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Executive Summary
The marketing report is aimed at introducing Burberry products in Bangladesh market, a market that Burberry has not yet established a branch. The report focuses on the marketing plan that befits the Bangladesh market and action plan that the company should utilize in the market. Burberry specializes in developing outdoor attires to the customers as well as branded beauty products. This report first discusses the current situation of Burberry Company by analyzing its internal environment through SWOT analysis and applies Porter's five forces analysis in establishing the competitiveness of the apparel industry. The internal environment and industry analysis of the company indicate the company has key resources and capabilities in expanding in Bangladesh, Dhaka market. 
The report also discusses the country’s business environment particularly in the apparel industry and establishes the suitability of Bangladesh market in the company’s expansion strategy. The report applies a PESTLE analysis in establishing the favorability of the Bangladesh market. The analysis establishes that the country’s business environment is conducive to Burberry operations. Besides the government's incentives in promoting foreign trade, the country’s capital city is a viable location for the company’s operations given the population’s level of income. Further, the economic growth in the country favors investors and has the potential to grow in future. The report concludes with making a marketing plan and strategy that Burberry can apply in the new market. Customizing the company’s products to the target customers’ expectation as well as the provision of high-quality products would impact significantly on the success of the branch in the country. Further, brand awareness strategies such as holding a fashion exhibition in the company’s store in Dhaka would create brand awareness and influence the consumption pattern of the consumers. 
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[bookmark: _Toc512434985]Introduction 
Burberry commenced its operations as early as 1856 in Hampshire, England (Burberryplc.com, 2017). Over the years, the company has locally and internationally expanded into various markets around the globe. The company’s earnings have been on a positive trend with operating profit of £458.7 million for the year ended 2017 up from  £417.8 operating profit earned in the year ending 2016 (Burberryplc.com, 2017). The company’s expansion strategy is aimed at acquiring a significant market share in the apparel industry globally. further, the expansion strategy is aimed at making the company’s products accessible to customers in various geographical regions. 
Generation of more revenue from the expansion strategy makes the company in need of further expansion in unexplored markets to enhance the revenue for the company (Ferrell, 2016). Besides, the expansion is aimed at increasing the brand awareness in the regions it has no establishment. Therefore, this report is aimed at analyzing the Bangladesh market and developing a marketing plan that would make the introduction of Burberry successful into the new market. Besides, the report covers the PESTLE analysis of the target market as well as the SWOT analysis of Burberry in determining the viability of the company in expanding to the new market. 
[bookmark: _Toc512434986] Section 1: 1. Marketing Audit
A marketing audit is meant to establish the current situation of the business by determining the internal and external environment of a business (Fahad et al 2015). A marketing audit is an essential initial step in developing marketing a plan as it gives a clear view of the current business environment and aligns the findings with the objective of the business.
[bookmark: _Toc512434987]Internal Analysis 
[bookmark: _Toc512287047][bookmark: _Toc512434988]Companies Capabilities, Resources and Structure
[bookmark: _Toc512287048]Capabilities and Resources 
A firm’s capabilities and resources determine its success in a market (Wang, Senaratne and Rafiq, 2014). Besides, the endowment of specific resources and capabilities over the competitors in a market position a company at a competitive edge over the players in an industry  (Fahad et al 2015) . From a resource-based perspective, this report analyzes five dimensions useful in establishing the Burberry capabilities and resources.
Table 1: Resource and Capabilities Analysis 
	Resources 
	Burberry Operations 
	Burberry Products 

	Production and supply 
	Burberry has a low cost supply chain by focusing on retailing in both local and international markets (Burberryplc.com, 2017). 
	This is a significant resource to the company since the company benefits from tax shield as the stores are not considered to be limited companies in various tax laws in various parts of the world (Ferrell, 2016). 

	Rare and costly quality to imitate 
	Besides focusing on fashion trends, Burberry also considers the quality of the raw materials in developing the fabrics and clothing which is a key consideration in the apparel industry (Mboya and Kazungu, 2015). 
	This resource facilitates for premium pricing strategy since customers derive value from trendy clothing and quality due to durability purpose (Allsopp, 2005). 

	Financial resources 
	Over the years, Burberry has been having a positive financial performance. The profitability of the firm has been on the rise over the years (Burberryplc.com, 2017). 
	This resource is crucial in the Bangladesh market in settling the establishment costs of a new branch in the country. Besides, the resource will facilitate a better marketing plan in creating awareness of the existence of the company’s products in the market (Ferrell, 2016). Financial strength would also enable the company to acquire a strategic warehouse in the country as well as hiring the expatriates if need be. 

	Brand reputation and awareness
	Burberry brand has a strong reputation and awareness in the global arena. The company has been in the industry for centuries and thus, the brand reputation and awareness is high (Burberryplc.com, 2017). 
	Brand awareness and reputation is an important resource to the company since it enhances trust among customers as well as loyalty in the Bangladesh market (Kasemsap, 2016). 



[bookmark: _Toc512287049][bookmark: _Toc512434989]SWOT Analysis 
The SWOT analysis is aimed at establishing Burberry strengths and opportunities that overcome the company’s weaknesses and threats. The SWOT analysis focuses on the internal environment of the company that facilitates the competitive existence in the industries it operates (Paliwoda, 2013). 
[bookmark: _Toc512287050]Strengths 
Brand Recognition and an Excellent Market Position
Since its inception some decades ago, Burberry has earned reputable brand recognition especially in Asia, Europe and America (Burberryplc.com, 2017). The company’s strong brand name is attributable its innovativeness in designing apparel clothing that is considered to have superior quality in meeting the expectations of the customers. Further, Burberry effectively leverages its brand through licensing as well as including the brand logo on merchandise products (Kasemsap, 2016). Brand recognition is considered to play a crucial role in positioning a company competitively in a market. Therefore, Burberry has a high potential in succeeding in its operations in Bangladesh. 
Accessible Stores 
Burberry opens stores in prime locations especially in major cities to make the company’s products easily assessable to the target market who are middle to high-class people in the society with a considerable middle to high income (Burberryplc.com, 2017). The attractiveness and accessibility of a company to the target customers impacts positively in influencing the purchase decision. Therefore, establishing a store in strategic location would impact significantly on the company’s product demand. 
Customer Base Loyalty
Besides fashion clothing, the customers become loyal to a brand that meets their preferences, tastes, needs, and expectations. The company has significant loyal customer bases who demand the company’s products regardless of their geographical region. Besides, the company has a rewarding program to loyal customers and they purchase the firm’s product at a discount (Burberryplc.com, 2017). 
Quality Products 
Burberry prides itself on designing, developing and selling quality products to the customers. Thus, the company is renowned for its quality preference and thus, market accessibility of its products is high (Mboya and Kazungu, 2015). 
[bookmark: _Toc512287051]Weaknesses 
Premium Prices 
Quality of products impacts significantly on the pricing strategy employed by an organization (Mboya and Kazungu, 2015). Burberry offers its products at the relatively high price given the company’s prowess in innovative designs and quality on its products. However, this is a weakness to the company given the presence of competitors who charges relatively lower prices to the customers’ over similar products. 
Negative Corporate Image
The modern business environment is characterized by informed customers who not only derive value from the products sold by a company but rather considers other benefits such as a company’s social responsibility (Westney, 2011). However, Burberry has no track record of giving back to the society. This is a weakness that could impact the company’s performance in the new market.  
Overdependence of the Europe, America and Asian Markets
Overdependence of a particular market has a high likelihood of market saturation and price wars (Ferrell, 2016). Burberry concentrates highly on the mentioned markets and thus, does not derive maximum from exploring other geographical regions. 
[bookmark: _Toc512287052]Opportunities 
Emerging Markets 
The emerging markets are a great opportunity to the company’s diversification of market risk associated with market saturation and price wars (Ferrell, 2016). Thus, the company stands to benefit significantly in Bangladesh market, a lowly competitive market. 
Technological Growth 
The technology has been in a growth mode and thus, Burberry has the opportunity to benefit from such trends in technology to competitively position its products through innovative designs and products diversification. Further, the company can maximize its products demand through apps and online trade-in uncovered regions such as Bangladesh. 
[bookmark: _Toc512287053][bookmark: _Toc512434990]

Threats 
Changes in Customer’s Preferences
The fashion world is highly dynamic and thus, the customers’ preferences change from time to time. Thus, the company’s products are likely to experience low demand if it fails to adapt to the dynamism in fashion. 
Stiff Competition 
Competition impacts significantly on the demand for a firm’s products. the apparel and beauty products industries have many players who pose a threat to the products demand of the company. 
Market Saturation and Price Wars in Developed Countries 
Burberry operates in developed countries which are characterized by market saturation and price wars. Thus, the company can focus on emerging economies such as Bangladesh with fewer competitors to avoids price wars and market saturation from the developed economies. 
[bookmark: _Toc512287054][bookmark: _Toc512434991]Company’s Structure
A company’s operational structure plays a significant role in its performance and profitability (Ferrell, 2016). Besides, the approach to actualizing the operations impacts on the resource allocation as well as the positioning a company competitively in a market. thus, a company’s operational structure is an essential consideration when deciding the effectiveness of a company in a new market. Foreign direct investment consumes massive capital and thus, not recommended in introducing a brand in a foreign country (Kasemsap, 2016). Besides, a company’s operational structure determines its tax obligation to the tax authorities in a market it carries out operations. 
Burberry mainly focuses on retail stores as a form of company’s operational structure. Besides, the company’s operational structure being less capital intensive, the strategy enhances the cost reduction strategy to a company (Burberryplc.com, 2017). For instance, a retail store in a host country benefits from tax shield relative to the full establishment of a company as a limited company (Islam and Pattak, 2017). Therefore, the establishment of stores in the foreign market would significantly cut the operational costs to the company. 
[bookmark: _Toc512287055][bookmark: _Toc512434992]Products and Market
[bookmark: _Toc512287056]Burberry deals in designing, developing, and selling luxury products that sell under the Burberry brand including men, women, and children products such as clothing, accessories and beauty products (Burberryplc.com, 2017). The company is headquartered in London which is the design studio which is a significant creative hub for the company. Burberry has operations in three regions categories including Asia Pacific, Europe, Middle East, India and Africa and the America market. The Asia Pacific market contributes the company’s largest segment in retail and wholesale accounting for 39% followed by Europe, Middle East, India and Africa with 36% of the company’s retail and wholesale and the American market accounting for 25% (Burberryplc.com, 2017). The company’s wholesale business is relatively higher than the retail business indicating the need for the company expansion strategy to benefit from the retail business that has a higher profit margin than the wholesale business. 
[bookmark: _Toc512434993]Distribution and Supply
The distribution and supply chain management has a significant impact on the performance of an organization (Ferrell, 2016). An effective supply chain does not only reduce the overall operational cost of a company but also ensures timely delivery of the products to the target customers. A supply chain system is also a competitive tool in placing an organization in a competitive edge over its rivals in an industry. Burberry uses both direct sales and indirect sales through licensing (Burberryplc.com, 2017). However, the main distribution channel is direct sales from the countries established in various parts of the world. Besides, direct sales from the company’s stores, customers have an option of online purchase where the products are shipped to their doorstep (Burberryplc.com, 2017). Therefore, the company’s retailing stores are the primary distribution centers for the company. Direct sales have a relative advantage over other channels of distribution in building confidence and trust to customers. Customers become confident in purchasing original products from the company free from counterfeited products.  
[bookmark: _Toc512287057][bookmark: _Toc512434994]External Analysis 
The external business environment analysis allows a company contemplating to expand in a market to establish the viability of such market (Paliwoda, 2013). This section analyzes the Bangladesh apparel industry with the PESTLE analysis tool. 
[bookmark: _Toc512287058][bookmark: _Toc512434995]Industry Situation – Porter’s Five Forces 
[bookmark: _Toc512287059]Threats of Substitutes 
· The beauty and apparel industries are highly competitive with various substitutes offered in the market. 
· The industry has no significant switching costs to consumers and thus, they can easily obtain products similar to the company’s in the market 
· The customers an option of preferring the locally made products similar to the company’s products.  
[bookmark: _Toc512287060]Threats of New Entrants 
· The capital requirement in establishing an apparel and beauty products is not high and thus, the industry has high potential of new market entrants 
· Barriers to entry into the apparel and beauty industries are not significant enough to hinder new entrants 
· Small apparel and beauty shops pose a threat to the company’s operations given their low cost of operational consequently there is a possibility of price wars in the industry 
[bookmark: _Toc512287061]Bargaining Powers of Buyers 
· Customers usually associate superior quality to high prices (Mboya and Kazungu, 2015). However, customers are price elastic on outrageous premium prices (Allsopp, 2005). 
· There are different purchasing patterns and power and thus, a single a buyer does not have much control over price concession 
[bookmark: _Toc512287062]Bargaining Power of Suppliers
· The main input in the apparel industry is fabric while the primary input for beauty products are chemicals which can be sourced from various sources. Therefore, the switching costs are considerably low. 
[bookmark: _Toc512287063]Competitive Rivalry 
The apparel and beauty industries operate in a competitive environment with many players in the sector from the local and international perspective.  Therefore, companies in these industries compete on quality and diversification of the products (Mboya and Kazungu, 2015). Fashion, craftsmanship, and innovation play a crucial role in these industries (Mboya and Kazungu, 2015). Thus, companies examine the gap between the customer’s expectations and what is already offered in the market and implement strategies with an objective of bridging the gap. 
[bookmark: _Toc512287064][bookmark: _Toc512434996]PESTLE Analysis
PESTLE analysis is an important consideration when determining the viability of a new market. The analytical tool establishes a business external environment concerning political, economic, social, technological and environmental business environment (Paliwoda, 2013). 
[bookmark: _Toc512287065]Political Analysis 
A political business environment covers the aspects of a country’s stable and smooth political system (Paliwoda, 2013). Factors such as fiscal policy, democratic government and monetary policy of a country are considered to influence the economic growth of a country and thus have a considerable impact on the performance of a business. Bangladesh political environment is characterized by corruption, Islamic pressures, and absence of rule of law (Islam and Pattak, 2017). However, the company’s trends to the political flaws have shown a positive trend. The government encourages foreign investments particularly in incentivizing the garment industry such as tax holiday, favorable policies, and reduced imports duties among other incentives (Islam and Pattak, 2017). 
[bookmark: _Toc512287066]Economic Analysis 
An economic analysis determines the viability of business operations economically in both sectoral and national level. The country’s garment industry plays a crucial role in the economic growth of a country accounting for 10% of the country’s total GDP (Islam and Pattak, 2017). Besides, the country encourages women participation in the sector with women comprising 78% in the garment industry (Islam and Pattak, 2017). Women empowerment is focused on alleviating poverty and triggering country’s economic growth. Further, the policy alleviates unemployment and offers the employment opportunities to the nationals. 
[bookmark: _Toc512287067]Social Analysis 
The country’s population is about 160 million where a significant component comprises of unemployed (Bbs.gov.bd, n.d.). However, women empowerments have been attained in both public and the private sector improving the living standards of the citizens. 
[bookmark: _Toc512287068]Technological Analysis 
The country’s technological development is way below other giant international markets. However, the government offers duty-free machinery and technology for garments. The country still highly depends on obsolete technology with a positive progress over the years (Islam and Pattak, 2017). 
[bookmark: _Toc512287069]Legal Issues Analysis 
Bangladesh government regulates the business environment with regard to employment laws, remuneration, and safe working environment. The laws concerning the garment industry in the country are supportive of both local and international firms (Islam and Pattak, 2017). 
[bookmark: _Toc512434997] Key Findings, Challenges, and Issues 
The marketing audit reveals the potential of Burberry in executing a marketing strategy in Bangladesh. The company has the prerequisite resources and capabilities in venturing into the market by examining the internal business environment. The external business environment in the new market is also an incentive to invest in the new market through the establishment of a new store in the country’s capital city, Dhaka. There are no trade barriers or challenges that can hinder entry into the new market given the willingness of the Bangladesh government in encouraging foreign investment to boosts the country’s economy. Besides, the new market has no significant threat to stiff competition given that giant apparel firms do have operations in the country. Thus, the company would be competing with the local firms. Although an Islamic state, Bangladesh capital city is diverse with people with different social-cultural backgrounds. Therefore, the company has the opportunity to customize its products to suit various target group in the country. 
[bookmark: _Toc512434998] Marketing Objectives
Setting marketing objectives gives business clarity of purpose of its operations. Besides, it gives the business the direction and sharpens the focus on operations towards meeting the objectives. The main marketing objectives in the new market would therefore be; 
· To break even after six months of operations 
· To have a semi-annual sales increase of 20% after one year of operations
· To establish a 5% market share in the first year 
· To establish more stores in the country’s major cities after three years of operations and upon the considerable performance of the capital city initial store 
[bookmark: _Toc512434999]Identified and Justified Market Audience 
Identifying a target market is crucial to the success of a marketing strategy (Ferrell, 2016). This is achieved by analyzing the features of the target market against the objectives and business strategy. market segmentation also allows a more focus on the target customers by differentiating various customers attributes. Burberry focuses on middle to high-class consumer segment with a considerably high income since the company applies a premium pricing strategy that equates value to quality (Allsopp, 2005). Therefore, an establishment of Burberry branch in the capital city of Bangladesh, Dhaka. 
Dhaka’s population is diverse and assumes an upward trend with an annual growth of 4.2%. The city comprises of both the local businesses and the international corporations which contribute significantly to migration to the city. The city’s population comprises 34% of people living below poverty line (Worldpopulationreview.com, 2018). Thus, 66% is a considerable target population for the luxury products offered by the company.  
[bookmark: _Toc512435000]Product Positioning 
Product positioning has become of significant importance in the modern business world. It creates a perception of uniqueness among the consumers and is one of the competitive advantages of a company  (Karadeniz, 2009). The country’s garment industry focuses on local wears giving Burberry an opportunity to introduce fashion and stylish apparel and beauty products in the market. Therefore, the company would focus on uniqueness, quality, fashion, and innovative designs that would position its products competitively over the rivals in the apparel sector. 
[bookmark: _Toc512435001]Marketing Tactics 
Marketing mix determines a business success or failure in a market. It is crucial to consider a marketing mix that fits a given market for competitive positioning (Ferrell, 2016). This section discusses the main marketing mix including price, product, promotion, and place.
[bookmark: _Toc512287074][bookmark: _Toc512435002]Price
Price is an essential marketing mix to a company attributable to the impact of price on demand (Ferrell, 2016). Burberry offers high-quality products in a market and thus, a premium strategy is an appropriate pricing strategy (Allsopp, 2005). Besides, luxury products are price inelastic and the use of such products is considered non-basic. Given the brand image created by the company in various parts it carries its activities, the company’s products acceptability in Dhaka would be high given the populations level of income. Besides, the apparel industry in the country does have giant players like H&M or Zara (Islam and Pattak, 2017).  
[bookmark: _Toc512287075][bookmark: _Toc512435003]Product 
Business rivals in the apparel industry compete on quality and design innovativeness (Mboya and Kazungu, 2015). Besides, customers are more concerned with the value they derive from the products they purchase. Product uniqueness plays an essential role in influencing demand and impulse buying (Westney, 2011). Therefore, the uniqueness and classy features of Burberry products would attract a considerable demand and have a significant market share in Dhaka. The wholesale business would also entail the purchase of products from the company’s branch in Dhaka to other major cities in the country impacting significantly to the company’s level of revenue. 
[bookmark: _Toc512287076][bookmark: _Toc512435004]Promotion 
[bookmark: _Toc512287077]Promotion is an essential marketing mix in creating awareness of business products. Burberry applies various methods of creating brand awareness including both digital and non-digital forms of promotions (Burberryplc.com, 2017). Besides, the company embeds its brand logo on the products to enhance brand awareness in a market. These promotion strategies would be effective in Dhaka with a fashion trend exhibition at its store in the city. However, the country use of the internet is considerably low relative to other international markets and thus, use of Television ads in the country would significantly create awareness to the broader geographical region (Islam and Pattak, 2017). Further, digital promotions such as company’s website and social media would attract more customers to the company’s products. The company can also develop a strong relationship with the customers with an objective of making them brand ambassadors for referrals of the company’s product. 
[bookmark: _Toc512435005]Place 
The place element of a marketing mix has an essential role in creating accessibility of a firm’s products (Ferrell, 2016). Thus, the objective of products placement is the provision of the products and services at a convenient place for target customers. Establishment of a store in Bangladesh capital city would enhance the accessibility of the company’s product since the target customer resides in the city. A retail store is easily accessible to the city dwellers that work and reside within or in the outskirt of the city. 
[bookmark: _Toc512435006]Action Plan 
[bookmark: _Toc512287079]Burberry has a strong product benefit relative to the current market offering in Bangladesh. Therefore, to achieve set objectives, the company would customize the products according to the target market taste preferences. The new store will have a sales force of 5 persons and a marketing manager to support the company’s marketing plan. The company would recruit three sales person from the new market to enhance cultural diffusion and eliminate cultural gaps that would exist during execution of the company’s operations. Television advertisement will be scheduled for the first six months to achieve customer awareness during the first year. 
[bookmark: _Toc512435007]Ethics and Responsibility
 Ethics and responsibility have a crucial role in creating a positive image of a company (Karadeniz, 2009). Burberry values ethics and respect for diversity social-cultural. Bangladesh market is mostly comprised of Muslims. Therefore, designing and development of apparel that augers well with the social-cultural norms and believes of the Muslims would be of significant importance. Women are not supposed to expose most of their body and thus, designing clothing that conforms to their norm would be appropriate. Corporate social responsibility is also an important consideration. Burberry intends to offer employment opportunities to the Bangladesh citizens as a strategy of giving back to the society. 
[bookmark: _Toc512435008] Controls, Measurements, Review, Risks and Contingencies 
A plan without control measures as well as contingency plan has higher chances of failure  (Patterson, 2005). Therefore, performance assessment would be conducted after every three months to assess the firms’ status I achieving its objectives in the new market. Increased competition is likely to be experienced. Therefore, this risk would be mitigated by adding some financial resources to enhance products awareness in the market. Besides, the targeted sales might not be achieved within the stipulated time and thus, additional funds would be required to increase advertising. 
[bookmark: _Toc512435009]Section 2: The Uppsala Model 
The company’s approach to internalization assumes an Uppsala model since the company’s expanded locally and later entered the foreign market after gaining experience in international trade (Johanson and Vahlne, 2017). This approach is still effective for the company’s expansion in Bangladesh given the amassed experience on the international market.  Establishment of a single store in the capital city would be an effective measure of the possibility of establishing more stores in the major cities of the country as well as give the basis of expanding in the neighboring countries. an Uppsala model is an effective approach to internalization where a business learns gradually and have to experience on foreign investment (Johanson and Vahlne, 2017). An establishment of a single store would benefit the company in learning new ideas in the country and the region for future expansion initiatives. 
[bookmark: _Toc512287078][bookmark: _Toc512435010]Conclusion 
An expansion strategy has a pivotal role in enhancing a company’s sales vole as well as its profitability. Besides, an expansion strategy outside a company’s geographical representation diversifies market risks as low demand due to market saturation as well as price wars from other giant players in an industry. Burberry expansion strategy to Bangladesh market has higher potential in enhancing the company’s sales volume given the country’s economic progress and lower competition relative to developed markets. The company has resources and capabilities in performing successfully in the new market. However, the success of the business in the new market would be majorly dependent on the marketing mix applied in the market. Thus, a continuous review of the proposed marketing mix is essential in ensuring the company’s competitiveness.
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