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1. [bookmark: _Toc111466437]Introduction

This paper will present a strategic management report of the company Odd Shape ltd. It will include several different analyses to define and evaluate company’s current state and strategies for development, stakeholders, competitors as well as the internal and external environment.   
It will start with a brief description of the company in the first section, followed by defining company’s vision, mission and tactics using VMOST analysis in the second section. The third part contains VRIO, SWOT and PESTEL analysis. In the fourth part will examine the stakeholders using Power/ Interest grid analysis. Possible strategic growth paths will be presented in section five, along with recommendations in section six. Competitors analysis will be conducted in the seventh part of this paper and the last point – eight will provide summary of this paper.

“Odd Shape” is a young UK sustainable clothing brand, focused primary on sportswear. The brand works with organic, recycled, or ethically (and vegan) sourced garments and partners only with companies using fair-trade practices (oddshape.co.uk, 2022). 
The company was created as an alternative to the fast fashion brands, which contribute to pollution, global carbon emissions and clean water usage - the industry produces over 300,000 tonnes of clothing ending up at landfills (The Times, 2018), 1.2bn tonnes of carbon emission, and uses over 93bn cubic meters of water early with prognosis for doubling that amount by 2030 (Commonobjective.com, 2021). As a comparison, the organic fabrics’ production uses up to ninety one percent less water and does not use harmful chemicals during any stage of the process. 
The brand offsets its carbon emissions by planting trees in partnership with proxy company (ecologi.com). Therefore, the main focus of the company is sustainability and that is what distinguishes it from many other competitors, along with the gamma of products and the ODD designs on the garments.
Incorporated at the end of 2019, the company has slowly grown from “one-woman army” to a small team of young and environmentally enthusiastic people. The operations model of the company is Print on Demand (PoD), which allows the online store to sell stock without having to pay for it or order it in advance - when a customer buys a product, the order is automatically sent to the manufacturer assigned, who fulfils it and delivers to the customer. This model also eliminates the need for warehouse. This operating system is possible using the e-commerce platform Shopify, which has big variety, if not all of the tools necessary for creating and maintaining a website, including tools for advertisement, inventory, easy global delivery, such as configuring shipping rate algorithms, manually selecting a courier service(s), based on delivery speed, quantities, or shipping zones, or using the default offered by the manufacturers.
2. [bookmark: _Hlk82863499][bookmark: _Toc111466438]Vision, Mission, Objectives, Strategies and Tactics- (VMOST) Analysis of Odd Shape ltd.

2.1 Definitions 
What is a vision 
The vision of a company defines its long- standing goals for development (Bowen, S. 2018).
What is a mission
A company’s mission represents how it will achieve its long- term objectives (Barney, J., Hesterly, W., 2019). 
What are SMART objectives
Objectives are marking the different steps or important events that a company needs to reach in order to achieve its mission. The S.M.A.R.T method stands for specific, measurable, assignable, realistic, and time-related objectives and it was first introduced by George Doran in 1981. It is widely used to for creating management goals and tracking their progress (Bjerke, M., Ralph, R., 2017). 
What are strategies
Strategies refer to the plan, the methods used to achieve the objectives. 
What are tactics
Tactics represent the short-term plans to accomplish the desired strategies.  
What is VMOST analysis
The VMOST analysis is a tool that gives structure and a guide map for a company’s development. Used correctly it will help align the activities of the company with its ultimate goals (Rosasco, N., Dehlinger, J., 2011).




2.2. VMOST analysis for Odd Shape ltd.


Tactics
Strategies
Objectives
Mission 
Vision
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[bookmark: _Toc111466440]3.1. VRIO
VRIO framework combines two different perspectives, which are the resourced- based view and the positioning perspective. It it commonly used to conduct an internal analysis of a company. VRIO stands for Value, Rarity, Imitability
Organisation (Barney, J., Hesterly, W., 2019). In other words, the VRIO analysis is useful to evaluate if and to what extent, a company’s resources and/ or competitive advantages are valuable, rare, imitable, and supported by its culture, procedures and policies (Whittington, R. et al, 2019).  Bellow is presented a VRIO analysis for Odd Shape ltd. 
 
The company biggest competitive advantages are the sustainability focus, the unique collection of carefully chosen sustainable products, and the odd, original prints.

	Resource
	Value
	Rare
	Imitable
	Organisation
	Impact

	Sustainability focus
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Collection of products
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Original designs
	Yes
	Yes
	No
	Yes
	Unused competitive advantage




[bookmark: _Toc111466441]3.2. SWOT Analysis
SWOT analysis is a widely used tool to determine the Strengths, the Weaknesses, The Opportunities, and the Threats of an organisation (Namugenyi, C., Mimmagadda, S., Reiners, T., 2019).
Below is presented an advanced SWOT analysis of Odd Shape ltd.




	Strengths
	Importance
	Rating
	Score

	Flexible trading model – Print on demand
	0.7
	3
	2.1

	Simple shipping all over the world via Shopify
	0.3
	1
	0.3

	Small investments
	0.01
	3
	0.03

	A wide range of manufacturers and products
	0.05
	2
	0.1

	Process that is entirely managed by software
	0.02
	1
	0.02

	Online store – no expenses for storage, rent and bills
	0.04
	3
	0.12

	Flexibility in the product range depending on the demand of the market
	0.03
	2
	0.6

	An environmentally and socially responsible company model, which is aligned with the sustainability trends worldwide
	0.6
	3
	1.8

	Original and out – of – the - ordinary designs
	0.4
	1
	0.4

	Weaknesses
	
	
	

	Lack of control over the production and shipping processes
	0.2
	2
	0.4

	Dependence on the functionality of the platform (Shopify) for a major part of the business
	0.01
	1
	0.01

	Profit margin per item is smaller, compared to traditional model of manufacturing
	0.2
	3
	0.06

	Opportunities
	Importance
	Probability
	Score

	Through Shopify and other ecommerce platforms, there are countless and easily accessible opportunities for collaboration with retailers and manufacturers from all over the world
	1
	3
	3

	Access to markets all over the world with no significant investment.
	0.8
	2
	1.6

	Access to different business networks
	0.6
	2
	1.2

	Threats
	
	
	

	Constantly increasing number of competitors
	0.5
	3
	1.5

	Exceeding company capacity if not expanding proportionally to the growth
	0.3
	1
	0.3

	Potential problems in the supply chain, due to outsourcing manufacturing
	0.6
	2
	1.2




[bookmark: _Toc111466442]3.3. PESTEL Analysis

The PESTEL analysis has two main roles for an organisation – it helps identifying the external factors, the environment which surrounds a company, and it provides important information and date that will enable the company to make predictions about future circumstances and strategies accordingly (Yuksel, I., 2012).  PESTEL stands for Political, Economic, Social, Technological, Environmental, and Legal factors. Below is a detailed PESTEL analysis for Odd Shape ltd.
3.3.1. Political Aspect

At present, new SMEs are being encouraged by the tax policies and the law in the UK. The same could be said about the existing SMEs.
Thanks to the Internet and the existing online services, registering a company is a one step process performed from the comfort of an office. The financial aspect is also stimulating - affordable registration fees and low taxes. The reporting period facilitates the investment of more funds in the company development.
The UK national government as well as the local governments have put in place various effective tools and support for new and existing SMEs. The above include grants, loans and easily available business guidance, and general assistance for recovery post Covid crisis.

3.3.2. Economical Aspect

It is important to underline that the UK economy displays a good level of stability even throughout the time of the unprecedented global health crisis due to Covid19 pandemic. “Pound Sterling”, a reliable British economy website suggest that the Economy might began its recovery much earlier than expected.
On the other hand, the war in Ukraine and the difficult relations with the aggressor Russia, represented by Putin, affect the oil and gas prices globally, which has a major impact over every industry, since the energy prices have risen significantly over the last few months. That increase concerns the business as well as the customers as it will quite possibly reflect on the products’ prices which will go up, and the volume of sales, which will decline.
Despite the economic uncertainties, the GBP recently held its highest rates against the Euro for the last two years and it continues to keep higher rates and a trajectory of inclining (poundsterlinglive.com, 2022). That suggests that the economy post Brexit and post Pandemic is more than fairly stable.
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3.3.3. Sociological Aspect

The business can use successfully some happenings as sports events and a vast variety of festivals which gather together a considerable number of public to promote their brands. This creates ample opportunities for the company to bring their products at a reach of potential customers instead of waiting the customers to find them, by providing the opportunity for a sensory experience and also personal interactions.
This can then be linked to a certain area, such as surfing competitions.
Experiential Marketing is a common approach for businesses to raise awareness among targeted consumers by using events such as festivals and sporting events. It allows the consumer to participate with the brand.
"The four key components of any marketing plan: Product and Services, Promotion, Distribution, and Pricing," as Susan W.(2019) put it, "should not be excluded from an online business because these keys are the success of the organization's success, and if those points are not well structured, the business can easily fail."

Surfing Community in Coastal England

The surfing community frequently visits certain coastal regions in the south of England.
Newquay, an English seaside town, is noted for its clean Atlantic waters and world-class surfing championships.
In order to meet the specific market, Odd Shape relies heavily on the surfing community.
May (2016) claims that the English surfing community's coastal areas operate as a consumer tribe, with their lifestyle experience and understanding influencing the things they buy and how they engage with their lives.
A consumer tribe produces and defines what they buy, with no commercial giants influencing them.

Buying habits and culture

According to Schaefers (2014), buyers often prefer niche things that fit their criteria in terms of price and quality over mainstream ones.
An surge in niche items, such as sustainability and ethical products, necessitates a marketing plan to target consumers in this area.
There is no need for this targeted client to comply; they want to be different from the norm and mass consumers.

Consumer buying patterns are evolving, allowing for uniqueness, and being able to address this as a business, which is what Odd Shape does - fulfilling the needs of the targeted markets.
Consumers that buy niche products are not impacted by societal purchasing trends.

Income and Way of Life

When it comes to money and lifestyle, Generation Y prioritises consumer consumption in connection to their social standing.
Despite their position, the Baby Boomers' consumption is largely reliant on financial support from their parents who have disposable wealth.
A materialistic lifestyle is part of Generation Y (also known as Gen Y) living; nevertheless, employed Gen Y have less of a need to spend compulsively, according to Kim and Yang (2014).
Their attitudes toward money have an impact on how much they spend.

According to Lang and Joyner Armstrong (2018), there are fashion leaders who acquire fashionable things ahead of their friends and other customers.
These customers also live a lifestyle that is generally associated with employed people who make a higher-than-average wage, are health-conscious, youthful and educated, and have a forward-thinking attitude toward trends.
In contrast to older consumers who prefer to buy garments for quality rather than quantity, they enjoy keeping up with fashion trends.
Age
Consumers are divided into several groups, including baby boomers, generation X, generation Y, and generation Z.
Age, life stage, technology awareness, conditions, events, and experience all have a role.
For a long time, Baby Boomers (those born between 1946 and 1964) were regarded as the "invisible customer."
An aged population with a high discretionary income due to an increase in life expectancy.
According to Yoon and Powell (2012), even during a recession, elderly customers keep their disposable income.
Over 50-year-olds control more than 80% of private wealth in their country.
Generation X (born 1965-1979), Generation Y (also known as Millennials) (born 1980–1994), and Generation Z (born 1995–2015) are examples of consumers.
Younger people are more likely than older people to look for things online.
When the desired searched goods is located, older shoppers are more likely to buy it online.

3.3.4 Technological Aspect

In terms of technology, the United Kingdom is a technologically advanced country, offering affordable devices and Internet connectivity in various forms to the general public.
More than half of all people use the Internet on a daily basis, with more than 70% using mobile internet.
When it comes to starting an online business, having access to the internet is one of the most critical requirements (World Bank, 2018.).
Customers' routines and behaviour are shaped by affordable Internet, particularly when it comes to purchasing.
Furthermore, platforms like Shopify, Etsy, WooCommerce, Amazon, Ebay, and others allow users with very basic computer literacy to establish their own businesses.
They are constantly upgrading and inventing tools to make the process easier, and the most of them provide free coaching on how to build a brand, set up an online store, discover the correct products, and market.
In this century, it is clear that electronic commerce is continually disrupting traditional business practises (Yoon and Powell,2012).

 3.3.5 Environmental Aspect

For the past few years, environmental conservation, pollution, and climate change have been hot concerns, with an undeniable trend to become even more important.
Younger customers are more inclined to engage in environmentally friendly behaviour (Lang and Joyner Armstrong, 2018).
More countries are amending their legislation and adopting activities toward a cleaner and more sustainable way of life as more people become conscious of human influence on nature and how it will ultimately affect us.
It's a great time to establish a sustainable business utilising organic materials that are healthy for the environment, utilise less resources, and are Fairtrade certified.

3.3.6 Legal Aspect

In the UK Income up to 12,570 is the Standard Personal Allowance, that is to say that this is the amount of income you don’t have to pay tax on. The income tax rate between £12,571 and £50,270 of taxable income is 20%. This represents a very beneficial rate for start-ups.   
Meanwhile, the legislation reflects the growing awareness of the environmental impact businesses incur and we observe a tendency towards greener and more sustainable practices.

4. [bookmark: _Toc111466443]Stakeholder analysis 

The main stakeholders of the brand Odd Shape are the management, the employees, the customers, the suppliers, the manufacturers, and the competitors. 
Since Odd Shape is a small company which adopted the democratic management style, the management and the employees work very closely together and every member of the team has a very important role, which gives them both – a power and influence.
The brand is relatively new and does not has a stable market share yet, which makes the competitors a factor with less importance and respectively -less power and influence.
The company outsources the manufacturing, printing and the shipping of the products, which suggests that the chosen partners have high influence over the business, even though they do not have a power within the organisation.


	High Power/ Low Influence




	High Power/ High Influence

Management

Employees

	Low Power/ Low Influence

Competitors
	Low Power/ High Influence

Suppliers

Manufacturers

Customers





High Power/ High Influence – Management and Employees, require a strategy to manage them closely.
Low Power/ Low Influence – Competitors, require a strategy to monitor them.
Low Power/ High Influence – Suppliers, Manufacturers and Customers require a strategy to keep them informed of company’s operations. 
5. [bookmark: _Toc111466444]Company’s possible strategies. SAFe Analysis 
According to the VMOST analysis for Odd Shape, the following options for strategies could be drawn:
Option A – the company rapidly invests in advertising and marketing in order to bring up the brand’s recognition.
Option B – the company invests in facilities and tries to gain independence from PoD manufacturers.
Option C – the company invests in physical stores to gain popularity and increase profit.
SAFe Analysis comes from Suitability or Safety, Acceptability and Feasibility of company’s strategies. The suitability examines whether a particular strategy is adequate in the circumstances. The Acceptability is concerned with predicted outcomes of company’s strategy, the extent of risk involved and the degree to which they align with expectations of the stakeholders (Johnson, G., Scholes, K., Whittington, R. 2019).
 Suitability
	Options
	Strengths
	Weaknesses
	Competitiveness
	Score

	A
	Quick execution
Affordable investment
Control over the investment
Low risk
	Not guaranteed outcome

	Increases 
	2

	B
	Independence from manufacturers
	Big investment – requires loan
Time consuming
High risk
	irrelevant
	1

	C
	Quick access to customers
	Requires additional staff, training, insurances
Requires investment and maintenance
High- risk
	increases
	2



Acceptability
	Options
	Risk
	Return
	React (stakeholders affect)
	score

	A
	Low risk
	Potential proportional or big return
	Positively
	3

	B
	High risk
	Low return rates
	Negatively
	1

	C
	High risk
	Slow return
	Somewhat positively
	0



Feasibility
	Options
	Machinery
	Management
	Money
	Manpower
	Markets
	Materials
	Make- up
	Score

	A
	yes
	Yes
	Affordable
	Yes
	increase
	yes
	Yes
	7

	B
	No
	No
	Loan required
	No
	No
	No
	No
	0

	C
	No
	Yes
	Barely affordable
	No
	Yes
	Yes
	no
	3



Option A - does not require additional machinery, the management has the necessary capabilities, is affordable, does not require additional employees, will increase the market share, does not require additional materials, and the company is equipped to handle it.
Option B – Does require machinery, new management skills, a loan and additional manpower, as well as more materials for production and restructuring the company in order to accommodate the new facilities. It will not directly affect the market share.
Option C – Does not require new machinery, nor management changes, but it is on the limit of affordability and requires hiring more employees. It will increase the market share and will not require new materials, but the company’s structure needs to change to accommodate the facilities (shops).
	SAF Matrix
	Option A
	Option B
	Option C

	Suitability
	2
	1
	2

	Acceptability
	3
	1
	0

	Feasibility
	7
	0
	3

	Total
	12
	2
	5



6. [bookmark: _Toc111466445]Recommendations for Odd Shape’s development
Visible from the previous section, the best possible strategic option for the development of Odd Shape and aligning with its mission and vision is Option A, which is investing in advertisement and marketing. That is due to the factors illustrated above, but also because a new company should not make big investments without having a stable market share and profit. 
The way forward would be preparing social media campaigns along with social media content that should be posted consistently. In a long run, this strategy is the most sustainable, as it will increase the brand popularity, will gain new loyal customers, and does not require the use of any additional physical resources. 

7. [bookmark: _Toc111466446]Competitors Analysis

	Factors
	Odd Shape
	Competitor A
Kind
	Competitor B
RipNDip
	Competitor C
Point Noir

	Industry 
	Clothing & Retail
	Clothing & Retail

	Clothing & Retail

	Clothing & Retail


	Products and/ or services 
	Organic T-shirts and Sweatshirts
	Organic T-shirts,  Vests and Sweatshirts

	Casual clothing and accessories  
	Organic T-shirts and Sweatshirts

	Average price per t-shirt
	£25
	£27
	£29
	£27

	Average price per sweatshirt
	£45
	£49
	£82
	£47

	Organizational Culture
	Fully sustainability orientated, working only with certified Fair Trade and Organic, Cruelty-free and Vegan manufacturers, promoting and supporting good practices such as planting trees

	Sustainability orientated (Fair Trade certified, organic cotton and cruelty free and Vegan).
	Untraditional/eccentric
design with open messages, variety of products, not sustainability orientated
	Sustainability orientated (Fair Trade certified, organic cotton and cruelty free). 


	Location
	Online store
	Online store
	Physical stores and online

	Online store

	Distribution 
	UK-> EU-> Worldwide 
	Worldwide with exceptions
	Worldwide
	Worldwide



7.1 Competitors’ Product and/or Services

Odd Shape is a sustainable and socially responsible apparel brand that sells t-shirts and sweatshirts made from organic and/or recycled materials with unique (odd) designs, exclusively working with Fair Trade, Organic, Vegan, and Cruelty-Free manufacturers, and planting trees for every product sold.
In the United Kingdom, Odd Shape offers free shipping.
Competitor A - Kind - A sustainable apparel brand with a concept and items that are very comparable to Odd Shape's.
In the United Kingdom, there is no free shipping.

RipnDip - An urban clothing brand with a wider range of products and innovative designs, but no sustainability or organic products.
Point Noir is a sustainable apparel brand with a concept that is very similar to Odd Shape's, but with a smaller product and design variety.
For orders over £50 in the UK, delivery is free.

7.2 Competitors’ Price 

Competitor A - Kind - Their t-shirts are fairly similar in price to Odd Shape t-shirts, however they are little more expensive.
Their sweatshirts are also a little bit more pricey.
Overall, the brand belongs to the same price range.
Competitor B - RipnDip - The brand is fairly pricey; t-shirts are 17 percent more expensive than Odd Shape's, and sweatshirts are more than 45 percent more expensive.
Point Noir, a competitor, has slightly more expensive products than Odd Shape, although the brand is still in the same pricing range.
The brand also works with the same vendor.
Odd Shape offers products of comparable quality and standards at very reasonable pricing.
Weird Shape, in comparison to RipnDip, offers similar odd patterns on sustainable, organic, and higher-quality products at a lower cost.  

7.3 Competitors Organisational Structure/Culture  

Structure

“Odd Shape” and competitor C are both completely online businesses that use Shopify, the same manufacturer, and maybe Print-on-Demand services.
The brands, like rival A, are concentrating on the long-term viability of their business strategy.
Competitor A is distinct in that they may not use Shopify and may not use a Print-on-Demand strategy.
Competitor B is a large corporation that prints its own items in China and does not use third-party platforms for its online store or print-on-demand.

Culture

Odd Shape and competitors A and C have extremely similar cultures and ideals, however competitor B is a large mainstream brand with no particular values such as sustainability or social responsibility.
The company is known for its outlandish designs and for being founded by Ryan O'Connor, a controversial skater.
They have not supplied information on the companies/factories they work with in China, nor have they said whether or not they follow Fair Trade or ethical practises.

7.4 Competitors Location

Odd shape has an online store along with competitors A and C, but competitor B has also physical stores.

7.5 Competitors Distribution

Odd Shape now only ships in the United Kingdom, with plans to grow within the EU over the next six months, with plans to cover the United States, South America, and Australia by the end of the first year, and the rest of the world by the end of the second.

With a few exceptions for competitor A, competitor B, and competitor C, competitors A, B, and C already ship worldwide.
8. [bookmark: _Toc111466447]Conclusion

Odd Shape is a young sustainable company that is following the current sustainability trends. It has potential for international development and disturbing the sports and urban market by providing an ecological and affordable alternative to the fast fashion. The company needs to take into account the development of the proposed strategy and its implementation. 
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Changing
 the face of the
 fast fashion industry 
from one of the biggest
polluters to sustainable 
and circular industry


To promote eco-friendly       and sustainable manufacturing, responsible sourcing of materials and fairtrade relationships in the clothing industry by providing a wide range of high-quality                                                                 organic, ethical, and sustainable products onaffordable prices


- Create at least three partnerships with retailers in the next six months
- Find two new sustainable manufacturers in the next six months
- Apply for global trade mark in the next twelve months
- Become an international brand in the next two years


Strong presence in the social media and advertising and personally contacting retailers for partnerships to establish the brand on the local market.  
Trademark the brand in the EU, USA and Australia and start trading worldwide. Expanding the local structure proportionally, while establishing partnerships outside the UK. Constantly expanding the product range


Marketing campaigns online and offline, such as participating in events, festivals, markets, pop- up shops, flash mobs, etc. to promote the brand. By increasing market share the profits increase along with the popularity of the brand, which will provide funds for the expansion, but also taking loans and attracting investors would be considerably easier
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