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Introduction 

In the first segment, digital landscape will be examined with a close sentiment that digital variables 

have an at least significant effect on marketing practice. Smart marketing alliances and strong 

partnerships with fashion brands, influencers and retail chains are the key to success in this new 

virtual reality. After that, the spotlight goes to strategic planning in Task 2; a custom made 

marketing plan is then created for Burberry, targeted for increasing Burberry products' demand. 

By using a platform of segments, targeting and positioning, a comprehensive strategy is suggested, 

integrating both conventional and digital forms of marketing. SMART marketing goals are set 

from right to left, digital marketing mix is defined and these strategies are then combined to 

assemblage the overall vision and market positioning. The zenith of my journey is evident in the 

conclusion where the primary insights from a given plan are succinctly restated and henceforth, an 

extended call to action has been issued to the management board for the approval and support of 

the marketing stratagem. Equipped with a roadmap that is certainly lucid and uncrackable, 

Burberry is going to be able to negotiate all the impasses along the way and arrive at a destination 

of the luxurious fashion retail odyssey in the digital age. 
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Blog 

Embracing Digital Disruption: Navigating Recent Innovations in Marketing 

Introduction 

Due to the relentless digital development, marketing is being fundamentally transformed in today's 

fast-paced industry. Every day, dozens of revolutionary technologies change consumer behaviour, 

branding, communication, and market structure. Digital technologies marketers utilise include AR 

and AI. Marketers have more cutting-edge digital tools nowadays. Many global shocks are not just 

patterns but fundamental paradigm shifts that challenge traditional marketing strategy and need 

rapid response to be competitive. This research aims to examine the newest digital marketing 

advances and their global impact on corporate operations and client expectations. By examining 

these changes critically, we can see how they might redefine traditional marketing dogmas and 

reveal new ways for savvy marketers to connect with their target audience. With all this academic 

study and real-world examples, we want to illuminate the tremendously significant future of 

marketing via technology innovation. 

Recent Digital Innovations Relevant to Marketing  

Augmented Reality (AR) diversifies interactive and immersive brand interactions and enhances 

buying experiences, making it at the forefront of e-commerce trends worldwide. AR technology 

superimposes digital things on the actual environment, making virtual look real. Virtual reality 

(VR) helps e-commerce enhance product traction by letting consumers see the goods in their own 

location before buying, boosting confidence and reducing doubt. This unique virtual experience 

crosses the boundary between window-shopping online and shopping in actual shops, providing 

interaction and personalisation that were previously impossible. This will explain the IKEA Place 

app, an intriguing AR marketing initiative. This 2017 software encourages users to add their house 
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in virtual mode and arrange true-to-scale 3D IKEA furniture models on their smartphones or 

tablets. IKEA uses AR technology to help clients see how furniture will look in their living spaces 

and how it will coordinate, saving them time and strengthening their trust in their purchases. This 

integrated mix of digital and physical encounters improves customer satisfaction, decreases 

returns, and boosts efficiency and profitability. 

AR changed e-commerce by enabling product visualisation and interaction. Offering consumers 

AR the ultimate experience full of engaging and interactive experiences bridges the gap between 

online browsing and in-person encounters, making prospective customers more engaged and more 

likely to purchase. The dissatisfaction of purchases at shops with AR is 61%, according to Reydar 

(2023), demonstrating the effect of AR on customer behaviours and preferences. AI-enabled 

hyper-personalized email marketing is one of the newest digital technologies influencing 

marketing. AI-driven algorithms review shopping history, browsing behaviour, and demographic 

characteristics to tailor to individual tastes. This individualised approach to discernment allows 

marketers to fine-tune and correctly personalise their message to their target demographic, unlike 

standard segmentation strategies. 

Anyone may utilise Netflix to demonstrate smart and AI email marketing. Netflix's machine 

learning-based recommendation system analyses user behaviour and history to match content to 

preferences. Netflix uses customised emails and suggestions to purchase engagement and keep 

users longer, helping the firm expand. AI has transformed email marketing, consumer 

segmentation, engagement, and conversion rates. AI can use sophisticated analytics and predictive 

modelling to uncover customer patterns and trends and improve targeted and relevant 

communication. Mailchimp discovered that segmented email campaigns had 14.3% better open 

rates and 101% higher click through rates (CTRs), highlighting the value of targeted 
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communication. Marketing is seeing huge digital advancements like AR and AI-powered 

personalisation. These cutting-edge innovations allow firms to personalise their interactions with 

customers and build strong bonds. Innovative technologies like AI, ML, and data analytics 

improve customer experience, engagement, and company objectives in a competitive market. 

Technological progress will increase daily in the future years. Keeping up with such advances and 

considering their marketing consequences will be crucial for digital marketers. 

Impact of Digital Innovations on Marketing Practice 

Digital advances have transformed the marketing process, creating a new era of possibilities and 

challenges for organisations trying to engage customers online. The impact of new technology on 

consumer engagement and connection is impressive. Digital venues and interactive channels like 

social media, mobile apps, and augmented reality allow brands to communicate with their target 

market live and personally, allowing them to reach an unprecedented level of client engagement. 

The Salesforce survey found that 73% of consumers want organisations to understand their 

requirements and motivations while providing personalised interaction. This shows that 

personalised contact builds consumer loyalty and enjoyment. Advanced technology enable 

marketers to concentrate on better segmentation and personalisation, increasing target success 

rates. Data analytics, machine learning, and AI-driven algorithms allow marketers to better target 

their market niche and give personalised messages and offers that fit consumers' interests, 

preferences, and behaviours. A recent Management Consultancy study on data-driven 

personalisation found that such companies can save 15% and 30% on customer acquisition due to 

personalised marketing (McKinsey & Company, 2023). 

Digital transformation has improved brand image, customer loyalty, and engagement and 

conversion. Through coherent and personalised experiences independent of contact points, 
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companies can maintain and strengthen consumer relationships and increase brand fanaticism and 

loyalty. Deloitte found that 61% of customers purchase items from companies that provide 

personalised information and suggestions, therefore personalisation is necessary to develop trust 

and loyalty (Deloitte, 2019). Though such digital advancements have great consequences, 

embracing their negative effects adds another layer. Privacy discomfort may be a problem while 

collecting data for personalised marketing. Businesses are collecting and processing massive 

amounts of consumer data for marketing, increasing the danger of privacy violations and regional 

data protection regulations. Unethical data practices like Cambridge Analytica mining Facebook 

user data for political ads may do significant damage. Marketers must utilise data responsibly 

(Cadwalladr and Graham-Harrison, 2018). 

Other risks include surpassing technology limits and losing personal link exchange in commercial 

communication. Digital equipment and automation technologies improve efficiency and expedite 

procedures, yet they may dehumanise the client experience and turn them off with robot or 

impersonal purchasing. This illustrates that marketing needs technology, humanity, and the 

person-to-person approach (PwC, 2021). Only 59% of customers say organisations have let rid of 

this personal factor in interactions. A digital marketing strategy has challenges measuring ROI for 

creative apps, but there are answers. The digital world is becoming more complicated and offers 

multiple metrics and data sources, making it challenging for marketers to link their digital 

initiatives to corporate goals. Only 22% of marketers believe they can measure digital marketing 

ROI, according to Papirfly (2022). All this shows the need for improved frameworks to uncover 

cause-effect relationships. This record is important for strategic decision-making. 
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Conclusion 

Augmented Reality (AR) and Artificial Intelligence (AI) driven personalisation may have already 

had a major impact on marketing, but their impact cannot be understated. AR has completely 

transformed visualisation, making it easier for marketers to achieve their goals, while AI without 

humanization has created marketing in new ways. These technologies have transformed marketing, 

giving firms new methods to connect with customers in a more relevant and personalised way. 

Marketing professionals must learn to cause digital disruptions and adapt to customer lifestyles in 

today's brand channel ecosystem. This manner, marketers may learn about cutting-edge 

technology and utilise them to spark fresh innovation, engagement, and advancement in the ever-

changing digital world. Let's be the first to embrace digital world capabilities that can boost 

corporate efficiency, consumer happiness, and global marketing. 
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Digital Marketing Strategy Proposal 

Proposed Digital Marketing Strategy: Omnichannel Personalization 

Introduction 

In the world of luxury fashion and the age of digital technology, Burberry, known for its renowned 

timeless elegance and British prestige, is identified as a credible personification of innovation and 

customer-oriented approach. In its way crossing the difficulties terrains to have been a one 

hundred-year legacy, Burberry has always taken new technologies into digital applications and 

redefined the retail landscapes (Zaman, Nawaz and Nadeem, 2020). The brand's ongoing 

innovation is clearly represented through their pioneering use of augmented reality (AR) in retail 

experiences and their emphasis on sustainability projects, which portrays a high level of 

consideration of consumers' developing desires and values in a rapidly changing marketplace. 

Against this backdrop, the purpose of this proposal is clear: The main purpose of the essay was to 

plead for the implementation of omnichannel personalization technology to take Burberry’s digital 

marketing experience to the next level. Through data-based insights and smooth channel linkage 

both on online and offline platforms, Burberry can deliver personalized experiences that touch the 

customers‘ emotions and leave them with the desire to come back, turning them into loyal clients, 

which, in turn, leads to the company’s growth. 

Background of Burberry 

Burberry, reputed for bridging the gap between luxury and sophistication, is the ruler of timeless 

elegance with its roots in tradition and global reach. Since its foundation in 1856, Burberry has 

earned its reputation as an established luxury fashion brand, so esteemed for its trench coats, and 

no other thing, the imaginative checking, and exceptional handcraft skills. Buberry operates 

flagship stores in type capital cities of the world and it is present both in traditional markets and 
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emerging markets across the globe. This positions the brand to have a large share of the luxury 

fashion market. In the domain of Digital marketing, Burberry is an impactful example of the one 

who offered the groundbreaking strategies that are currently used by many other brands. Ranging 

from the real-time collections showcase to the interactive social media campaigns, Burberry has 

been on the frontline of applying digital platforms to accentuate visibility and strike wider 

demography. Although haski digital power is a huge one, there some areas that need to be enhanced 

by the app. Moreover, Burberry can modernize its digital marketing strategy by capitalizing on 

data analytics and AI technologies, to provide personalized customer experiences and increase 

stakeholder engagement. Through sharpening its online strategy, Burberry can consolidate its rank 

as a top-tier name in the luxury clothing market and sweep off the feet fashion lovers across the 

globe. 

Segmentation Strategy 

The basis of Burberry's segmentation strategy lies in becoming master of advanced data and AI 

technology to gain unique features, tendencies and needs of its ever-growing audiences. Burberry 

can be an active player in this field by identifying key segments, e.g. demographics and behavior 

in browsing, and purchase history, and attentively customizing marketing efforts for specific 

audiences. The study of (Volberda, et al., 2021) shows that the process of data-driven segmentation 

needs to be used to meet the need for tailored experiences and deep long-term connections with 

customers. As one of the possible segments for Burberry’s brand audience, it is suggested to divide 

the audience into segments, namely high-income millennials, fashion enthusiasts circle, and so-

called millennials. For retailers, high-income millennials, who have a taste for indulgences and 

techno-sensory experiences, become a profitable and an important target group. Luxury fashion 

buyers have an intense love for the latest trending styles as well as the best designs. Perhaps they 
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are also most interested with the process involved in their shopping or anything that’s top-quality 

(Svahn, Mathiassen and Lindgren, 2017). Eco-activated buyers seek fair and green companies, the 

way that Burberry cooperates being sustainable. With the segments of its audience classified based 

on their behavior, Burberry can cause their marketing efforts to be seen and understood by each 

segment, this will be done by tailoring them to every segment's unique preferences and values that 

will in turn lead to engagement and conversion. With this strategy combined would be according 

to the principles of segmentation, targeting, and positioning, which would enable Burbery as a 

brand to position itself as a brand that could fulfill the varying demands of its well-informed 

consumer-base. 

Targeting Strategy 

Burberry's tactic of segmentation is founded on the identification of the segments that are expected 

to bring forth the greatest amount of client engagement and sales. Rich millennials and younger 

netizens especially belonging to Generation Z becomes a necessity because of their digital mastery 

and customization love. Extensive research by Stonehouse & Konina (2020) placed special focus 

on those demographic groups that manifested great influence on prices and market trends, as well 

as purchasing behaviour. As the brand has carved up a niche for itself, the picture that impeccable, 

spicy-sweetness is all about experienced sophistication. Thus, attracted consumers are those who 

are keen on these brands that deliver new and distinctive experiences, where Burberry position is 

related to innovation. Their stance is to prime the segments in order to design unique digital 

marking messages and initiatives that will perfectly suit their peculiar taste and preferences. 

Through social media, which bring embedded features, and via personalized shopping, Burberry 

can use digital channels to connect with these important stakeholders in ways that generate brand 

loyalty and raise the revenues. Thus embrace a focused angle, the campaign not only amplifies the 
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effectiveness of Burberry's marketing job but also guarantees that the highest profile segments are 

targeted with adequate resources. Through targeting only the better-off millennials and Generation 

Z consumers, Burberry adds to the trendiness and market power and potentially becomes a leader 

in the luxury fashion market. 

Positioning Strategy 

Burberry’s positioning strategy lays the ground for the company to become about personalized 

luxury experiences, citing its unique heritage, outstanding decoration and long going innovative 

path. The works by (Shrivastava, 2017) pinpoint on the key attributes of brand heritages and 

innovations needed to influence consumer perception on brand choice. Focusing on this critical 

principles, creates perfect opportunity to strengthen the brand and leave the competitors behind in 

the market. Last but not least, Burberry works on its positioning strategy so as to concentrate on 

digital efforts like AR shopping interactivity and sustainability. Through the mentioned projects, 

the company is not only trying to demonstrate their commitment to innovation but also showing 

its compatibility with emerging consumer interest in environment-friendly and relevant digital 

immersive designs. Digital platforms are now part of the branding mix to use them effectively 

Burberry can fortify its brand positioning by virtue of which the consumer would be able to connect 

with the brand on a deeper level. (Malter, Laurent, and Lora Rindfleisch, 2019). Moreover, the 

company will do everything possible to help customers understand and perceive Burberry as a 

brand leader, using focused digital content, storytelling, and engagement across all points of 

contact. Set to boost its brand identity, Burberry's storytelling skills could be demonstrated by 

compelling narratives that excite customers and by using cutting-edge digital tools to disseminate 

these stories. By applying proper strategic marketing focus and through impacting storytelling, 
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Burberry can continue to establish itself as the top brand in the luxury fashion industry and to give 

inspiration to the folks around the world. 

Conclusion 

In particular, this situation emphasizes the need for a multi-channel personalization strategy that 

we are proposing for Burberry, which involves a holistic approach towards digital marketing and 

a goal of increasing consumer involvement with the luxury fashion market. AI and data analytics 

are the future of marketing and by applying the advanced technology to the Burberry marketing 

segmentation, we can better target well-to-do millennials and generation Z consumers, and 

position Burberry as the personalized leader in luxury experiences. As the saying goes, this 

approach falls perfectly in a row with the principles of segmentation, targeting, and positioning, 

therefore making sure that Burberry's marketing plans are perfectly adjusted to the tastes and 

behaviour of its target crowd. What lies ahead is the execution of a strategic digital marketing plan 

aimed at strong performance metrics, maintaining competitive edge in the luxury fashion space 

and cultivating brand loyalty. Through fully engaging in digital innovation and focusing on a 

personalized interfaces, Burberry can keep inspiring consumers globally and pen its name in the 

sites of the everlasting luxury of England. 



By B
rai

nw
rit

es 
Ex

pe
rts

12 
 

 

Marketing Plan 
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Burberry, a highly respected and elderly luxury fashion brand that has a reach of over a hundred 

years, is famous all over the world for classic classics and true British aesthetics. Defined by its 

famous plaid print and pioneer of fashion, Burberry a current market of apparel, accessories, 

fragrances and cosmetics. Burberry is present in the market on a global basis maintaining shop 

presence on one hand and the online interface on the other. The main reason for today's 

presentation is to create a marketing strategy strategy that will help Burberry enhance demand for 

its goods and services. With the help of academics papers’ findings and the industry researches we 

will define the opportunities and solutions in the sphere of luxury fashion marketing and create a 

set of marketing activities that will increase and improve the brand image. We intend to deliver 

our action plan to Burberry’s executives with the aim to provide them with the necessary support 

to upgrade management capacity and foster sustainable business development. 

 

Burberry, a brand with a heritage that trails back to 1856, has been used to signify British luxury 

and ingenuity. The brand originally started as a humble little cottage industry in Hampshire, 
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England and later went on to become a powerful force in the fashion world on a global scale. The 

brand's most iconic element is the trench coat that originally was designed for British soldiers 

during World War I but now represents a synonym for elegance and sophistication for its 

timelessness. The core of Burberry uniqueness can be found in two words – heritage and 

innovation. The brand's famous plaid pattern that emerged in the 1920s still remains a dedicated 

feature characterizing Burberry's design style, combining both classic and modern elements. In the 

last few years, Burberry has discovered digitalisation and used technologies that allow customers 

to experience the shopping process at a new level and leave positive feedback after it. Together 

with the wide variety of top-notch products made by Burberry, the brand carries a large selection 

of luxury products such as apparels, accessories, fragrances, cosmetics, and eye glasses. From the 

perfect tailoring of suits to the fashionable handbags and perfumes, each Burberry product 

embodies the brand passion for excellence, workmanship, and minute details. Looking ahead, the 

brand aims to keep on developing and transforming, yet it importantly carries on providing with 

its clients all over the globe only the best product and services. 
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To advance and achieve the overall strategic aims, we have formulated the SMART goals that 

have specific, measurable, achievable, relevant, and time boundaries. They are targeted at raising 

demand for Burberry's product as well as reflecting the brand's perspective and strategic direction. 

Primarily, the goal is to achieve a 20% rise in the online sales for the next fiscal year by efficiently 

using the electronic commerce platform of Burberry and the distributing the products to 

everywhere in the world. The same goal is consistent with Burberry that plans to intensify its 

efforts on digital innovation and which is willing to provide the best possible digital shopping 

experiences. The second aim addresses raising the brand awareness within target groups and 

amounting 15% increase in social media engagement metrics within the next six months. Through 

social media interactions with the consumers and advocacy creation, Burberry positions itself as 

the leader in the luxury fashion industry that is modern and digital. Moreover, the next goal is to 

extend the geography of the well-known brand by conclusion of distribution agreements with 

luxury department stores in Asia and Middle East by the end of this year. This target aims at global 
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expansion of the company and, at the same time, constitutes the key goal of the brand to receive 

and solve emerging market issues while preserving the image of luxury. 

 

Though offline marketing methods have remained crucial to Burberry's marketing mix throughout 

the years, they have also been a steady complimentary force to its digital endeavours and aided 

boost brand visibility in other offline channels. Luxury businesses still rely on print ads to convey 

their values and image. Kotler and Keller (2016) continue to document the importance of print 

media in luxury brand advertising, arguing that it conveys exclusivity and grandeur. Event 

sponsorships may be Burberry's most important traditional marketing strategy because the brand 

can easily associate itself with more prestigious cultural events, which will help it maintain its top 

spot in the luxury fashion market. Jin and Phua (2014) advised event sponsorship for luxury brand 

marketing to increase brand image and client emotional ties. Personalisation boosts direct mail 

ROI. They help Burberry connect with high-value consumers and invited visitors. Burberry may 

increase brand loyalty and interest by sending personalised invitations to secret events with insider 
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information. Li et al. (2018) found that direct mail might make consumers feel exclusive or special, 

making it an effective luxury brand marketing technique. These conventional marketing methods 

and the other marketing mix components will help the brand reach a target group and develop 

demand quickly, cementing its reputation as a global luxury fashion business. 

 

Burberry should concentrate on a strategic online presence to reach consumers and promote its 

products and services in the digital era. Social Media Marketing works with Burberry's Digital 

Marketing Mix to communicate with consumers in real time and foster good relationships. Social 

media is the main route for luxury brand pro-marketing, according to Kaplan and Haenlein (2010). 

The sphere promotes brand recognition, engagement, and loyalty. Celebrity blogger relationships 

help Burberry reach more people and clarify its messaging, another crucial notion in its digital 

marketing strategy. De Veirman's research (2017) found that influencer marketing has achieved a 

new height in the fashion sector since it allows firms to connect with customers in a true and 

relevant way. Content marketing is the essence of digital marketing for Burberry, allowing the 
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company to showcase its legacy, craftsmanship, and advancements via engaging tales across many 

channels. Pulizzi and Barrett (2013) found that content marketing increases brand recognition, 

engagement, and conversion, particularly in clothes with a strong brand. Burberry's synergistic 

digital marketing mix will engage consumers, drive demand for goods and services, and cement 

its image as a luxury fashion pioneer. 

 

In order for Burberry to follow up on the performance and evaluate metrics that are directly 

attending to the brand objectives as well as the overall aim of increasing the demand, it is critical 

to set metrics which are in line with such a mission. Among the several metrics that we will be 

suggesting is the Online Sales Conversion Rate, which is essentially the ratio of the final sales and 

the number of visitors that have accessed your website. This measure not only gives us an 

opportunity to assess the impact of the online marketing of Burberry on sales but also helps in 

evaluating the other digital marketing procedures. Chaffey et al. (2019) in their work brought to 

the fore the role of website conversion tracking wherein online marketers can assess the 
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effectiveness of their campaigns and enhance user experience. The other rate metric that we should 

look at is Social Media Engagement Rate, which measures the level of engagement and interaction 

with social media content of Burberry. Engaging consumer through this means such as likes, 

comments, shares, and clicks on post means that the brand is effective, visible, and meaning fruitful 

to its audience. Mangold and Faulds (2009)'s research highlighted that the engagement in social 

media as the main factor of brand awareness, customer engagement, brand loyalty for the modern 

era. The tracking of these metrics will help to establish Burberry's stronghold on the effectiveness 

of its marketing initiatives and will also allow the company to figure out how to improve in those 

areas where improvements are necessary and where data-driven decisions should be made to 

optimize the general performance and to drive demand for the products and services of the 

company. 

 

Using analytical and data visualisation technologies and platforms will let us display and visualise 

our KPIs. Due to the Online Sales Conversion Rate, Burberry's online shop should include an 
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analytical tool or dashboard that monitors and displays data in real time. The organisation can fix 

inefficiencies by having real-time management over their internet marketing initiatives and site 

visitors. In 2019, Chaffey and colleagues found that real-time data is crucial to digital marketing 

optimisation and conversion rates. Like the Social Media Engagement Rate, Sprout Social, 

Hootsuite, and Buffer interactions should be liked. Burberry can simply build KPI reports and 

infographics showcasing popular content and who is interested in it using such networks. Mangold 

and Faulds (2009) believe that social media analytics are crucial to understanding customer 

participation with the business online and forum activity. Using these tools and charts and graphs 

to evaluate the chosen metrics will reveal the effectiveness of marketing activities and highlight 

areas that need data-driven improvement decisions to increase demand and brand value. 

 

Burberry marketers use Online Sales Conversion Rate and Social Media Engagement Rate to 

analyse their marketing strategies and align them with the brand's goals. The Online revenues 

Conversion Rate shows how well Burberry's digital marketing strategies generate revenues and 
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meet company goals. According to Evans et al. (2017), online firms must measure performance 

using conversion ratio measuring systems since it directly affects profit and revenue. Additionally, 

Burberry uses Social Media involvement Rate to measure brand visibility and consumer 

involvement on social media. Burberry may measure its social media marketing strategy's impact 

on brand recognition, customer engagement, and audience sentiment by tracking brand likes, 

comments, shares, and clicks on brand content. Mangold and Faulds (2009) found that social media 

involvement is key to brand loyalty and advocacy, highlighting the relevance of social media in 

digital consumer relationships. Naturally, these KPIs are suited to the company's goals of attracting 

more customers, brand performance, and quantifiable outcomes, unlike other indicators for 

decision-making. By monitoring and assessing these indicators, Burberry can identify areas where 

production, marketing, and resource allocation can be improved to drive growth and maintain its 

position as a luxury fashion leader. 
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Burberry's marketing strategy outline and schedule will be in the implementation plan. Setting a 

timeline allows Burberry to control every part of implementation on time. Kotler et al. (2020) 

found that strategic planning and execution may meet marketing goals, but the strategy must be 

explicit, include dates, and include additional action steps. Resource and responsibility allocation 

are crucial to Burberry's marketing strategy's success. Appointing a cross-functional team with 

diverse skill sets helps speed up allocating a large marketing budget for conventional and digital 

initiatives. Kotler and Armstrong (2017) found that resource allocation may make or fail a 

marketing campaign. Stressing the need of smart and focused resource allocation for greater ROI 

and desired results. The designated tasks and duties, which require everyone to do their part, foster 

collaboration and aid project management throughout implementation. By establishing roles and 

duties, Burberry may improve communications, clarify problems, and boost productivity. 

Armstrong et al. (2020) say marketing effectiveness depends on team management and clarity and 

responsibility. Organisational objectives may be met.  
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Our report's marketing approach is to boost customer demand and strengthen Burberry's market 

position. The organisation may achieve its goals precisely by combining traditional and digital 

marketing methods with key performance indicator criteria for trailing and execution. Strategic 

planning and goal alignment with organisation are key to marketing effectiveness, according to 

Westwood and Vink (2017). We propose the board of management endorse the marketing plan 

outlined today since it can boost brand equity and lead to long-term success in complex and 

competitive markets. This suggestion may help it innovate or become more competitive, making 

it the undisputed leader.
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Conclusion 

In summary, the presented portfolio demonstrates critical thinking and skillful planning of the 

global brand Burberry. Kicking off a dive into the changing shape of the marketing practice with 

the help of digital innovation phenomena, major discoveries in this line have been made and the 

lessons for modern marketing strategies are presented. As the process of identifying the niche 

through the preparation of the marketing plan in Task 2 has been completed, details of the 

targeting, positioning, and segmentation have emerged for drafting the comprehensive marketing 

strategy which is required to raise Burberry's brand recognition and increase demand for its 

products. From S.M.A.R.T objectives components to outlines of digital marketing mix, each of 

the plan part has been patiently structured to keep up with the overall aims and market positioning 

of the company. As this trip concludes, an attractive call for action is conveyed in order for the 

management team to approve and make the marketing plan the hallmark of the organizational 

promotional package. Burberry aspires for leadership in luxury fashion by relying on innovation 

and keeping flawless quality. In line with the strength of this company, which manages to remain 

in growth despite the changing environment of the fashion market, the company will reach new 

heights. 
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