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[bookmark: _Toc100015545]Executive Summary
The main element of the process of strategic planning is that it transforms from a general goal to certain steps to accomplish the goals of the company; from the overall objectives of the company down to a specific objective action plan for a chunk of a single marketing programme. Also, it is a collaborating procedure, so that the output of the draft of the individual stage is assessed to perceive what impact it has on the initial stages and is modified as necessary. The study aims to analyse the impact of the company’s objective on strategic management practice in the Fast Fashion retail sector in the UK. Correspondingly, for the anticipated study, a survey is conducted from 3 different fashion companies in the UK involving 20 respondents to collect data. The survey is a convenient data collection method that provided good statistical significance. Moreover, a questionnaire will be given to the respondents comprising of 10 close-ended questions relevant to the research topic. The questionnaire is an easy way to approach the target audience which helps in providing accurate information. It is concluded that the organisation must know the scores as well as the people associated with the company’s objective and strategic goal to adjust their process and approach to maximise the outcome. The organisation must let individuals formulate their strategic goals initially to apprehend their preferences and ambition. 
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1. [bookmark: _Toc100015546]Chapter 1 – Introduction 
For a company, setting objectives to assist it to motivate the managers and employees to accomplish a mutual goal, thus, assisting in encouraging and unifying the workforce. Also, they motivate managers to reflect and propose a long-term plan regarding the future success of the company (Choi & Shen, 2017). Moreover, the strategic management practice requires understanding the premeditated situation of a company, generating premeditated options for the future and transforming strategy into action. It incorporates strategic execution, choice, and examination. Strategic management in the retail sector is the procedure of banning the activities of the organisation. It incorporates making both tactical and strategic decisions for diverse levels with the retail organisation (Moorhouse & Moorhouse, 2017). 
Furthermore, in the Fast Fashion retail industry in the UK, strategic management demonstrates developments in business strategy for future and present managers, engineers, and students of textile technology. The success and survival of a business production system rely on the constant innovations, abilities, and the environment (Dahana et al., 2019). The objectives of the company impact the strategic management of the retail sector in the UK as shows the employees what they must concentrate on during the upcoming quarter, which afterwards can assist them to be capable to line up their tasks. The objectives also assist the managers to decide on which important projects should they focus on and how properly to assign the work to workers (Varley et al., 2018).
[bookmark: _Toc100015547]1.1 Background
The main element of the process of strategic planning is that it transforms from a general goal to certain steps to accomplish the goals of the company; from the overall objectives of the company down to a specific objective action plan for a chunk of a single marketing programme. Also, it is a collaborating procedure, so that the output of the draft of the individual stage is assessed to perceive what impact it has on the initial stages and is modified as necessary. Some essentials of the procedure might be constant and others might be implemented as distinct projects with an ultimate starting and ending during a period (Dahana et al., 2019). 
The strategy of the organisation is the result, incorporating an examination of the competitive situation and the environment, a managerial policy on what is anticipated by the company to accomplish, and action plans or main initiatives for fulfilling the managerial policy (Choi & Shen, 2017). Thus, the objectives of the company impact the strategic management practice in the retail sector by directing the intention of the company towards winning, by inspiring people and inspiration by highlighting them the worth of the company goals, by encouraging teamwork, and apart from it, motivating every individual, and by direct allocation of the available resources in the company.
[bookmark: _Toc100015548]1.2 Aims and objectives 
The study aims to analyse the impact of the company’s objective on strategic management practice in the Fast Fashion retail sector in the UK. Moreover, the objectives of the research are as follows:
· To recognise what is strategic management and its importance in the retail industry and retail management 
· To analyse the impact of company’s objectives on the strategic management decisions
· To determine the importance of macro and microenvironment factors to strategic planning
· To examine the challenges experienced by the retail company when implementing their objectives into the company's strategic management
· To identify the possible future considerations that fashion companies can have to link objectives with strategic management practice
[bookmark: _Toc100015549]1.3 Research questions 
The research questions of this research are as follows: 
· Why strategic management is vital in retail management?
· How company's objectives affect strategic management decisions?
· How important are the macro and microenvironment factors to strategic planning?
· What challenges do retail companies face when must implement their objectives into the company's strategic management?
· What are the possible future considerations companies can have to link objectives with strategic management practice?
[bookmark: _Toc100015550]1.4 The rationale of the study 
Strategic planning is a prescribed process that is undergone by the fashion industries to establish a plan for how ideally the company can compete, given the business environment, the own capabilities of the company associated with the requirements of the customer and the anticipated reactions or actions of competitors. Consequently, the objectives of the company have different impacts on the strategic management of the fashion retail company in the UK (Ashby, 2018). Thus, the rationale of the study is to recognise what is strategic management and its importance in the retail industry and retail management and to determine the importance of macro and microenvironment factors to strategic planning and give recommendations that fashion companies can have to link objectives with strategic management practice.
[bookmark: _Toc100015551]1.5 Significance of the study 
Strategic management improves the company’s effectiveness and productivity. Strategy is the game plan of the management for strengthening the position of the organization, achieving performance targets, and pleasing customers. The company’s objectives impact these strategic management practices in the Fast Fashion Retail industry (Ashby, 2018). Thus, the significance of this study is that it will help in identifying those impacts so that the impacts can be identified and suggestions can be given accordingly. 


2. [bookmark: _Toc100015552]Chapter 2 – Literature review 
[bookmark: _Toc100015553]2.1 Significance of strategic management in the retail industry and retail management 
According to the study of Lasserre (2017), strategic management is defined as the procedure of setting objectives, methods, and goals to make a company more competitive. Usually, the strategic management examines effectively deploying resources and staff to accomplish these goals. The importance of strategic management in the retail industry is that it looks for integrating and coordinating the activities of the several functional areas of a company to accomplish longstanding objectives of the organisation. Usually, a balanced scorecard is utilised to assess the company’s overall performance and its progress towards the company's objectives. Saeed et al. (2016) added that among the Fast Fashion retailers, strategy management is an essential element for several important reasons. Initially, it enables the staff and workers to acknowledge the industry and their history, the history of the company, and the overall industry. This enables them to comprehend the competitive advantage they possess in the business as well. 
As per the study of Donnelly et al. (2020), the retail industry of fashion is an extremely sophisticated, and continuous developing sector. In the UK, the fashion retail business is the 2nd largest industry. However, it is reported that more than 76% of fashion retailers do not succeed within the initial five years of starting their business. The preferences and tastes of the customer persistently change; therefore, the organisations must continuously assess the market to assure the strategies fit with those of the environment. Hunger (2020) reported that retail leaders should emphasise strategic management in retail and be component-based to thrive and survive in the industry. In retailing, strategic management and planning assist in developing the effective strategies required to lead an efficacious retail business. In fast fashion retailing, strategic management is important in retail management to establish a strategy to advertise services and goods and reach the target audience which is the fundamental objective of the retail strategies to augment consumer satisfaction and upsurge sales equally.
According to the study of McAdam et al. (2019), a relatable theory to strategic management is the contingency theory which is an organisational theory that claims states that there is no other effective way to manage a workplace, to make decisions, and to lead a firm. Instead, the best course of action is contingent on the external and internal situation. The contingency perspective is observed to be effective in the context of different functions, techniques, and managerial practices, that will change according to the specific condition of the situation. The task of management is to look for essential contingencies. The major contingency view determinants are associated with the internal and external surroundings of the organisation. 
[bookmark: _Toc100015554]2.2 Impact of company’s objectives on the strategic management decisions 
The study of Fuertes et al. (2020) reported that once a strategic examination has been done, the further step in the process of strategy is to formulate the strategic objectives. At this time, the fashion company manager decides what is the reason for the existence of the organisation and how it will try to accomplish its mission. The strategic examination has provided information regarding the preferences of the consumers, competitors, and the capabilities and resources of the company. Then, it is time to start planning for the success of the company. There are several impacts of the fashion company’s objectives on strategic management decisions. Morden (2016) added that taking strategic decisions is the process that enables organisational learning to take place, improve the outcomes and performance of the organisation and decrease the possibility of competition or strategic failure. It delivers intelligence reports of the business for fashion companies to predict and study future trends. This process is an ability and important to practice and learn. Strategic decision-making is an important ability for leaders. It is not an ability that should be implemented and utilised once and then forgotten. 
As per the study of Jalagat (2016), to the fashion retailers in the UK, strategic decision-making can provide a competitive advantage, and it is essential to sustain the skills of strategic decision-making and continue to expand them gradually. One of the most essential tasks any company can carry out is a strategic management decision. Strategic decisions necessitate a higher extent of accountability and emphasise long-term objectives. They require plenty of knowledge regarding several things incorporating the policies, systems, and processes. Furthermore, Morden (2016) added that management decisions are to be established before they are carried out. The objectives of the fashion retail company help in strategic decision-making which is all about taking correct decisions at the appropriate time. This is the procedure of making a decision and then executing that decision. Making a decision is not about making a decision, and then not implementing it. Acting on it is the process of truly doing the work. 
According to the study by Hitt et al. (2016), a relatable theory to strategic management is the resource-based theory proposes that resources that are difficult to imitate, rare, non-substitutable, and valuable best position a company for longstanding success. These strategic resources can provide the basis to grow the capabilities of the company that can cause good and high-quality performance over time. In other words, the resource-based view of the company commences from the idea that the performance of the company is recognised by the resources it has at its disposal. The way these resources are configured and used allows the company to perform and can offer a different competitive advantage.
[bookmark: _Toc100015555]2.3 Importance of macro and microenvironment factors to strategic planning 
According to the study of Vereshchahina and Pliekhanova (2020), the microenvironment factors are important to strategic planning as the fashion industry revolves around meeting the wants and needs of the consumers. Therefore, each marketing strategy of the Fast Fashion retailer is oriented to the consumers that emphasise acknowledging the requirements of the consumers and providing the best product that meets consumer service and needs. The workers working for fashion related companies are the essential elements of an industry that significantly contributes to its improvement and effectiveness. Mose (2016) added that the worker's quality relies on the motivation and training sessions as well as opportunities for promotion given to them. Development and training play an important role in accomplishing a competitive edge; specifically in fashion marketing. moreover, the behaviour of the suppliers will directly influence the company. If a supplier delivers poor service to the fashion retailer, this could impact the quality of the product and will increase time scales.
[bookmark: _Toc100015556]2.4 Challenges experienced by the retail company when implementing their objectives into the company's strategic management 
The study of David et al. (2013) reported that the major challenge experienced by the retail company when implementing their objectives into the company's strategic management is a weak strategy. A new vision is the point of a strategy which is a chance to formulate a roadmap with narrowed focus and broad buy. Another challenge is ineffective training; an innovative strategic initiative will always help in appropriate training for workers who are anticipated to implement any objective. There are several motives that fashion retailers skimp on learning and proper corporate opportunities for workers and staff. Furthermore, Henry (2021) added that another major challenge is inadequate resources; the most communal direct expense of implementing a novel strategy is correlated with the board members or consultants that are involved in planning, implementing, and giving training, along with the expenditure of any innovative associated technology. This can be unaffordable for a Fast Fashion retailer in the UK.
According to the study of Hill et al. (2014), another challenge experienced by the retail company when implementing their objectives into the company's strategic management is lack of communication; the interaction is the main element in the implementation of any novel strategy. Lack of communication leads to misunderstanding among the staff members, missed opportunities, unnecessary conflict, and mistrust. In addition, Schmitt (2010) reported that another challenge experienced is inadequate follow-through; the implementation of any novel strategy is never over. This challenge is faced because of the training that is not incorporated as part of this continuous process review. 
[bookmark: _Toc100015557]2.5 Possible future considerations that fashion companies can have to link objectives with strategic management practice
As per the study of Walls et al. (2012), the fashion companies can consider some recommendations for the future linked with the objectives with strategic management processes. The challenge of weak strategy can be improved; there must be precise roles, clear timelines, and distinct milestones for the workers. If taking on a business-wide large step, it is preferred to begin a business on small scale to assure that the objectives are achievable as well as manageable. From there, objectives and resources can be extended till the final mission is accomplished in the fixed and anticipated schedules. Ambiguous responsibilities must not be assigned, get captivated in catchphrases, or overpower departments with too much too fast. Moreover, Poister (2010) added that the challenge of ineffective training can be overcome by implementing multimode modern options for inconspicuous, yet substantially effective training that fits into the busy schedules of the employees. 
Cinquini and Tenucci (2010) reported that if the right training option is found, it can help in saving money by avoiding too much downtime, teaching new skills or strengthening current skills, and offering to follow up to assure that workers are executing those lessons in their routine workflows. Moreover, an effective plan for communication should be established from the top down. Truthful and clear communication is the eminence of a dynamic organisation, as well as it is an essential step for any new rollout. The result of lack of communication is widespread uncertainty and disjointed teams. Røvik (2011) added that training podiums based on subscription are an ideal way to assure longstanding consistency and development of current skills. This ongoing training method is team-oriented and inexpensive and can rotate around a prospectus that develops together with the strategy of the organisation.
[bookmark: _Toc100015558]2.6 Empirical studies
The study of Brown et al. (2019) reported that the competition and elevating active and diverse market conditions among firms motivates the owners of the business, incorporating medium, small, and large enterprises owners to acknowledge how businesses can be enhanced and maintain their monetary and marketing performances. To compete, policy and strategic management professionals encourage firms, to employ the practices of strategic management. The responsibility of strategy evaluation, strategy implementation, strategic planning, specifically in the medium-sized firms are important in accomplishing the volume of sales, accomplishing targeted profit, and accelerating breakeven point accomplishment. Whereas the determination of strategy formulation and mission do not considerably impact the achievement of the organisational goals. 
[bookmark: _Toc100015559]2.7 Research Limitation
There are several limitations of the research; at some points, the literature was not able to answer the specific question of the current study and contained insufficient information that the researcher wanted. Moreover, some of the collected information for the research is not from the desired geographic region; that is, the UK, as well as it was difficult to find the information associated with the exact given retail company; that is, the fashion industry. As the specific information was not found, the researcher had control over what is collected for the data set (Palma et al., 2021).  
[bookmark: _Toc100015560]2.8 Potential of current research
The current research fills the gap that is present in other researches (Nash, 2019 and Naidoo & Gasparatos, 2018); this research incorporates the impact of the company’s objective on strategic management practice, recognises what is strategic management and its importance in the retail industry and retail management, and determines the importance of macro and microenvironment factors to strategic planning. Moreover, the study also examines the challenges experienced by the retail company when implementing their objectives into the company's strategic management and identify the possible future consideration that fashion companies can have to associate the objectives with strategic management practice. 


3. [bookmark: _Toc100015561]Methodology
[bookmark: _Toc100015562]3.1 Research philosophy 
Research philosophy is deliberated as an outline or agenda that advises and give guidance on how the study must be conducted grounded on the concepts of nature of knowledge and reality. There are four sorts of research philosophies; that are, positivism, pragmatism, interpretivism, and realism. Accordingly, the current research is using positivism research philosophy which will help in signifying the evidence-based reality that can be understood practically. Thus, through this philosophy, the researcher is be able to understand the matter of the research objectively. Positivism philosophy is also used because it is helping the researcher to obtain objectivity and validity of the research (Park et al., 2020).
[bookmark: _Toc100015563]3.2 Research approach 
The research approach is demarcated as the plan and processes that comprise the steps of wider assumptions to comprehensive approaches of interpreting, examining, and collecting information. There are two sorts of research approaches; that are, inductive and deductive approaches. Correspondingly, the projected research is using the deductive research approach; this approach is used because it is helping the researcher to find the possibility to describe the causal association between variables and concepts, the possibility to estimate the quantitative concepts, and the probability to generalise the findings of the research to a specific limit. This approach is used because it is a sort of a reasoning process from more than one statement to accomplish a reasonable conclusion (Azungah, 2018).
[bookmark: _Toc100015564]3.3 Research method 
[bookmark: _Hlk99705803]Research methods are described as the methods, procedures, and strategies used in the evidence for evaluation and for collecting the data to reveal new data or to generate improved understanding of a research matter; that is, “The effect of company's objective on strategic management practice in the retail sector in the UK: A case study of Fast Fashion retailers in the UK”. Thus, for the proposed research, a quantitative research method is used that will help in focusing on enumerating the evaluation and gathering of the information. The justification of choosing quantitative research method is that it helps observing the events and situations that are impacting the Fast Fashion retailers in the UK as well as through this method, the researcher is able to obtain quantitative understanding and knowledge about the impacts company's objective on strategic management practice (Rutberg & Bouikidis, 2018). 
[bookmark: _Toc100015565]3.4 Search strategy for LR
A search strategy is demarcated as a systematized structure of key terminologies utilised for searching an online database. The main elements of the study are combined with the search strategy to regain precise results. All the searching terminologies are accountable for the search strategy. Correspondingly, secondary data is used in the projected research through multiple online databases including Google Scholar, Springer, and Science Direct from the year 2010 to 2022. Secondary research incorporates the synthesis, collation, and summary of the already published research which is then gathered and summarised for the ease of the study (Johnston, 2017). Furthermore, the key words used in the current study are “Impacts of company's objective on strategic management practice”, “Strategic management practice in the retail sector”, “Significance of strategic management in the retail industry”, and “Importance of macro and microenvironment factors to strategic planning”.
[bookmark: _Toc100015566]3.4.1 Inclusion criteria
The inclusion criteria of the study are:
· Peer-reviewed articles 
· Articles published in the English language
· Articles based on fashion companies in the UK
· All study designs (qualitative and quantitative)
· Articles published from the range of last ten years (2010 to 2022)
[bookmark: _Toc100015567]3.4.2 Exclusion criteria 
The exclusion criteria of the research are:
· Studies only comprising of abstract
· Articles based on other than UK fashion companies 
· Studies published other than the English language 
· Sources lacking adequate detail 
· Sources presenting no data
[bookmark: _Toc100015568]3.5 Data collection 
Collecting data is demarcated as the procedure of measuring and gathering data on variables of interest, in a systematic and established form that allows the researcher to answer the projected research questions, assess results, and test hypotheses. Accordingly, the current research is using a primary data collection method; the primary data collection method is used for the current study because the data for the study will be directly collected by the targeted audience. Moreover, another reason for using primary data for this research is that the data is obtained from the source from which the information is originally instigated from and is referred to as an effective data collection method. The benefit of using the primary data sources is that they particularly fulfil the requirements and accomplish the demands of the projected research (Mazhar et al., 2021).
[bookmark: _Toc100015569]3.6 Sample size and sampling technique 
The sampling technique is described as the way of choosing a target group from which the researcher will gather information in the proposed research. Accordingly, for the current research, a convenient sampling technique; the reason of using this sampling technique is that it will help in including only those participants in the study who are convenient to be found. Similarly, another reason is that the convenience sampling incorporates the sample which is been drawn from that portion of the populace that is close to hand (Taherdoost, 2016). Thus, for the current research, from three different fashion companies in the UK, 41 respondents will be selected through a convenient sampling approach which will help in acquiring the primary data. 
[bookmark: _Toc100015570]3.7 Research instrument 
Research instruments are deliberated as an estimation tool, for example, questionnaires, which are established to gain information relatable to the research matter. Correspondingly, for the anticipated study, a survey is conducted from 3 different fashion companies in the UK involving 20 respondents to collect data. The survey is a convenient data collection method that provided good statistical significance. Moreover, a questionnaire will be given to the respondents comprising of 10 close-ended questions relevant to the research topic. The questionnaire is an easy way to approach the target audience which helps in providing accurate information. Moreover, another reason of using questionnaires in the research is that it serves as an effective and useful survey tool that enables large set of populations to be evaluated with relative ease. Similarly, conducting survey relatively consume shorter period and is less expensive (Dalati & Marx, 2018). 
[bookmark: _Toc100015571]3.8 Statistical analysis 
Statistical analysis is the process of presenting, exploring, and collecting a massive amount of information to determine underlying trends and patterns. Statistics are employed on daily basis, in each industry to become more systematic regarding the decisions that are required to be made. Thus, for the current research, a t-test will be applied to associate the means of two variables. It is usually utilised in hypothesis testing to regulate whether a matter has an impact on the target population, or whether two groups discriminate from one another (Ali & Bhaskar, 2016). Furthermore, the data will be input in the Ms Excel for the data visualisation which will demonstrate the graphical representation of the data. In addition, the statistical analysis will use regression analysis because it is an authentic and consistent method of recognising which of the variables have effect on the topic; that is, “The effect of company's objective on strategic management practice in the retail sector in the UK: A case study of Fast Fashion retailers in the UK”. The procedure of performing a regression enables the researcher to confidently recognise which aspects matter most, which aspects can be overlooked, and how these aspects impact each other.  (Weissgerber et al., 2017). 
[bookmark: _Toc100015572]3.9 Ethical consideration 
For the proposed research, all of the standard ethical considerations will be followed incorporating voluntary participation. During the data collection, the respondents are free to opt-out or opt-in to the study at any time. Moreover, consent will be taken from the respondents; the research tells the respondents about the risks, advantages, and purpose of the study before they decline or agree to participate in the data collection process. Furthermore, during the research process, the confidentiality of the participants is also maintained. The researcher knows who the partakers are, but the information is kept as a secret from everyone else. In addition, the participants are all kept away from any type of psychological, social, and physical harm (Fleming & Zegwaard, 2018).
4. [bookmark: _Toc100015573]Results 

Figure 1: Impact of Company's Objective on the Commitment of the Employee
[image: ]
The maximum number of respondents, i.e. 95.1% revealed that the company’s well-defined objectives are the key factor for aligning the commitment of the employees. While only limited or negligent respondents simply agreed with the fact. 
Figure 2: Employee as Important Source of Information
[image: ]
The potential percentage reported that employees serve as the significant source of information inflows in the organization, as 65.9% strongly agreed; while certain percentage, i.e. 34.1 %, which is also of valuable count responded in an agreed statement only. 
Figure 3: New Business Methods and Service Impact on Strategic Management and Hindering Organizational Objectives
[image: ]
80.5% population expressed that the intervention of the new business methods and services impacts the strategic management and mainly serves as the delayed practice for the achievement of the objectives. While 14.6% expressed their agreement. The expected notion declares change resistance reflected through employees' responses. 
Figure 4: Joint Task and Merger Contributes in Knowledge Growth
[image: ]
The generated responses revealed positive preferences for the joint tasks and the mergers in terms of knowledge flow within the company. The positive response of 55% strongly agreeing and 45% agreeing with the statement expresses that collaborations and mergers are the great sources of delivering industrial and economic knowledge to the workforce. In addition, it is also agreement in terms of innovative methods and services/products development. 
Figure 5: Employees Responsible for Searching External Information
[image: ]
68.3% strongly agreed that their organization includes the employees that are responsible for gaining the external market information. While 31.7% of the employees agreed with the statement. It shows that the company has the acknowledgment and valuable understanding regarding the connection between external information and innovations essentially required for the growing performance of the organizations.  
Figure 6: Impact of Training on Achievement of Organization Goals and High Quality Performance
[image: ]
The major portion of the employees as respondents, which is 67.5% strongly agreed, accepting that the training and development in the firms are effective and support for the employees, making them aware of the organizational goals. It is further accepted and expressed that training results in high-quality performance of the employees by 32.4% of the surveyed population. 
Figure 7: Awareness regarding Organizational Goals with respect to Current and Future Situations
[image: ]
65% of the respondents revealed that they are completely aware of the organizational goals of the present and the ones that will be in practice in the future. While 35% only agrees to the statement, which certainly raises slight doubts regarding the clarity of the objectives still exists among the employees. 
Figure 8: Meetings for Delivering Updated Information to Employees
[image: ]
65.9% of the respondents expressed that meetings organized in the company shared the informational content, mainly updating the employees over the objectives of the company. 29.3% of the employees only agree to the statement. On the contrary, the negligent percentage reported a neutral response when exposed to statements. It can be perceived that there might be doubts prevailing within the employees' understanding level related to objectives, or else the absence of the employees from the meetings. 
Figure 9: Individuals Collect and Internal Dissemination of Improvement Propositions
[image: ]
76.9% of the respondents expressed their approved concern regarding the collection and internal dissemination of the improvements occurring in the company. While 23.1% is only reflected in the agreement. It is expected that a certain number of employees might not have clarity over the perspective behind internal dissemination terminology. 
Figure 10: Challenges Experienced in Implementing Objectives into Company's Strategic Management in Retail
[image: ]
63.4% strongly agreed to the situation of implementing objectives into the company’s strategic management. It seems that there are certainly resistance issues among the workforce within the company, based on which the challenge acceptance is agreed by the employees. 34.1% of the employees reported agreeing only, based on which it is expected that there might be less involvement of a certain number of employees away from the objectives implementation zone. 
Figure 11: Strong Impact of Company's Objective on Strategic Management - Fast Fashion
[image: ]
In terms of fast fashion understanding related to the objectives and the strategic management, 56.1% strongly agreed that fast fashion within the company is related to the presence of impactful objectives on the strategic management practices. 43.9% of the employees only agreed, which might include the employees that still have average knowledge of fast fashion or the doubtful understanding of the objectives and their impact on the strategic management. 
Figure 12: Challenges Retail Company Faces in Implementation of Objectives into Strategic Management
[image: ]
In terms of implementing objectives into the strategic management, there are a number of challenges faced, among which few were discussed in the survey. 46.3% of the respondents revealed that ‘people not connected to the strategy.’ It means the majority of the employees feel disconnected from the strategy within the company. Besides, 19.5% reported the lack of alignment, which is between the objective and strategic management is reported. It is one of the significant concerns for organizational performance. Consecutively, 17.1.5% reported that there is an inability to track the progress, which exhibits that the outcomes of the implemented objectives into the strategic management are not monitored in terms of the outcome they deliver. Only 9.8% reported in disagreement, which is a negligent percentage and cannot be impactful. 
Figure 13: Future Considerations for Linking Objectives with Strategic Management Practice
[image: ]
There are diverse and distinctive considerations selected by the respondents. 34.1% considered that there is a need for prioritizing transparency in the communication, while 22% and other 22% responded in favor of committing to making changes, appearing under the leadership responsibility. Only 19.5% reported in the favor of Think Past the Strategic Plan. It seems that employees are having multiple considerations for seeking a better understanding of the objectives mainly when connected with the strategic management practices. 

5. [bookmark: _Toc100015574]Discussion 
[bookmark: _Toc100015575]5.1 The Significance of Strategic Management in Retail Sector and the Impact of Company’s Objectives on Strategic Decision Making
In accordance with the past literature revelation, strategic management serves as the essential core for a company’s competitive growth performance. The rational is it is subjected to delivering knowledge and guidance to the employees, enabling them to understand the purpose of the business and the stance at which their skills and knowledge serve as the major asset for the achievement of competitive advantage (Saeed et al. 2016). However, there are contradictions connected with the fashion retailers, where it is claimed that fashion retailers fail to continue their business and the reason is the limitation of the knowledge. Thus, it seems two of the significant pillars of business success are the effectiveness of strategic management and the inflow of knowledge (Donnelly et al. 2020).
In regards to the generated results of the survey performed for the achievement of the research objectives, it is identified that strategic management becomes efficient when the business objectives are adequately linked with the strategic practices. It is further expressed that the linking of objectives into strategic management narrows the focus of knowledge that keeps the employees on the track of investing the accurate skills and adequate knowledge. Similar findings were shared in literature, as Morden (2016), revealed that strategic decision is linked with the main objectives of the business, due to which the learning takes place that resulted in the improvements of organisational performances. However, it is also quoted that the responsibility of creating the innovative learning and development environment, in which the flow of innovative knowledge has to occur lies with the leadership. As it is the major responsible domain for linking the objectives into strategic management for making adequate and effective strategic decisions.
Nevertheless, Jalagat (2016), elaborated that for fashion retailers strategic decision making can only deliver success, when there is critical importance given to the presence of long-term business objective reflection in the strategic decision making. Accompanied with the claim, it is also expressed that it is the major challenging task for the leadership to attain. Comparatively, the identified challenges through the survey reflected the extended version, exhibiting the absence of connectivity of workers with strategy, the lack of alignment of objectives, and the inability to track the process are the major challenges that impact organisational performances. However, they appear under the responsibilities of the leadership, which will be discussed in detail in the sub-section ahead. Overall, it is identified that certainly, leadership plays the essential role in connecting the objectives into the strategic management and decision making that promotes the innovative and accurate knowledge flows within the company.   
[bookmark: _Toc100015576]5.2 Factors Essential for Strategic Planning  
Addressing the factors that enhance the validity and the competitive value generated through strategic value integrates the internal and the external factors. Referring to the literature, Vereshchahina and Pliekhanova (2020), expressed that microeconomic factors play an essential role in strategic planning and management, as the customer needs and preferences have to be addressed in order to cater to them to a satisfactory level. While, it was also expressed that for letting the firm strategically meet the needs of the customers, employees require up-to-date and accurate market knowledge. It is claimed that two factors that contribute to effective strategic planning are training and skills development, which has to be in accordance with the customer preferences and analysed needs, organisational core objectives, and their intervention into the strategic management and planning. The other factor is motivation, which is connected with the multiple strategic management practices (Mose, 2016). In relevance, to the survey results, it is identified that two of the internal factors, which serves as the motivating elements and keep the performance of the main asset on the path of accuracy, i.e. guiding and motivating the employees, includes the collaborative and inclusive process, and the second is the prioritization of the transparent communication within the working culture. Besides, its context to the adequacy and efficiency of the performances, it is revealed that well-defined objectives serve as the key success factor for aligning the commitment of the employees. 
Similarly, the discussions and emphasis of Arrigo, (2010) and Kilic, (2020) years apart revealed that fashion retailers or almost all the business sectors face the major challenges of changing external environment and the forces imposing multiple requirements. The discussed list includes the technological variations, shifts in the economic, political, and legal impacts, while the major role being played by the social dynamics, i.e. the continuously changing consumer preferences and behaviours. Therefore, it demands the continuous intervention of the knowledge for the workforce, which is primarily connected to the change of objectives and then their linkup with the strategic planning and strategic management, as the consideration for required resources appears. In regards, the survey results revealed that information plays an essential role for employees to work appropriately, while it is also claimed that the changes in the business model delay the performance and cause the complexity level to increase. Meanwhile, referring to the collaborative working environment, such as the joint tasks and the mergers were labelled as the positive changes, which are also the essential source of informational knowledge inflows within the organisation. Hence, it can be expressed that employees are in the favour of a collaborative, knowledgeable, and flexible working environment. Further, there is the strong revelation that the mergers and collaborative working environment deliver competitive economic and industrial information, which serves as the innovative paradigms for business growth. Overall, resulting in the development of competitive and innovative products and services. 
[bookmark: _Toc100015577]5.3 The Challenges experienced by Retail Company in Implementation of Objectives into the Strategic Management 
[bookmark: _Hlk99200370]In modern companies, strategic variations come in several forms; it could be a hinge of a pioneering product, new style of leadership, and new upright focus. A strong business strategy diminishes the focus of the company and provide expansion and evolution. The causes leading to strategy failure are diverse; however, most hinge on the fact that employing a strategy is resource challenging as well as resource-intensive. Recognising the substantial challenges to employing a strategy will assist a company in avoiding the most common pitfalls and setting up the organisation for success (Mukonza & Swarts, 2020). 
Usually, the major challenge experienced by the retail company when implementing their objectives into the company's strategic management is a weak strategy. The idea of a strategy leads to the innovative vision which gives a chance to establish a roadmap with narrowed focus and broad leverage. To implement the objectives into the company's strategic management, a strong strategic plan can help the companies throw out the things that are not good at doing (Fraser & Simkins, 2016). Thus, they can be able to properly emphasise the things that they are good at. Also, a strategic plan provides a framework for making improvements in those things that need less effort. Moreover, the challenge of poor goal setting is usually complex and large that always require several resources disseminated across several locations and sectors to achieve them. Formulating transparent goals across the members of the team will lead to more clarity on responsibilities and clarity (Foroudi et al., 2017).
In addition, precise roles, clear timelines, and distinct milestones for employees can help in overcoming the challenges experienced by the retail company when implementing their objectives into the company's strategic management. If taking on a company-wide and large initiative, it is better to take small initiatives to assure that the company's objectives are accomplishable and manageable. From there, the company's objectives and resources can be expanded till the desired outcome is achieved at the fixed timelines (Noe & Kodwani, 2018). There must not be fuzzy responsibilities assigned, as well as the departments must not be overwhelmed too fast or too much. Similarly, another challenge experienced by the retail company when implementing their objectives into the company's strategic management is ineffective training. A company’s objective as well as a novel strategic initiative will never work without providing appropriate training to the workers who are expected to employ the business strategies and accomplish the company’s objective (Fraser & Simkins, 2016). 
There are several motives companies skimp on learning opportunities and proper business opportunities for workers. Moreover, there are several updated options for highly effective and unobstructed training that are suitable for the busy schedules of the employees (Peterson et al., 2019). Recognising a correct option for training saves money by preventing additional downtime, teaches new skills or strengthens the existing skills, and provides follow up to assure that employees are executing those lessons in their routine work. The development based on challenge is good to consider which is established to scalably and effectively roll out training and novel strategic initiatives all over the firm. The correct and appropriate blend of action and instruction assist in sticking to the new initiatives (Jaworski et al., 2018). 
Likewise, another challenge experienced by the retail company when implementing their objectives into the company's strategic management is ineffective training is insufficient resources; the usual direct executing cost of a novel strategy is allied with the board members and consultants brought in to plan, employed, and provide training, along with the cost of any new relevant technology. For a company of any size, specifically, non-profits or small to middle-sized firms, this can be prohibitive. This is the reason it is essential to start small and only extend the business once the primary objectives are accomplished. One can opt a method for implementing a strategy or a platform for training that is scalable, accessible, and can be flowed throughout the organisation (Jaworski et al., 2018). In addition, another challenge experienced by the retail company when implementing their objectives into the company's strategic management is insufficient communication (de et al., 2020). 
Additionally, for meeting a new objective of a company or to execute a new strategy in a business, communication plays a key role. A successful communication plan is required to be established from the top down. Honest and transparent communication is a basic asset of an effective organisation, as well as it is a mandatory step for any new rollout. Ineffective or insufficient communication leads to widespread uncertainty as well as disturbance among teams. It is not unusual for the members of the team, specifically those who have been in collaboration for a prolonged time, to be resilient to change (Quirke, 2017). Furthermore, nothing hinders the effectiveness of implementing a strategy faster than inadequate cooperation among the members of the teams. From the beginning, communication is a new role for everyone, which contributes to their importance to accomplishing an objective, and the eventual advantage to a change to their routine (de et al., 2020). 
Moreover, another challenge experienced by the retail company when implementing their objectives into the company's strategic management is inadequate to follow through. The employment of any new strategy is never truly over. A regular scheduled formal review of a novel strategy can help in analysing the processes and can help in assuring the plan is performing as designed and can make any vital twists. The meetings can be held once a week. The training as a part of this continuous process review can be of great help (Henry, 2021). The training platforms based on subscription are an effective tool to assure longstanding consistency and concurrent evolution of the skills. This ongoing style of training is oriented to teams, are cost-effective, and can encompass a curriculum that surrounds the objectives and strategies of the company (Mamic, 2017).
[bookmark: _Toc100015578]5.4 Future Considerations Fashion Retail Companies to Intervene for Linking Objectives with Strategic Management Practice 
The survey responses expressed that the objective connectivity with the strategic management and the presence of training and development and collaborative working environment leads to effective organisational growth as the innovations are lined up. However, referring to the above-illustrated challenges, which include the absence of connectivity of stakeholders with business strategy, lack of strategic alignment, and the inability of monitoring the process causing the failure. In regards, there is the presence of significant literature-based suggestions which revealed that the challenges can be mitigated and the success can be achieved through involving various features. The study of Walls et al. (2012), in terms of the fashion industry, revealed that there is a need for clear timelines, distinct milestones, and precise roles defined for the employees. It is further enunciated that such factors assure the business objectives to be adequately aligned and connected with strategic management, delivering accurate understanding, while remaining measurable. 
6. [bookmark: _Toc100015579]Conclusion and recommendation
This case study aims to observe and analyse the retail industry in the UK and the effect of the company's objectives on strategic management in practice. Setting objectives is important for every company. The objectives are a set of goals and aim that every company should determine and follow to succeed in the business field. The clear business objectives and established mission statements of the companies are part of the strategic management process. The retail objectives may be different for every company operating in the Fast Fashion sector but most common may be creativity, building an excellent design team; maintaining brand image, using advertising and promotional methods; product quality, ensuring the purchase of qualitative raw materials and flawless production method, avoiding the mistake in every step of the making process. The role of macro and microanalysis in every business strategy is significant. 
Identifying the factors that may influence the business and have a negative or positive impact on it is part of the strategic management. In the Fast Fashion retail industry in the UK, strategic management demonstrates developments in business strategy for future and present managers, engineers, and students of textile technology. The objectives of the company impact the strategic management practice in the retail sector by directing the intention of the company towards winning, by inspiring people and inspiration by highlighting them the worth of the company goals, by encouraging teamwork, and apart from it, motivating every individual, and by direct allocation of the available resources in the company. The importance of strategic management in the retail industry is that it looks for integrating and coordinating the activities of the several functional areas of a company to accomplish longstanding objectives of the organisation. 
The retail industry of fashion is an extremely sophisticated, and continuous developing sector. In the UK, the fashion retail business is the 2nd largest industry. The retail leaders should emphasise strategic management in retail and be component-based to thrive and survive in the industry. To the fashion retailers in the UK, strategic decision-making can provide a competitive advantage, and it is essential to sustain the skills of strategic decision-making and continue to expand them gradually. The objectives of the fashion retail company help in strategic decision-making which is all about taking correct decisions at the appropriate time. 
The workers working for fashion related companies are the essential elements of an industry that significantly contributes to its improvement and effectiveness. It was observed that the maximum number of respondents, i.e., 95.1% revealed that the company’s well-defined objectives are the key factor for aligning the commitment of the employees. While only limited or negligent respondents simply agreed with the fact. The positive response of 55% strongly agreeing and 45% agreeing with the statement expresses those collaborations and mergers are the great sources of delivering industrial and economic knowledge to the workforce. 
Some of the recommendations can be given to improve the impacts of the company's objective on strategic management practice in the retail sector in the UK. Firstly, it must be assured that the fashion retail company has employed a goal-setting methodology. The objectives and the key findings method is developing as a new approach; however, in comparison, using SMART goals is better. It should also be ensured that their best practices are established for setting the objectives of the company (Goworek et al., 2020). 
The individual manager must be accountable for her or his objectives and the goals of the team. If there are no best practices followed in a retail sector, then objectives and the key findings method must be used. Creating apparent alignment on which of the employee is working on which of the strategic objective, along with what the individual objective is will empower those individuals to make it a priority over the objectives which are non-strategic (Nash, 2018). 
In addition, specifically, this is true if an alignment is seen through a classified structure. Moreover, the company must also consider employing platforms for executing a strategy to make modifications and transformations in the previous approaches. Employees and managers expect strong and transparent direction in real-time on what and why it is important. The organisation must improve the alignment, manageability, collaboration, and transparency, to instantly recognise more efficiency along with more results (Gardetti & Torres, 2017). 
The organisation must know the scores as well as the people associated with the company’s objective and strategic goal to adjust their process and approach to maximise the outcome. The organisation must let individuals formulate their strategic goals initially to apprehend their preferences and ambition. Then, managers will put an effort to align the goal of that employee with the massive and effective strategic plan (Thorisdottir and Johannsdottir, 2019). 
In addition, the company must shift their emphasis from a worker working inside a unit to a worker working towards a company’s objective strategic goal as part of a strategic team. The company must start only with the most important objectives, as this will strengthen the concept that executing a strategy is the most important to focus on. Furthermore, it will also make it easier to adopt the objectives as it emphasises the depth despite breadth. The right moto for the organisation must be to focus on less to achieve more (Gwilt, 2020). 
In addition, another recommendation for the fashion retail sector is to adopt technology that can lay the groundwork of extrapolative analytics on the achievement of the goal. This offers a spot check for employees, managers, and executives to evaluate the current allocation and focus. Extrapolative analytics is not sufficient; nevertheless, it offers a review of how a goal is pursued (Gardetti & Torres, 2017). The more a company’s objective is clear, the more the objective will be managed and accomplished. Thus, the organisation must make its strategic goals clear and visible by using the objective and key findings method to give a perfect structure to the organisational goals. Executive goals must be set and the organisation must display the leadership focus of the team on strategy (Goworek et al., 2020).  
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8. [bookmark: _Toc100015581]Appendix – Questionnaire 
1. Is there any impact of company's objective on the commitment of the employee?
a) Strongly disagree
b) Disagree
c) Neither agree nor disagree
d) Agree
e) Strongly agree
2. Employees in our organization are an extremely important source of information
a) Strongly disagree
b) Disagree
c) Neither agree nor disagree
d) Agree
e) Strongly agree
3. New business methods and services always impact the strategic management and hinder to achieve the organisational objectives 
a) Strongly disagree
b) Disagree
c) Neither agree nor disagree
d) Agree
e) Strongly agree
4. Joint tasks and mergers contribute a great deal of knowledge about industry and economic environment, new methods and services/products
a) Strongly disagree
b) Disagree
c) Neither agree nor disagree
d) Agree
e) Strongly agree
5. The organization has employees whose job is related to searching for external information
a)	Strongly disagree
b)	Disagree
c)	Neither agree nor disagree
d)	Agree
e)	Strongly agree
6. Training for employees helps in achieving the goals of the organisation and lead to high-quality performance
a) Strongly disagree
b) Disagree
c) Neither agree nor disagree
d) Agree
e) Strongly agree
7. All members of the organization are aware what the goals of the organization are in current and future situations.
a) Strongly disagree
b) Disagree
c) Neither agree nor disagree
d) Agree
e) Strongly agree
8. Meetings are frequently held with the purpose to inform employees about the updated objectives of the company
a) Strongly disagree
b) Disagree
c) Neither agree nor disagree
d) Agree
e) Strongly agree
9. The company has individuals dedicated to collecting and internal dissemination of improvement propositions from employees
a) Strongly disagree
b) Disagree
c) Neither agree nor disagree
d) Agree
e) Strongly agree
10. Challenges are experienced by the retail company when implementing their objectives into the company's strategic management
a) Strongly disagree
b) Disagree
c) Neither agree nor disagree
d) Agree
e) Strongly agree
11. There is a strong impact of company’s objective on strategic management practices in your fast fashion company.
a) Strongly disagree
b) Disagree
c) Neither agree nor disagree
d) Agree
e) Strongly agree
12. What challenges do retail companies face when must implement their objectives into strategic management?
a) Poor goal setting. 
b) Lack of alignment. 
c) Inability to track progress. 
d) People not connected to the strategy. 
e) No measurements or leading indicators.
13. What are the possible future considerations companies can have to link objectives with strategic management practice?
a) Create a Collaborative and Inclusive Process. ...
b) Operate Off Data, Not Assumptions. ...
c) Set an Expectation for Shared Responsibility and Ownership. ...
d) Prioritize Transparent Communication. ...
e) Think Past The Strategic Plan. ...
f) Commit To Making Changes — Especially Leadership.
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