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[bookmark: _fjx71cmh3e3o][bookmark: _Toc60073662]Introduction 
In the era of digitalization and globalization, success of organisations depends on marketing activities and strategies that they have adopted and applied in the business. Increased dependency on technology for expanding marketing and reaching customers at a faster pace has introduced vast challenges for organisations such as continuous development, addressing change in the external environment and others. The present report aims to analyse the importance of management for sustainability of organisation in the competitive market of the UK. Burberry organisation will be considered for analysis since it has expanded it marketed in various foreign lands and is operating in the competitive fashion industry for a long time. In this context, effectiveness of their marketing management will be evaluated using PESTLE, Porters five-force analysis, SWOT, STP (segmentation, targeting and positioning) and 4P analysis. 
[bookmark: _68gx4xglnbgh][bookmark: _Toc60073663]Company background 
Burberry is a leading organization for fashion industry of UK, which has expanded its market to multiple countries such as others, and US, South Asia. There are approximately 475 stores of Burberry globally that have enabled them to generate revenue of $5 million during 2018. The mentioned organizations specialize in manufacturing quality women garments and accessories. Burberry is found to use ecommerce platform for their product sales and this is implemented using website and mobile application (statista.com, 2020). 
[image: ]
Figure 1: Revenue of Burberry from 2005 to 2020
(Source: statista.com, 2020)
The mission statement of Burberry is to contribute to their business operation in a way that leaves a positive imprint on society, communities they work with and optimization of the supply chain. In order to accomplish this mission, the management head of this organization has focused on digital revolution that helps to reduce their cost of operation and allows saving £140 million in financial year of 2020-21 (burberryplc.com, 2020). 
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Figure 2: Business strategy of Burberry, UK
(Source: burberryplc.com, 2020)
[bookmark: _w4ixwkl894o1][bookmark: _Toc60073664]Finding and Analysis
[bookmark: _Toc60073665]a. Environmental Marketing Analysis
[bookmark: _9mv8lhdrh381][bookmark: _Toc60073666]Macro environment analysis
PESTLE analysis comprises six elements that allow determining the external environment that is associated with the fashion industry of the UK. PESTLE analysis for Burberry is mentioned in below table:
	Factors
	Description

	Political
	· Environmental Audit Committee (EAC) stated that fashion industry generates large volume of waste
· Sustainable clothing action plan
· Trade relation between UK, US and China imposed strict regulations

	Economic
	· UK fashion industry is forecasted to reach US$32,527 million by 2020
· Mandatory to follow Sale of Goods Act 1979
· Provided employment to about 890,000 people in UK

	Social
	· Consumer Rights Act 2015
· Customer purchase behaviours in inclined toward e-commerce
· Attraction toward branded products

	Technological
	· Use of augmented relatively for product sales in social media
· Automation in product development and fabrication process
· Use of AI (artificial intelligence) and IoT for personalised service to customers

	Legal
	· Modern Slavery Act 2015
· Textile Products Regulation 1956
· Unfair Contract Terms Act 1977

	Environmental
	· Mandatory to follow UN Sustainable Development Goal 12
· Increases carbon footprint
· Transportation and supply chain have increase environmental hazard


Table 1: PESTLE analysis 

Political factor
EAC has stated that the fashion industry generates more than 300,000 tonnes of waste products that finally leads to landfill and increases environmental concern (publications.parliament.uk, 2019). The rise of such issues has mandated UK government to enforce a Sustainable action plan that states that organizations that are not able to reduce their waste generation would face severe consequences. In addition to this, trade relations between the US, UK and China have deteriorated, which has reduced the profitability of the fashion industry of the UK. It is found that during 2019, Burberry shares on the global market have declined by 2% since China has imposed more tax on import of fashion products from the UK. Political factors have a significant impact on profitability of Burberry and this stated that the market condition where Burberry operates has changed drastically (Rovnick, 2019). 
Economic factor
It is predicted that the UK fashion industry would generate revenue of US$32,527 by the end of 2020 that would contribute significantly to the growth of this industry. Along with this, the mentioned industry provided employment to approximately 890,000 people in the UK, which states that Burberry would be able to locate skilled employees. UK government has stated that organization must follow Sale of Goods Act 1979 to maintain business transparency and accountability. Burberry in their marketing management has considered following rules and relation that are associated with developing their financial documents, thus economic factor has less implication of their growth (Wunsch, 2020). 
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Figure 3: Economic condition of fashion industry of UK
(Source: Wunsch, 2020)
Social factor
In order to maintain business ethics and moral principles for operating within a community, the fashion industry has to follow the Consumer Rights Act 2015. This ensures that customers are deceived about quality and quantity of products retailed to them. In addition to this, customers are found to be attracted to purchase products whose brand value is high and have an e-commerce platform (Cartwright, 2016). 
Technological factor
Technological innovations are found to play an intrinsic role in marketing and promotions activities in the fashion industry of the UK. In this context, Burberry is found to implement Artificial Intelligence and Big Data for boosting customer-shopping experience. Marketing strategies of Burberry includes using digital technology so that they can increase their market presence by 50% by 2022 (Marr, 2017). However, their marketing approach through social media has scope of further improvement by inclusion of augmented reality for displaying product details from different perspectives. 
Legal factor
Burberry has to amend Modern Slavery Act 2015, Textile Products Regulation 1956 and Unfair Contract Terms Act 1977 in their marketing plan (Mantouvalou, 2018). 
Environmental factor
SDG goal 12 states that the organization has to reduce their consumption of natural resources and carbon footprints so that environmental concern can be shown. Burberry is also required to follow SDG 12 in their marketing management so that legal consequences can be avoided and business prosperity can be gained (Garcia-Torres et al. 2017). 
[bookmark: _eolirz9aniuw][bookmark: _Toc60073667]Porter's 5 Forces model 
Bargaining power of suppliers (low)
Due to the presence of a large number suppliers in the fashion retail industry the bargaining power of suppliers is quite low. As a result, this allows the organisation to flexibility change its prices from time to time. Furthermore, due to the lower bargaining power of suppliers Burberry also gets the opportunity to acquire their raw materials and products at a comparatively lower price (owler.com, 2020).
Bargaining power of buyers (high) 
Due to the presence of a large number of competitors in the market, the bargaining power of the bias is quite high. Burberry deals in a luxury line of products, which is why customers often find cheap alternatives and substitutes in the market, which again increases the bargaining power of the buyers. Nonetheless, the company does not provide any extravagant discounts on the products as most of their products fall in the premium line, which are the selected number target customers who can afford these products. 
Competitive rivalry (high)
Competitive rivalry in the market is extensively high due to the presence of other luxury brands like Gucci Fendi, Prada, Louis Vuitton, Dolce & Gabbana and many more. The presence of these companies makes the fashion retail industry highly oligopolistic in nature (owler.com, 2020).
Threat of substitute (high)
The threat of substitutes is also high due to the presence of counterfeit products and smaller companies that manufacture similar looking products. The SIP alternatives sold by small-scale companies provide customers with cheaper replacements and alternatives for higher category products sold by Burberry. 
Threat of new entrants (low)
The threat of new entrants is comparatively low, as Burberry has acquired a sustainable position in the market. Therefore, new entrants in the market are not going to threaten the position held by Burberry.
[bookmark: _Toc60073668]Industry rivalry competitor’s analysis 
Serving in the UK market as a British luxury fashion house, Burberry has been experiencing extensive competition throughout their current operational market. The prime concern behind this competition reflects the increasing existence of similar service providers within the same market. Due to this reason, the risk of competitors can be reflected to be high for Burberry. In this concern, the renowned market players in the luxury and fashion industry can be considered which includes Hermes, Michael Kors, Christian Dior, Kering, Next PLC, Marks, Spencer, and others. Despite experiencing strong competition throughout the operational market, Burberry is notified to undertake the top place with reference to the UK brand ranking on Instagram (Santamaria, 2017). It reflects the organisational popularity with brand recognition in the market. For example, the worldwide sales rate of Burberry can be considered, which reflects to be Euro 3.6 billion (statista.com, 2020). Moreover, the company was also ranked first according to the annual British brands report with 10.4 million followers (Santamaria, 2017). However, the company needs to focus on initialising innovation and high-quality products in order to maintain the competitive advantage by empowering their brand awareness throughout the UK market.
  
[bookmark: _Toc60073669]SWOT Analysis 
	Strengths
	Weaknesses

	Key strengths
	Impacts
	Key weaknesses
	Impacts

	· Iconic brand
· Distinctive and recognisable chequered patterns
· Global presence
· Receiver of Royal warrant two times
	These strengths have allowed the company to establish a sustainable position in the market as well as become a widely known unfamiliar brand among customers (marketing91, 2020).
	· Expensive price range
· Limited line of products
· Dominant in mostly Asian markets



	Due to the expensive price range and limited line of products, my company is not able to expand their present market share like other companies. 

	Opportunities
	Threats 

	Key opportunities
	Impacts
	Key threats 
	Impacts

	· Entering emerging markets
· Increasing demands of premium line of products
· Changes in consumer lifestyle
	The changing lifestyle of the consumers has increased the demand for premium lines of products, which has helped the company to enter emerging markets to explore new opportunities (marketing91, 2020).

	· Counterfeit products
· Extensive competition in the market

	Due to the highly competitive nature of the market and presence of come to see products the company has lost its market share several times and has also seen drops in their sales which is a constant threat Burberry faces.


Table 2: SWOT analysis Burberry

[bookmark: _Toc60073670]Segmentation, targeting and positioning to Burberry
STP analysis is used to determine marketing approaches that are used by Burberry in UK market.
Segmentation
Burberry products are expensive and luxurious, so that target customers who are financially capable of purchasing their products. Direct-to-customer (DTC) is used by Burberry to communicate directly with customers and gain knowledge about their product perception and gathering feedback about their service. Thus, they consider customers who are proficient in using digital technology and social networking sites for communication and product purchase. Burberry uses remote selling and lives streaming approaches of digital marketing for marketing women apparels indicating that women are their targeted customers (Kaolawanich et al. 2020). Since the organisation manufacturers products for adults hence they consider women within the age of 21-36 as potential customers. 
Targeting
Marketing heads of Burberry stated that 50% of their customers perform extensive market research before purchasing products from luxury brands and are engaged in acquiring data from social media. This highlights those residents of the UK who maintain accounts in different social media are their targeted customers (burberryplc.com, 2020). 
Positioning
Social media platforms such as Line, TikTok and Instagram are used by Burberry in the UK for maintaining connectivity with targeted customers. Along with this, mobile and web applications are developed for e-commerce that has accelerated their product sales (burberryplc.com, 2020). 
[bookmark: _lbf4ju2jm00d][bookmark: _Toc60073671]Marketing Mix (4Ps) 
Marketing mix comprises four elements that can be used to develop strategies to promote products or brands of organisation. Marketing mix that is used strategies that are used by Burberry in mentioned in below points:
· Price: Burberry uses Premium-pricing strategy for fostering their luxurious brand and gaining customers attractiveness in their product. Competitors of Burberry such as Polo, Gucci and Armani in the UK use a similar pricing strategy and this reinforced Burberry to follow the same for competitive advantages (Thabit and Raewf, 2018).
· Product: Prime products of Burberry are luxurious women apparels and accessories along with men garments and beauty products. Increasing product range enables them to target a wide range of customers and in their profit margin. 
· Promotion: Product distribution and promotion of Burberry use both traditional and digital platforms. E-commerce is used for online retail of their products along with this advertisement on print media is also used for promoting their products. 
· Place: In UK Burberry, have about 218 stores situated in different location that comprises of retail stores, concession stores, outlet and franchise stores are used for direct retaining of their products (statista.com, 2020). 
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Figure 4: Different type of Burberry Stores
(Source: statista.com, 2020)
[bookmark: _2w6tbxs1bqwl][bookmark: _Toc60073672]b. Recommendation for future
Recommendation for future improvement of Burberry is mentioned below:
· Use of social media and digital platforms for marketing provide scopes to hacker and thus security measures should be adopted by Burberry. This would improve customer experiences and help them to retain their trust on organisation for a long time.
· External environmental conditions where Burberry operates have changed drastically with presence of strict policies and regulations. Restriction imposed on them might reduce their marketing efficiency, thus they should conduct market research on a regular basis and address them appropriately.
· They should incorporate SDG goals and address them in their marketing plan to amend government regulations. 
[bookmark: _sekq60l54e2w][bookmark: _Toc60073673]Conclusion 
Based on the above analysis it can be stated that Burberry has been operating as one of the most successful fashion retail brands. The company also has limitations in terms of the number of products that it sells. Furthermore, the above analysis also reflects that the company is dominant in Asian markets, which is a major threat as changes in lifestyle cancer weekly impact the company's sales. Additionally, it has also been found that the company has many competitors in the market, which has often slowed the growth of the company. The study also provides a marketing mix strategy, which can be adopted by the organisation to improve the performance and position in the market. 
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