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The purpose of this study is to evaluate the internal and external factors of the Company Burberry. Burberry is a UK based luxury fashion and beauty house in London. This Company distributes all ready to wear accessories and clothes to the customers. It sheds light on the internal and external analysis of the Company and the marketing mix strategy that will help them evaluate all the issues they can face.
[bookmark: _heading=h.30j0zll]SWOT analysis
Strengths
There is a long noticeable list of strengths that Burberry consists of. The strengths of Barberry are Iconic brand fashion, Checkered pattern, Focus on strong brand creation, Reinvention, Global presence, Twice Royal warrant and Engagement with the community. The iconic brand's fashion is that they are almost 156 years long, and they follow the taste and inspiration of Chinese markets (Hrb, 2022). Their products are always of high quality, and these products are long-lasting also. The checkered pattern that they follow is one of the most common trademarks globally. They follow the method of advertisement on TV and also take the help of websites and magazines to promote their products. They also use this strategy of celebrity endorsements that helps them to attract the maximum number of customers. It got the warrant of Queen Elizabeth II and Prince Charles that strengthened its brand image.
Weaknesses
The weaknesses of Burberry include Premium Price, Asian Market and Limited Products (Studentshare, 2022). The premium price shows its high quality and desirable products, but it is not always possible for every customer to pay such a high price for a product that they can get in a lower price range from other places. Because of the premium brand, they do not have many products. The influential group of sales is possible because of the Asian consumers. Thus the change in economy and taste of customers can affect the Company.
Opportunities
The Opportunities that Burberry can get are Change in Style, Expansion of business, Developing markets and the increasing Demand of Premium Customers. The preferences of customers are changing daily; for this reason, it is an excellent opportunity for Burberry to launch something new and unique products that can easily attract customers. They can expand their business and their product line by opening their new branches in the developing countries, which will help them to stay in the competitive market.
Threats
Though the changing lifestyle and preferences of customers regarding their fashion is an opportunity for this Company, it is a threat also. The competition in the market is another threat because there are already several fashion companies in the market, and there is a possibility of immigration of products that can destroy the brand image of Burberry. The major competitors of this brand are Primark, Peter England etc. 
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Political Factors
[bookmark: _heading=h.3znysh7]Brexit left the companies of the UK with uncertainty about the environment (Cambridge, 2022). Barberry is a famous brand in London, but it has a well-known image worldwide. As it has its companies worldwide, there is a possibility of facing challenges regarding the political factors of those countries. Different countries have their own different rules and regulations, and Burberry needs to be always prepared to face the potential risk related to the rules and regulations and also the taxation policies of those countries.
Economical Factors
As it is a premium company, the change in the economy enormously affects this Company. The increase in taxation affects the revenue of this Company. The worldwide revenue of Burberry in 2021 amounted to about 2.34 billion GBP (Statista, 2022). The increase in the price range of the products unable the customers to purchase the products. Most of the sales of the Burberry products depends on the tourists who come to visit London, but the pandemic situation of Covid 19 hampers that opportunity also.
Social Factors
Customers are part of the society, and it is one of the Corporate Social Responsibilities of Burberry to pay attention to their customers. They need to focus on the demand and expectations of the customers and must provide them with a good quality of products and services. They need to focus on the well-being of their employees also by observing their problems and issues. They need to appreciate and motivate their employees. The feedback of both the customers and the employee shows how valuable the customers are and care for them. They also need to pay attention to the employment of new staff that will reduce unemployment to some extent.
Technological Factors
As a fashion industry, they can adopt Artificial Intelligence, e-commerce and social media platforms. Artificial intelligence will help provide accuracy in the business, and social media sites are great opportunities for promotion (Digital. hbs, 2022).
Legal Factors
There are various laws imposed by the government on the business organizations that they need to follow, such as The Consumer Rights Act 2015 (Legislation, 2022). The violation of the legislation causes punishment which destroys the brand image.
Environmental Factors
Burberry commits its responsibility towards the environment, and they take necessary steps to reduce the harmful effects of carbon dioxide emissions in nature.
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Segmentation Theory
It helps business organizations divide their market into parts depending on various aspects. There are four types of market segmentation: Demographics helps the Company divide the market into parts depending on the age, race, sex, occupation, income, marital status, family size, nationality, education level and religion of the customers. Psychographic deals with the mental and emotional quality of the customers. Behavioural refers to the customers' behaviour, such as their preference for online or offline shopping, review and feedback check and others (Daellenbach et al. 2018). Geographic segmentation helps the Company divide their market according to its location, urban or rural areas (Lukac et al. 2019).
Comparative Cost Advantage Theory
This is one of the significant theories as it points out the advantages of business organizations. David Ricardo, the founder of this theory, said that it is not necessary that a product must give complete advantages to the business organization and the country. They need to focus on the present demand of the customers and the resources of that particular country. Depending on all these facts, Burberry needs to decide which product they must choose to manufacture that will provide the maximum advantages. They need to make good relationships with the supplier's chain and the blockchain (Schmidt and Wagner, 2019).
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The marketing mix includes 4 Ps that will help Burberry to get marketing advantages. These 4 Ps are :
Products
Products are the assets of any company, and these products are the main aspect that attracts the customers towards the companies. To attract customers to the products, companies first need to know about the present demand and expectations of the customers (Chou et al. 2020). Depending on their demand, they need to make strategies. Burberry needs to survey the market demand of the customers such as what types of customers are there who want luxurious fashion products and who are not able to purchase them, what type of trends they are looking for, which age rate people are mostly interested in their products and which gender shows their maximum preference. After considering all these facts, Burberry needs to decide on their products.
Price
Price is the main factor for the customers as well as the companies also (Sudari et al. 2019). At present, all the customers want something new and unique in their fashion wear, and Barberry provides them with their preferable products. It is a luxury fashion house for the reason their price has always been high in cost. Though the premium customers can purchase their products, the common man can not. For this reason, Burberry needs to make a lower price strategy that will enable the common people to purchase their products. Along with this, they need to keep in mind that their price needs to be such that it is profitable for them and retain the premium image also.
Promotion
Promotion includes all types of promoting strategies such as TV ads, magazines and social media sites. These promotion methods help them to make a good and reliable relationship with the customers. Social media sites are the preferable promotion method now as it helps the Company to reach their company and product details quickly to the customers and the feedback and reviews help people to trust them (Sudari et al. 2019).
Place
Geographical location has a tremendous effect on the companies as the developed countries, undeveloped and underdeveloped countries have different influences on the companies. Burberry needs to open their new companies in those countries which are already developed, and it will be profitable for them. It shows the economic conditions of the country and the adversity that they can face in future.
[bookmark: _heading=h.3dy6vkm]Conclusion
From the above discussion, it can be concluded that Burberry is a premium luxury fashion house, but they can face various troubles regarding their political, economic and legal factors. To solve these problems, they need to do their strategic planning. Some necessary things are recommended in this study.
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