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News
For the attention of: news editors

Date 28th October 2005 [PR5079]
The Open University Invests in The Money Programme
The Open University has further expanded its broadcasting portfolio by becoming involved in the BBC’s flagship business production, The Money Programme.  This latest Open University and BBC co-production demonstrates how the broadcasting partnership is extending further into other more specialised areas of academia, this time with input from the Open University Business School.
The first episode in the new series of The Money Programme will be broadcast tonight, Friday 28th October at 7pm on BBC TWO.  Each of the seven programmes in this series will have a supporting article written by an Open University Business School academic, renowned within their specialist area.  These articles will be posted up on the Open University / BBC Television web site: www.Open2.net, on the day of transmission.   
Professor Mark Fenton-O Creevy, Open University Business School director of programmes and curriculum, is delighted to work in partnership with the series, saying: “The Money Programme is a tremendous series, which manages to be both accessible and carry out in depth analysis of important business issues.  We are very pleased to offer our support to the series as it continues to reveal the impact of business and finance on all our lives.”
An article written by prominent brand and marketing academic Professor Sally Dibb,  from the Marketing Strategy Research Unit within The Open University Business School, has been posted up on the BBC/Open University broadcasting website, www.Open2.net, to coincide with this evening’s programme ‘Burberry vs The Chavs’.

Tonight’s programme examines every top fashion brand’s ultimate nightmare – when the wrong sort of people start wearing your brand.  The instantly recognisable Burberry check has become the latest look for the ASBO generation, leaving one of Britain’s top fashion houses in turmoil.
The Burberry check, a registered trademark, was introduced as a lining to the trench coat in the 1920’s.  Over the years the distinctive red, camel, black and white check has become synonymous with Burberry. Following a brand reinvention and the launch of a more affordable product range in a bid to attract a wider customer base, the company saw profits soar.  However, the Burberry phenomenon became a victim of its own success and was adopted by the latest breed of social undesirables, the chavs. Worse still, as a result, rip offs of the Burberry brand have been flooding markets across the country, further adding to the company’s ailing public image as it struggles to maintain an air of exclusivity.
Prof Sally Dibb said: “This is bad news for Burberry, which has an altogether more upmarket consumer in mind for its prestigious fashions.  All this at a time when the business has been enjoying a resurgence in its fortunes, having successfully repositioned itself away from the staid and middle-aged image of the past.”
Next year will see Burberry celebrate its 150 year anniversary.  “The hope is that the company’s long-term brand building efforts will be enough to carry it through these current difficulties.  Ultimately, this will be a test of Burberry’s brand strength and its consumers who will decide”.
Resources
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