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I. Introduction

British luxury fashion house Burberry was established in 1856 by a local draper and it has since
transformed into a worldwide representative of the British heritage, design and modern fashion. Its experience of
passage in the course of more than a century of existence can be characterized as a sophisticated blend of tradition
and change in the ever-changing universe of fashion. One of the main fashion companies in the world today,
which is one of the most digitally developed and strategically oriented fashion companies, has started as a small
outfitter in Hampshire (Moore & Birtwistle, 2004).

The idea which Thomas Burberry had initially, namely to shield people against the aggressiveness of the
British weather gave birth to the first significant innovation of the company, namely, fabric called gabardine,
which patented the company in the year 1888. It is a breathable, lightweight, and water-resistant material that was
very dense and also very tight; it became the heart and core of the Burberry and was the reason why the iconic
trench coat was produced in World War I(Craik, 2009). The reputation that originated with the brand due to its
quality work and designing soon spread not only to the civilian market but also to the military service as well as
explorers such as the adventurous spirits such as Sir Ernest Shackleton and Captain Robert Falcon Scott (Jenkyns,
2010).

By the middle of the 20 th century, Burberry was the symbol of British high-class elegant style and even
its typical check pattern, launched in the 1920s, became the visual code of traditionality and status (Moore, Fernie,
& Burt, 2000). But when the brand grew by licensing and expanding the commercial outlets it lost the hold on
maintaining exclusivity and consistency towards the end of the century. 1990s-early 2000s was a time of serious
reconsideration when Burberry had to face and solve the issue of brand dilution, alteration of consumer demands,
and international rivalry within the luxury fashion industry (Doran, 2013).

Burberry has transformed itself into a digital luxury fashion company under a transformational
leadership and by making bold creative reinterpretations. This revamping which has seen it make groundbreaking
strides in digital retailing, rebranding and uses of strategic celebrities has ensured that it reinvents itself and
freshens its image to successive generations of younger consumers, ensuring that it does not lose its authentic
British heritage (Okonkwo, 2007).

This paper discusses decades changing of Burberry since its 19 th century inception to being a digital
luxury giant. It analyses how the brand has overcome historical changes, reinvented its aesthetic and strategic
positioning and how it has managed to counterbalance on heritage and innovation. It follows the important
chapters in the evolution of Burberry spanning from seminal moments in both brand and branding, leadership,
culture, tech, etc, to gain insight into why it has been keeping up with times and growing to be iconic not only to
a generation but to the ages.

II.  Origins And Early History (1856-1920s)

The history of Burberry started in the year 1856 when the 21-year-old Thomas Burberry managed to
open up a small outfitter shop in the Basingstoke town located in Hampshire, England. His philosophy was that
his business will produce high-quality outerwear, which will resist the temperamental British weather, and that
he will sell his product to both rural workers and the upper-middle-income economic segments (Moore &
Birtwistle, 2004). What made Burberry stand out amongst other tailors of his era was that he had early beliefs in
fabric innovation, functionality and of a sort of restrained British style.

Gabardine: A Ground breaking Discovery

This adoption of the worsted wool by Burberry led to one of its greatest contributions to the fashion and
textile industries, the invention of gabardine, a very tightly woven water resistant but breathable worsted wool
fabric, invented by Burberry in 1879. The patenting was in 1888 and the invention was the turning point of outdoor
clothing. Before the invention of gabardine, a common way of making waterproof garments was by either
rubberizing, or waxing cloth, which was heavy and not very well ventilated. Burberry had its gabardine fabric
that enabled lighter more comfortable decals that were functional to both the urban and the rural lifestyle (Craik,
2009).
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Gabardine turned out to be the foundation of Burberry product profile. The practicality of the fabric is
what led it to be used on a number of coats and travel suitings. It provided the quality of operation that immediately
deemed military and exploratory circles and lent some glamour as well as purpose to the brand recognition.

Related to Exploration and Adventure

Burberry had developed to be a well-known supplier of outfitting high-profile expeditions by the end of
the 19 th Century and early 20 th Century. Sir Ernest Shackleton and Captain Robert Falcon Scott wore the
Burberry clothing when they ventured in the polar regions and this made the company brand name recognized as
the ultimate clothing equipment to wear during harsh weather conditions (Jenkyns, 2010). The trips had become
real-life proofs that made Burberry a place of British perseverance and world-class quality.

Birth of the Trench Coat

Arguably something of a quintessence of British fashion today, the Burberry trench coat was invented
in World War I, when the original trench coat was commissioned to British officers, who were after a solution to
the adaptation of previously worn by soldiers garments made of gabardine, which made the coat more practical
and comfortable. It used epaulets, D-rings and storm flaps and it was a blend of form and function that made
epitomizes the design in terms of the masculine elegance and army utility (Breward, 2003).

Although it was initially a utilitarian object, the trench coat soon transformed into a civilian item right
after the war. Its clean profile, utilitarianism, and imagery of wartime heroism was something that made it have
an everlasting appeal. It made the garment classic in the closet of men and women during the 20 th century.

Building blocks of a Brand Identity

By the 1920s, Burberry had already established the main pillars of what would later form its brand image:
innovation, craftsmen and British quality. What would have been the same old lining in the trench coats in the
1920s was re-introduced as a decibel feature giving a discernible identity over the products, the now-iconic
Burberry check (Moore et al., 2000). This initial design decision, even though this was not at the height of
visibility, was what sowed the seeds of a brand icon that will currently be recognized all over the globe.

As it was, at that moment in its history Burberry stood as a company that managed to be both traditional
and modern. It has done a great job of civilianizing military car design and established a name that did not only

focus on reliability but also innovation, which would be needed greatly in future as it would morph into a luxury
brand.

III. Post-War Transformation And Commercial Expansion (1920s-1980s)

The decades of the 1920s-80s is when Burberry underwent a major change and it no longer took after its
military military callings and instead started its commercial trade into the world of fashion. The period saw the
consolidation of the Burberry brand with effective branding, development of iconic designs and the expansion
across the global geography. But it was the precursor too to trouble with brand dilution through over-licensing
and an identity problem in a fashion world flying flat out.

The Symbolism and Post-War Civilian Fashion

The trench coat, which originally belonged to the military officers, went into trendy after the World War
I as civilians adopted this coat due to its functionality and symbolic meaning. It was to symbolise a sort of dated
masculine, professional, British suaveness during the post war years. The trench coat was worn by the actors,
politicians and even the upper-class members of the society and the cultural value of the coat continued to spread
and was featured in films like Casablanca (1942) and Breakfast at Tiffany (1961) and consequently established
Burberry in the film and cultural memory (Breward, 2003).

Such switching between battlefield and boulevard was a purposeful brand relocation. Burberry started
attracting people by the virtue of its products as signs of taste and class that actively kept the stability of being
related to heroism and functionality but placed an aspirational value on the same. The trench coat has tangibly
entered the realm of culture as an aesthetic object alienating against hardship and classic beauty.

Launching of the Burberry Check and Retail Expansion

In the 1920s, the company developed the Burberry check, beige with contrasting plaid made of black,
red and white, as the lining of the trench-coat. The check may have originally been a simple internal design
attribute, but it became one of the most well-known patterns in fashion history. Eventually, the check was used
more prominently in scarves, umbrellas and modeled bags by Burberry leaving a distinct identity of the check
hardcoded on the products used (Moore & Birtwistle, 2004).

In the middle of the XX century, Burberry also gained quite some expansion of retail. The brand
established flagships in London and partnered with large department stores in U.S., Japan and Middle East.
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Warrants of royalty in this time helped Burberry gain its status, its royal warrants were a mark of recognition by
the British royal family of its quality and heritage- a great attribute that made its mark solid as being authentic
and British (Okonkwo, 2007).

Licensing and Brand Dilution in the 1970s- 1980s

Although the period of 1970s and 1980s can be characterized by international development, they also
become the origin of the challenges with brand identity of Burberry. Trying to go global, the company took up
aggressive licensing strategy, which means that third parties could produce products under Burberry label and
sell it in the other countries. Although this brought in more revenue and recognition thus worldwide recognition,
it brought about some scenarios of inconsistency in product quality, brand messages and customer experience
(Moore et al., 2000).

The labeling of Burberry goods in countries such as Japan and U.S where they were licensed to local
companies was more likely to have different designs and quality of the goods that were being sold back in the
UK. This is something that compromised the image of the brand greatly and changed the perception of the people.
Rather than a luxury label appealing to heritage, Burberry was at a risk of appearing as a label that was accessible
on the mass market level, which damages the reputation of exclusivity that customers are willing to see luxury
fashion brands offer (Doran, 2013).

Moreover, the Burberry brand name was becoming too accessible in department stores of lower prestige,
as well as being spread on an ever-increasing range of products of lesser and lesser prices with the check pattern.
The absence of consolidated branding management contributed to the disparate picture, which would then be
difficult to unite and take to another level by the company.

Fashion and the Changing Face of Market Demand

Significant changes also rocked the global fashion industry during the latter decades of the 20 th century.
There was a shift in consumer inclinations to designer-driven fashion, experiential luxury, and lifestyle brand.
Bold reinventions were already coming to pass with brands such as Gucci, Louis Vuitton, and Chanel, courtesy
of a charismatic creative director and a consistent marketing story. Burberry, in contrast was still a rather
conservative brand with rather outdated image (Kapferer, 2008). Lacking the robust fashion-forward identity and
a single voice, consumers placed Burberry in the same category as a conventional outerwear maker rather than
the upstart luxury brand.

At the end of the 1980s, Burberry was in a stalemate. It had attained high brand recognition in the world
market and had not lost its cultural images, the trench coat, the check and Britishness but it had lost control over
brand equity. This paved that road to the radical change that would occur to the company in the future decades
that it regained its status in the luxury fashion hierarchy.

IV.  Reinvention And Luxury Repositioning (1990s-2010)

In the 1990s, Burberry was in serious identity crisis. One time being respected and admired as something
bearing an historical value and quality production, the brand was over-represented and relegated to the dust of
new fashions in the world of luxury, that was moving fast. During a time of extreme fashion statements, celebrity
influence, and branding experience, Burberry was considered obsolete, and their check design that used to be so
exclusive was no longer a symbol of luxury: when it came to fakes and the mass market, it was a familiar thing.
It was during this time that the company had undergone a turning point in which it had been reduced to hard yet
strategic decisions to rebrand itself as a modern luxury firm.

The Brand Dilution and the Chav Culture Problem

One of the greatest misfortunes that befell Burberry during this period was its accidental affiliation to
the so-called chav culture in the UK which was supposed to refer to working-class hipsters by employing flashy
or violent idioms. The Burberry check was one of the symbols embraced by this subculture especially when
licensing of products to make it affordable democratized it on baseball caps and other low-cost products (Hilton,
2008). In the early 2000s, British tabloid papers regularly displayed negative images of people in Burberry and
thus caused reputational damage. Some pubs and nightclubs in the UK went as far as banning Burberry caps as
they posed as an indicator of antisocial behavior (Thomas, 2007).

The practice of cultural appropriation of this brand obliged Burberry to face the fallout of excessive
licensing and a lack of control over the brand image. It was check, as an aspect of aristocratic British identity that
had been turned into a caricature in certain circles and potentially had to pose threat to the place of Burberry in
the global hierarchy of economic luxurality
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Rose Marie Bravo Strategic Leadership (1997-2005)

It started to recover with the appointment of Rose Marie Bravo as the CEO in 1997. Having worked at
Saks Fifth Avenue, Bravo brought a new and fashion forward outlook to Burberry. She embarked on a
repositioning plan that aimed to turn Burberry into a global luxury lifestyle brand with emphasis on quality
control, aspirational marketing and more confident creative leadership (Moore & Birtwistle, 2004).

Some of the most successful moves that were initiated under the Bravo were as follows:
The elimination of underperforming licenses, particularly those that are non core.
Production of better-quality products by means of design enhancement and choice of materials.
To re brand the Burberry check as a subtle luxury feature rather than a fist banging theme.
Rebranding operations, such as the renovated retail environments and remodeled promotional campaigns.
The decision to steam in Christopher Bailey as Design Director in 2001 is one of the most influential
steps that she made because it became a breakthrough in defining the aesthetic that Burberry presents.

Creative Direction of Christopher Bailey (2001-2018)

Christopher Bailey made an imperative role in reviving Burberry back into life. His design philosophy
was a combination of the heritage and heritage-reflecting such as the trench coat with modern and even edgy
feeling. Bailey kept traditional silhouetting but gave it a new vision with modern couturing design, high-end
materials, and trendy coloring (Jackson & Haid, 2016). He also reinvented outer clothes and they became a major
part of the high fashion lines.

Burberry would, under Bailey, start to feature young women of a cosmopolitan background, such as
Kate Moss, Emma Watson, and Cara Delevingne in marketing campaigns and has made it clear that its focus is
on the shifting the brand to a young, fashion-conscious clientele. The priority in these campaigns was given to
the idea of British coolness with a sneaky reference to the heritage of Burberry, but shifting it into the territory of
fashion-forward luxury.

Bailey had also introduced a high-fashion runway label, Burberry Prorsum, and started showing at
fashion weeks around the world-and this was a key message that Burberry was no longer a coating manufacturers,
but one of the fashion houses in the contemporary sense.

Digital innovation
The second feature of this era was the fact that Burberry has jumped on the digital bandwagon very early
and aggressively. Burberry, with Bravo in charge and later on Angela Ahrendts (she has been the CEO since
2006) has invested billions in their digital infrastructure:
It was the first luxury brand to do live-streaming of runaway shows.
It introduced sensory virtual experiences, such as Burberry Acoustic, where new British musicians were featured.
It was among the first companies to embrace social media (via Instagram and YouTube) as a way of
reaching the younger generation of consumers (Okonkwo, 2007).
This technological-innovative strategy was key is differentiating Burberry among the luxurious
companies of cold old times and has shown an awareness of how the future of the retail world was being built by
millennials and generation z.

Retail and Internationalization

In conjunction with branding and the creative process, Burberry made a retail transformation.
Reorganization of flagship stores took place with references to the new brand identity in which luxury was mixed
with digital experiences. The company shifted to more central orientation of its global structure that enables the
company to take care of inventory, pricing, and customer experience in a similar manner across markets (Doran,
2013).

At the end of the 2000s, Burberry had come out of its identity crisis as a luxury fashion house that is
respected and with its cultural capital renewed and with a direction in terms of strategy. The turnover was so
effective that as at 2010, it has been ranked one of the Top 100 Global Brands in the world by Interbrand, which
is a huge achievement considering its precarious position in the end of the last decade.

V.  Burberry In The 2010s — Global Digital Luxury
The 2010s became the era of consolidation, technological leadership, and further brand uplift in case of
Burberry. With newly consolidated its position in 2000s as an attractive luxury brand, the company started to
redefine what it was like to be a luxury-brand-in-the-digital-era. Angela Ahrendts and Christopher Bayley left
their mark on Burberry when they led the company through a period of revolutionized innovations in both areas
of customer experience and communication, digital and strategic, consistency between the physical and virtual
aspects of retail.
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The Strategic Vision of Angela Ahrendts (2006 2014)

Angela Ahrendts, the CEO that was appointed in 2006, played a major role in integrating the traditional
British heritage of the brand with state of art digital codes. She never thought of Burberry as a fashion brand, but
rather as a “media company”, which could share stories in numerous ways (Amed, 2013). Ahrendts was a
proponent of the merging of the online and real-life Burberry enterprises so that there was a smooth experience
of shopping across the world.

Her main input in terms of strategy was:
Burberry World Live, a system that aligned the internet content with the shop experience.

Innovation which had a customer focus, in which the retail outlets were fitted out with talking mirrors,
tablets and RFID enabled apparel.
A single IT system that integrated customer data, stock and sales of Burberry in all markets.

The innovations made it possible to reposition Burberry as the then most digitally led luxury brand
overcoming its elder competitors such as Louis Vuitton and Prada (Moore & Doyle, 2010).

Social Media and the Power of Digital Storytelling

Burberry was an industry leader with respect to the content marketing, creating quality content marketing
digital campaigns that moved a needle in breaking the boundary between fashion and lifestyle media. Its Burberry
Acoustic music was used in promoting new talent of British music which made the brand have an emotional and
cultural resonance with the younger generation (Okonkwo, 2007).

Burberry was also the first to:

Live streaming of the fashion shows on YouTube, Facebook and even through twitter.

Global campaigns will launch on Instagram, Snapchat, WeChat, and its e-commerce platform at the same time.
Being one of the first brands to embrace user-generated content and collaborate with influencers even

when they were not an industry norm.

Branding Store Identity Association

The extinguishing of brand fragmentation was one of the greatest changes that Ahrendts and Bailey have
introduced. Before they took over, Burberry had been using various sub-brands (Prorsum, Brit, London) making
it very difficult to determine the identity of the brand. It was slowly removed to leave only one and the same label
of Burberry that simplified customer perception and boosted brand authenticity (Doran, 2013).

Also, the stores were reimagined in the light of the digital-first culture. As an example, the Regent Street
flagship store in London was launched in 2012 as a smart shopping experience, in which mirrors served as screens
and catwalk looks were fed live and playlists were curated so as to create a futuristic yet warm luxury environment
(Amed, 2013).

Scaling Globally and Mindset Matters of Millennials

Also with its robust digital plumbing, Burberry embarked on fierce internationalization with its most
targeted locations being Asia and Middle East. This was because campaigns and online content used by the
company were adjusted to suit local people particularly in China where Weibo and WeChat were more valued
(Moore & Doyle, 2010).

Burberry concentrated on strategy mix by making the product and prices attractive to the millennium
and aspirational luxury consumers; the company sells seasonal capsules and affordable accessories, and
customizable personalization (adding monograms to scarves and bags).

Sustainable branding Responsible

In spite of these achievements, in 2018, Burberry has been criticized by allowing the incineration of its
unsold inventory, estimated at about 28 million pounds, as a way of ensuring brand exclusivity. This news
triggered doom among the population, and it was particularly unpopular with young, environmentally minded
buyers (BBC, 2018). As a reaction, Burberry pledged to abandon the process and launched programs to achieve
a greater balance, visibility, and responsible sourcing.

New corporate objectives of the brand were:
e Making its operations carbon neutral.
e Powering all the stores and offices with 100 percent renewable electricity.
e Using more organic, recycled and sustainable cloths.
Such actions were a response to the necessity to adapt to the increasing significance of the environment
and social governance (ESG) in luxury fashion (Kapferer & Michaut, 2015).
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Change of Leadership

Angela Ahrendts left Burberry in 2014, and moved to Apple, and Christopher Bailey, who took over the
role of Chief Creative Officer as well as CEO, until 2017. This co-leadership was not sustainable and in 2018, it
was replaced by an Italian designer Riccardo Tisci as Chief Creative Officer. The appointment of Tisci was a new
stylistic shift that embraced the streetwear aesthetics and redesigning logos, collaborating with the youthful brand
- a move that established Burberry their next own chapter.

VI.  Burberry Today (2020s—Present)

With the start of the 2020s, Burberry is still discovering itself with the changes in the global environment
growing and gaining momentum at an ever-faster pace: a digitalization that raises the stakes of everything about
the company, the changing attitudes and needs of the consumers, and the increasing environmental awareness
that is all terrifically catching up in the modern world. Classic British fashion has found a new era, a future that
aims at uniting the rich history of the brand with the contemporary fashion with cultural relevance and the promise
of environmental responsibility.

It is a Creative Shift: Moving on to Riccardo Tisci to Daniel Lee

In 2018, Riccardo Tisci, the former designer of Givenchy, was hired as Chief Creative Officer. He has a
vision, and so the brand gained streetwear-to-luxury style, establishing bold monograms, oversized shapes, and
youth-related graphics. This strategy by Tisci would help to attract Gen Z and millennial consumers, combining
traditional items such as the trench coat with vibes of the street (Friedman, 2018).

The tenure of Tisci also came with the introduction of a new Burberry logo and monogram, which was
done in partnership with graphic designer Peter Saville. Those aesthetic changes marked around a sharp departure
with tradition and attempted to internationalize the popularity of the brand with ages and cultures (Kapferer,
2020).

Nevertheless, Burberry revealed that Daniel Lee would take over the post of Chief Creative Officer in
2022 (Daniel Lee formerly served as an employee of Bottega Veneta). With Lee, a new emphasis on British
heritage and craftsmanship was introduced, and reimagined old school elements included the equestrian knight
logo, heritage checks, and muted colours. Connected to the post-pandemic craving of authenticity and old-school
fashion, his first collections presented in 2023 were seen as a nod to the concept of the quiet luxury, where he
leveraged the popularity of the same (Business of Fashion, 2023).

Powers of post-COVID Business change
The COVID-19 pandemic has literally reorganized the outlook on the luxury retail market. Burberry has
also fast-tracked its move towards being digital first, direct-to-consumer (DTC). This included:
Increased functionality in e-commerce and same time transportation in certain areas.
On-line fittings, use of augmented reality (AR) during the shopping process using apps and social media.
The use of live shopping on instagram and WeChat (McKinsey & Company, 2021).

Another aspect that brand rolled out is digital passports, which are product tags (available on blockchain)
so that the consumer can trace the origin of the item and confirm authenticity and there supports in story telling
and sustainability.

Strategic Pillar of Sustainability

The environmental and ethical responsibility has become one of the major corporate strategies of
Burberry. After the criticism in the year 2018 about the scrapping of its unsold merchandise, the company has
placed challenging ESG (Environmental, Social, and Governance) goals:
Zero carbon emissions by 2040, as well as in its supply chain.
Sustainable resources: Cotton organic cotton, regenerative wool and nylon of recycled material.
Usage of carbon neutral shipping and green energy in shops and office.

The market strategy and financial performance

funeral dramas performance and market strategyBurberry participated in such movements as the Fashion
Pact or UN Fashion Charter for Climate Action, thus, demonstrating its willingness to engage in sustainability
initiatives across the industry (Burberry Group plc, 2022).

The strategic recovery of Burberry has been slow due to COVID. The brand has concentrated on higher
product segments, more price segmentation, as well as regional marketing especially in the Asia-Pacific sector
which is one of the major growth regions to it. Its core products have grown to be increasingly more popular,
including the likes of outerwear and leather items and have increasingly driven revenue, with discounting
restricted in a bid to safeguards brand equity (Burberry Annual Report, 2023).
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Moreover, Burberry is putting its money into Al-powered analytics in order to predict trends among
consumers, manage inventory, and customize online and in-person customer experiences. These technological
innovations have even added more weight to its image of a digitally nimble luxury brand.

Cultural Relevance and identity Re-calibration

Burberry is trying to sharpen its identity in a very divided and rapid assistance of its cultural environment.
Since Daniel Lee took over as a director, the brand has adopted a more simplified and heritage focused story in
line with trends of minimalism and artisanship. Adverts have courted British sceneries and equestrian motif and
archival imagery and look to connect back to British loyalists as much as possible whilst aiming to appeal to a
more international viewer.

Partnerships and the use of well known people in endorsing the product are still meticulous, with the
main focus on building the brands in the long term, rather than doing short term publicity. It seems that Burberry
is moving away towards a cautious tone of high British style inspired by a long-lasting but cheeky reference to
the prevailing appetite towards aggressiveness of fashion-forward experimentation in a shade towards a more
savvy character style in value-driven and knowledgeable market.

VII.  Cultural Impact And Symbolism
Burberry has become more than a symbol of the fashion world. The brand has been a part of the British
identity, world pop culture and of the discourse of symbolic values of class, authenticity and aspiration in the
almost 200-year old history of the brand. Its famous trench coat, check, and changing client base have generated
a stratified cultural discourse that signifies much of the brand stability as well as the brand malleability.

Britishness and the Royal Approval

There are very few fashion houses that are synonymous to their national identities like Burberry and
Britain. Since its establishment in 1856, Burberry has conveyed an image of quintessential Britishness-it was
developed with country utility, military heritage and aristocratic glamour in mind. This brand became officially
verified when Royal Warrants were granted to this brand, which testified of it being an official supplier of the
British Royal Family (Moore & Birtwistle, 2004).

All these approvals supported the idea of Burberry as the brand of aristocracy and tradition, especially
in the 20 th century, when British aesthetic could be characterized by conservatism mostly.

Burberry Check: ikon or scandal?

Introduced at that point as a lining, the Burberry check was to become one of the most iconic prints in
fashion. However its exposure has gone through the roof in the 90s and the early years of the 21 st century- it is
on scarves, caps and prams. Although this has made the pattern a global icon, it has reduced its exclusivity and in
some way made it be taken over by other social groups.

The check has been associated with the chav culture in UK which tends to be connected with working-
class youth dressed in flashy branded clothes. This raised a national debate regarding class, taste and fashions.
This transition was highlighted in the media and for a moment the image of Burberry in the minds of people
changed to that of an excessive brand instead of the elite image (Hilton, 2008). This accidental cultural
appropriation demonstrated how dynamic fashion symbolism can be, demonstrating just how quickly, luxury can
be redefined, and in some instances neutralized, by social trends.

Media and Pop Culture Visibility

Burberry has had a high profile in cinematography and music as well as celebrity culture. Its trench coat
has become a movie classic- portrayed in the characters of Humphrey Bogart in Casablanca to Audrey Hepburn
in Breakfast at Tiffany. It has gone in to music, where Burberry has been glorified as well as attacked as worn by
grime artist and punk bands and yet international pop icons (Craik, 2009).

Such cultural ubiquitous status has provided Burberry with an advantage over the less well-known luxury
brands. Its products elicit instant associations, such as chic, anti-establishment, luxurious, which advertisers and
consumers can twist to produce other consequences. Popularised by younger subcultures, or reappropriated by
high fashion, the iconography of Burberry has turned out to be highly adaptable and long-lasting.

The current Cultural Strategy

Burberry has been deliberately trying to take back the power of its cultural messaging, in the recent
years. Coupled with a slew of new creative directors such as Christopher Bailey and Daniel Lee, the brand has
incredibly re-claimed its British identity, including their efforts to work with new artists, musicians, and
filmmakers to produce a well-calculated and realistic story. This has been changed with campaigns put on
emphasis on craftsmanship, community and national pride and this is deemed to appeal to the loyalists as well as
global new entrants.
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What, further, elevates its present efforts at fostering a diverse and truly inclusive representation of
Britain, a Britain attuned to the past but still partially grounded in the future, is the fact that the brand has signature
celebrity endorsements courtesy of the likes of Emma Mackey, Marcus Rashford, and Naomi Campbell, who
resonate culturally.

VIII.  Conclusion

The story of how Burberry was transformed into a global fashion machine in the 21 st century after being
a 19 th -century specialist in outerwear is a classic of how to balance tradition and innovation. Very few luxury
brands have shown such a volatile change of the public opinion at the highest level, reaching functional
functionality and then being adorned with royal patronage, and surviving the decade-long decline of the brand,
and resurrecting through strategic repositioning to reclaim both cultural and the market leadership.

Since Thomas Burberry created gabardine in the year 1879, the company has been trying to take
advantage of its most fundamental identity Britishness, craftsmanship and outerwear excellence but with the
changing necessities of fashion, trends and consumer behavior, cultural values (Moore & Birtwistle, 2004;
Breward, 2003). The brand has revealed a unique ability to survive and reinvent itself in one way or another in
response to the emergence of fast fashion, the democratization of luxury, or even as the COVID-19 outbreak has
shaken the global digital acceleration.

The challenge of gaining brand meaning and eventually succeeding has been one of the key themes of
the route that Burberry has undergone. Of course, the now legendary Burberry check, which used to be associated
with elitism, became the cause of a class argument, and subsequently restored to the brand as an element of
identity. This is typical of the transient quality of fashion symbolism as the brands need to strike a harmony
between authenticity and accessibility, heritage and relevancy (Bourdieu, 1984; Hilton, 2008).

Burberry is now an example of how to strategically manage a brand with the modernized use of
technology and digitalization, its sustainability, and inclusive narrative making it a non-negotiable means of
survival rather than a simple corporate jargon.

In the future, Burberry will probably keep its course based on the creation of their opposites: past and
future, exclusivity and inclusivity, luxury and utility. All this talk of its evolution provides invaluable lessons to
aspiring fashion academics, brand administrators, and cultural critics in general as to how an iconic brand can
still manage to both ride and resist the wind of change in a swift-moving world of cutthroat commerce.
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