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Burberry Case Study
	Since its foundation in 1856 by Thomas Burberry, Burberry, the British luxury fashion house, has seen significant development under different leadership. Established initially to focus on the development of outdoor attire, Burberry has moved to the luxury market and developed wide-ranging products, fabrics included. With that said, it targeted a broad market that arguably moved it from a family-controlled company to a corporation working in different regions of the world. Through the reincorporation and licensing of other companies, the Company's brand name strength was at a threat. In consequence, Burberrys changed its operations under Angela Ahrendt's leadership to rescue the brand's strengths. With the preceding, the following is an analysis of Burberry's history from 1909-2011, CEO Ahrendt's leadership, and Burberry’s change of strategy and the subsequent impacts.
[bookmark: _Hlk36848333] Burberry, like in all its years of existence, has seen a substantial expansion in the international market between 1909-2011. In 1909, to begin with, the Company opened its store in Paris at 8 Boulevard Malesherbes (Burberry, 2020). In 1911 and 1912, Roald Amundsen, a Norwegian Explorer, together with his team, and Captain Robert Falcon, respectively reaches the South Pole having Burberry gabardine tent and clothing. In 1913, Burberry relocated to Haymarket, a larger London building. The Company took all existing opportunities to conquer the international market. During the First World War, 1914-1918, the Company designed a trench coat for the military and provided equipment and apparel to the Armed Forces. Not to stop there, it again supplied the British Army during the Second World War in the 1940s, with various clothing and accessories.
 Not only was the Company involved in supply in the aircraft industry and military but also sports. For instance, in 1964, it supplied the British women's Olympic team with the outerwear during the Tokyo Olympics. Burberry also engaged in public offerings, a factor that made the Company be named in the London Stock Exchange market in July 2002 (Burberry, 2020). The Company later launches a transactional website in the U.S. and U.K. in 2004 and 2006, respectively. The year 2008 to 2011 saw the Company make tremendous effort in its expansion to the international market. It first of all, in 2008, formed a joint venture in which it established Burberry Middle East with its headquarter in Dubai. Still, in the year, it engaged in various charitable activities. Two years later, the Company forms another joint venture with Genesis Colors in India. The 1909-2011 evolution wraps up by Burberry, creating another joint venture in Saudi Arabia with Fawaz Abdulaziz Alhokair & Co, and launching Burberry.com.
[bookmark: _Hlk36853001]	Upon taking the position of a CEO at Burberry, Angela Ahrendts learned several lessons on the Burberry brand. She realized that inspite of the discount the Company gave its top managers, they were not buying the Company's product (Ahrendts, 2013). The idea stroke her right away when none of the senior managers were wearing a Burberry trench coat when they arrived in their first strategic planning. The perception made her into thinking that perhaps other customers were also not in a position to pay the full price for the products.
Furthermore, Ahrendts learned that Burberry was becoming ubiquitous. The CEO argued that Burberry had been in existence everywhere, producing something for everybody despite Thoma's initial idea of focusing on the trench coat. In consequence, the Company had lost focus on the brand's big picture. She associated these with the 23 licensees the Company had all over the world. She claimed that there was nothing wrong with the products; however, they were neither compelling nor exclusive.  According to Ahrendts, in the article “Burberry’s CEO On Turning an Aging British Icon into a Global Luxury Brand," she asserts that once a company becomes ubiquitous, it no longer becomes luxurious (Ahrendts, 2013).
Lastly, Ahrendts learned that Burberry had different design directors. She realized there was a design director and a team in Hong Kong who were not creating coats but rather polo and woven shirts, among other products. She also learned of another design team in America who were creating outerwear. Surprisingly, the design teams were creating outerwear that was half the price of the ones produced in the U.K. She knew, however, that for Burberry to become great again, it had to have one global design director. 
Burberry, while operating with 23 licensees around the world, undeniably, faced several challenges with the licensees. According to Ahrendts, the licensing deals were diluting Burberry’s core brand image (Ahrendts, 2013), and this justified the market stumble and brand crisis the Company experienced in the 1990s (Robinson & Hsieh, 2016). The licensed companies were selling several products under the Burberry brand, an act that the CEO felt was ubiquitous and diluting Burberry's brand image. For instance, Sanyo Shokai, a Japanese company, sold everything from golf bags to miniskirts and Burberry-clad Barbie dolls. The sale of a wide range of products by licensed companies also resulted in low pricing of products in the companies as compared to the pricing in Burberry stores.
The need for centralization of designs and focus on the core, therefore, drove Burberry to change its operation strategy in Japan. Reinstated, Sanyo Shokai, the licensed Japanese Company, was selling everything from golf bags to miniskirts and Burberry-clad Barbie dolls. Consequently, Burberry was no longer considered a luxurious brand originally was but rather a chav brand (Sijuwola, 2014). The Company, according to Sijuwola, therefore, needed to reposition by revolutionary rebranding after it had lost its brand image through licensing.
The Company, therefore, to control its global brand image, made changes to its licensing strategy. The Company terminated its licenses with other companies around the world and then centralized its design in the U.K. Ultimately, many jobs were created over time; headcount doubled in Castleford, and the global workforce tripled to nearly 10,000 in the U.K. Moreover, the Company was able to reinforce its British heritage by emphasizing and growing its core luxury products, that is, the trench coat. 
After termination of licenses, Sanyo Shokai, for instance, closed nearly 400 stores in Japan. The move didn't stop the operation of Burberry in japan, however; perhaps because Japan is the second-largest luxury market in the world, and the Company was aiming at shifting its marketing efforts to luxury customers. The move has proved advantageous to the Company in keeping its brand powerful and relevant in the luxury market. Despite having relatively fewer stores in Japan, the luxurious purchase has been going on, and according to empirical analysis by Furukawa et al. (2019), the luxury products market is still projected to grow over time. Notably, Furukawa et al. argue that price is the most substantial factor characterizing products and, arguably, it is why Burberry sold their luxurious products at a high-end price. The strategy exchange in Japan is not going to be smooth sailing, however. The sales, as were anticipated by CEO Bailey, will fall, lowering profit generated in Japan before rising again as the Company works in rebuilding its brand. 
Burberry, like the majority of companies, has undergone various changes in its ways of operation since its inception in 1856. The Company, which was initially a British luxury house at some point, turned into a chav’s brand producing everything for everyone. The preceding didn’t stop the two CEOs, Ahrendts and Bailey, from reforming the Company back to its original luxurious nature of focusing on high-end products, particularly the Trench coat. Among the changes, as illustrated above, included terminating its licensing strategy, in which Japan fell a victim. The moves which proved to be risky are, however, paying off for the Company as it is evident in the Company's increase in revenue and operating income. 
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