STRATEGY

STRATEGY
Launched in November 2017, our strategy focuses on rooting
Burberry firmly in luxury fashion. We believe that by fostering
the creativity that has driven our brand since its inception,
we will introduce Burberry to new customers while delighting
our existing customer base. In doing so, we aim to deliver
sustainable long-term value for our shareholders.
FY2019/20 was the second year of our journey to transform
Burberry. Our focus in this first phase was on re-energising
our brand, aligning our distribution to our new positioning
in luxury fashion and establishing a new product offering.
Against these objectives, we made strong progress in the
year, successfully establishing a foundational platform from
which to leverage the Burberry brand over the coming years.
We increased momentum around our brand, building heat
through high-impact campaigns and immersive experiences.
The consumer response to our product was very positive,
with new collections delivering double-digit growth on the
prior year and our new leather-goods styles performing well.
We made good headway aligning our distribution network to
our new creative vision, while opening new flagship stores
in key cities such as Tokyo and Beijing and completing the
transition of our US wholesale to luxury fashion. In digital,
we built on our leadership position, innovating with games
such as B Bounce and Ratberry and our B Series product
drops, which drove record consumer engagement.
Our purpose remains our guiding principle, from the
products we design to the operational aspects of our
business. It permeates the four pillars of our strategy:
Product, Communication, Distribution and Digital, and their
enablers, Operational Excellence and Inspired People. To
illustrate this, we have classified examples of our strategic
progress in FY2019/20 by their relevant strategic pillar
and the intrinsic key values, which support our purpose.
These can be found on pages 16 to 17.

There were also disruptions on the supply side. While these
were manageable overall and did not limit our capacity, the
crisis resulted in greater operating complexity, for example
in shifting inventory between markets, fulfilment and
product development.
To limit the impact of the outbreak and protect our
business, we took swift action across four areas: protecting
our people and communities; tightly managing cash and
costs; securing our product, inventory and supply chain;
and optimising revenue. The work we have done over
the past two years enabled us to respond quickly to the
challenges presented by COVID-19, adapting our business
and diverting resources as needed. Our enhanced brand
and product offering, as well as our digital strength, has
also made the business more resilient in these times.
There is little doubt that 2020 will be challenging for
the luxury industry. The health emergency, restrictions to
public life and economic recession are likely to persist for
months to come and their ultimate impact on luxury demand
is difficult to assess. It is also likely that 2021 will feel the
economic impact of the pandemic, with different patterns
emerging by region and by country.
We are encouraged by the early signs of a rebound in some
parts of Asia. We remain confident in our strategy and the
strength of our brand and we are well prepared to navigate
the next 12 months. Now more than ever, our strategy to
anchor Burberry in luxury is key.

In early 2020, our business was materially impacted by the
COVID-19 outbreak. In line with government guidelines, we
implemented store closures, starting in China and expanding
to other parts of Asia as well as Europe and the Americas.
Even in stores that remained open, many operated on
reduced hours, with significantly reduced footfall.
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TWO PHASED TRANSFORMATION JOURNEY

BUILD THE FOUNDATION

ACCELERATE AND GROW
• Complete full brand transformation, including alignment
of distribution
• Accelerate growth

• Commence programme to re-energise the brand
• Rationalise and invest to align our distribution
• Manage creative transition

Before the outbreak of COVID-19, we were on track to move to the second phase
of our transformation in FY 2020/21. While the overall strategy for Burberry remains unchanged, in the short term,
we will continue to strengthen the brand, complete the product transition and adapt our strategic initiatives
to address the current market environment.
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• Product first
• Content revolution
• Focus on experience
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• Create a strong new
fashionable product offer
• Transform leather goods
• Continually engage
the customer
• Develop outfitting
• Rebalance price
architecture
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• Enhance the luxury
store experience
• Elevate customer service
• Grow the proportion of
image-driving luxury doors
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DIGITAL
• Content curation
and storytelling
• Personalised luxury services
• Seamless omnichannel
experiences
• Accelerate digital
partnerships

TWO ENABLERS

OPERATIONAL EXCELLENCE
•
•
•
•

Simplification and efficiency
Adapt our supply chain
Investments in technology
Drive procurement savings

INSPIRED PEOPLE
• Motivate our teams, reinforce
behaviours, culture and values
• Invest in leadership, core capabilities
and talent
• Build a sustainable future through
our Responsibility Agenda
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STRATEGY CONTINUED

STRATEGY OUTLOOK
We remain confident in our strategic direction and trajectory.
Our strategic priorities over the short term will be focused on
areas that will be critical to our success.
The COVID-19 outbreak has created unprecedented
challenges globally and the ultimate impact on demand
for luxury is difficult to assess. We believe customers
will become more discerning in their purchases, focusing
on strong brands. The market is likely to polarise further
between luxury and mass. Diminished demand is likely
to increase competition and reinforce the importance of
investing in brand and inspiration. This makes our strategy
to reposition Burberry firmly in luxury fashion even more
important at this time.
While our overall vision for Burberry remains the same,
our strategic priorities over the short term will be focused
on four areas that will be critical for our success: brand;
localisation; direct-to-consumer (DTC) and digital;
and product, inventory and supply chain. These will be
underpinned by rigorously managing our balance sheet
and liquidity, and supporting our people and communities.
BRAND
A strong luxury positioning will be paramount during this
period. Customers want to connect emotionally with our
brand. In the current environment, we are re-inventing the
way we communicate and enhancing our focus on content
and storytelling. We will continue to amplify our voice
through partnerships and collaborations, while offering our
brand as a platform to nurture communities, another key
element at this time. To ensure we have cut through with
customers, we are working in new ways to create content
within physical limitations and on reduced budgets in line
with our efforts to preserve cash. We will remain flexible by
allocating resources quickly between markets and channels.
LOCALISATION
The crisis has highlighted the importance of a bespoke and
localised approach for each market as recovery timelines
and domestic policies will vary by country. We have localised
our go-to-market approach and increased our focus on
domestic luxury customers, fostering clienteling and
one-to-one outreach programmes that acknowledge the
local environment and sentiment. Focusing on Asia is key,
given the region’s recovery timeline is ahead of other
key markets.
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DIRECT-TO-CONSUMER AND DIGITAL
With wholesale facing significant challenges, this crisis
has demonstrated the importance of DTC at scale, and
particularly digital. Burberry is predominantly a DTC brand,
with a strong retail presence across digital and offline. In
this dynamic environment, we will tailor our distribution
focus and formats to best capture sales opportunities.
Creating new ways of reaching our customers, such as
through live streaming and remote selling, will remain
critically important as lockdowns gradually ease and
consumers slowly regain their confidence.
Digital will also be transformational. We will continue
to focus here, driving performance through large scale,
immersive activations and innovations, including gaming
and through WeChat Work, part of our collaboration
with Tencent.
PRODUCT, INVENTORY AND SUPPLY CHAIN
In the near term, we expect a greater shift towards
leather goods and quality will remain paramount as luxury
customers become more discerning in their purchases.
We will build on the product architecture that we have
developed to enhance our leather goods proposition, which
is a important component of our luxury positioning. We will
maintain our focus on fashionable product, and continue to
inject energy and newness with capsules and pop-up spaces.
With the industry facing widespread store and factory
closures, optimising inventory levels and supply chain is key.
To respond to this challenge, we are closely managing our
stock position by reducing the production of upcoming
collections, proactively re-allocating current stock across
channels and regions to meet demand, and strategically
leveraging our clearance channels. In terms of supply
chain we are securing capacity, adapting our sourcing
and continuing our focus on safety, agility and flexibility.
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ENABLERS
These initiatives will be underpinned by rigorous
management of cash and costs and support for our people
and communities. Our objective is to manage the business
efficiently and flexibly, maintaining control and preserving
the long-term value of the Burberry brand while ensuring
we preserve the financial headroom required to fuel growth
when the market opportunity returns. For more details see
pages 87 to 88.

One of our key priorities as we manage through this period
of unprecedented uncertainty is to conserve our cash.
We have prepared tailored cost and cash mitigation plans
for a range of demand outcomes. While we are facing
unprecedented times, at Burberry we remain confident
in our strategic direction and trajectory. Our immediate
focus is to ensure the wellbeing and safety of our people,
our customers and communities. The strategic initiatives
for the year will provide us with greater agility and flexibility,
ensuring we can respond rapidly to changing market
dynamics and optimise our growth in recovering markets.
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