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1. Executive summary 
[bookmark: _Int_9Tx8f1Vf][bookmark: _Int_AZpRkD6U][bookmark: _Int_NpvEFEsM][bookmark: _Int_YDBcDSWb][bookmark: _Int_bPkhyeqD]Key findings considering a small marketing enterprise introducing a strategic direction which initiates previous organizational mission/vision on operational objectives, strategic direction destinates various segments in organizational dimensions to promote differentiation in the unique selling points that’ll leverage customer value, carry out a competitive advantage, facilitate risk association. In the globalizing revolution on rapid changing dynamics leveraging technology, innovation and adaptable change in socioeconomics on power through supplied goods and services, therefore business scoped objectives require strategic allocations in planning, risk management and implementations in operational interventions. Rapid rehabilitations on change comply with the continuous consistency on competitive conditions, technological advancements, differentiated market segments, logistics also connectivity on collaborations.

2. Introduction of the selected organization 
[bookmark: _Int_ZrlUUTr3]Shout retail limited, private limited company (PLC) providing clothing essentials in modest retail clothing including differentiated styled clothing patterns, new clothing arrivals making stock rotation limited pieces. Shout modest retail clothing industry with various options in design fabrications. It’s selected services applied consumer to business (C2B) afterwards business to business proposition model considering whole selling manufacturers reselling directly to end users. 
Link: https://www.misterwhat.co.uk/company/2873633-brandshout-peterborough
https://www.misterwhat.co.uk/company/2873633-brandshout-peterborough


Business model (SHOUT)
	Value proposition: 
Modest niche retail business describing clothing for woman multi-gender, cheap sales indicating affordable prices ranges, customer loyalty  
	Cost structure: 
Raw materials (clothing materials). 
Maufacturing/supply chains of goods and services. Rent/utilities (in store).
Salaries (employees, managers, clothing designers).
[bookmark: _Int_VNVcDcrj]Logistics distribution (shipping, warehouse, inventory).
Ethical sourcing programs for environmental intervention.
Taxes/regulatory fees 
CSR practices/policies. 
Marketing/advertising.
Technology.



	Customer segments:
Demographic 
Age: young adults, senior, adults 
Gender: Female 
Income mid-range, student friendly 
Psychographic 
Lifestyle: religious, modest, maternity, eco-conscious 
[bookmark: _Int_XQoFePFY]Value chain: CSR practices/policies, sustainability, brand and customer loyalty. 
Behavioral attributes 
buying habits (frequent buyers, seasonal buyers)
Company loyalty (customer/marketing proposition).
Geographic 
Climate-based 
Urban city 
In-store shopping physical clothing experiences/ try-ons 

 

	Key partners: Manufacturer
Chief executive
Supplier 
Manufacturer 
customer   
Employee
Governance committees 
	Customer relationships:
Customer loyalty discount codes, reward systems, personnel exclusive discounts.
 Customer services/post purchase sales: return policy, exchanges, phone call customer services 
Feedback reviews 
Surveys questionnaires to improve good/services 

Consumer connection: sustainability products 
Brand culture/values 

	Licensing: 
Designer licensing – collaborations with other fashion designs 
Retail licensing- third-party retailers and manufactures 

	Organizational activities: 
Customer services.
Marketing promotions. 
Inventory interventions.
Marketing Sales.
HR/CSR management.
Financial management.
Information Technology Systems Management. 
Compliance risk management. 
	Channels:
Physical instore presence. Mobile app links to direct contact.
Social media platforms.
Delivery channels.


	

	Key resources: 
Physical: retail storage 
HR: employment, training 
[bookmark: _Int_OCgOkR0M]Supply chain networks: vendor, logistics, clothing manufacturer 
Financial: sales income, company capital (investments), credit facilities (infrastructures, loans
Technological: CRM systems (customer relationship management) 
Ecommerce/online present. 
POS systems, after transactions, sales tracking
Intellectual property:
Band identity, trademarks/copyrights, data protections 

	Revenue streams:
Rental 
Primary revenue (in store purchases, business to consumer)


	



3. Mission/Vision 
Mission vision is a collision that represents business objectives views perspective on goal undertaken versus organizational scoped objectives, mission initiates the business objectives current alignment goals, daily operations within the organization in maintaining daily successful completion. Vision board view illustrating organizational successful action in reaching high market growth also accelerated market share (Altıok, 2011).
	Mission: goals collect customer sales revenue instore presence and social media platform, entail extensive customer loyalty through cost leadership strategies, increased market share.

	Vision: franchise markets increase market demands; ecommerce presence expanded



4. Environmental scan 
[bookmark: _Int_gCO1K8ds]Conduction of SWOT analysis includes strength, weaknesses, opportunities and threats introducing the internal environment, within businesses major capabilities, drawbacks, opportunity and threats outlaying a positive insight on business targeted markets. Swot analysis introduces an environmental scan to allocate curtain analysis inside business lifecycle analysis on targeting businesses connectivity, resources, environmental status operated by organizational internal and external environment this category provides positioning on alignments through business planning to strategize operational facilities, identify objectives, arears for improvements, competitive advantages, opportunity analysis. This category will improve organizational functionality that will enhance business performances to adaptively acknowledge business objectives on alignments with a customer focus to directing business external forces, intensifying business competitive structures (Bonnici and Galea 2015).
	Strength: 
[bookmark: _Int_A5ZcWg2r]Cost leadership applying cheap items to customers preferences. Location city Centre attracting multiple pedestrians. Strong supply chain activates 
	Opportunity: 
Niche market compared 
Location standing out from other competitors 

	Weakness:
 lack online ecommerce presence 
Lack of Marketing/ promoting facilitations 
	Threat:
 oligopoly competitor instore clothing markets with digitalizing benefits. 



[bookmark: _Int_A1eMLOlL]PESTEL analysis is a strategic formulation gathered through the macro environment of business encounters that influence actions amongst boarder segments, the external entrance elaborates strategic analysis through in-depth comprehensions on how outer influences could affect organizational growth and future implementations, risk analysis through the assessments on threats and opportunities potentially impacting business leverage and market entries to assess the feasibility of objective allocations before entering. Political includes variations like government policies, tax policy plus governance intervention in the economy. Economic factors facilitate economic climates and inflation rates together with interest rates. Social sections the prevailing attributes in society, through demographics alongside culture values in a business lifestyle that can influence a customer psychological attribute, technological the transformative usages of digital innovations advanced tech that can develop an organization, such as technological change as well as technology incentives. Environmental explains the physical environment of a company's operations and status, for example climate changes, environmental policies, weather distributions and ethical sourcing. Legal leads to legislative laws that regulate business contributions to govern specific obligations through consumer protective laws, health and safety regulation, discrimination laws together with employment laws (Yusop, 2018).
	Political:
CRS implementation 
Tax governance 
Monitoring political 

	Environmental: 
[bookmark: _Int_rhU1pHPN]Blockchain technology organizing bookshelf through supply chain logistics. 
Weather distributions climate changes on distribution.
Eco-friendly materials/ ethical sourcing.
Sustainability structures. 
	Social:
 Psychology of individuals' lifestyle buying habits, society, and cultural differences. Demographic dynamics 

	Technological:
Advances in technology 
Automation/online digitalization 
	Economic:
modern inflation rates increase 
Economy rates in consumer expenditure 

	Legal: 
Data protection laws 
Legislative compliances 
Employee laws 



Porter five forces by Michael E. porter theory demonstrates nature of competition and competitive success through creating value examining industry structure and profitability external forces are opportunities designed for achievable implementations through applying value centered proposition profitable, the five forces include competitive rivalry (against existing competitors) the bargaining power of suppliers, the bargaining power of buyers (consumers), threat of substitution and threat of new entrance. The structure of porters presents tactical configuration on the lifecycle of operations. Articulating value placements in business beverages also narrows profitability. Five forces measure within business performances faced with competitors' conscious connectivity on insights on industry economics in profitability scale rates amongst opponent's price costs index, therefore applying advantage with measures on calculating profitability in oligopoly markets (Magretta, 2011). 
	The bargaining power of buyers (INCREASE):
Differentiated customers' ethical sourcing.

Increase profit prices/increase percentage in collaborations within firms connected to other customers. 

Customer loyalty schemes through experimental learning. 
	The threat of substitutes (DECREASE):
High suppliers' connectivity. 

New inventory considering stock retail clothing balances low chances due to competitive demands.
	Bargaining power of suppliers (DECREASE): 
Increase stock demand in market share. 
Raw materials are sold for low prices in bulk.

Reduced input costs throughout supply chain facilities. 
	Threat of new entrants (MODERATE): 
High startup costs in running institutional operations 

Brand implementation on growth in social media presence could lead to operational expansions

	Competitive rivalry (MODERATE):
Cost leadership in production costs in massive, operated venture leading to a strong supply chain of goods services. 

Strong Marketing promotional mix.

Similarities in market structure increase value for market shares. 



Unit profit margins equation profit=revenue-cost, cost demonstrating allocated resources in applying capital throughout their value chain, such as capital in resource objectives, marketing direction connectivity. The value chain represents activity systems within an organization around economic functions, for example supply chain of goods and services through business scoped objectives (product developments, marketing customer services). Price in customers value chain in applying profits weights market share financial offerings, sequenced activities implemented in an organization is value for the customer/stakeholder (Magretta, 2011).
P&L measures profit margins in revenue –cost profit summarizing organizational expenses, therefore if revenue is expanded then costs result in a net profit, but if costs outweigh revenue remains a net loss (Magretta, 2011).
	Unit profit margin (P/L)
	Revenue – cost 



Value chain/competitive advantage return on invested capital (ROIC) calculating organizational profits total profits matched with their investments in running the operation, these conduct the net operating profit after taxes/average invested capital (NOPAT/IC) (IC) directing resource allocation ideology contrast in viewing a business overall strategy through customers value applications, competitors scanning also resource productivity assessing economic value (Magretta, 2011). 
	ROIC
	NOPAT/IC



During the industrial revolution competitive analysis were rapidly expanded through the distributions on transferred good and services, at the lowest price range according to production orientation, as the year commenced through the 19th and 20th century competitive rivalry expanded by variations of marketing orientation, positioning customers in the center of sales orientation by applying consumer insights contributing strategic marketing alongside decision making components that identify, anticipate and satisfy customers, therefore multiple industries encounter marketing techniques to balance the competitive opponent throughout the lifecycle of organizational developments. Business philosophy on strategic implementations integrates through the stage of independent variables and dependent variables of market shares and return of investment that evaluate business performances, illustrating the effectivity in profit margins applied on market orientation, such as internal marketing and external relationships. The relations of marketing strategy formulate environmental scanning on micro/macro environments that measure competitive examinations in business relations (Davies, 2012).

 5. Strategic growth choices for SMES to encounter  
[bookmark: _Int_z1B4VPOc]In-depth analysis on specified markets entails coordination on planning in associations allocated in market segments that complement stakeholder's preferences in business joint ventures, environmental market research is relentless in business developments that annotate various customers requirements, potential customer variations in product positioning, collective data handling on consumers insights resembling a conduit between the seller and consumer structuring importance in productivity, undertaking knowledge about stakeholders perception on business ventures adds increased market value. Strategic growth variations calculate through market research, that initiate customers collectivity amongst data collection through managerial functioning defining marketing opportunities with strategic analysis on customer interactions, through production objectives that conducts implementations of monitorization in performance indicators. Marketing mix consist with the lifecycle of the products functionality including of the products functionality including coordinates through product range, pricing strategy, marketing mixture and geographical segments on channels of distribution, this management process provides scalability on the business landmarks indulgent of stakeholder identification, customer willingness in production developments also operational innovations (Bartkowiak, 2012).
	Product:
Modest clothing installations, retail clothing industry limited clothing purchases 

	Place: 
Peterborough (PE1 2QW)

	Price: £5/£40 

	Promotional Mix: online marketing via social media 
https://www.instagram.com/shoutpeterborough/




[bookmark: _Int_bdVPs9Wm]Market segmentation are humanistic characteristics separated into market segments, resembling differentiated marketing strategies focusing on specified approaches towards each customer focus to form actionable tailors becoming concise for the marketer to distinguish profitable outcomes on operational markets facilitating to the requirements of each consumer group projecting varied obligations that meet specified criteria markets. Each segment elaborates on differentiated demographic, geographical, psychological and maturity of market firmographic structures (Davies, 2012). 
	Demographics: 
Woman/ ladies ages between 11/49+
	Geographical: 
Main city Centre 

	Psychological: 
For customers in differentiated life stages, woman into modest wear fashion (woman in relationships/children/religious 
	Firmographic: 
[bookmark: _Int_BkHhdMrI]Stock in clothing logistics/ manufacturing clothing infrastructure


[bookmark: _Int_u0bNn0Al][bookmark: _Int_bqSwUGrZ][bookmark: _Int_CDIwyDZL] Quantitative and qualitive data survey on frequency levels ad hoc survey condones research of organizational internal/external environments specified target groups, continuous improvements with regular check-ups, monitoring tracking about customer specifications alongside market objectives, for example business distributions, sales revenue and key performance indicators (KPI) within brand associations (primary research). Secondary research provides already existing data on global expansions through international interactions on worldwide data, that’ll provide any advantage through research reports on competitors analysis, external sources collectivity, this information indulges advocated secondhand statistics to demonstrate business propositions planning on what’s most suitable within operational objectives (Bartkowiak, 2012). 

	Secondary data: 
[bookmark: _Int_dNc9kxQg]competitors analysis around geographical district area only market segments 20% stores are fast food, restaurants (Greggs, Burger king, Chopsticks and Wagamama), 5% convenient stores (market, corner shop) 5% other retail stores such as boots, sports direct.

	Primary info: 
[bookmark: _Int_nlc2iSVU]Consumer preferences including business sales deals, cost leadership efficiency, social media.



Ansoff Matrix fosters innovations into design strategies obligations throughout strategic management processes production lineups, the theoretical framework commences through understanding the business environmental status through product orientation, design obligations that measure specific areas on organizational strategic growth choices and environment serving organizations (ESO), Ansoff applies implementation strategies that target directed positioning within business market capabilities, undercovering environmental monitoring, technological continuance and forecasting product facilitations on successful implementations. Moments of this Matrix offers turbulence tactics in discovering existing markets into product placements, providing updated digitalization within narrative structure by viewing organizational current view that formulates continuous innovation within organizational objectives, picturing the overall value into strategic positioning (Puyt et al., 2024). 
	Market penetration:
expanding marketing awarenesses through target audience, customer loyalty cards, discount codes. Online e-commerce existence.
	Product development:
business expansion of clothing inventory facilities, expansion through different product styles.

	Market development: N/A
	Diversification: N/A




Porter Generic strategics (1985) introduces these configurations as competitive advantages through alignment within set institutional goals also objective, porters portray pivotal positioning external pros in providing systematic USP, value chain contributions on cost effective focuses that enhances long-term profitability. Differentiation describes presenting a unique product or service, initiating customer value proposition in sophisticated interest in value, this selection scan similar competitors to adjust differentiations within product, quality and focus delivery system approaches. Cost leadership concentrates on financial positioning within the company through making additional expenditure lower on scale budgets in order to achieve low-cost advantage, considering supply chain distributes, marketing, activities in comparison to other industries with cost superiorities, calculating rations in production, distributions and profit margins, low prices result in high demand with the results of increased market share also competitive ascendence (Allen et al., 2006). 
	Cost leadership: clothing materials in a low-cost price range commencing from £5 exclusive deals 
	Differentiation: USP on differentiated selling points through clothing niche on modest wear entailing positive attributes into the fashion industry 

	Cost focus: market segmentation specified cost balanced through  
Woman / ladies / young ladies (deals, buy on get on free, half price deals).
	Differentiation focus:
Specified groups: religious woman, Modest style clothing for woman with clothing sensitivity, maternity focus, modest style facilitate. 




BCG matrix: The Boston Consulting group developed around the 1970s experiment to format the district between market growth rates and relative market share of differentiated productions classifying strategic units into four corporate planning categories. BCG assists growth opportunities for analyzing longevity in competitive positioning, reviewing organizational portfolio stages through business units or production lines finding alternative financial strategies in product orientations (Vidal et al., 2023). 

[bookmark: _Int_Co5xFPif][bookmark: _Int_gowYDk4v]New strategy for environmental sustainability for long-term future on organizational developments CMQ matrix (contribution margin and quantity) is an advanced equation towards evaluating products portfolios diversified in four quadrants, first step is product identification units in products or services, second strategy the contribution margin per unit transferred through the relevant revenue for each product. CM(u) = P(u) - VC(u) the overall index implemented in contribution margin per unit measures profit margins for fixed expenditures also extra profits that can leverage growth in organizational expansions, determining feasibility finances on facilities through resources allocation, price percentages and cost management, third is calculating the number of units sold by navigating income at variable expense per unit by numbers of sold units (Number of units sold x Average price per unit = sales revenue).  Number of units sold overviewing analysis on record keeping sales and institutional inventory indicator elaborates decision making efficiency about selected inventory goods, product sourcing facilitations, final step is calculation on the lost target in business environments lost target indicator can be listed through customer losses or sales this calculates business performances and adjustments in customer retentions. Total variable cost calculations (TCV)/ lost goal (LG) (profits not obtained), Possible sales to marketing demands (SPM), sales that have been obtained (SR) lost goal equation: SPM – SR 1 – TCV/SR. These methods open a detailed approach tracking of performance. Loss goal strategy elevates potential gains through identifications on threats/risks recognitions on possible damages (Vidal et al., 2023).

CMQ matrix quadrant represents products with high contribution/high sales levels, therefore CMQ provides an in-depth strategy towards BCG matrix that indulge methodology alternatives, on three indicators (contribution margin profit, quantities sold and lost goal) this introduces KPI’s through inventory performances, making this an advanced version to BCG as CMQ concentrates on the lost goal as an incentive for sustainability for current/long-term decision making through production static nature (Vidal et al., 2023). 

CMQ equation breakdown:
	1.Product identification units in products 

	2.Contribution margin per unit 

	3. Calculating number of units sold 

	4.Lost goal equation in business environmental 



BCG Matrix: 
	Dog: (low market share, low market growth)
Low profit margin materials (clothing not in trends, out of appeal). 
Outdated clothing stock. 
	Question mark: (high market growth, low market share) 
Environmentally friendly materials.
Sustainability of eco-friendly clothing materials. 
value proposition.
	Star: (high market growth, high market share)
Profit margin intake
Value proposition (seasonal collectivity, trendy clothing items).
Market collaborations (joint ventures).
Online e-commerce presence
Digital subscriptions.
 
	[bookmark: _Int_l8zptBbl]Cash cow: (low market growth, high market share) 
Clothing coordination. 
Differentiated clothing materials. 
Supply chain management. 




6. Stakeholder analysis 
Mendelow matrix maneuvers in a systematic dialect presenting all stakeholders affected by organizational objectives, verifying each element through frequency levels of power/ interest these levels indicate obligated structures selected in scoped segregations presenting various control collected in departments developments, matrix designs itself in a matrix masked to allocate objectives usages evaluability that aid organizations on specific suitability in services, this is critical collectivity overall through continuous implementations in operational outweighs to detect decisions making components in operated obligations, setting structure on placement propositions throughout stakeholder segments that provide strategic managing in ordering stakeholder hierarchy (Alshawaf, 2025).

	High power/ Low interest 
Government regulations  
Competitors 
Property owners 
Corporate partners 
	High power / high interest 
Customers 
Shareholders/owners
Investors 
Suppliers /manufacturers 
CEO
Store manager


	Low power/ Low interest 
Local vendors 
General public  
	Low power/ High interest 
Local community 
Employees (non-management)



SFA matrix analysis evaluates the rationalization of success meters of each strategy, in accordance to the likelihood on required strategies, Suitability symbols as a justification identified in previous swot analysis presented in Mirco/Macro environments, to formulate a finalization for the suitability system to undertake threats or weaknesses, furthermore manage opportunities/strengths, Feasibility focuses on resource allocation alongside financial assets on whether implementations implement success criteria, Acceptability assembles accordance around stakeholder acceptance to support new facilitations also targeting culture awarenesses returns (Jeffs, 2008). 
	[bookmark: _Int_n3PJZfm3]Suitability: providing eco-friendly materials in market demands for suitability towards fashion logistics, fashion design, marketing strategy towards a focused segmentation promotion clothing designs towards customers with an interest in modest wear, technological innovation presenting an e-commerce attracting an international presence.

	Feasibility: launching new clothing line design inventory, technological design innovations by e-commerce, seasonal clothing collectivity, sourcing materials coordination 

	[bookmark: _Int_brDd56LM]Acceptability: UX/User acceptance eco-friendly materials sustainability, technology innovation online interactions with, Corporate social responsibility associations (brand reputations) risk analysis on supply chain logistics infrastructure, online technology data protection, cybersecurity. 



7. strategic implementations for the organizational implementations 
[bookmark: _Int_EwVeyNzu]Corporate social responsibility integrated in 1950s throughout strategic differentiated diversion towards value responsibility providing ulterior interest on supplied goods or services indicating extrinsic external CSR practices. CSR implementation conducts a multi-dimensional attainment in increasing value proposition tailored in CSR recruitment, with a cleared perspective towards prospects. Illustrations implemented, literature leveraging developed further enhancements, CSR implementations that redefine CSR literature that define conceptual definitions supporting review analysis, two empirical studies transmitted towards CSR implementation frameworks carried out by Manon et al. (2009) strategies in CSR design and implementation framework reflecting organizational; societal purpose, sending nine integrative strategies was implemented through secondary data, through case studies theoretically gathered through the distinct nature of implementation into three categories by Baumann-Pauly et al (2013) 1. commitment to CSR 2. Internal interactions and 3. External extensions. Theoretically studies CSR implementation on empirical institution citizenship promotes by Logsdon and wood (2002), entailing in-depth analysis through ethical, social and political issues implemented in external insights, practicing social control towards adapting public welfare and private interests. Through stages of CSR strategies by Manon et al (2009) phase embedding CSR is noticed with contrast in Baumann-Pauly et al (2013) talking about the nature of CSR strategies. Manon et al (2009) nine strategies considered 1. raising alert on CSR awarenesses 5. nature of CSR 6. integrating CSR activities 7. Negotiations between CSR and 8. evaluating CSR. Future improvements on CRS contains monitoring/controlling CSR strategies for future attainable improvements, provided synthesis in the literature nature through statistical data. CSR implementation literature allocates through multiple research methods, 36% qualitative then 53% quantitative, the consonance of qualitative methods explains exploratory nature psychological practices were portrayed through behavioral attributes, balance theory, communications, sociology, social identity and biology. Geographical studies were selected on empirical studies to further adapt feasibility studies signaling cost-country efficiency journal of business ethics, CSR implementation studies involves anticipants and characteristics that chart out towards multiple dynamics in internal environments including, employees, customer and managerial (individual level) while characteristics formulate structure on operational fields (organizational level). Representations of CSR multi-level nature can be complied on CSR values whereas CSR awareness alters managerial, customer services and employees (Tahniyath and Said 2023).
	[bookmark: _Int_Crbm4ClJ]Environmental responsibility: material product fabric on eco-friendly sourcing materials, (organic, recyclable materials) greenhouse gasses carbon footprint on optimization towards logistics, labeling on producing material, waste reduction recycling products, stakeholder awareness on sustainable clothing options

	Social: justification labor practices, employment right acts 1996, equality act 2010, leadership partnerships supporting local communities, charities, awareness on ethical sourcing materials, collaborations supporting ethical negotiations/committees 

	[bookmark: _Int_WJ704a5p]Ethical sourcing: supply chain logistics through fair trade units, supporting local communities, insight product labeling on product sourcing materials, 

	[bookmark: _Int_ITNB2TK5]Economic responsibility: pricing strategy fair pricing logistics/sales, extrinsic rewards towards responsible business practices, recruitment selection suitable job specification (training), financial reporting/ tax costing, supply chain management, sourcing supplier's effectivity.

	Stakeholder interactions: customer awareness on CSR nature implementations, questionnaires/surveys, personalization of marketing interactions. 
[bookmark: _Int_1CZSiQmL]Employees Training on CSR practices/implementation, fair labor practices, program facilitations. Suppliers/ manufacturers with ethical sourcing policies, contracts, meetings. Shareholders and investors cashflow forecasts, financial report scanning, updated audits, annual meetings. Local community communal events, CSR interventions. Governance and regulators policy participations, monitoring compliance reports, communications.


	CRS IMPLEMENTATION:

	[bookmark: _Int_WFy5Mja8]Continuous improvements to CSR regulations, identify gaps of improvements through feedback responses, performance information data.

	Monitoring through KPI indicators on carbon calculations, suppliers and conventual impact on local communities, annual reports indicator on CSR/ sustainability reports, contractors on fair trades, licensing/certifications through collaborations, fair trade units.

	[bookmark: _Int_kLwfjnjH]Controlling current legislatives on audits assessing labor policies, supply chain, stakeholder engagements and environmental impact. 

	Stakeholder analysis on primary data consulting input thoughts supporting perspective variations, training staff members of CSR vision/mission including CSR practices 

	[bookmark: _Int_15mrOqBT]Guidelines on CSR policies in business functions (operations reducing energy waste, sustainable materials. HR on fair wages, health and safety regulations, training and recruitment selection. Financial scanning on CSR initiatives/ ROI regulator.


Challenges SMES encounter to implement strategic direction 
	Continuous improvement 
	Corporate social responsibility integrations 

	Adaptability to change 
	Limited financial operations 

	Regulatory compliance issues 
	Technological innovation 

	Supply chain constraints 
	Customer expectation 



8.  Conclusion 
[bookmark: _Int_pL7AlIXd][bookmark: _Int_a6cZZn6T][bookmark: _Int_LebUElfk]Overall, these segments introduce an alternative hypothesis on organizational propensity outcomes, which protects longevity on business developments. Methodologies differ according to segmented business planning growth strategies, in business levels of function from corporate business, functional and operational levels, each segment weighs integral importance to undertake organizational scope in efficiency practices. 
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