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Executive summary
This report discussed on the strategies undertaken by Burberry and relevant frameworks were considered in describing the relevance of the strategy. Omni-channel framework, business strategy framework and Porter value chain analysis were discussed. Moreover, the tangible and intangible resources of the company were written and their role in meeting the strategic objectives was described. PESTLE and SWOT analysis were conducted to understand the macro and microenvironment of the company. Lastly, the recommendations were provided on the sustainable strategies that can be undertaken by the company. 
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[bookmark: _Toc151144577]Introduction
Sustainable strategic management is described as the process through which analysis, formulation and implementation of business strategies are economically competitive and socially responsible in benefiting the company for a long time. In this report, there will be an analysis of the strategic choice of Burberry Group Plc on the London Stock Exchange. First of all, the overview of the chosen company will be written. The key business and corporate strategies of the company will be identified and the reason for pursuing them will be written using frameworks. Moreover, the resources and capabilities of the company and analysed to the extent those resources are aligned to corporate business strategies. Lastly, the choices available for the company's future strategic decisions would be written. 
[bookmark: _Toc151144578]Overview of the organisation
Burberry Group Plc is a British luxury fashion house which is headquartered in London, England and the products sold by the company are leather accessories, trench coats and footwear. The company was founded in 1856 in Basingstoke, England. The number of employees currently working in the company’s stores is 8868 and the revenues earned are 3094 million pounds (Burberryplc.com, 2023). Apart from this, the higher authorities of the company are Gerry Murphy (chairperson) and Jonathan Akeroyd (CEO). Apart from this, the company is listed on the London Stock Exchange and its stocks are traded as LSE: BRBY. Besides, the adjusted operating operating profit for the financial year 2022-23 is £634 million. 
[bookmark: _Toc151144579]Identification of key business and corporate strategies of Burberry
One of the key business strategies used by the company is focusing on enhancing store experience and elevation customer service. Burberry has a presence in more than 50 countries and stores are located in highly populated areas and urban people are the key source of revenue for the company. The company uses both print media and social media marketing in promoting its fashion products, thus carrying out an omnichannel distribution strategy (Aiolfi and Sabbadin, 2019). The reason for considering this strategy would be discussed through the omnichannel framework. The four pillars of this framework are visibility, personalisation, measurement and optimisation. 
First of all, by using this channel the visibility of the products could be increased by ensuring that the fashion products are reached to the target clients. The second phase of the framework mentions that measuring the contribution of each channel in promoting a product needs to be evaluated by the company. Thirdly, a personalisation process needed to be carried out to examine customer experiences in real-time. Fourthly, optimisation of the marketing process could be done by adjusting the budget accordingly. 
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Figure 1: Omnichannel Framework 
(Source: Rodríguez et al., 2022)
The second business strategy of Burberry is to broaden the appeal of the luxury brand. In this case, the framework that would be used is the Brand Strategy Framework since this framework incorporates all aspects of branding. The seven pillars of this strategy are branding specialists, competitor analysis, brand vision statement, visual identity, brand guidelines, content strategy and digital design (Adıgüzel, 2020). Branding specialists could assist Burberry in forming a practical branding process for the apparel products. Secondly, the strengths and weaknesses of Barberry's companies could be analysed by undertaking a competitor analysis. Thirdly, the vision statement of the identified apparel brand needs to be decided. Fourthly, the logo, colour and font need to be decided to enable the target customers to associate with the brand. Besides, the brand guidelines would describe how the brand would grow over time and fetch revenues. 
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Figure 2: Brand Strategy Framework 
(Source: Maheshwari et al., 2021)
The third strategy of Burberry is ensuring operational efficiency in the value chain. By conducting value chain efficiency in the planning process the sources of competitive advantage would be identified. The framework considered in explaining this framework is Porter’s Value Chain Framework. This framework consists of five primary activities namely inbound operations, outbound logistics, operations, marketing and sales and service and furthermore four secondary activities namely procurement and purchasing, technological development, company infrastructure and HRM (Strakova et al., 2021).
[bookmark: _Toc151144580]Resources and capabilities of Burberry and its alignment with chosen business strategies
One of the key tangible resources of Burberry is the advanced machinery through which the company carries out the production and packaging process. The technologically integrated machinery could assist the company in faster production of apparel for the target customers. Another tangible resource that is available for the company is the raw materials that can be essential in providing the end product (Bungatang and Reynel, 2021). Besides, the facilities such as production units, warehouses and buildings are other tangible assets for the company which can assist it in fulfilling the above objective of customer satisfaction. The reason is that the possession of advanced technology and high-quality raw materials could assist Burberry in availing the required apparel to the customers on time. 
Secondly, the key intangible resource of the company is its brand reputation of the company since the company has worked hard to provide High-Quality apparel to customers for decades. Burberry always prioritises the requirements of its customers before proceeding with producing a product (Nguyen et al., 2023). Since one of the objectives prioritised above is broadening the apparel of its luxury brand, hence the company can consider this intangible resource in increasing the brand appeal of its luxury clothes using brand specialists. They could provide information on how to design the advertising process to make the customers aware of the newly launched apparel products. 
In addition to the above, intellectual property is another intangible resource possessed by Burberry which prevents other competitors from copying the ideas of apparel design. Moreover, the company further enjoys patents and copyrights in research and development activities thus preventing other companies from imitating (Olteanu, 2020). This resource can assist the company in the operational efficiency of its value chain by protecting the inbound and outbound logistics from copying by other rival apparel companies. The trademark obtained by the company can assist in the smooth operational efficiency of its value chain by making the name recognizable among the target customers, thus providing instant international recognition.
Burberry has a strong manufacturing capability of apparel since its employees are experts in using digital technology relevant to the production process. The company uses gaming technology to streamline the process of fashion design. The usage of a 3D product template assists Burberry's manufacturers in understanding how the finished product would look and obtaining real-time feedback (Vrljanac et al., 2023). Secondly, the company has a strong distribution network through which the required outwear could be parcelled to the retail stores. 
[bookmark: _Toc151144581]Evaluation of Burberry’s success in implementing selected business and corporate strategies
The company has been successful in implementing the selected corporate strategies due to its commitment to quality craftsmanship. Since the inception of the company, the founder has emphasized the importance of superior raw materials and providing deeper attention to detail (Murzyn-Kupisz and Hołuj, 2021). In the SWOT analysis in the Appendix, it is written that Burberry’s commitment to Quality craftsmanship ensures that the garments are created with the best quality fabrics and skilled artisans. As a result, Burberry has been successful in implementing the above corporate strategies by providing durable products to customers. 
Secondly, the company has been successful in executing the above-chosen marketing strategies by providing iconic product offerings to the customers. One of the strategies considered above is maintaining an efficient value chain during the luxury brand production process. The company provides a diverse range of products such as trench coats, accessories and fragrances. The usage of Information and Communications Technology such as Radio Frequency Identification assists in obtaining meaningful insights into client requirements. RFID technology is used for carrying out supply chain operations by studying the labour costs, transportation costs and errors conducted by vendors (Repp et al., 2021). Hence, due to the diverse range of products provided by the company, the customers obtain various options in purchasing. 
Thirdly, the above objective of enhancing store experience has been successful since Burberry uses an omnichannel marketing strategy in promoting its products and services. The company uses both print and digital media in marketing its apparel brands to the target customers. In this manner, the company undertakes a consistent approach to creating awareness of the benefits of the features that would be provided on the apparel (Asmare and Zewdie, 2022). Moreover, Barberry's stores consist of sufficient digital screens that would show short videos on how to use a brand. The company's staff uses iPads to build online and offline profiles of the customers. The company aims to make one-fifth of luxury sales online by 2025. 
Fourthly, Burberry is committed to sustainable and ethical practices that have been a driving force in increasing its revenues and obtaining new customers. It is noted above that one of the objectives undertaken by the company is the enhancement of its brand image (Zheng et al., 2020). Hence, the investment in eco-friendly practices assists in building a positive brand image of the company. One of the sustainable developmental goals undertaken by the company is sourcing certified raw materials in forming apparel. The company has also conducted a traceability programme which would trace whether biodiversity is maintained during raw material sourcing. 
Fifthly, the luxury brand chain is successful in implementing the above corporate strategies since the company has a strong global presence worldwide. The company has increased its presence across all global markets namely London, Paris, New York and Tokyo (Singh, 2020). As mentioned above, the company is focused on maintaining an efficient value chain worldwide by exporting the products to international customers. The company's ability to meet diverse cultural preferences strengthened its position as a global powerhouse for luxury brands. 
[bookmark: _Toc151144582]Analysis of Burberry’s competitive profile considering the business environment and sustainability
[bookmark: _Toc151144583]Burberry’s competitive profile evaluating the internal environment 
One of the strengths identified in the SWOT analysis is the commitment to High-Quality craftsmanship. The company is committed to hiring high-quality craftsmen to produce the apparel. Hence, this shows that the company do not compromise in delivering High-quality luxury apparel or shoes to the customers. Moreover, its luxury distribution footprint is spread over more than 80 markets and products are obtained in outlets and franchises. Besides, its higher financial performance in the previous financial year provides a positive business outlook to investors. However, one of the weaknesses identified is the higher price of the products. This causes a disadvantage for Burberry while competing with other luxurious brands since the customers might have to pay more for the products. 
In addition to the above, Barberry can regain its competitive stature in the luxury brand industry by increasing its retail stores (Silvano, 2020). Moreover, availing its clothing and shoes on e-commerce platforms such as Amazon and Flipkart could assist international customers in accessing the products. Moreover, in the threats section the two competitors identified are Gucci and Louis Vuitton. Hence, the company needs to identify their strengths and weaknesses to regain competitiveness. 
[bookmark: _Toc151144584]Burberry’s competitive profile evaluating External environment 
As mentioned in the PESTLE analysis, it is mentioned that the country has a stable political climate. Hence, Burberry would not face any issues in implementing the above corporate strategies since obtaining Government approval would be easier. Besides, as it is a multi-party democracy, Burberry would face less obstruction in exporting products as business laws can rapidly change if a change of Government occurs. Since the GDP rate of the country is £ 2.2 trillion, the company could obtain a large number of customers who could assist in increasing revenues (Gonda and Farkas, 2020). The multicultural diversity of a country assists in appointing employees belonging to different backgrounds. Besides, since AI and automated technologies are encouraged by the Government, Burberry can build its digital infrastructure. 
[bookmark: _Toc151144585]Burberry’s competitive profile considering business sustainability
The sustainable goals undertaken by the organization can increase Burberry's competitive profile since it could create a perception among the customers that the company is focused on eco-friendly procedures. The company is focused on the mitigation of climate change by setting a target of carbon-free emissions by 2040 and the target is validated by SBTI's net zero standards. As a result, the company can focus on apparel or shoe production using eco-friendly raw materials. 
[bookmark: _Toc151144586]Evaluation of choices made in the company's strategic direction in the future
The first choice that can be considered for the company's future strategic decision is ensuring all stores are transformed into a newer concept of retail by 2026. There needs to be an improvement in clarity regarding the facilities that can be obtained while using a new product (Pangriya and Singh, 2020). The appeal of the products needs to be broadened by using the Business strategy framework mentioned above. The display boards can be installed in the stores on which the details of a product could be portrayed. A brand vision statement needs to be decided through which the target of Burberry launching the product would be explained. 
The second choice that can be undertaken for future strategic direction is focussing on consistent marketing of the brand message. First of all, the identity of a brand needed to be fixed and the values attached to it would be decided. In this way, Burberry's marketing department could decide the visual elements related to an apparel or shoe brand (Ismunandar et al., 2021). Secondly, an eye-catching logo with attractive font and colour needs to be fixed so that the customers can associate themselves with a particular brand. Besides, the team members associated with the implementation of the above three corporate strategies need to be provided sufficient training on how to spread an advertisement through both traditional media and online media. 
The third future strategic choice that needs to be undertaken by Burberry is to conduct complete refurbishments of the stores and provide the customers in availing the products through e-commerce platforms such as Amazon and Flipkart. The stores need to be renovated to obtain space to keep new products. 
[bookmark: _Toc151144587]Recommendations on the sustainability practices
The two sustainable practices that can be undertaken by Burberry in implementing the above strategies are
Use Digital Leadership in implementing online sales: The manager can invest in providing an omnichannel experience in the stores to enhance brand engagement in leather and luxury outerwear categories. In this case, virtual appointments with the clients can be undertaken to study their views regarding the apparel and shoes. 
Elimination of plastic packaging: The company can undertake a goal in the elimination of plastic packaging of its products by 2030. They need to deliver the products to the customer using eco-friendly packaging. Moreover, retail hangers can be reused.
[bookmark: _Toc151144588]Conclusion
The above discussion mentioned that Burberry has considered three sustainable business strategies namely elevation of customer service, brand strategy network and efficiency in the value chain. Omni-channel framework, brand strategy framework and Porter's value chain framework were discussed. The choices undertaken in evaluating Burberry's business success aligning with the chosen objectives were written. The availability of quality craftsmanship and a large base of product offerings were identified as the success factors of the strategies. SWOT and PESTLE analysis was conducted to evaluate the macro and micro-environment of Burberry. Lastly, recommendations were provided such as implementing digital leadership for online sales and elimination of single-use plastic was written. 
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Appendix
	Strengths 
	Weakness 

	· Committed to Quality Craftsmanship 
· Improved Financial performance 
	· The products are of higher price 
· Limited diversity in the range of products 

	Opportunities 
	Threats 

	· There needs to be an increase in retail stores 
· Companies use e-commerce platforms to promote their products 
	· Tough competition from other competitors such as Gucci and Louis Vuitton 
· The pandemic has created a lot of impact on business


Appendix A: SWOT Analysis of Burberry 
(Source: self-created)

	Political 
	· The country has a stable political climate 
· UK is a multi-party democracy

	Economical 
	· Current GDP rate of the country is £ 2.2 trillion 
· The current inflation rate is 5.9%

	Social 
	· The country has a literacy rate of 99%
· It is a multicultural diversity 

	Technological 
	· The country’s government encourages usage of AI and automation integrated technologies

	Legal 
	· Corporate Law 2006 needs to be abided

	Environmental 
	· Environmental Law 2021 needs to be followed


Appendix B: PESTLE Analysis of UK 
(Source: self-created)
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