective enough to create value for its customers. An efficient marketing process promotes quality products to attract customers from different segments of society. There are five major stages of marketing that assist in creating a marketing strategy that is customer-oriented and also assist Burberry to create a valuable relationship with its customers (Kotler et al. 2017). Marketing process helps in communicating with customers and customizing products as per demands and preferences of market. As a result, changes in marketing strategy were done by Burberry to suit the pandemic situation. Five stages of marketing are discussed in the next section.
Understanding marketplace, Customer Needs and Wants
Understanding market and needs of customers is an important stage of marketing. It can be stated that this is the initial stage of marketing where Burberry aims to analyze the opportunities and goals of market to amend marketing strategies accordingly. This is also one of the most important steps as it helps Burberry to customize its products and create a long-term relationship with its customers. For example, it can be stated that a customer needs clothes but they want the best quality fashion accessories. Therefore, Burberry tends to evaluate marketplace, evaluate what the customer needs and demands to modify its fashion apparel accordingly (Apple et al. 2018). However, during the covid, customers needed clothes but they wanted low price apparels and financial stability of cuties are also reducing. As a result, Burberry started giving discounts on its new launches to attract customers. 
Designing A Customer-Driven Marketing Strategy
A customer-driven marketing stage aims to satisfy its customers in every possible way. During the pandemic, the sale of clothes reduced as people were locked inside their homes. As a consequence, Burberry improved its product quality and promotions on online platforms to attract customers and allow them to buy apparel from their homes. 
· Production orientation- Burberry focuses on its distribution and production efficiency where it tries to modify its supply chain by deploying digital techniques into it. Due to this, production of quality apparel could be distributed at a faster rate and at an efficient cost. 
· Product orientation- Burberry improved its quality of products and innovative new ways of designing its clothes. Such innovative designs of fashion apparel, leather bags and shoes encouraged customers to buy their new launches even during the pandemic. 
· Sales orientation- It was evident that sales would not grow if something unique is not done to attract customers. As a result, Burberry levied 50% discounts on its ready-to-wear garments and leather handbags (Ruonan, 2020). It was a strategy to enhance sales margins and to gain an indirect increase of profit margins as well. 
· Marketing orientation- Burberry analyzes the needs and demands of customers to market specific products in a particular country. As a consequence, this firm markets customized garments and fashion accessories in different countries. Competitors of Burberry include Gucci, Louis Vuitton and Hugo Boss (Bhasin, 2018). As a result, it aims to manufacture products that can provide better fashion apparels at an affordable price in comparison to its competitors. 
Constructing an integrated marketing plan that delivers superior value
Burberry uses the theory of marketing mix to analyze its market and prepare a plan that delivers quality products to its customers. Moreover, this marketing plan had helped Burberry in understanding the needs of customers during the era of pandemic. Owing to this, Burberry has taken reported feedback from customers and modified its marketing strategies from offline to online mode to establish a constant mode of communion with its customers, even during lockdown. 
Building Profitable Relationships
A major challenge faced by Burberry during covid was a lack of physical meetings with its customers and stakeholders. As a result, it was hard to analyze their demands. Therefore, Burberry has deployed use of social media marketing to build a healthy and consistent relationship with its customers (Essential Blythe, 2014). A healthy relationship with customers makes it easier for a luxurious brand to promote its sales margins. 
Capturing Value from Customers
Value was gained by Burberry by enhancing its product quality and reducing its price during lockdown. As a result, customer loyalty was gained when executives of Burberry aimed to have a profitable and long-term relationship with its customers (Further Jobber, 2016). Not only customers, but Burberry also tends to gain value from its partners, sponsors and suppliers to enhance its brand image on a global platform. 
[bookmark: _Toc91765691]Role of marketing environment
Identification and analysis of marketing environment help businessmen to recognize the needs of customers and have an idea about changing demands of market. For example, before the pandemic, customers were able to afford fashion apparel at a higher price for luxurious brands like Burberry. However, after the pandemic, loss of employment and destabilization of economical conditions led to lowering of the financial budget. As a consequence, customers were prone to buy good-quality products at a lower price range. Therefore, it is necessary that Burberry evaluates market connections to promote its products in an efficient manner. As stated by Essential Baines et al. (2014), marketing environment provides a detailed concept about market challenges as well. Analysis of market helps a company to understand the preference of customers and customization of products can also be done accordingly. It must also be stated that marketing environment gives an idea about threats of foreign and local markets. During covid-19, analysis of market assisted Burberry to analyze lowering of sales margins due to lockdown and government restrictions. As a result, this firm shifted its promotional strategies on social media platforms from any other traditional dome of marketing. It helped Burberry to enhance its sales margins through e-commerce. 
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Strengths
Strengths of Burberry are its digitalization where it innovative new strategies of marketing. As a consequence of digitization, Burberry focuses on digital marketing through social media platforms and website designing (Chen et al. 2021). Innovation is one of the major strengths of Burberry as it allows this firm to conduct marketing campaigns with the help of creative content. Change of marketing strategies and an ability to provide discounts were a major strength of this firm that stabilized its economic condition during lockdown. 
Weaknesses 
Weakness of Burberry is its high cost of products that do not allow it to target major segments of society. Only richer segments of society could afford to buy luxurious products from Burberry. Therefore, Burberry's sales margins were further reduced as it could not target diverse segments of customers in an efficient manner. 
Opportunities 
Opportunities of Burberry are enhanced by its strategy of localized marketing. Not only social media marketing, but Burberry also focused on localized marketing so as to attract customers by customizing products in South Korea and China (Rigby, 2021). Online sales of products have enhanced opportunities for Burberry, even during lockdown. Technological innovation and opportunities for this firm. Burberry also redesigned its website and published its sustainable opportunities that are audited during covid-19. Such adaptations were published in an online brochure and such an initiative attracted customers from over the world to buy products from Burberry. 
Threats
A major threat that is recently faced by Burberry is the pandemic of covid 19 which increased its loss margins. They were enhanced as 18% of the time, stores of Burberry were closed across the globe during lockdown. Owing to this, the firm faced a sales loss of 17% (Rigby, 2021). Furthermore, threats are enhanced as lockdown did not allow customers to visit offline stores to buy products of their choice.
[bookmark: _Toc91765694]Pestle
Political
UK government had levied several restrictions on import and export of raw materials or finished products in United Kingdom. Imposing a lockdown put strict restrictions on opening of offline stores. All such covid-19 restrictions imposed a loss of sale on several business organizations including Burberry. All exports were banned from United Kingdom except medical products which did not allow Burberry to export its fashion apparels to other countries (WTO, 2021). 
Economic
Share value of Burberry reduced by 5% which reflects a significant loss of sale margins during the pandemic of covid-19. As a consequence, the economic stability of Burberry was adversely impacted. Lockdown in United Kingdom and other parts of the globe discharges this form to open its offline stores, which further reduces its sales margins. Sales of luxurious goods in Africa, India and Europe also reduced by 25% which further reduced their profit margins as well (Jolly, 2021). 
Social
Burberry distributes its products to different countries. Therefore, it has to modify products as per the culture and tradition of different regions. Even United Kingdom itself is home to a number of different cultures. As a result, Burberry customizes its fashion apparel and provides a distinct design to all its products. Such distinctive design attracts customers from several cultures and backgrounds to buy their products. Even during the pandemic, Burberry aimed to modify its product designs to enhance online sale of products. 
Technological
Technologically, United Kingdom is more advanced than many other countries. Through social media, it posted information about new launches and also used its websites to post creative content. Owing to this, Burberry aimed at targeting several segments of society in a cost-effective manner. Similarly, during the pandemic, Burberry started online sales of fashion apparels and customized products to satisfy the needs of customers. E-commerce stabilized sales of Burberry to a large extent. Therefore, Burberry had utilized its social media marketing innovation to increase its sales margins during the pandemic. It deployed modern ways of marketing where it used social media platforms and email marketing to promote its products.
Legal
Legal implications were levied in United Kingdom which led to several restrictions in Burberry stress as well. First of all, no social gathering was allowed so a restriction in the number of customers and staff in Burberry stores was imposed. Social distancing of 2m was compulsory in public places (BBC.com, 2021). Similarly, restriction of store opening and closing time was also deployed. Every offline store had to check the body temperatures of customers before their entry and protective masks were introduced to enter public places. Such restrictions are imposed by Burberry to maintain covid-19 regulations in their stores. A resolution of staff numbers was down and sanitizers were provided to cutters and employees of offline stores as well. Citizens of United Kingdom are not allowed to leave their homes and it further reduced sales of Burberry. 
Environmental
Employees and executives of Burberry made sure that they maintained rules and regulations during the pandemic so that they do not levy any further challenges on the environment. It took up a suitable strategy for conducting its business during the pandemic. Sustainable and eco-friendly labels were used by the firm to reduce environmental pollution. Burberry had also hired almost 30 sustainability experts who provided ideas of modifying work targets of this form into a sustainable one (Burberry, 2021). 
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Segmentation
Geographic segmentation has been done by Burberry. Since Burberry has been operating in a number of different countries, it aims to segment its customers as per region. Similarly, customization of clothes and handbags is done as per weather and lifestyle of each region. Major segments that are targeted by this firm are Asia-Pacific, America, Europe and Middle East. 
Targeting
Differentiated Marketing strategy was used by Burberry during covid to attract customers. As a result of this marketing, it utilized its strategy of localization products and customizing products as per regions to enhance its sales during covid-19 (Rozario, 2020). Digital performs such as Instagram and Facebook were used to target its customers and localization of products helps it to enhance its sales margins through e-commerce. 
Positioning 
Before covid-19 epidemic, Burberry positioned its products as high quality-high price products. However, this pandemic changed its positioning strategy to high-quality and medium price. Burberry provided a number of documents to lower its price and make it affordable to a number of different segments of society. During covid-19, Burberry positioned most of its new launches in its online stores rather than aiming to sell them through their offline stores. 
[bookmark: _Toc91765696]Marketing mix theory
Product
Product strategy of Burberry aims to attract diverse segments of society including fitness freaks, teenagers, models and professionals as well. During covid, the firm aimed to adopt a strategy where high quality products are sold at a discounted price to allow customers from different segments to afford luxurious apparels. Burberry always aims to provide luxurious products which are of the best quality. It also aims to provide fashionable apparels that can suit the standards of customers. 
Price
Pricing strategy of Burberry was premium pricing before covid. However, the pandemic encouraged it to change its strategy so that discounts can be given on luxurious products. As a consequence, Burberry opted for a “pricing for promotion” strategy. As per this strategy, huge discounts and offers were given to customers so that they can avail good-quality products at a lower rate (Pauwels et al. 2018). This also allowed Burberry to target several agents of society and encourage them to buy luxurious products. Burberry gained several advantages by adopting this pricing strategy that is reflected in its post-cover sale margins, which were enhanced considerably. 
Place
Placement of products was shifted from offline stores to online shopping sites during lockdown as stores were not allowed to open due to covid-19 guidelines. E-commerce is used to enhance sales of products in Burberry during the phase of lockdown (Silvano, 2020). Digital techniques such as artificial intelligence was used to communicate with customers and take online orders. Online shopping sites such as amazon were given licenses to sell their products as well. 
Promotion 
Tv campaigns were enhanced as customers were prone to watch televisions during lockdown. The Content of the advertisement was customized as per region and customers were attracted to buy products from Burberry. Social media promotion was done on Facebook and Instagram. All such changes in promotional strategy were done so that sales margins can be enhanced during a pandemic. Moreover, contents were customized in regional languages so that consumers from different parts of the world can be encouraged to invest in Burberry. Marketing campaigns also include providing information and maintaining communication with customers through website designing and modification of online content (Further Clow Baack, 2013). 
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Replacement of human resources by technologies
During this pandemic of covid-19, one of major issues faced by Burberry was scarcity of human resources. Lack of transport, lockdown regulations and fear of viruses led to an overall reduction of employee numbers in stores. Therefore, it is recommended that Burberry uses modern technology to avoid such situations in future. Robots can be used to manage offline stores and drones can be used to deliver customized products on time. Similarly, use of technology can provide an alternative to delivery without contact (Esterwood and Robert, 2021). Moreover, robots and drones can be efficient in conducting their roles which shall enhance performance of Burberry. Customer journey shall also be improved and rotation customers can be enhanced by this firm as well. 
Enhancement of digitalization in marketing strategies
Digitization of marketing strategies can be further developed by SEO optimization. Management of website traffic can help this firm to rank its online content higher in rank compared to its competitors (Fathollahi-Fard et al. 2018). As a consequence, the number of views of its websites can be enhanced. Customers can gain better ideas about new marketing strategies such as availability of discounts and online delivery of customized products. Overall, SEO optimization can help Burberry to enhance its sales margins after the regulation of lockdown is eased by the government. 
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It can be concluded from this report that covid-19 had a negative impact on the sale margins of Burberry. Financial stability was disrupted during the initial stage of pandemic. Slowly, this firm updated to digital marketing through Facebook and Instagram. It launched many new garments and fashion a c series on online shopping sites to attract customers from diverse segments of society. As a result, its sales margins were enhanced. Furthermore, change of pricing strategy from premium to promotional assist led it to give documents and offers which help individuals with medium sources of income to afford high quality products of Burberry. Marketing of new launches through social media also helped this far to cut down on marketing expenses. Moreover, this strategy of digital marketing and e-commerce can help Burberry to enhance its sales margins even during the phases when the omicron variant of covid-19 shall lead to a lockdown. 
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