Solutions Regarding SWOT
Bennett et al. (2022) observed that Wilko is adjusting its business strategy to improve its eco-friendly products, supply chain efficiency, and digital effect. Customers desired sustainability, quick internet purchasing, and greater retail rivalry, therefore this shift was accomplished (Coskun et al., 2020). Wilko innovates and expands by exploiting its strong brand and selling a variety of products. Taylor and Bronstone (2022) suggest Wilko optimise their supply chain to minimise expenses and enhance consumer satisfaction. Eliminating waste and better resource management boosts operational efficiency and company longevity. Yaroson et al. (2023) suggest Wilko must update its web platform to reflect online buying trends. Wilko can make shopping easier and more exciting for tech-savvy customers with a better online presence.

Heffernan and Wilkinson (2023) that Wilko reconsider how they run their physical locations to adapt to changing customer and retail tastes. This reevaluation is important to reduce retail risks and establish the ideal online offline sales mix. Consumers want e-commerce to be easier and greener, according to Ying et al. (2021). Wilko may increase its product line to fulfill these needs, making it more competitive and retaining customers. Muslemani et al. (2021) recommend exploring new markets like rental homes and different sorts of stores to boost revenue and make your business more resilient to market shifts. Finally, Wilkinson-Ryan (2020) emphasises the importance of using technology to reduce business, economic, and government dangers. Wilko can remain a leader in eco-friendly and digital retail by adopting new technologies to improve operations, attract customers, and open the market (Alkhatib et al., 2023).
PESTEL Analysis Insights and Strategic Direction
According to Nicola et al. (2020), Wilko's PESTLE analysis places an emphasis on adjusting to new technology, shifting economic conditions, and environmental concerns. Technology can automate and reduce labour expenses for Wilko's online and offline operations, but it costs a lot and requires training (Cloughton, 2020). Wilko faces consumer spending declines and inflation that affects corporate costs and pricing (Gruber et al., 2022). Customers expect eco-friendly products, yet climate change makes operations riskier. Sustainable and resilient supply chain strategies are crucial (Cam, 2023). Wilko, like other retailers, adapts its business model to fulfill client wants, maximize efficiency, and succeed in the competitive retail industry (Lee and Poh, 2023).

Monitoring the Solution
Wilko's SWOT and PESTLE assessments helped evaluate strategic solutions. Each solution needs KPIs like online sales growth, website traffic, and digital consumer involvement. Neri et al. (2021) say these KPIs measure supply chain performance, sustainable product sales, customer satisfaction, and environmental damage. Regular progress updates indicate how effectively the plan is working, where it may be improved, and what needs to change. Feedback methods are needed to satisfy stakeholders and the market (Taylor and Bronstone, 2022). Fixing issues, building on strengths, and seizing new opportunities can help Wilko evolve. Wilko may improve and adapt to the changing retail scenario by fixing its defects, building on its strengths, and seizing chances (Chou et al., 2022). 
Communication Strategy
Wilko is spreading its recovery plan throughout the organisation through extensive communication. Employees receive updates on plan goals and implementation via internal platforms, email newsletters, and meetings (Yaroson et al., 2023). Wilko will inform clients of updates and new projects to emphasise its eco-friendliness and usability. Company websites contain investor relations information, news announcements, and annual reports. Bennett et al. (2022) suggest investor meetings and webinars foster trust and transparency. We will create feedback loops across all channels so stakeholders can provide feedback. This comprehensive strategy keeps everyone informed about Wilko's issues and prospects (Taylor and Bronstone, 2022). 
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