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[bookmark: _Toc214973922]Executive Summary
This report examined how digital transformation is influencing organisational design and leadership practices within the UK fashion retail industry. It explores evolving within organisational structures and management roles, in addition to the incorporation of technologies such as artificial intelligence and the Internet of Things. Furthermore, the report compares performance trends in retail with those in other industries, underscoring the distinct challenges and opportunities that arise from technological disruption.
Key findings: 
Performance Trends in Retail  
Fashion retail faces volatility due to globalisation, e-commerce growth, and changing consumer expectations. Technology adoption is essential for competitiveness.
Evolution of Organisational Structures  
Traditional hierarchical models are inadequate for the complexity of modern retail. Agile, network-based structures enable faster decision-making and greater responsiveness to consumer demand.
Constraints of Conventional Hierarchies  
Rigid chains of command hinder innovation and adaptability, with resistance to change being a persistent issue in legacy organisations.
Movement Toward Agile Teams  
Multidisciplinary teams promote creativity and adaptability. Technology drives this shift in organisational structure.
Role of Technology 
AI enhances predictive analytics and operational efficiency, while IoT provides real-time visibility into the supply chain. Together, these technologies are shaping the future of the fashion retail industry.
Impact on Management Roles  
Managers are evolving from supervisors to strategic leaders who must integrate digital tools with human resources, requiring digital fluency and adaptability.
Digital Transformation and Resources 
Investment in infrastructure, compliance, and reskilling is vital for successful transformation, alongside effective communication to overcome resistance to change.
Regulatory Environment  
UK regulations shape the adoption of technology, ensuring that compliance and ethical considerations are fundamental to sustainable digital integration. The report highlights that technology is a transformative force in the fashion retail industry. Success in the 21st century requires businesses to:
1. Embrace agile organisational models.
2. Integrate leadership with digital expertise in management roles.
3. Engage the workforce to overcome resistance to change.
4. Align innovation with regulations and sustainable resource use.
1. [bookmark: _Toc214973923]Introduction
[bookmark: _Toc214973924]1.1	Background of the Study	
This report seeks to explore the profound effects that emerging technologies, particularly in the areas of e-commerce and e-business, have on traditional perceptions of organisational structures and management roles within the fashion retail industry. It delves into how these innovative practices are reshaping the way businesses operate and whether they render conventional roles and frameworks increasingly redundant. Organisations are embracing and integrating cutting-edge technologies, particularly artificial intelligence (AI) and e-commerce, into their operational strategies to enhance sales performance and optimise efficiency (Marques, Jorge, and Reis, 2022). This analysis will highlight the potential evolution of management dynamics and structural hierarchies in a rapidly changing business environment.
The evolution of information technology over the past few decades has significantly transformed the business landscape. Notably, the emergence and widespread adoption of e-commerce technologies have reshaped the retail industry, creating fresh opportunities for growth and innovation. This evolution not only enhances customer experiences but also drives efficiency and competitiveness in the marketplace (Amoako et al., 2022).  
E-commerce and e-business have fundamentally transformed the retail industry, challenging established organisational structures and management theories in various ways (Wang and Chang, 2021). They have brought about remarkable efficiencies and enhanced agility, with companies such as H&M, Zara, and Walmart having effectively embraced agility across their supply chains, allowing them to respond swiftly to the ever-changing dynamics between supply and demand. By leveraging modular design techniques, adopting agile manufacturing procedures, and enhancing inventory management technologies, they have positioned themselves for greater efficiency and responsiveness in the market (Lee, 2004; Irfan, Mingzheng and Naeem, 2020), allowing businesses such as these to respond swiftly to changing market conditions, competitions, consumer behaviours, and technological advancements (Rai et al., 2019). Furthermore, this evolution has also disrupted established roles within organisations, challenging conventional hierarchies and workflows, leading to a move towards flatter organisational hierarchies that facilitate rapid decision-making and enhanced collaboration (Reitzig, 2022; Rajan and Wulf, 2006).
Similarly, the Internet of Things (IoT) is a groundbreaking advancement in technology poised to revolutionise our daily lives. This ever-expanding online network links a diverse array of physical objects, including devices, buildings, automobiles, and more. By incorporating sensors, software, and network connectivity, these commonplace objects can produce invaluable real-time data regarding their usage, thereby facilitating improved efficiency and informed decision-making across various sectors (Khan et al., 2025). 
Moreover, the new aspects of digital capability provide an exciting opportunity to enhance employee experience and drive innovation in business models. By prioritising a well-structured and effectively managed digital platform, organisations not only support these initiatives but also create an environment that fosters ongoing innovation, which has inspired the integration of digital tools and platforms into everyday operations, assisting in streamlining processes and enhancing customer engagement (Bonnet and Westerman, 2021). This constructive approach paves the way for a more dynamic and forward-thinking organisation, positioning it for future success. 
These advancements bring fresh complexities; the pandemic has presented an opportunity for many retail organisations to accelerate their digitalisation efforts out of necessity (La Berge et al., 2020). While it has caused significant disruptions in supply chains, this challenge also highlights the importance of leveraging analytics while we enter a new era of retail innovation (Martinez, 2021; Brau and Sanders, Aloysius and Williams, 2023). They also present valuable opportunities, since digitisation is driving a wave of exciting trends, bringing forth new technologies such as blockchain, augmented reality/virtual reality (AR/VR), social media, cloud-based consumer platforms, and AI. This shift is also reshaping consumer preferences, especially among Generation Z (Gen Z), who are increasingly prioritising sustainability in their purchasing decisions. Furthermore, innovative business models from disruptive competitors, such as peer-to-peer sharing services, are emerging and presenting new opportunities as a digital leader within the fashion industry. While the rapid pace of change—both incremental and exponential—can create sector discontinuities, it also offers organisations a chance to adapt and thrive. By embracing these changes, businesses can enhance their strategies and better meet the evolving needs of consumers (Langley and Rieple, 2021).  
[bookmark: _Hlk212741321][bookmark: _Hlk212749486]One such disruption and challenge the fashion industry has needed to address and also navigate is Bangladesh's ready-made retail clothing industry, which is a vital contributor to the country's economy, accounting for 80% of exports and providing jobs for over 4 million individuals. Additionally, it is estimated to indirectly assist an additional 25 million people, highlighting its significant role in fostering economic growth and development in Bangladesh. By continuing to invest in this sector, the nation can further enhance its contributions to global trade and improve the livelihoods of millions (GOV.UK, 2014; International Labour Organization, 2023) On April 24, 2013, the eight-story Rana Plaza building in Dhaka collapsed, housing five clothing factories. Most of the occupants were garment workers. Over 17 days of rescue operations, 2,438 survivors were saved and evacuated, while over 1,100 individuals died, and countless more sustained permanent injuries (GOV.UK, 2014; International Labour Organization, 2023). This unfortunate event underscores the importance of prioritising workers' safety and welfare moving forward, ensuring a sustainable and responsible future for the sector. Workplace safety is crucial across industries, as industrial accidents pose serious risks. Such a major disaster prompted global initiatives to prevent loss of lives and minimise material damage on both national and international scales (Barua and Ansary, 2016; International Labour Organization, 2023). The collapse of the Rana Plaza in Bangladesh was a direct result of non-compliance with safety regulations. This incident catalysed numerous local and international initiatives aimed at confronting the ensuing challenges associated with workplace safety and regulatory enforcement in the apparel industry (Barua and Ansary, 2016; International Labour Organization, 2023). 
Consequently, the United Kingdom, through the Department for International Development (DFID), was allocated approximately £4.8 million to assist with a three-year program implemented by the International Labour Organisation. The program is designed to advance the National Action Plan on Fire Safety and Structural Integrity by facilitating the inspection of approximately 1,500 factories that fell outside the purview of the newly established initiative by international fashion retailers and brands (GOV.UK, 2014). The British retailer Primark committed to paying $9 million to 581 workers or their families associated with New Wave Bottoms, a supplier for Primark located on the second floor of the Rana Plaza building in Dhaka. Furthermore, an additional $1 million was allocated to a communal compensation fund for the 3,600 workers who were injured during the collapse of the eight-story complex in April 2013 (Butler, 2014).
[bookmark: _Toc214973925]1.2	Performance Trends of the Retail Sector Compared to Other Economic Sectors
[bookmark: _Hlk213052729][bookmark: _Hlk213053454]Recent data from the Office for National Statistics (ONS) shows a positive trend in UK retail sales, which increased by 1.2% over the three months leading up to August 2024. Notably, sales volume in August reached its highest level in 25 months, and the year-on-year growth of 2.5% represents the most significant yearly increase since February 2022. This upward momentum reflects a strengthening retail sector and may signal continued recovery and consumer confidence moving forward (O’Brien, 2024). 
The following graph, Figure 1, illustrates the volume of UK retail sales.
The UK Retail Sales Volume Adjusted 
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Figure 1: Seasonally Adjusted Retail Sales Volumes in the UK (Index 2022: 100)
Cited by ONS (Tokio Marine HCC, 2024, p. 3, Fig. 1) 

Encouraging data from the ONS reveal that the sales increase in August was broad-based across nearly all sub-sectors. Notably, department stores experienced a modest month-on-month rise of 0.2%, while textiles and clothing enjoyed a remarkable 2.9% growth. Although other non-food stores faced a 1.0% drop in sales, this data presents an opportunity to explore strategies for revitalising that segment. Overall, the upward trend in most areas highlights positive momentum in the retail sector (O’Brien, 2024). 
The following graph, Figure 2, illustrates the detailed changes in the Consumer Price Index. 
The Consumer Price Index from September 2023 to September 2024
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Figure 2: Detailed Changes in the Consumer Price Index (y/y, in percentage)
Cited by ONS (Tokio Marine HCC, 2024, p. 6, Fig. 2) 

While costs for clothing and food are experiencing some growth, with increases of 1.9% year-over-year and 0.8% year-over-year, respectively, the September figures remain below the Bank of England's inflation target of 2%. Alcohol and tobacco do present a unique challenge, as their Consumer Price Index (CPI) readings are still around 5%, even though they are also showing a downward trend. However, because they constitute only about 4% of the total CPI, their overall influence is limited. There is optimism that the CPI will stabilise around the Bank of England’s 2% target, indicating a positive outlook for inflation management (O’Brien, 2024). 
According to Cachon (2020), Inditex's business model thrives on minimal markdowns achieved through effective inventory management. They can launch new products based on desirable designs in just a few weeks, unlike the typical months required in the industry. In 2019, 54% of Inditex's production facilities were located closer to its main markets in Spain, Portugal, Morocco, and Turkey, while 46% were situated farther away. This local manufacturing incurs higher costs but allows for quick adjustments to seasonal trends, minimising leftover merchandise at the end of each campaign. Leaders of organisations in the fashion industry can navigate a dynamic environment characterised by rapid innovation and an evolving paradigm by learning from this approach: early and effective digitisation can lead to significant growth opportunities. Instead of perceiving traditional management theories as obsolete, this evolution presents an opportunity to thoughtfully reinterpret and adapt these concepts. Such adaptations can more effectively align with the requirements of a digitally driven marketplace, thereby enhancing strategic approaches in contemporary business environments (Baptista et al., 2020).
 A study on strategic flexibility and technological capability in China's high-tech electronics sector (Zhou and Wu, 2010) revealed that companies are required to recognise the limits of their current product innovation capabilities. To address these constraints, organisations should cultivate strategic flexibility in resource allocation and coordination. This can be done by creating adaptable organisational structures with self-organising teams, implementing flexible manufacturing processes with modular designs, and developing a culture that swiftly responds to shifting conditions in the environment 
[bookmark: _Toc214973926]1.3	Introduction to the Methodology
This report uses a methodology based on specific assumptions and focuses on thematic analysis of secondary qualitative sources. By drawing from a variety of peer-reviewed journals, it identifies and synthesises recurring themes in the literature, allowing for a comprehensive analysis that builds on established academic work rather than relying solely on primary data.
Through thematic analysis, the report uncovers patterns within the literature, providing a framework for interpreting complex issues. By utilising secondary sources, it enhances the reliability of its findings and leverages existing academic knowledge. This approach fosters nuanced discussions, striking a balance between breadth and depth, thereby enriching our understanding of the subject matter.
[bookmark: _Toc214973927]2.	The Evolution of Organisational Structures Due to Technological Innovation
[bookmark: _Toc214973928]2.1	Evolution of Organisational Hierarchies in Fashion Retail: From Functional Silos to Agile Networks 
In this rapidly evolving business environment, companies have a valuable opportunity to adapt and thrive in the midst of change (Sushil, 2017; Koller and Ramón, 2016; Barlette, Baillette, 2020). By addressing hypercompetitive conditions, they can leverage technologies, new products, and customer insights, while also navigating the challenges posed by emerging competitors and industry boundaries. Embracing these dynamics can lead to innovative strategies and sustainable growth, while responding to shifts in the economy (Benson, Ribbers, and Blistein, 2014; Gunasekaran et al., 2018; Barlette and Baillette, 2020) 
Technologies used in the workplace environments and the retail industry are becoming increasingly vital to organisations' operations, such as modern advancements in innovative algorithms and AI capabilities, which are transforming how individuals work by harnessing information and maximising the unique characteristics inherent in human and social workplace technologies. These innovations serve to identify usage trends that not only anticipate the requirements of both organisations and their workforce but also facilitate connections between individuals and relevant knowledge. Additionally, AI can aid in managerial activities, enhancing efficiency and productivity while allowing human workers to focus on more strategic and creative tasks. This evolution presents an interesting opportunity to encourage human decision-making rather than replace it, thereby fostering a more collaborative and informed work environment (Baptista et al., 2020).  Initially, these technologies were designed as productive tools to assist individuals with their office tasks. However, they have since evolved to play a significant role in building community and fostering social interactions within organisations. The advancements in AI have enabled these technologies to additionally assume managerial responsibilities (Baptista et al., 2020).
Within the last twenty years, the evolution of workplace technologies has fostered a closer integration with human activities within organisations. According to Rai et al. (2019), this has led to the emergence of innovative configurations, such as human-in-the-loop and meta-human systems, which indicate new approaches to socio-technical systems. These advancements are providing exciting opportunities for organisations to enhance collaboration and efficiency in ways that were previously unexplored (Benbya et al., 2020; Lyytinen et al., 2020).
Workplace technologies present a significant opportunity for researchers to explore the substantial impact of these technologies on companies (Silva and Hirschheim, 2007) and to examine the evolving configurations of human-technology interactions (Crow, Lury and Wakeford, 2014). By understanding these dynamics, researchers can highlight their significance as strategic elements that influence leadership, business practices, and overall organisational effectiveness (Dery et al., 2017; Heavey et al., 2017; Tavakoli et al., 2017).
Workplace technologies have advanced significantly from simple office applications to sophisticated interconnected digital platforms (Leonardi et al., 2013; Baptista et al., 2020). Today's digital work environments incorporate automation and utilise AI-driven self-learning elements, thereby enhancing efficiency and adaptability (Lyytinen et al., 2020; Faraj et al., 2018). This technological advancement presents exciting opportunities, such as enhancing the employee experience and driving innovation in business models, enabling organisations to leverage technology to drive productivity and innovation.
The influence of enterprise systems is significantly shaped by their relationship with business models. According to Baptista et al. (2017) and Stein et al. (2013), workplace technologies have the potential to positively disrupt traditional work practices and organisational dynamics. This is largely due to the co-evolution of these technologies with the social structures of organisations (Baptista, 2009; Clarke and Preece, 2005), creating opportunities for enhanced collaboration and innovation in the workplace.
We delve into the rich history of workplace technologies, tracing their evolution over time to offer a comprehensive theoretical framework that enhances our comprehension of their increasing importance within businesses. By examining the progression of these technologies, we can better appreciate how they have transformed workplace dynamics and contributed to organisational development (Baptista et al., 2020).
Workplace technologies play a vital role in enhancing organisational efficiency by offering a diverse variety of digital services that assist with work processes. These technologies include essential office applications as well as integrated SMAC (social, mobile, analytics, and cloud) solutions. Furthermore, they leverage smart sensing technologies that utilise the IoT, along with innovative tools such as self-learning algorithms, smart agents, and workplace robots. Together, these advancements pave the way for a more productive and adaptable work environment (Attaran et al., 2020).
We recognise a constructive evolution of workplace technologies within organisations, as outlined by Kane (2017). This progression begins with foundational technologies focused on individual workplace applications (Individual Tools Layer) and advances to incorporate essential tools, which include social media, intranets, email, and collaboration platforms (Group and Community Layer). In recent times, we have embraced Innovative workplace technologies that incorporate robotic process automation, AI, cognitive knowledge and collaboration systems, sensing devices, and integrated digital work platforms (Intelligent Augmentation Layer). This layered approach not only enhances efficiency but additionally fosters a more collaborative and innovative work environment (Baptista et al., 2020).
The evolution of information technology over the past few decades has significantly transformed the business landscape. Notably, the emergence and widespread adoption of e-commerce technologies have reshaped the retail industry, creating fresh opportunities for growth and innovation. This evolution not only enhances customer experiences but also drives efficiency and competitiveness in the marketplace (Amoako et al., 2022).
[bookmark: _Toc214973929]2.2	The Conventional Hierarchical Structure and Its Constraints
The fashion clothing retail industry encounters significant challenges in accurately predicting consumer demand due to the short product life cycle, unpredictable market trends, limited historical data, and seasonal fluctuations. Developing effective forecasting models is crucial for enhancing sales predictions and more effectively meeting consumer demands (Chandadevi and Yan, 2022). Chandadevi and Yan (2022) state that researchers have attempted to tackle the issue of forecasting demand by utilising traditional models, which rely on historical data on sales. While these models can provide reasonable to moderate predictions of demand for products based upon historical sales, they are not entirely dependable for forecasting future demands, given the ever-changing nature of the fashion sector. With the rise of numerous online platforms for fashion e-commerce, customers now have access to an extensive selection of virtual fashion products available online. 
This has led to a significant shift in purchasing patterns, influenced by various factors, including fashion events, social media, and other additional factors. Presently, consumers are increasingly happy with the extensive selection of options and expect swift delivery of their orders and purchases. This presents a challenge for fashion retailers, as they must satisfy the demands of customers within tight timeframes (Giri, Thomassey and Zeng, 2018). Consequently, it is essential for clothing retailers to make prompt and efficient assessments regarding replenishing inventory, guided by projections of potential consumer demand trends (Chandadevi and Yan, 2022). 

Furthermore, the forecasting precision of prospective product demand and sales is further exacerbated by a variety of fashion trends, designs, and patterns, in conjunction with brief product life cycles, variable consumer demand, and extended lead times for replenishment, which contribute to these difficulties (Thomassey, 2010). To navigate these issues effectively, the industry is actively developing comprehensive forecasting models that can significantly enhance decision-making procedures related to sourcing and sales (Chandadevi and Yan, 2022). 
Moreover, by improving prediction accuracy, these models have the potential to drive greater efficiency and strategic planning within the sector. A significant number of current studies regarding fashion apparel supply chain management concentrate on creating sophisticated models to enhance demand forecasting in the fashion industry (Giri, Thomassey and Zeng, 2019; Giri, Thomassey, Balkow, and Zeng, 2019). Effectively anticipating prospective sales and demand for fashion-related products. poses a significant obstacle in both the academic and industrial realms. To tackle this issue, it is vital to investigate the complexities of the fashion market and the management practices that facilitate the timely design, production, and delivery of products (Martin and Lee, 2004).   

Similarly, newly released fashion products constantly enter the market, making it challenging for retailers to predict their sales and demand. Key concerns for decision-makers in the fashion supply chain include shifting consumer preferences, market instability, diverse product types, unpredictable weekly sales patterns and supply chain uncertainties (Nayak and Padhye, 2018; Chandadevi and Yan, 2022). In this data-driven age, the fashion apparel retail sector generates a substantial number of sales and product-related data. If this data is managed efficiently with advanced data analytics solutions, it can greatly enhance business operations within the fashion industry (Giri, Jain, Zeng, and Bruniaux, 2019). 
[bookmark: _Toc214973930]2.3	The Movement Toward Agile and Multidisciplinary Teams

[bookmark: _Hlk213349733][bookmark: _Hlk213435735]Agile management and organisational strategies have brought about significant changes in many organisations (Nesheim, 2024). As stated by Dybå and Dingsøyr (2009), the agile methodology originated in the field of software development and has since had a significant influence on the industry. Important transformations have occurred across different sectors. Rigby, Sutherland, and Noble (2016) highlight that this concept has positively influenced many larger organisations by offering valuable frameworks and "recipes" that foster innovation and enable effective change. These insights provide constructive tools for organisations looking to enhance their capacity for creativity and transformation. In this regard, agile methodology offers organisations two main benefits for improving effectiveness. First, it serves as an organisational capability that allows them to quickly recognise and respond to environmental changes (Felipe, Roldán, and Leal-Rodríguez, 2016; Zitkiene and Diksnys, 2018; Nesheim, 2024). Second, it includes various mechanisms, procedures, techniques, and technologies that support this agility (Dybå and Dingsøyr, 2009; Stray, Moe, and Hoda, 2018). By focusing on these areas, organisations can succeed in dynamic environments.

[bookmark: _Hlk213435720]Furthermore, a major turning point in agile methodologies was the publishing of the Agile Manifesto (Beck et al., 2001; Nesheim, 2024). It introduced principles that prioritise individuals and interactions ahead of procedures and equipment, deliver practical amenities instead of copious paperwork, and focus on customer-client cooperation over strict contracts. Agile encourages teams to adapt to change rather than rigorously adhering to plans. Unlike Waterfall projects, agile workflows involve teams operating in cycles with time-bound iterations, allowing for frequent check-ins and feedback from coworkers and end-users (Krehbiel et al., 2017, p. 90; Nesheim, 2024). The development of software has been significantly shaped by the agile methodology (Dybå and Dingsøyr, 2009) and has also evolved into an organisational framework transcending software (Madsen, 2020). Studies emphasise that agile project methodology promotes cross-disciplinary interaction, iteration, collaboration with customers, and incremental adjustments. This stands in stark contrast to Waterfall projects, which are overly formalised and rigid. Despite its flexibility, agile adheres to a project-centred methodology. Much of the research on agile software companies focuses on the advantages and difficulties of agile approaches compared to Waterfall initiatives (Foss and Klein, 2022; Conforto et al., 2014; Dybå and Dingsøyr, 2009; Felipe et al., 2016; Hobbs and Petit, 2017; Serrador and Pinto, 2015).

Arguably, research on agile teams frequently overlooks the significance of permanency and stability in favour of project-oriented software development (Grass, Backmann, and Hoegl, 2021; Gren, Torkar, and Feldt, 2017; Przybilla, Wieser, and Krcmar, 2020; Vishnubhotla, Mendes, and Lundberg, 2017). This view aligns with the ambidexterity concept, which states that established organisations need to strike a balance between efficiency and refinement (exploitation) with originality and invention (exploration) (O’Reilly and Tushman, 2021; Raisch and Birkinshaw, 2008). These activities require different objectives, competencies, leadership philosophies, and attitudes. Furthermore, critics of agile literature (Kumar, Madhuri, 2025 and Skelton and Pais, 2022) highlight issues with the transitory mentality and project logic. This approach compromises team trust and cohesiveness, complicates governance, and additionally renders it more challenging to transition between operations and development. Stable, interdisciplinary teams that integrate operations, maintenance, and development are a more successful approach. This paradigm is endorsed through successful examples from Amazon, Netflix, Spotify, and ING (Kumar, Madhuri, 2025; Skelton and Pais, 2022). 
[bookmark: _Toc214973931]2.4	The Role of Technology (AI and IoT) in Shaping the Future of Work in UK Fashion Retail
[bookmark: _Hlk213690378]In this era of technology, AI will revolutionise how businesses operate on a daily basis. Advanced technologies, such as the IoT, AI, cloud computing, augmented reality/virtual reality, big data and robotics, are projected to reshape future employment positions. This transformation will impact numerous facets of the fashion apparel sector, including design, marketing, sampling, quality control, production, labelling, packaging, sales, and advertising (Kohli, 2024). All businesses have data in both organised and unstructured formats. AI analyses this data to identify patterns for operational execution, enabling automation without human intervention. Using AI streamlines worker duties, improves productivity, and enhances consumer reach and fulfilment. To function effectively with these technologies, employees must possess fresh competencies and an extensive knowledge of human-machine interactions (Kohli, 2024). 

[bookmark: _Hlk213762784]Fashion designers are now adopting smart technology and digital capabilities to develop and design clothes (BBC, 2025). According to Kohli (2024), they use programs such as CorelDRAW, Photoshop, Illustrator, Lectra, TUKAcad, and NedGraphics while adapting to the evolving climate environment that affects their professions. Robotics, the IoT, AI, augmented reality, and virtual reality are transforming the fashion industry (BBC, 2025; Kohli, 2024). These technologies enhance trend forecasting, market analysis, merchandising, product descriptions, inventory control, supply chain management, staff allocation, fit solutions, content creation, store layout planning, customer relationship management and virtual product customisation (Kohli, 2024). Some of the most prominent businesses in the fashion AI include Microsoft, IBM, AWS, Facebook, Adobe, Oracle, Catchroom, Huawei, Syte, and Mode.ai. The global fashion market rose from $0.65 billion in 2022 to $0.91 billion in 2023, with a projected growth of 42 per cent by 2027. Major companies that utilise AI in their business operations are Dior, Zara, H&M, Macy's, Tommy Hilfiger and Nike (Kohli, 2024). 

During Metaverse Fashion Week, Tommy Hilfiger held an AI Design Competition. Kering introduced Madeline, a chatbot that acts as a personal shopper for luxury brand products. In the KNXT fashion space, users can purchase items using cryptocurrency. Artist Mario Klingemann and companies, including Gucci and Valentino, are exploring the use of this type of technology. The concept of AI emerged in the 1950s when mathematicians and scientists endeavoured to create machines capable of solving problems by utilising data. They aimed to replicate human problem-solving abilities through the development of machine learning (ML) algorithms (Kohli, 2024). The digital age has combined greater data volumes and more rapid computer processing, leading to the development of AI applications in various industries, including supply chains, banking, marketing and entertainment. The rapid development of AI has a significant influence on our daily lives. Giri, Jain, Zeng, and Bruniaux (2019) reviewed 149 articles to investigate how AI is utilised in the fashion industry, its role in various supply chain stages, and its impact on B2B and B2C interactions, documenting some interesting results. 

For example, Giri, Jain, Zeng, and Bruniaux (2019) found that the majority of research in the supply chain focuses on apparel production, particularly in the areas of machine learning and expert systems. They noted extensive use of image recognition in the manufacturing and inspection of fabrics. While significant studies exist in the B2B (business-to-business) sector, a significant research shortage remains in the B2C (business-to-consumer) area. This suggests significant potential for applying AI in B2C, encompassing social media, e-commerce, online retailing, m-commerce, and other commerce-related areas. Furthermore, according to Abid Noor (2022), there is a scarcity of studies on the implementation of AI in the fashion sector. Important areas requiring exploration include clothing design, computer-aided design (CAD) usage in clothing manufacturing, fabrics-related challenges such as dimensional stabilisation, material selections, and manufacturing management challenges, including quality control and scheduling. Additionally, optimising markers to minimise waste, and supply chain management—including inventory and replenishment, as well as sales forecasting—also require further investigation. 

Moreso, Wang and Rasheed (2014) investigated the utilisation of AI in the fashion industry, specifically in fashion styling, to determine if AI could effectively serve as a fashion consultant. They discovered four major applications of AI in this context: (a) online human stylist consulting services, (b) virtual fitting algorithms, (c) e-commerce recommendations algorithms, and (d) virtual fashion social networks, which they considered to be their popular applications. Fashion periodicals and publications explain how luxurious fashion businesses are using AI. For instance, Nike Fit gives customers instant recommendations using computer vision and machine learning. Candeloro (2020) outlines AI applications focused on sustainability in fashion, utilising case studies of H&M, Moosejaw, Farfetch, and Stella McCartney. H&M employs the 'circularity principle' with AI to minimise waste while assessing material safety, manufacturing procedures, and overall quality. Predictive AI tools have enabled H&M to prevent mismatches between supply and demand (Kohli, 2024). 

Stella McCartney is an elite fashion company that prioritises sustainability and employs the ‘Environmental Profit and Loss’ methodology to evaluate its supply chain's environmental impact. In 2019, the brand partnered with Google to analyse the environmental effects of natural resources using Google Cloud technologies. Farfetch has developed the AI-based ‘Fashion Footprint Tool’ to educate customers about sustainable fashion, providing details on materials and their environmental impact, allowing shoppers to make well-informed decisions (Kohli, 2024). AI is an extremely effective instrument that aids manufacturers, designers, retailers, and brands in managing inventory based on market projections, minimising unsold inventory, which frequently ends up in landfills. Akram et al. (2022) emphasise that the fashion industry needs to adopt technologies, particularly blockchain IoT, VR, and AR. These technologies have the ability to enhance clothing design with sustainable materials, provide design flexibility, promote a circular economy, minimise waste, enhance energy management and develop smart clothing. Additionally, training for employees regarding such technologies is essential (Kohli, 2024). 

Furthermore, the rise of automation in design disciplines has created a new industry for AI experts, both technical and non-technical, focused on developing cost-effective digital solutions to enhance consumer engagement and spur corporate growth. According to a Bain (2023) examination of fashion corporations, generative AI tools, such as DALL-E 2 and Midjourney, enable brands to quickly create full collections and develop photorealistic graphics with minimal human involvement.
[bookmark: _Toc214973932]3. 	The impact of digital transformation on management roles in the UK fashion retail industry
According to Casciani, Chkanikova and Pal (2022), academics argue that the implementation of technological advances from Industry 4.0 within the fashion industry is leading to significant and disruptive changes throughout the value chain, both in the back end and the front end. These changes are the consequence of more innovative procedures, services, products, and organisational models that are significantly more rapid, sophisticated, and more effective (Bertola and Teunissen, 2018; Kalbaska and Cantoni, 2019). 

Within hierarchical or hybrid organisations, governance focuses on who establishes and enforces the rules. Its effectiveness is measured by four key pillars: accountability, transparency, independence and fairness (Mastrodascio, 2022). Industry 4.0 technologies, particularly blockchain, can enhance governance at the micro and macro levels of organisations by increasing accountability and transparency. Blockchain technology offers two primary benefits: it provides a reliable and verifiable method for tracking and monitoring transactions and ensures confidence and trust by rendering such transactions immutable, thereby facilitating future agreements (Yaqub and Alsabban, 2023).

Moreover, the effective functioning of corporate governance in large as well as small organisations hinges on directors' behaviour, which may sometimes conflict with the objectives of shareholders, leading to issues with agencies. Blockchain technologies can address these issues by enabling direct interactions between shareholders and board members through smart agreements, while strengthening confidence and accountability, and reducing expenses for agencies. Additionally, this shift also enhances the distribution of authority among managers, shareholders and directors, thereby improving governance integrity (Mastrodascio, 2022). Vinodh et al. (2021) found that traditional data-gathering and evaluation methods are expensive and time-consuming. 

In contrast, Big Data resources can substantially reduce expenses while enhancing decision-making processes. Additionally, Viriyasitavat et al. (2020) noted that blockchain-generated data can enhance governance quality by facilitating greater intelligence and informed decision-making. Furthermore, blockchain technology addresses the critical problem with end-to-end transparency in industry supply chains, offering improved security against fraud, cybercrime and manipulation (Burnson, 2017). Once information is submitted to the blockchain, it becomes immutable due to the technology's distributed decision-making mechanism, which ensures that only one verified version of the data exists among all of the participants (Aste et al., 2017; Sharma and Park, 2018; Sharma and Villányi, 2022).

This immutability fosters trust in the economic system by eliminating the need for a reliable intermediary, enabling participants lacking trust to establish secure relationships. At a macro level, blockchain prevents unauthorised alterations, assists in safeguarding the finances of others from deceitful individuals or organisations. Additionally, it holds perpetrators accountable and assists in recovering stolen assets while preventing illegal financial activities (Apte and Petrovsky, 2016).

[bookmark: _Toc214973933]3.1	Digitalisation in the UK fashion retail industry
Orisadare et al. (2025) note that the global Textile, Apparel, and Fashion industries face complex issues due to demands for sustainability and digital transformation. While these issues are worldwide, their impacts vary by region, due to factors such as technological preparedness, policy frameworks and economic structures. The challenges can be categorised into sustainability and digital transformation issues, with considerable overlaps between the two. Advancements in technology are essential for enhancing efficiency and reducing environmental impact. 
Advances in sustainable materials, zero-waste manufacturing, and wearable devices enable organisations to optimise their operations. Key technologies that drive Industry 4.0 and Industry 5.0 include AI, the IoT, blockchain, cyber-physical systems, and human-centric automation (including robotics) (Orisadare et al., 2025). However, companies should be aware of challenges such as privacy and data security issues, integration complexity, skill gaps in the workforce, high investment costs with uncertain returns, and interoperability concerns (Orisadare et al., 2025).

The framework that combines circular economy principles with digitalisation and sustainability ensures effective adoption of emerging technologies. Enhanced supply chain transparency, resource efficiency, sustainable product lifecycle management, carbon footprint reduction, waste minimisation, and Energy efficiency should all be taken into consideration while evaluating it. Additionally, it is crucial to address issues such as the need for standardised sustainability metrics, coordinating strategies with business objectives, quantifying the benefits of digitalisation, overcoming integration challenges with legacy systems, ensuring regulatory compliance, overseeing organisational change, and providing incentives for sustainable digital transformation.
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Over the past decade, the RAD framework has evolved to address the limitations of traditional management approaches, including the notion of "naturalness" and historical variability. Aplet and Cole (2010) identified three crucial managerial responses to transformative change: 
1. Actively resisting change by restoring altered conditions.
2. Embracing the new ecological trajectory, which may lead to unpredictable outcomes.
3. Taking action to direct ecosystems into new states that are better compatible with emerging climates and support ecosystem services and biodiversity.
[bookmark: _Hlk213942400]Whilst several terminologies may be utilised, there is consensus among these alternatives (Fisichelli et al., 2016a, 2016b; Aplet and McKinley, 2017; Schuurman et al., 2020; Lynch et al., 2021; Thompson et al., 2021).
According to Millar et al.'s (2007) three Rs: Resistance, Resilience, and Response decisions and Peterson St-Laurent et al. (2021) Resistance, Resilience, and Transformation (RRT), the RAD model differentiates itself from typologies that integrate managerial operations with ecological implications. As stated by Walker (2020) and Fisichelli et al. (2016a), resilience is an ecological trait that can be both limiting and desirable, as it typically involves reverting to pre-disturbance conditions. 
In addition to ecological considerations, managers must additionally take into consideration the institutional, cultural, and social dimensions of evolving (Clifford et al. 2021). Furthermore, the RAD methodology requires taking into account the differing objectives and principles of varying stakeholders (Kueffer and Kaiser-Bunbury 2014; Clifford et al. 2021). Successful reconciling during the resolution process requires engagement with Indigenous perspectives and expertise.

For managers reacting to a potential anthropogenic ecological trajectory, the RAD paradigm provides three possible approaches:
1. Resist the change by preserving or re-establishing the ecosystem based on historical or acceptable circumstances. 
2. Accept the transformation by permitting the ecosystem to develop naturally.  
3. Direct the change by effectively constructing the ecosystem in the direction of the desired circumstances (Schuurman et al., 2022).

Researchers distinguish between "management" and "intervention" in ecological environments. According to Cole and Young (2010; Babalis, 2012), an intervention is described as “any prescribed course of action that intentionally alters ecosystem trajectories.” In contrast, management is a broader definition that encompasses interventions and additional strategies. Interventions involve deliberately altering biological and physical variables in accordance with ecological fluctuations (Hobbs et al. 2011). Management encompasses a range of initiatives, from implementing interventions to regulating ecosystem utilisation, and it additionally requires engaging with the public and resource consumers, who may have varying expectations regarding ecological conditions, services and products (e.g., Clifford et al., 2021).

It is crucial to comprehend how these two terminologies differ from one another. For instance, choosing not to intervene (i.e., to accept) does not exclude the implementation of further management measures. Developed for managers of natural resources, this paradigm emphasises management responses and aids in determining whether to intervene in response to environmental shifts. The objective is either to navigate the transition towards desirable new ecological conditions or to avoid change and preserve previous circumstances (Schuurman et al., 2022).
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The foundation of digital transformation is a paradigm that clarifies the interaction between technology and retail management. Researchers such as Westerman, Bonnet, and McAfee (2014) make a distinction between digital technology as a driver and a facilitator of tactical transformation. This model helps gain an appreciation of how retail businesses employ digital technologies to enhance procedures and effectively reframe their organisational objectives (Sagar, 2024). Through digital innovation, omni-channel commerce, data-driven decision-making, and new technologies, the retail industry is being revolutionised. The   Omni-Channel retailing model approach emphasises the connections between online platforms, physical stores, and mobile apps, aiming for a seamless customer experience across all channels (Brynjolfsson et al., 2013). Retailers adopting this strategy strive to eliminate barriers between online and physical operations, understanding that modern consumers frequently utilise multiple channels during their shopping experience (Sagar, 2024).
AI and the IoT are revolutionising the retail industry. AI enhances customer experiences through personalisation and analytical forecasting, while IoT facilitates the effective management of inventory and improves supply chain transparency (McAfee and Brynjolfsson, 2017; Sagar, 2024). Retail operations are undergoing a transformation as a consequence of digital transformation. Advanced digital solutions are replacing traditional inventory management systems, maximising inventory levels and reducing expenses. Contemporaneous data analytics for supply chain optimal performance is essential for minimising interruptions and ensuring the efficient distribution of products (Sagar, 2024).
Through the application of technologies within retail management, AI is increasingly utilised in retail, with chatbots assisting customers and analytics predicting and optimising retail prices (Verhoef, Kannan, and Inman, 2015). Meanwhile, the IoT transforms physical stores into smart environments, rendering inventory tracking, store condition monitoring, and personalised customer interactions (Sagar, 2024).
Retailers are increasingly utilising data-driven decision-making to enhance market trends, consumer insights, and operational effectiveness. Retailers can develop comprehensive customer profiles utilising data analytics in Customer Relationship Management (CRM) solutions, facilitating targeted marketing initiatives and individualised interactions (Huang and Rust, 2018). This approach encourages loyalty, customer engagement, and long-term partnerships.
The retail industry is undergoing significant transformations due to the digitisation of processes, which is transforming how businesses manage daily activities and satisfy consumer demands. Traditional management of inventory, based on human tracking, is being supplanted by sophisticated digital infrastructure that utilises contemporary data analysis for optimising inventory levels and boosting supply chain productivity (Wu, Straub, and Liang, 2015). This modification makes the retail marketplace more adaptable and prepared to respond quickly to market developments and customer demands.

[bookmark: _Toc214973936]3.4	Digitalisation and Management Roles in the UK Fashion Retail Industry: Bridging Technology and Leadership in Retail Operations
Thought leaders alongside social-media influencers, including bloggers and vloggers, aim to alter perceptions, influencing the purchasing decisions of potential customers. They are often referred to as marketing influencers, in conjunction with phrases such as “celebrity endorsers, “opinion leaders,” and “celebrity endorsers.” While primarily studied in a Business-to-Consumer (B2C) situation, this concept is additionally gaining traction in Business-to-Business (B2B) settings (Neuhaus, Millemann, and Nijssen, 2022). 
According to Barry and Gironda (2019), thought leaders are highly influential figures in B2B markets. They encourage innovative thought processes and questioning, promote innovative ideas, and serve as reputable specialists and consultants. By providing valuable information, thought leaders significantly impact the decisions of stakeholders, shaping the direction of companies. Though it extends beyond digital material marketing, the Internet continues to play a significant role in thought leadership. To increase their impact and promote broader corporate objectives, thought leaders utilise social media to create and harness communities around specific subjects (Barry and Gironda, 2019). The objective is to establish enduring, trustworthy connections with customers, rather than merely delivering messages (Holliman and Rowley, 2014; Magno and Cassia, 2019).
Digital marketing using content can prove effective if companies implement it strategically. In B2C marketplaces, social media influencers function as independent endorsers, influencing viewer attitudes using tweets, blogs, and other social media platforms (Freberg, Graham, McGaughey, and Freberg, 2011). Furthermore, vloggers and bloggers utilise social media platforms to engage with their audience, while influencers leverage social media channels, including Instagram, TikTok, and Facebook, to create content. They build followings by sharing engaging, high-quality content that generates conversation and promotes audience participation. This positions them to collaborate with companies on sponsored material, and the closer their alignment with brands, the more they can be seen as marketing influencers (Neuhaus, Millemann, and Nijssen, 2022). 
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To address lockdowns and border restrictions during the COVID-19 epidemic, many organisations swiftly modified their approach to their supply chain by sourcing substitute suppliers or modifying the management of their inventory by adopting a more regional approach (Vial, 2019). As a result, supply chain management and logistics have become vital in today's international commerce environment, bringing both advantages and disadvantages.  These sectors are greatly impacted due to the rapidity of technology and globalisation. The challenges of managing capital, information, and commodities across broad landscapes have grown increasingly apparent as organisations seek to sustain their edge in the marketplace (Yingying, 20 within the digital retail 24).
Every supply chain (SC) participant within the digital retail sector—manufacturers, retailers, and suppliers—needs the correct products at a particular time and location to compete effectively; therefore, logistics is crucial.  However, fulfilling such demands has become increasingly challenging as logistical networks have developed into more complex and unpredictable (Nitsche and Straube, 2020). The significant role of effective retail logistics has been emphasised during the COVID-19 pandemic (Crick and Crick, 2020; Dyatkin, 2020). Businesses recognise the importance of digitalising their supply chains to stay competitive (Ben-Daya et al., 2019; Ivanov and Dolgui, 2020), even though the abundance of new technologies makes selecting the most advantageous options difficult. Furthermore, the centralised logistics procedures that numerous organisations employ in conflicts among supply chain actors lead to inefficiencies (Serdarasan, 2013). To address this challenge, a potential approach is to create a decentralised logistics operation by establishing an intelligent, adaptable, agile, and efficient infrastructure, like Logistics 4.0 (Hrouga and Sbihi, 2023). 
According to Dekimpe (2020), Hossain et al. (2021), Bruni and Piccarozzi (2022), Zhang et al. (2022), Kang et al. (2023), among other researchers, the theoretical idea of retail in Industry 4.0 encompasses various digital technologies, among which are Blockchain, the IoT, Augmented Reality and Big Data. Implementing Industry 4.0 throughout the retail industry can elevate consumer expectations while improving the calibre of goods and services (Müller et al., 2018). For retailers, the contextualization of company operations, in addition to their incorporation of Industry 4.0 technologies, provides considerable prospects. Retailers can identify fresh efficiency opportunities, provide tailored experiences for customers, and achieve a competitive advantage within an increasingly digital and consumer-focused environment by aligning their operational methods with the distinctive specifications of the retail sector and leveraging the latest technological advances (Hrouga and Sbihi, 2023). 
Companies can gain several advantages by integrating Logistics 4.0 with company operations and promoting convergence across retail sector enterprises. They consist of improved supply chain visibility, enhanced synchronisation and collaboration, increased automation and efficiency of processes, data-driven decision-making, optimal inventory management, efficient order fulfilment, and increased effectiveness in transportation planning. Ultimately, these enhancements contribute to greater satisfaction among customers (Hrouga and Sbihi, 2023). 
To meet the Paris Agreement's goal of keeping global temperatures "well below 2 °C, and towards 1.5 °C," net-zero CO2 emissions are required by 2050 to 2070, with likely net-negative emissions needed afterwards (Edenhofer et al., 2014; Masson-Delmotte et al., 2018; Department for Transportation, 2022) across all sectors (Bataille, 2020). In November 2021, Glasgow hosted the United Nations Climate Change Conference (COP26), providing a pivotal opportunity to chart a sustainable future. The primary objective of the conference was to achieve global net-zero emissions by mid-century and limit global warming to a maximum of 1.5°C. During the conference, Chinese President Xi Jinping announced two significant directives: (a) the Working Guidance for Carbon Dioxide Peaking, which aims to achieve peak emissions prior to 2030, and (b) a challenging objective of reaching carbon neutrality by 2060. These initiatives underscore a collaborative international commitment to combating climate change and promoting a healthier planet for future generations (Mak et al., 2022; Department for Transportation, 2022) 
Moreover, with the goal of monitoring the development of net-zero strategies leading to 2050, the International Energy Agency (IEA) in the United States has partnered up with higher educational institutions and specialists from internationally recognised organisations. The purpose of this partnership is to assist the governments of the United States and other Western nations in fulfilling their net-zero pledges (Mak et al., 2022). Approximately 37% of CO2 emissions from end-user sectors that rely on fossil fuels are attributed to the transport sector, according to the International Energy Agency (IEA) (2025). Following the significant impacts of the COVID-19 pandemic in 2020 and 2021, the sector is expected to experience rising carbon emissions due to a rebound in demand and a slow introduction of alternative fuels, particularly in developing and emerging economies. Policies categorised as "avoid, change, and improve" are required to align transport with the IEA's sustainable development forecast (The Economic Times, 2022). These policies promote low-carbon intensity transportation alternatives and emphasise the implementation of energy efficiency methods across all forms of transport (Mak et al., 2022). 
Given a multitude of significant issues, the transportation and logistics sector frequently encounters sustainability difficulties:
(a) Inadequate pressure from regulations (Jazairy and von Haartman, 2020). Cross-industries agreements are required for developing successful measures, given that multiple government agencies implement emission restrictions in inconsistent ways.
(b) Insufficient incentive for investing (Purwandani and Michaud, 2021). Logistics organisations, particularly SMEs, are deterred from making investments in automated technology and effective infrastructures due to restricted funding and slim profit margins.
(c) The influence of e-commerce on urban traffic (Bergmann, Wagner, and Winkenbach, 2020; Allen, 2018). There is an increasing number of non-full-load transportation trips resulting from an increase in last-mile deliveries, driven by rising e-commerce consumer demand.
(d) Dependency on fossil fuels (Mak et al., 2022; US Environmental Protection Agency, 2025a). Particularly for heavier vehicles, the auto industry continues to lack efficient methods for reducing its reliance on fossil fuels.
(e) Not being visible to customers (Mecalux, 2019). It has proven difficult to implement green policies since consumers tend to be unaware of logistical concerns, particularly when same-day deliveries hinder ordering consolidation alongside efforts to consolidate. Organisations are less inclined to make investments in environmental sustainability since logistics expenses are seldom itemised or incorporated into their retail prices.
The majority of Hong Kong's logistics and transportation sector consists mainly of small- and medium-sized enterprises (SMEs) that face challenges, including high rental prices and short leasing contracts. Such factors deter long-term investments in technology and sustainability, resulting in minimal automated processes. The COVID-19 epidemic additionally impacted the industry's profitability. Without a strong commitment to green practices and ESG (Environmental, Social, and Governance) reporting, there will be little urgency to implement sustainable techniques (Mak et al., 2022). 
Green Vehicles and Transportation
Three fundamental strategies require implementation for lowering transportation-related greenhouse gas (GHG) emissions (United States Environmental Protection Agency 2025b): (i) utilising lower-carbon fuels, (ii) implementing technological innovations, and (iii) optimising transportation operations.
(i) Routing and Activity  
GHG emissions can be reduced by transitioning from long-distance trucking to railway or maritime transportation. Truck operators can optimise routes to improve fuel efficiency, maximise load capacity, and reduce empty return journeys by utilising operational research and big data (Mak et al., 2022). 
(ii) Technological advancement  
Key priorities involve decreasing vehicle weight while improving tyre and engine performance. Modern motor vehicles, for instance, hydrogen fuel cell and all-electric automobiles, consume less fuel and emit zero polluting gases (Mak et al., 2022; Department for Transportation, 2022). 
(iii) Transportation fuels 
Lower-carbon fuels, notably hydrogen, electricity, renewable compressed natural gas (CNG), and biodiesel made from microalgae, are becoming increasingly readily accessible. Travelling versatility is provided through hybrid alternatives. Sustainable aviation fuel (SAF), which can minimise emissions of carbon by as much as 83%, is being actively pursued by the aviation sector (International Air Transport Association, 2025; Department for Transportation, 2022).
(iv) Sustainable Warehousing  
Green warehousing utilises automation, green building and lean techniques to decrease the negative environmental effects. The widespread application of digitisation, AI, and IoT boosts productivity and minimises reliance on human workers by facilitating the automation of operations, including status updates and order management (Mak et al., 2022). 
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This study has identified that the pandemic prompted many retail organisations to accelerate their digitalisation efforts out of necessity. While it has disrupted supply chains, it highlights the importance of analytics in the new era of retail innovation. Fashion industry leaders can navigate a rapidly changing environment by embracing early digitalisation, which can lead to significant growth opportunities. By adapting to hypercompetitive conditions, they can leverage technology, new products, and customer insights while facing challenges from emerging competitors. 

The research has also shown that embracing these dynamics can foster innovative strategies and sustainable growth, allowing organisations to effectively respond to economic changes. AI advancements are transforming workplace dynamics by taking on managerial roles and enhancing organisational development. Effective forecasting models are vital for improving sales predictions and meeting consumer demands. The growth of fashion e-commerce has expanded product options for customers, shifting purchasing patterns that were previously influenced by fashion events and social media. Today’s consumers expect a variety of choices and prompt delivery. The fashion retail sector generates substantial sales and product data. Utilising advanced analytics can enhance business operations. While agile management fosters innovation in large organisations, it can also compromise team trust and complicate governance. A more effective approach is to establish stable, interdisciplinary teams that integrate operations, maintenance, and development. AI can streamline tasks, boost productivity, and enhance customer engagement. Employees must develop new skills to effectively collaborate with these technologies.

Moreover, industry professionals are adopting smart technologies, such as robotics, IoT, AI, augmented reality, and virtual reality, to tackle climate change challenges. These tools improve trend forecasting, market analysis, inventory control, supply chain management, and customer relationships in the fashion industry. 
Automation has increased demand for AI professionals who develop cost-effective digital solutions to enhance consumer engagement and optimise supply chains. Advanced digital tools are replacing traditional inventory systems, leading to greater efficiency and lower costs, while data analytics ensures smooth product distribution and minimises disruptions. 
Furthermore, to meet the Paris Agreement's temperature targets, net-zero CO2 emissions must be achieved by 2050 to 2070. Essential policies include promoting low-carbon transport options and energy efficiency. Transitioning from trucking to rail or maritime transport can cut greenhouse gas emissions. In aviation, SAF can reduce carbon emissions by up to 83%.  

Ultimately, advancements in sustainable materials and technologies, such as AI, IoT, and blockchain, are enhancing organisational operations. However, organisations face challenges in sustainability metrics, strategy alignment, and change management. Effective corporate governance is crucial, and blockchain can improve transparency. Management also requires engaging with the public and meeting diverse expectations regarding the environment. Retailers are utilising data-driven decision-making to identify market trends and enhance operational efficiency. Advanced digital systems are replacing traditional inventory management, allowing for quicker responses to market changes. Strategic digital marketing, influenced by social media, and effective logistics are essential for enhancing customer satisfaction. The UK fashion retail industry is at a critical turning point. The integration of digital technologies into organisational structures and management roles is transforming the industry's competitive landscape. Retailers that adapt by creating agile networks, embracing digital leadership, and aligning with regulatory and infrastructural requirements will be best positioned to succeed in an era driven by technological innovation and a focus on consumer needs.
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