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Executive Summary.
The  main concept of the theory is to showcase the competitive advantage in the business.  By applying different model on the marketplace. DSA is medium organization in the fashion industry with a maximum of 250  employee. With the generic strategy I will introduce the focus strategy as the key drive of the business base on the mission and vision of the business. These focus strategies enable to focus on a certain consumer segment, e.g., the youth within the age of 18yrs to 26yrs .weighing the strength of the industry over their competitors with the highest quality of their  products which gave the business advantage by applying the swot analysis over their competitors. DSA also focus on sportwear  for both men and women in the marketplace. We understand porter five forces  model also talk about new rivalry on the market which is a competitive for old  industry to work on their weak point to win over new entry in the business strategy using the 4ps which is the price,  promotion ,product and  place.


















Table of content                                                                                      page No
I. Introduction …………………………………………………………………………………………………………… 4
2.        Main Body……………………………………………………………………………………………………………….5
3.         Strategic  Analysis, SWOT……………………………………………………………………………………….5
4         Pestle  Analysis……………………………………………………………………………………………………….7
5        Porter five forces model……………………………………………………………………………………………9
6.        Porter’s Generic Strategy…………………………………………………………………………………………11
7.        Stakeholders Analysis…………………………………………………………………………………………….13
8.        Mande low’s Stakeholder Matrix…………………………………………………………………………….14
9       Recommendation and  Conclusion…………………………………………………………………………….16
10      References……………………………………………………………………………………………………………….17

















Introduction
SMEs stands for Small and Medium-sized Enterprises. SMEs are businesses that fall below certain size thresholds These enterprises are typically characterized by their relatively smaller workforce, revenue, and assets compared to larger corporations. The specific criteria defining SMEs can differ, but they generally include factors such as the number of employees, annual turnover, and total assets. Cited by (Reuber and Fischer, 1997, 807).
DSA is  one of the SMEs and among the Leading UK garment maker, DSA Manufacturing has a network of factories  around the world. They provide a one-stop shop for building a new brand or enhancing an existing one. They  provide a variety of services, including in-house garment manufacturing, site design, photography, videography, and bulk order production. DSA are passionate of using high quality material for their clients and to provide long lasting garment  and contribute sustainable link within their customers.
The company offers a broad array of clothing, covering various categories such as streetwear, men's and women's fashion, sportswear, headwear, children's clothing, and accessories. This extensive product range allows the company to cater to a diverse customer base.
 They are committed to establishing trusting connections with their customers by providing prompt responses, complete transparency, and a support line before, during, and after your orders. they adopt a very friendly demeanour and work to not only make your manufacturing process as simple as possible but also fun. They have much bigger goals than just producing clothes.






















Main Body.
Strategic Development Process
Business Strategy  can be defined as theory  how industries  gain  competitive advantage on the marketplace .or can also describe as a system of finding a market an opportunity and how to experiment the process ,it’s a way of knowing organisation internal and external strength on the market. Cited by Henry Mintzberg(1994).
 The development  strategic management requires an understanding of the competitive environment, and the  activities to deliver a unique mix  value according to strategists cited by Micheal Porter(1986). For any organisation they most  be mission ,objective and vision. Meanwhile, DSA fashion involved in the life of their customers as having  high quality  and unique service for their customers, also supporting their distributor  in ordering  a new brand in advance. Creating a positive customer experience, both in terms of product quality and service, is likely a priority. This includes factors such as online shopping experience, customer service, and post-purchase support.
Objective.
DSA fashion mission is a broad declaration of its goals and values, its objectives are more precise, quantifiable benchmarks that the company may use to gauge the degree to which it is accomplishing its mission. High-quality goals are closely related to element. The base goal was to add value to customers and maintain the value of their quality products. DSA also products sportwear  for both menswear’s and womenswear’s.
Strategic Analysis.(swot).
An essential component of the strategy-making process, according to strategic management, is an organization's capacity to comprehend its environment and resources, including its customers, suppliers, competitors, and internal resources. Notwithstanding  seeing the overview of the mission statement of the industry and objective . In the fashion industry, staying attuned to trends is crucial. The company may focus on keeping its product offerings in line with current fashion trends, ensuring that its customers have access to the latest styles.    
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Figure 1.1 online resource

A SWOT analysis is a strategic planning tool used by organizations to identify and evaluate their Strengths, Weaknesses, Opportunities, and Threats. It provides a comprehensive overview of the internal and external factors that can impact the business.cited by (Albert Humphrey).
Internal Analysis
Strenght,
Domination in the market ,fundamental qualities Scale, economies Low-cost occupation, Leadership and management abilities,  financial resources, Manufacturing capacity and equipment age Innovation procedures and outcomes Architecture network Differentiated goods Quality of the good or service.DSA  strong brand reputation can be a significant strength, attracting loyal customers and enhancing the perceived value of the products.Also Strong capabilities in design and finishing contribute to the creation of unique and trend-setting products, keeping the brand competitive in the fashion industry.DSA is a one-stop-shop, catering to a broad customer base and diverse preferences. Another strenght was strong presence in local markets can foster community support and customer loyalty, providing a competitive edge. DSA were able to understand the competitive advantages with other organisations by offering promotions or incentives to encourage early adoption when it comes introduction of the any new  brand. One of the big strength DSA was operating was the strategy of introducing a (Tech Pack) it’s a blue print that create the awareness of making the garment accurately for their client and also the quality control and the retrieving quotes from their customers
Weakness
However, on the other hand DSA got some challenging as SMEs organisation which the organisation  need to carefully allocate resources based on the stage of the product life cycle. For example, more resources may be allocated to marketing during the introduction stage, while cost control becomes crucial in the maturity stage.On the market DSA  might face challenges in establishing and managing an effective e-commerce presence, limiting access to online markets.When it comes to inovassion in market sectors DSA ,there is roadblock  for change management process.The advantage of leadershipm styls  impact the organisation for new skill .For example  Compared to other competitors, building and maintaining strong brand recognition might be a challenge, affecting 



market visibility.SMEs  DSA company suffer from common barriers such as reluctance to plan, lack of capital and general resources, technical expertise, and skills, relatively low level of research and development, lack of understanding of environmental problems and risks or/and the potential of improvements and lack of access to appropriate information cited by (Wright, 2001).
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External  Analysis.
PESTLE 
A framework of macro-environmental aspects utilised in the environmental scanning phase of strategic management is referred to as "political, economic, socio-cultural, and technological" (PEST analysis) in business analysis. An overview of the many macro-environmental aspects that need to be taken into account is provided by this component of an external environment analysis, which is carried out throughout the course of strategic analysis or market research. Understanding market growth or decline, company position, potential, and operational direction may all be achieved with the use of this strategic tool.cited by J, Aguilar(1967),
Based on  my research  conducted using pestle analysis, some of the opportunity and threats for my choosen firm DSA with their competitors and the economic cresis inflation. Fashion DSA fashion need to assess these opportunities and threats regularly, adapting strategies to stay relevant, competitive, and resilient in the dynamic fashion landscape. Strategic planning, agility, and a deep understanding of consumer behavior are essential for navigating the challenges and seizing growth opportunities in the fashion business.


Opportuniies.
 The online shopping and online payment was opportunity for growth  for DSA to reach the customer base. Its creat a link between  the customer and the firm and also expand the business. Collaborating with larger companies or forming partnerships with complementary businesses can lead to shared resources, increased visibility, and access to new markets. DSA also try identify and meeting unmet customer needs in the market can lead to business growth. DSA also capitalize on niche markets or emerging trends. One of the big opportunity was the positvive economic conditions, such as low-interest rates or increased consumer spending, can create a conducive environment for SMEs to thrive.DSA was able to bring their new technology 3D design to elimate the need for physical prototypes, reducing the time it take to bring a new design to market. It also allow DSA to show their product to their customers and retail partners to start guaging  interest and potential  pre order for their products.

Threat
However, one of the  threat is the economic recessions can impact consumer spending, reduce demand for products or services, and create financial challenges for for my chosen  company.Sometime technology disruptions can also lead to obsolescence of products or services, posing a threat to SMEs that fail to adapt or innovate. Changes in government regulations or compliance requirements can impose additional costs and administrative burdens on my chosen company, affecting their operations.



 Porter five force Model.
 
Porter's Five Forces is a strategic management framework developed cites by( Michael Porter 1979). The model analyzes the competitive forces within an industry to understand the intensity of competition and to identify the factors that can influence a company's profitability.
Threat of New entry
The threat of new entrants can come from other small businesses or startups in the same industry. Consider the barriers to entry such as brand loyalty, economies of scale, access to distribution channels, and regulatory requirements.DSA  company focus on building strong brand loyalty, creating unique products or services, and establishing partnerships to strengthen their market position.
Rivary Among  existing  Competitors
DSA  often face direct competition from other small businesses in the same industry. Intense rivalry can lead to price wars and reduced profitability.DSA where able bring a new strategy differentiate themselves through branding, innovation, and customer service. Building strong relationships with customers, finding niche markets, and focusing on unique selling propositions can help DSA company stand out. The Bill of  material  (BOM)  document was a key  strategic for same industry to list  all the components ,raw material  and supplies needed to produce a single  garment. The benefits of the BOM for DSA was to determine  the  cost of a production, to manage inventory, and to ensure that the right materials are available when needed.
Substitute
Substitutes can come from within the same industry or from alternative industries. SMEs need to be aware of products or services that can fulfill a similar need for customers.  can focus on product differentiation, innovation, and building brand loyalty to reduce the attractiveness of substitutes. Understanding customer needs and staying ahead of industry trends can also help.

Power of Buyers.
Buyers for SMEs could be individual customers or other businesses. The bargaining power of buyers increases if they have many choices, low switching costs, or if the product or service is undifferentiated. SMEs can enhance customer loyalty through quality products, excellent customer service, and creating unique value propositions. Loyalty programs and customer relationship management (CRM) systems can also be beneficial.


Power of Suppliers
 May face challenges if they rely on a small number of suppliers or if there are limited alternatives for crucial inputs. The power of suppliers increases if they have unique resources or if they are the sole source of a critical input. can explore diversifying their supplier base, negotiating favorable terms, and developing strong relationships with suppliers. Collaboration and partnerships with suppliers can also be beneficial.
Factors to Consider in Organizational Design | Boundless Management by Unknown Author is licensed under CC BY-SA  figure 1.2



 
                       
















Porter’s Generic  Strategies.
Porter's Generic Strategies, developed by Michael Porter, are a set of strategic options that companies can pursue to achieve a competitive advantage within their industry. These strategies help businesses define their approach to competition and differentiation. Porter identified three generic strategies, each with its own focus and set of principles: It's important to note that these strategies are not mutually exclusive, and companies may combine elements of different strategies to suit their specific circumstances. The choice of strategy depends on factors such as the company's resources, competitive environment, and target market. Effective implementation of any strategy requires a deep understanding of the industry, competitors, and customer preferences. The generic strategy caters to a savvy or informed customer who is looking for a distinctive quality product or service and is willing to pay more for these non-standardized offerings. More than low prices, customers value differentiated items. In the businesses we examined that used the differentiation approach, our research found three tactics to be strongly associated to organisational performance.


Cost Leadership strategy
 DSA focus on achieving operational excellence and cost efficiency in their processes. This may involve streamlining production, negotiating favourable supplier contracts, and optimizing internal operations. Based on the cost of labour in UK,DSA company manufacture their products in Tukey and China to meet the price of  their client. The cost leadership allow DSA as  a competitive advantage for other competitors on the same fashion industry. DSA manufacturing  outside the UK required a margin to be a profitable business and also to keep their quality for their  customers. Cited by(Michael J. Stahl; David W. Grigsby (1997)
DSA benefit from the cost leadership  by increasing production volumes, negotiating bulk discounts, and leveraging resources more efficiently. The  company was able to keep their new clients by introducing  sample price to allow their customers to choose various materials requested custom make for customers fabric from scratch. The sample is a crucial part of the process and allows customers to test the material, the fit, the branding application and functionality of their garment before placing a bulk order.
The cost leaders pay close attention to overhead costs and production processes, implementing measures to regulate and minimize these expenses. This might involve efficient resource allocation, process optimization, and cost control measures. Its awareness for DSA to produce standardized products that meet the basic requirements and expectations of a large portion of the market. This standardization helps in achieving economies of scale and simplifies production processes.
However, due to the manufacturing outside the country distribution costs play a crucial role in the cost leadership strategy. Minimizing these costs involves optimizing logistics, transportation, and supply chain management to ensure efficient delivery of products to customers. The only way of doing this DSA have fixed order amount for customers, minimum of 100pcs per order.
Focus Strategy
DSA company focus on serving a specific niche or segment of the market where they can excel and meet the unique needs of their customers.
The company has highlighted a certain consumer segment (youths or senior citizens, for instance), product line, market segment (professional craftspeople versus do-it-yourselves), geographic area (East coast versus West coast), or service line. For instance, a lot of European businesses only concentrate on the European market. Focus is also put on adopting a specific competitive scope within a sector that big businesses could have ignored. The focus strategy tries to increase market share by outperforming larger competitors in a small market or specialised market.
A profitable focus strategy requires a market niche that is both sizable enough to have solid development potential and unimportant to other major competitors. By concentrating, a company can allocate resources to specific value chain operations, enhancing its competitive edge.


Product Strategy.
DSA was able to sustain product strategy by differentiate themselves by offering unique products or services with distinct features or attributes that appeal to their target market. Also advertising their products through social media e.g., Facebook , Instagram, Tik Tok. Also offering a quality brand for their loyal customers. When a company offers distinctive or greater value to the client through product quality, features, or after-sale assistance, the differentiation strategy is successfully implemented. Depending on fashion, brand recognition, or image, the quality may be actual or seen to be true. Based on the features of the product, the method of delivery, the standard of the service, or the channels of distribution, businesses using differentiation as a strategy may charge a greater price for their goods. The differentiation strategy appeals to a savvy or informed customer who wants a distinctive, high-quality product and is prepared to spend a premium price.  Cited Retrieved (2015-10-31).

Ansoff Matrix Model
The Ansoff Matrix, also known as the Product/Market Expansion Grid, is a strategic planning tool that provides a framework for businesses to analyse and plan their growth strategies. Cited by Doyle, Charles (2011)It was introduced by Igor Ansoff in 1957 and remains a widely used model for strategic decision-making. The matrix helps organizations consider various growth options by examining two key factors: products and markets.
Product Development.
With product development DAS involves creating and introducing new products to existing markets. This strategy aims to capitalize on existing customer relationships by offering them new or improved products. Research and development play a crucial role in this strategy. The  development of new trend. E.g., sportwear for youth and starting a women’s wear brand is an exciting and rewarding endeavour. DSA also open roadmap for investors  through their quality and brand identity. 
Market  Penetration
DSA market  penetration strategy involves selling existing products to existing markets. The focus is on increasing market share, attracting new customers, or encouraging existing customers to buy more. Tactics may include pricing strategies, promotional campaigns, or improvements in sales and distribution channels. However, DSA company vision was high quality and low price by  manufacturing their products outside UK due the labour cost  for sustainable price for their products.



   
Stakeholders Analysis.
However, we need to understand the definition of stakeholder and the types of stakeholders and who are they. Stakeholder analysis is a systematic process of identifying and analysing the individuals, groups, or organizations that can affect or be affected by a project, decision, or action. The goal of stakeholder analysis is to understand the interests, expectations, and influence of these stakeholders to effectively manage their involvement and mitigate potential risks. Here are the key steps involved in stakeholder analysis.
Policymakers and managers can use a stakeholder analysis to identify the important players and gauge their importance in relation to the policy as well as their knowledge, interests, positions, and alliances. This makes it possible for managers and policymakers to communicate with important constituencies more effectively and to boost support for a particular programme or policy. Policymakers and management can identify potential misunderstandings about and/or objections to a policy or programme by conducting this analysis before to the policy or program's implementation. The policy or programme is more likely to be successful when a stakeholder analysis and other important tools are used to direct the implementation. How Do You Work with Stakeholders?
The results of a stakeholder analysis are accurate and useful information about the people and organisations involved in health reform. This data can be used to inform additional analyses, create action plans to broaden support for reform policies, and direct a process for reaching consensus through participation.
Following the stakeholder study, policymakers and managers must take extra initiatives to broaden support or create agreement for reform. Policymakers and managers should use the data from the stakeholder analysis to create and implement strategic communication during the constituency building, resource mobilisation, and implementation phases of the policy process. Nevertheless,  we have to understand who our stakeholders are and the benefits of the organisation. There are two types of stakeholders, internal stakeholders, and external stakeholders.
Internal stakeholders include workers. DSA gain directly from the business because when it succeeds, more people are employed and paid more. The interests of employees directly affect the business. Success of the business has a direct impact on employees' jobs, including job security and salary.  Good employees are interested in participating in and caring about how company decisions affect their roles.  They put in more efficient labour and get paid fairly for a job well done.  Employees that feel empowered at work are more effective and like what they do because they see themselves as stakeholders in the business. One of the most significant internal stakeholders is management. The long-term success of management is a direct result of success for all stakeholders. Unfortunately, management in many businesses today views itself as a distinct stakeholder who solely considers the company's short-term goals. The key to their success may be considered by them to be the quick shareholder profits, frequently at the expense of other stakeholders. To avoid falling victim to this trap, thoroughly consider managerial compensation packages. The success and well-being of all stakeholders should be closely related to management success.




External  stakeholders
The most crucial external stakeholder for you is the customer. DSA company's continuing growth ensures that they will always have access to the product they require.  The buyer anticipates receiving value for their money while purchasing your product.  They want a specific standard of cost, excellence, timeliness, and effectiveness.  Even if the business believes the change is an improvement, it is important to carefully consider any changes that may impact the consumer.  Customers might not be interested simply because you believe it to be an upgrade. Customers who are loyal to your company will spread the word about it to their coworkers, friends, and family.
Vendors are a crucial component of your business and another external stakeholder. Your achievement aids their achievement.  They want to keep trying to sell you something.  Vendors anticipate being paid in accordance with the agreements. They anticipate that you'll accept and utilise a product within its parameters.  In terms of pricing, quality, performance, or delivery, good vendors are your partners for improvement. They are aware that when your business is successful, so will theirs. These could be unions, governing bodies, or environmental organisations. Even outside of your company, your rivals have an interest in how well things go because their failure might mean your success means their loss. The positions of each stakeholder must be considered during the decision-making process.
Mende low stakeholder matrix
A stakeholder analysis is depicted graphically in a straightforward manner by the stakeholder matrix. The chart is separated into four sections, each with their own two axes. The project manager is able to identify stakeholders who are high priority and crucial to the project as well as those who may be less involved and have less of an impact thanks to their positions on the matrix. Two of the matrix's axes are as follows:
Interest: This indicates the level of interest each stakeholder is anticipated to have in the project and is represented by the x-axis (the horizontal axis) of the chart. A stakeholder who has a significant interest in the project is located towards the right end of the interest axis, while those who have a lesser interest are located towards the left side of the graph.
Power: This is the y-axis (vertical axis) of the chart that shows how much influence each stakeholder has over the project. Stakeholders with more control over the project are positioned higher on the power axis, while those with less or no such influence are positioned closer to the bottom of the axis.
High power and Low Interest
High power but low interest stakeholders might be less inclined to play a direct part in the company's operations. However, they would probably have some influence over whether it ultimately succeeds or fails. Even if they aren't directly involved in the project, high power, low interest stakeholders may be vital to keep happy and you may want to keep them informed. A firm director or CEO is an example of a high power, low interest stakeholder because they don't participate in the project's daily operations yet nevertheless have great influence over it.
Low power Low Interest
Stakeholders with little influence and little interest won't likely receive much attention from the project. They might need to be watched over as the company develops in case the circumstance changes. These parties could be project participants like administrative personnel or coworkers doing manual labour, as well as project participants like employees or outside consultants.


 High power High Interest.
These participants in the business will probably be important. There is a good chance that each stakeholder in this group needs tight supervision and participation in every aspect of the business. The head of the department overseeing the project, a direct manager or supervisor of the project management team, or other high-ranking, high-interest stakeholders, could all fit this description. These project participants supervise the project's course and have a vested interest in seeing that it succeeds.
Low power High Interest.
Stakeholders with little influence but lots of interest could be quite active in the project. On the other hand, the project might have a big impact on people while giving them little control over how it develops. Even if they are unable to affect the result of those developments, project teams usually keep key stakeholders informed about project developments.
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  Recommendation
 Notwithstanding SDA is among the leading fashion company in United Kingdom with a good management and leadership style and  good employee.  DSA  needs to practice the porter’s generic  strategies which focus the  product and  cost leadership . Implement customers relationship management strategy ( CRM ) system to manage customer interactions and enhance customer experience. It prioritizes customer satisfaction and build long-term relationships. By implementing KPI system to monitor  strategy is to measure performance and to  assess progress towards goals. Compare your performance against industry benchmarks and conduct periodic strategic reviews to ensure alignment with business objectives. Adjust strategies as needed based on the outcomes of reviews.


Conclusion.
A clearly defined component of strategic analysis and planning is Porter's Competitive Forces Model. The knowledge contained in this model can be represented in an expert system in a number of different ways. The way of approximate reasoning appears to be most adapted to deal with ambiguous or insufficient knowledge, however each of the strategies has advantages and disadvantages. However, base on all the model and strategies on this report which explained the generic strategies and  stakeholders’ analysis which is use as key drive of a   business. Stakeholders play vital role in the business sector. DSA was able to know who their stakeholders both internal and external in the business. The generic focus strategy describes as the best business strategy for DSA due the mission and vison of the business. It will also add  value to the business for future  in case of the competitors,
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