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Several concerned authorities have warned the global fashion industry of being the second greatest contributor to global pollution. Among several reasons behind it, the central reason is the inability of the industry to maintain a sustainable supply chain. Moreover, because of the emergence of Fast Fashion, the industry has been justly accused of the generation of municipal waste resulting from the non-sustainable use of clothes (Fuchs et al. 2013). In this context, it has become inevitable for the industrial exponents to introduce and implement certain changes that make them compliant with the stringent environmental norms. This account will focus on the case of Temperley London, in terms of exploring the changes that they have made to abide by the regulations related to environment and organisational sustainability. Furthermore, this study will also attempt to comment on the impact of these changes on the competitive advantage of the company by using several frameworks including Porter’s Five Forces, Porter’s Value Chain Analysis, Product Life Cycle, and SWOT. 
[bookmark: _Toc71145087]Critical analysis of changes
SWOT
The SWOT analysis of Temperley London will be effective for identifying the strengths and weaknesses of the company and align them with changes that the company have made to be more compliant with the environmental and sustainability norms. 
	Strengths
· Strong identity as a classic fashion brand
· Market positioning as a responsible and positive luxury brand
· Diversity in product portfolio
· Innovative potential with the capability of change management
	Weaknesses
· Relatively fewer media presence: entry in e-commerce only after the consequences of COVID-19
· Imitable product offerings
· Despite the diversity in the product portfolio, the brand is not adequately flexible for immediate demands
· Relatively less global presence

	Opportunities
· Online channels and e-commerce offer a great opportunity for global expansion
· Social media presence can enhance the visibility of the brand
· Customers are getting more attracted to responsible fashion
	Threats
· Moving to e-commerce can harm the authenticity of the brand
· Shifting the headquarters from London can be harmful to the brand identity
· Similar popularity and offerings of the competitors like Nature Baby 



Analysis
As italicised in the table, one of the strengths that might align Temperley London with the requisite sustainability and environmental norms is its commitment to being a positive and responsible luxury brand. As Cherny-Scanlon and Agnes (2016) have noted, this commitment is a function of developing a sustainable supply chain while eradicating the ills like modern slavery. The designers of the concerned company have suggested that to reduce the generation of waste, they have implemented a comprehensive planning procedure that lets them produce only that amount of garment, which was needed. In the case of surplus stocks, instead of destroying them, they are distributed among the needy. Another important change that can be noted from the brand portfolio of Temperley is its commitment to using eco-friendly fabrics. As Perry and Towers (2009) have noted, this commitment can be pursued by stopping the use of harmful chemicals in the fabric. Moreover, as the official website of Temperley has emphasised, they are prone to use natural fibres in their fabrics to make them biodegradable (Temperley London, 2021). Temperley London also appears to set instances by making their apparels 100% recyclable while reusing, donating, and selling excess stocks for the benefit of the needy. 
Critical analysis of the changes
It is evident from the discussion above that Temperley London functions very hard to be compliant with the environmental regulations. In this regard, as Goworek et al. (2018) have noted, they do not suffer the threat of losing their customers since they are becoming more sensitive to the environmental issues associated with responsible fashion. When the inevitable endorsement of Fast Fashion appears to be the only way to be competitive in the highly competitive fashion market, Temperley London is attempting to develop a philosophy of fashion, which is eco-friendly and responsive to environmental concerns. As highlighted earlier, the most remarkable aspect is their creative way to tackle the issue of waste generation where the surplus stocks have been either reused or donated. It is also notable that they use natural, biodegradable fibres in their fabrics, which suggests their awareness about the non-sustainable purchase. Moreover, the ethicality of their supply chain also requires discussion where, along with maintaining long-term correspondences with the manufacturers, their executives visit the suppliers and factories regularly to inspect the production methods and observation of the code of conduct. Finally, as Khandual and Pradhan (2019) have noted, their act of donating surplus stocks to the purpose of charity must be conceived through the commitment of Temperley London towards corporate social responsibilities (CSR). It is notable from the SWOT analysis of the brand that, after facing immense issues after the outbreak of COVID-19, Temperley London have decided to shift their headquarters from London while, according to Okonkwo (2016), shifting their pivotal manufacturing base in Somerset. According to the analysis, it can produce negative results for the brand, especially in terms of authenticity and design. Moreover, after considerable reluctance, they have planned to open their e-commerce outlets across the globe mainly to address their limited presence in the global arena. According to experts like Crawford Camiciottoli (2018), this brand repositioning, despite having all the elements to harm the identity of the brand, also unveils the possibility to endow the brand with more flexibility and restoration capacity to respond to the emerging demands. 
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Product Life cycle
Product Life Cycle is a significant tool for assessing the commitment of any fashion brand regarding waste generation. Identical to other products, the products of the luxury fashion brands follow the five stages of their life cycle and those are; 1) Product development, 2) Product introduction, 3) Growth, 4) Maturity, and 5) Decline. According to the analyses of Carrigan et al. (2013), fashion products are more vulnerable to scoff at the environmental and sustainability norms since their lifespan are inherently low. It is easier to anticipate, thus, that, under the ambitious demands of fast fashion, the companies will thrive to acquire the reward allocated to the product mostly through disabling the stabilisation stage, and, thus, moving directly from Growth to Decline. Due to this intrinsic feature, coupled with the demands of fast fashion, the chances of generating waste for luxury fashion products is quite high. For instance, in the growth stage, as Winston (2016) have noted, as the demands are high, the profit potential of the products is also high. In the following phase, the product navigates through average demand. Now, as prescient scholars like Kim and Ko (2012) have noted, under the impression of fast fashion, the companies are not prepared to spare the product to go through this stabilization phase and tend to impose new products over them. Thus, it is evident that the Product Life Cycle can assess the consequences of fast fashion and the susceptibility of the products to flout environmental norms. 
Porter’s Five Forces
In the fashion industry of the UK, Temperley London can gain a competitive advantage by enhancing its core capabilities. The importance of competitive advantage can be understood from the level of competitive rivalry in the industry.
Bargaining power of the buyers
The bargaining power of the buyers is high in the fashion industry due to a large number of fashion brands both British and International offering similar products. For Temperley London, their business is largely dependent on the local and regional clients who visit the boutiques and order clothes. Switching cost is low as fashion brands offering ready-to-wear women clothing offer better quality and design at similar or lower prices. Thus, the buyers have higher bargaining power.
Bargaining power of the suppliers 
The suppliers have higher power as Temperley London highly depends on the materials that are procured by a limited number of suppliers. The supply chain of the fashion industry needs to be resilient and sustainable (Logan, 2020). Considering the issue of sustainability, Temperley London in 2018 pledged for responsible business and the company is selecting high-end materials. The company is looking for eco-friendly fabrics and natural fibres which are bio-degradable (Temperleylondon.com. 2021). As the company works with few suppliers who can deliver fabrics free of harmful chemicals, the bargaining power of the suppliers is high.
Threats of new entrants 
The threat of new entrants has increased in the past two years as local boutiques are entering in high-end luxury fashion segment through e-commerce and online stores. The cost of setting an online store has decreased which has reduced the barrier to market entry. It has increased the threat of new entrants.
Threat of substitutes 
Temperley London specialises in Bridal gowns, evening wears, and ready-to-wear collection for women. The threat of substitute to the boutique is high due to changing fashion trends leads to substitution to other brands (Zhang et al. 2021). Furthermore, consumers are shifting towards sustainable brands and fashion brands offering quality products at affordable prices due to the cancellation of events and social gatherings causes by the pandemic. The emerging trend of loungewear, comfortable casual clothing indicates the lower threat of substitution as Temperley London has changed its product mix towards more sustainable clothing. 
Competitive rivalry 
Competitive rivalry is high as various high-end fashion boutiques across the UK offer high-quality fashion clothing; for instance, Alexander McQueen, Burberry, Luv Bridal & Formal. The competitors offer high quality and custom-made authentic clothing for the clients. 
Analysis
The bargaining powers of both buyers and suppliers are high. In this regard, Temperley London can utilise long-term relationships with their manufacturers to overcome the dominance while emphasising the ethicality of their supply chain to attract environmentally sensible customers. The threat of new entrants is high, which suggests that the costs of market penetration have declined significantly (Lee et al. 2018). This made the strategy of brand positioning viable and effective for Temperley London. However, the recommendations must address the competitive rivalry of Temperley London, which is expectedly high mostly due to the imitable nature of their products. 
Porter’s value chain
	Support activities 
	Firm infrastructure 
· Medium-sized organisation 
· Studio and store include design, cutting, production and displaying 
· Small-scale production with the help of artisans 
· Manual designing and sewing  
· Hand-worked designs (Temperleylondon.com. 2021)

	
	Human resource management 
· It has an international presence with boutiques in London, the USA, and Canada 
· The company recruits employees locally and tend to have 51-200 employees in each studio 
· Employees are focused on customer service and ensuring enhancing the shopping experience of the clients 

	
	Technology development 
· Competitive edge is gained by implementing e-commerce and introducing an online store 
· The official website of Temperley London is generating traffic and attracting new customer segments (Best Response Media. 2021)
· However, the company lacks technological development in operations, demand forecasting and logistic
· Lack of technological development in terms of digital designing technology, production process and manufacturing of the dresses
· Lack of automation  

	
	Procurement 
· Temperley London works closely with suppliers to procure high-quality fabrics, and eco-friendly fabrics (Temperleylondon.com. 2021). 
· The fabrics that are procured are sustainable and organic.

	Primary activities 
	Operations 
· Operates through boutique studies and website 
· The website is designed to give a luxury experience to customers 
·   DHL shipping integration for creating and printing shipping labels for every shipment (Best Response Media. 2021)
· Customer tracking number is used for printing and managing return labels (Best Response Media. 2021)
· Operational efficiency by integrating Fartech into Temperley’s Magneto
· It enabled live view of stock and syncing stock and order management
	Inbound logistics
· Using social channels and reliant on local British manufacturing and sustainable raw materials (Conti, 2021)
	Outbound logistics
· D-to-C consumer sales
· Lean system for tighter control on distribution and production 
· Consistent delivery to the clients (Conti, 2021)
	Marketing and sales 
· Website based marketing and sales 
· Direct sales through the stores 
· Use of social channels 
· Online presence and social media 
· Position as a sustainable brand 
	Services
· E-commerce
· Direct to customers 
· B2B activity through Magneto 2 Commerce (Best Response Media. 2021)




Analysis
The value chain suggests that the artisan techniques employed in their clothing have the potential to attract more customers while serving also as the defence to their commitment to biodegradable products. However, despite their digital capability, the company appear to be less adaptive to the common techniques of social media marketing. In this regard, a holistic repositioning of the brand is required the first step of which is already taken by the brand through entering the e-commerce domain. 
Critical analysis of the competitive position
After the changes have been implemented, the competitive position of the company appears to be improved where their commitment to the environmental norms including ethical supply chain, reuse/donation of excess stock, and making clothes with natural products are capable of influencing the decision-making of the customers. Moreover, the long-term relationships with their suppliers and observation of regular inspection of their approved production methods can aid them to navigate the influence of the suppliers. 
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The primary recommendation that can be offered to Temperley London is related to the uniqueness of their product, which can be an effective response to the competitive rivalry. Moreover, as mentioned earlier, the brand can be recommended to conduct brand repositioning on a holistic level, which not only address the restoration capacity after the devastation of COVID-19 but also make the firm flexible to emerging demands. 
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This study focuses on Temperley London and shows that they have asserted their compliance towards the environmental and sustainability concerns by maintaining an ethical supply chain, reusing/donating excess stock, and using biodegradable materials in their product. However, their competitive position is affected by intense rivalry, which is caused by the limited diversification of their product portfolio. In this regard, this study has recommended a holistic brand repositioning to combat these aspects effectively. 
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