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[bookmark: _Toc66658124]Introduction
According to the British Fashion Council (BFC), Oxford Economics, and other institutions that monitor the statistics of the fashion industry of UK, the impact of the COVID-19 recession is so severe that it can drive away the growth accomplished by the industry in the last decade (Brydges et al. 2020). Apart from the financial impact, the recession has also dried up the pool of creative talent. In the context of this affected global supply chain, this study wishes to focus on Burberry, one of the leading luxury fashion stores from England, to identify the way it is adapting to the recession better than other companies. To accomplish that, this study will offer a brief discussion on the impact of the pandemic on the industry followed by an analysis of the major market forces through frameworks like PESTLE and Porter’s 5 forces. This study also aspires to make a critical assessment of the opportunities and challenges of Burberry that enabled them to maintain their robustness amidst this crisis of the global supply chain.    
[bookmark: _Toc66658125]Impact of the pandemic on the fashion industry of the UK
It is already hinted in the previous section that the impact of the pandemic and the following recession on the UK fashion industry is stark. The leveraging of cash flow into the supply chain has dried up resulting in financial challenges for the fashion businesses. From a macroeconomic perspective, as Brydges et al. (2020) have noted, the number of unemployed talents rose to 350,000, which amounts to 1% of total UK jobs. The businesses with less smart manufacturing technologies are on the verge of collapse, as all the plants are closed due to the statutory restrictions imposed by the government. Complete closure of international trade affects the international supply chain for small and medium enterprises. Scholars like Brydges and Hanlon (2020) focused on an inventory crisis where, exercising greater bargaining power, the large retailers deprive small retailers by halting the supply of goods. The leading brands are cancelling orders from the suppliers as the demand dried up even after the production is complete, which led the suppliers towards destitution. For cancellation of events and fashion shows to observe social distancing properly, the global brands are being affected by this pandemic like never before.  
[bookmark: _Toc66658126]Analysis of major market forces
To decipher what made a few companies perform better than some others with identical offerings, it is important to understand the macroeconomic factors that shape the external environment of companies like Burberry and the factors that influence the supply chain of the fashion industry of England directly. The primary framework that is chosen to attempt is PESTLE. 
PESTLE analysis
	Factors 
	Pointers

	Political
	· Bound by political decisions such as store closures and a temporary halt in international trade
· Pandemic after BREXIT has shaken the political stability of the UK
· Increase in tax tariffs resulting in low or zero profitability
· Reduction in investment; lack of capital flow in the supply chain

	Economic
	· Revenue of luxury products is expected to drop, as economic stability is shaken by the pandemic
· Decrease in sales due to the ban in international trade and travel
· As utility reduced, drop in the value of the products
· Dearth in the supply chain, due to the closure of manufacturing plants
· Volatility and aggressiveness in the future market

	Social
	· Statutory restrictions like social distancing made the companies scrap their annual events and shows
· Less scope for re-segmentation to attract non-elite customers due to the crisis in manufacturing and inventory
· CSR activities have come to a stop resulting in a compromise in market visibility

	Technological
	· The only source of opportunity
· Luxury brands like Burberry are hosting their events or annual shows online
· E-commerce platforms are the only sources of trade available

	Legal
	· Companies have to cope with the statutory restrictions, new employment conditions, and new employment schemes
· Due to the abidance of the ban on international trade, the companies are bound to lose their revenues

	Environmental 
	· The sustainability of the international supply chain disrupted due to the unprecedented impacts of the pandemic
· However, due to store closures, other commitments related to carbon footprint and greenhouse gas emissions are maintained



Porter’s 5 Forces analysis
Bargaining power of the buyers
In essence, it can be said that the bargaining power of the buyers is high. As the big suppliers are refusing to support small businesses, which is informed by the closure of manufacturing stores and the inventory crisis of the big farms, it is expected from the companies to go online. Moreover, to initiate sales, the products will be available online with discounts and concessions in favour of the customers. Thus, even after the pandemic situation, there exists no significant fluctuation of the switching costs, which retain the customers in ease to exercise their bargaining power. 
Bargaining power of the suppliers
Essentially, the bargaining power of the suppliers is moderate. As the suppliers have a command over the supply chain in terms of the options to accepting orders, they can easily prioritise large orders, which keep small businesses at stake. However, as Black (2020) notes, it is common practice for an established brand to pay the suppliers much after the delivery of the order. Moreover, amidst the pandemic, there are instances where established brands have withdrawn large orders even after its production is over. Thus, suppliers will always be in a state of dilemma in terms of exercising their bargaining power. 
Competitive rivalry
It can be said from the apparent view of the market that the competitive rivalry is high. It is partly a direct effect of the pandemic where, despite having a wide pool of loyal customers, bulk sales can only be realised by targeting the middle-income group with a handsome disposable income. Now, after BREXIT, as the disposable income has shrunk considerably, the only way to target this segment of customers is through discounts and concessions. Thus, it is expected that the underlying market will be fraught with aggressiveness and competitiveness.  
The threat of new entrants
From an apparent view, it can be said that threat of new entrants is moderate. It is primarily because opening a brick and mortar store amidst this pandemic is a farcical enterprise for obvious reasons. In this regard, if new businesses have to emerge, they will target the online platform, which is feasible since the penetration cost is much lower. Moreover, they have the highest exposure to catch the aforementioned segment of customers, as they will inevitably exercise penetration pricing. Considering these, it can be said that the threat of new entrants is moderate. 

Threat of substitution
It can be said that the threat of substitution is low. Given the base of loyal customers, the ability to manipulate the supply chain in their favour, it is impossible for the elite customers to substitute the brands of Burberry or the companies of that stature.  
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After the succinct yet insightful analysis of the external environment, which is transformed after the pandemic, this account must focus on the internal environment of Burberry. The purpose of this venture is to identify the strengths and opportunities that made Burberry adapt to the new normal easily while looking at the challenges that they have to overcome. However, this segment of the study will also exercise the product life cycle as a framework to understand Burberry's resilience amidst the pandemic. 
SWOT analysis
	Strengths 
· A renowned fashion brand with diversification that includes accessories like fragrances as well
· Recognisable trademark
· Strong brand identity
· Multinational presence
· Wide customer base
· Community engagement
	Weaknesses
· Premium pricing is the barrier to access a large segment of middle-income customers
· Despite diversification, limited product line
· Apparent absence in the Asian market, which is burgeoning fastly

	Opportunities
· Can adapt to the transforming lifestyle (though immediately impossible due to the inventory crisis)
· Increasing presence in developing markets (such as Asian markets)
· Diversification of product line for better competitive advantage
· Demand is growing for premium products
	Threats
· Increasing competition from other giants like Gucci and LV
· Transforming lifestyle can also be threatening
· Counterfeit products are rising



Porters Value Chain
	Inbound logistics
	Operations
	Outbound logistics
	Marketing and Sales
	Services

	· A strong relationship with partners
· High standards of sustainability and ethics with suppliers through ‘Burberry Beyond’ (2013)
	· The central production unit is in London
· Online and offline accessibility
· Enforcing guidelines of announced and unannounced audits to meet ethical and sustainability standards
	· Outbound logistics include the wool purchase and purchase of other resources
· Production factories of Burberry are outbound
	· Important as a valued influencer; helps to connect with many people
· 3D Holographic fashion shows as the sales strategy
· Connection through social media platforms
	· Both pre-sale and post-sale services for 
· Support activities as a tool for word-of-mouth publicity 



	Support processes
	Pointers

	Human Resource management
	Recruitment, selection, training, rewarding, performance management, and personnel management
Reliance on creative talent to support their value chain

	Administrative coordination
	Firm infrastructure, handling of legal matters, accounting, and strategic management



Product lifecycle
Somewhat similar to other products, it is evident that the apparel products will also have four distinct phases of their lifecycle and those are; 1) Introduction, 2) Growth, 3) Maturity, and 4) Decline. As Scott (2013) noted, since it is integrated into lifestyle, the fashion products take time to acquire desired exposure and acceptance. Premium brands like Burberry balance this with a 'high fashion element' in their products to drive immediate sales and high profits. In this phase, marketing and promotion became the commitment since the necessity to educate the customers is highest in this phase. The growth phase is characterised by, as Phan (2011) suggested, relatively less selective distribution and remain dependent upon the rate of diffusion of the fashion. Promotion is also necessary for this phase since gaining acceptance from the opinion makers of the industry is undeniable. In the mature phase, like in the case of Burberry, the brand use to have mass appeal with intense competition. No need to mention that this is phase distribution is wide. In the last phase, as the product is rapidly going out of fashion, as Moore and Birtwistle (2004) have noted, this phase is characterised by intense advertising and expanded distribution. 
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Considering all the analyses above, it can be empirically said that Burberry has coped with the pandemic in a better way due to three major reasons. Primarily, as McMaster et al. (2020) have noted, it is a result of good people management resulting in greater retention of their creative talent as compared to other companies. Secondly, as the analysis of this study corroborates the findings of Silvano (2020), except for wools and factories, Burberry UK is comparatively less reliant on outbound logistics, Thus, they have been able to stay in a convenient position, despite having the considerable exercise of the bargaining power by the suppliers. Thirdly, the deviation of Burberry from their ethical standards of inbound logistics is comparatively less, even in the stark situations of the pandemic. In this regard, as Wang et al. (2021) have noted, they have been able to retain the strength of their relationship with their partners. It results in a relative preference from the major suppliers, as Burberry is among those components of the fashion industry in the UK, which has conducted audits for unannounced claims of their partners and suppliers. Among the secondary causes, the technological know-how that Burberry exercises are up to date, which enabled them to retain the requisite visibility in the market. 
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This study focused on Burberry UK with a specific look at their strength and opportunities, which make them relatively resilient to the adverse impacts of the COVID-19 pandemic on the fashion industry of the UK. Though the external environment is extremely hostile to continue with premium-priced products, this study shows less reliance on outbound logistics has made Burberry relative insulated from those hostilities. Apart from that, Burberry acquired considerable preference from their suppliers mainly due to their strong commitment to the sustainability of the supply chain. 
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