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[bookmark: _Toc71203439]Introduction
Global Business Environment essentially discusses the importance of a variety of external forces, which effectively surround the firms, and helps at influencing decisions and operations of a company (Tallman et al., 2018).  Here in this report, an elaborate discussion would be made on Burberry by applying some business models such as PESTLE, Porter Five Force and value chain. It has been mainly into designing and distributing ready-to-wear products. Burberry sells products ranging from leather goods, footwear, fashion accessories, fragrances, and cosmetics respectively (burberryplc.com, 2020). Thomas Burberry established the company in the year of 1856. Currently, the company has been employing 9,892 employees in total. At present, the CEO of Burberry is Marco Gobbetti.


[bookmark: _Toc71203440]Changes in business model
[bookmark: _Hlk71203568]In the year 2020, Burberry experienced a significant drop in revenue and profit in the time of the pandemic (Biondi, 2020). Due to continuous national lockdowns and closures, the rate of physical interaction with customers declined largely. Apart from this, Burberry during this critical time had been experimenting with several new omnichannel servive and location-specific digital experiences. Burberry witnessed its H1 revenues falling by 31% to £878 million at the end of September (Conti, 2020). 
However, amidst covid-19 Burberry has been working to keep improving new omnichannel consumer journeys and innovating new formats to reach customers at home. Digitalisation has been an integral aspect for luxurious customers. Hence, to increase the traffic, Burberry would be supercharging inspiration through an online mode by making dot com the initial release point for localising content and by building digital communities. Moreover, they would be personalising customer journeys through dotcom. Along with this, Burberry has been planning to incorporate digital technologies in creating a new immersive shopping experience for customers in the market (Bae, 2019). 
In recent days, to raise the level of sales Burberry has itself partnered with Tencent's WeChat (warc.com, 2020). This initiative would be combining both physical and social media worlds in an entirely new manner. The new change, the WeChat mini-program enabled the customers in experiencing the store both digitally and physically as well. It is through which, they can look up to the information of a product from their home itself. 
To analyse the changes of a business model of Burberry, the PESTEL Analysis would be used. PESTEL Analysis is a tool used at analysing and monitoring the macro-environmental factors, which might put an intense effect on the performance of an organisation.
	Elements 
	Factors 
	Influence 

	Political 
	· By imposing a new post-Brexit trade agreement with the European Union, UK has faced a devastative effect of red tape and travel restrictions in the fashion industry (Singh, 2017). 

	The shares in Burberry declined 2% to £17.43. As per Burberry, a no-deal Brexit would cost them millions of pounds in tariffs(internetretailing.com, 2020). At the same time, it disrupted the transfer of fabrics and finished goods between suppliers and manufacturing stores.


	Economic 
	· As per the latest study, the inflation rate in the UK decreased from 0.7% to 0.4%. In the UK, the government has essentially set the Bank of England with an inflation target of 2% (statista.com, 2021). 

	Inflation has posed to be a major problem for UK consumers. At the same time, it has been an issue for the stores of Burberry as higher costs are being carried forward to their customers. Burberry also runs the risk of those shoppers who are investing their time in switching to lower-priced products. 


	Social 
	· The British customers are quite loyal in buying fashionable clothes.  65% of UK shoppers have been identified as a loyal shopper who maintains a brand loyalty (Rigby, 2020). 


	Burberry potentially targets such customers who want luxurious items. To sustain their position in the market, Burberry has been trying to focus on boosting the level of customer loyalty by working over the techniques of marketing. 


	Technology 
	· Research and development have been one of a strong ability in bringing development to the new ideas in the fashion industry. At present, UK invests a sum amount of £6 billion every year in the R&D sector (businessoffashion.com, 2019).   

	An effective R &D sector has helped Burberry to advance its rate of sustainability at manufacturing apparel products.  The sector of R&D mainly strives to manufacture products sustainably, with improving its purpose of efficiency. 


	Environment 
	· Fast- Fashion is one of a business model, exclusively practiced in the UK (Butler, 2020).
	Burberry practices, Fast-Fashion business model which has been generating over-consumption and excessive waste (Imrie, 2020). 

	Legal 
	· The Data Protection Act 2018 in the UK has been quite helpful in protecting the personal information used by organisations and businesses in total. 
	Burberry potentially respects the privacy and complies with the regulations of Data Protection Act. This has helped the company in securing the personal information of their customers. 


Table 1: PESTEL Analysis of Burberry
(Source: Created by Learner)
To analyse the competitive position of Burberry in the market, the Porter’s Five Forces Model has been used effectively. Porter’s Five Forces Model is a framework used in evaluating the competitive environment of a business (Omsa et al., 2017). 


Bargaining power of Buyers (High)
Buyers often demand a lot and they want to avail the best offered products at a minimum cost available in the market. This in turn puts a pressure over the profit margin of Burberry in the long run. However, smaller and powerful customer base of Burberry tends to increase the bargaining power of the customers. It is when the ability for increased discounts and offers become higher. 
The Threat of Substitute Products (Low)
The threat of substitutes is comparatively low in the industry in which Burberry is operating. The cost of switching might turn to be high for the customers. This might make the customers difficult to substitute their products. Hence, this makes the threat of substitutes produced by other companies to be low. One of its substitute products is offered by fashion boutiques. They in particular offer products at a much higher rate as compared to that of Burberry. 
Rivalry among existing firms (High)
The industry to which Burberry Group Plc belongs is that of a competitive one. It grows every year, by continuing to grow its operation. Burberry has been on the top position in the market. Hence, the competitive rivalry is high for the brand is at the leading position in British market. It is the reason why the ordinary companies cannot become its direct competitors. 
Bargaining power of suppliers (Medium)
The power is medium as the brand has a significant amount of manufacturers all over the world (Brun et al., 2017). However, some of its luxurious brands even complete the entire process of production by themselves. A long partnership prevails between vendors who provide unique materials to Burberry. For instance, Peru provides cotton yarn to Burberry in making trench coats. Johnstons of Elgin is one of a biggest supplier of Burberry. 
The threat of New Entrants (Low)
The scale of the economy in which Burberry Plc operates is difficult to achieve in this industry. However, this makes it much easier for generating bulk capacities to acquire a cost advantage. Such a move makes the cost of production much expensive for the new entrants. This in turn makes the threat of new entrants a weaker force in the market. 

[bookmark: _Toc71203441]
Critical explanation of acquiring a competitive advantageous position
Competitive advantage is a kind of factor that specifically allows a company in producing goods or services at a much reasonable price compared to that of rivals. 
	Strengths
	Weakness

	· Burberry has more than 500 stores in around 50 countries worldwide (statista.com, 2020).
· It has captured the British market very well. 
· It is popular for providing high-quality and long-lasting garments to the customers as a whole. 
	· Burberry maintains a high pricing strategy, thereby making it difficult for youths to afford it. 
· It has a limited product line, thereby consisting of apparel, beauty products, and accessories in total. 


	Opportunities 
	Threats 

	· Burberry is into entering new potential markets like Thailand, Egypt, and Mongolia. Entering these markets would eventually help the company in generating more revenues. 
· With the change in lifestyle and education of developing countries, there has been an increase in premium goods and services in the market. 
	· With continuous changes in the lifestyle and fashion of customers, it is becoming difficult for Burberry to maintain the demands of consumers. 
· The level of competition is quite high, thereby making Burberry difficult to sustain its position in the market. 


Table 2: SWOT Analysis of Burberry
(Source: Created by learner)
In similar to this, the competitive advantageous position of Burberry would be discussed with the help of Porter’s Value Chain. It is a strategic management tool which helps the company to use systems in making revenue (Simatupang et al., 2017). 

Primary Activities
a. Inbound Logistics
Failing to analyse in-bound logistics might make Burberry to face challenging situations at product development phase. Hence, the in-bound logistics makes a company to focus on every aspect of making a transformation from raw material to finished product (Shen et al., 2020). 
b. Operations
Few examples of operational activities of Burberry include machining, packing and testing. Operational activities serve to be an important aspect for improving the rate of productivity in a company (Wiengarten et al., 2019). Similarly, an increased productivity has helped Burberry Group to attain a consistent economic growth in the market. This increases the profitability of the company in market. 
c. Outbound Logistics
Outbound logistics are a kind of activity that delivers their products to the customer by passing through different channels. Burberry is quite effective at handling materials, scheduling, order processing. 
d. Marketing and Sales
Burberry Plc mainly adheres to marketing strategies like advertising, promotional activities, quoting, and building relations with customers in the market. To promote a product in the market, Burberry has effectively maintained methods of pricing, channel selection, quoting and building healthy relationships with channel members. 
e. Services
Burberry Plc effectively stresses on pre-sale and post-sale services. This in turn has been beneficial at developing customer loyalty to the company. 





Secondary Activities
a. Firm infrastructure
An effective infrastructure helps Burberry Plc in optimising the value chain. Controlling the infrastructure activities necessarily helps in strengthening the competitive position of Burberry in the market. 
b. Human Resource Management 
Burberry Plc evaluates HR aspects like training, recruiting, training, rewarding and other activities. Effective management would enable the company to minimise the competitive pressure based upon the commitment and motivation of a company. 
c. Technology development
Technological development in marketing, distribution, and human resource activities has helped Burberry to understand the importance of technology development. 
d. Procurement
[bookmark: _Toc71203442]Burberry Plc has a strong supply chain to procure products and it helps in easy delivery. 
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(Source: facebook.com)
A product lifecycle is defined as length of time a product is introduced to the customers in the market till it has been removed from the shelves (Liu et al., 2020). 
Introduction: It is the stage when the product is being introduced in the market. 
Growth:In this stage, the rate of sales makes a progress. The company acquires a significant idea about the product. 
Maturity: Here in this stage, the sales growth becomes a slow process. The products are differentiated over here. 
Decline: In this stage, the rate of sales decline gradually. 
Burberry is in growth stage, as its profit grows with stabilising the condition of market shares. The revenue of Burberry has increased from 716 million GBP in the year of 2005 to the highest in 2016 by registering 2.77 billion GBP (statista.com, 2020). Burberry has been planning to work over a new strategy which mainly focuses on luxury. As per the strategy, the company has been striving to increase its product range by luxury leatherwear and accessories for giving a new look to the customers. Along with this, Burberry has another plan of digitising its market. To retain its position in the market, Burberry has been putting effort into making investments at modernising its current store network.
[bookmark: _Toc71203443]Recommendations
To run an organisation properly, one needs to understand that there are many important elements.
· It needs to come up with new products with sustainable and recyclable materials at lower cost to meet market demand and beat competition.
· [bookmark: _Toc71203444]To retain its position in the market, Burberry must try to balance between new consumers and sustaining its premium brand image. Along with this, Burberry should make an effort to collaborate with Ethical fashion forum in their operations. Such an initiative would help it to produce sustainable products with supporting the environmental condition at the same time. 

Conclusion
Burberry has faced a significant drop in its revenue in the midst of pandemic. This in turn affected the business operations of Burberry to a great extent. In this critical situation, the world had been going through continuous lockdown and closures. Such an initiative restricted the mobility of customers, thereby minimising the rate of interaction with staff members. In this report, the global business environment of Burberry has been discussed in detail. With further evaluation, it has been found that Burberry managed to sustain its business through digital platforms. 
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