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Burbeny needs a clear nanative to better connect with youngerconsumers as it seeks to balance tradition and innovation undera new creative
head. Image credit: Burbeny
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Daniel Lee's new direction for Burberry, debuted at London Fashion Week, made an instant splash.

But with the British fashion house seeking to redefine its image and boost its appeal among a new generation of
consumers, relying only on design and creativity will not be enough it will be critical for Burberry to create a clear
and compelling brand narrative that resonates with its target demographic.

Burberry's new visual identity, introduced earlier in February, takes the brand back to its roots and is a U-turn from
the direction of former chief creative officer Riccardo Tisci, whose tenure ended in September last year.

The house's fall collection fused the brand's English roots and check pattern with disruptive elements such as bags
and coats featuring faux fox fur.

However, in a world where cultural capital drives desirability and creates brand equity, focusing wholly on the
brand's Britishness will not be enough.

Building cultural capital requires brands to be crystal clear on their storytelling, while creating a brand identity
especially for Gen Z consumers depends on cultivating emotional connections with audiences.

Delicate balance

With Mr. Lee at the helm, Burberry has an opportunity to craft a narrative that both celebrates its heritage and
showcases its relevance in the contemporary fashion landscape.

While Burberry has a storied history and a recognizable aesthetic, luxury brands must constantly evolve and
innovate to stay relevant. Therefore, focusing too heavily on nostalgia or traditionalism is ill-advised.

Luxury is about constant reinvention and staying relevant, not just heritage or craftsmanship.

Thus, while embracing Mr. Lee's bold and progressive vision, Burberry would do well to ensure that its core values
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and identity remain intact, and develop full clarity on its emotional foundations.
Long-term appeal

Sustainability is an area of significant potential for Burberry. It is not only a moral imperative, but also a strategic
advantage for purveyors of luxury, if done well.

As consumers increasingly demand transparency and ethical practices from the brands they admire, Burberry has
an opportunity to differentiate itself by becoming a leader in this area.

To achieve this, Mr. Lee and his team should prioritize sustainability across all aspects of Burberry's operations,
from sourcing materials and manufacturing processes to packaging and distribution, and make the impact
measurable.

Overall, Burberry needs to balance tradition with innovation, tell a compelling brand story beyond just being British,
and embrace sustainability as a key differentiator. Then the brand can move beyond its multi-year struggle that has
seen itlag competitors and initiate a long-term systematic brand building process, rather than create shortterm hype.

Mr. Lee's debut was strong now the brand's foundations need to be bolstered.

This is an op-ed article that reflects the views of the author and does not necessarily represent the views of Jing Daily
or this publication.
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