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Executive summary
Scope of the research: RIXO is one of the UK-based fashion brands that mainly offers high-quality and trendy product categories for women. The firm utilised a data-driven business model including Data Virtuality and Google BigQuery to gather valuable insights. 
Internal and external factor analysis: The internal and external analysis of RIXO highlighted important factors of the brand including strengths of brand recognition, quality-focused business and international expansion. However, the aesthetic focus product category and the crowded UK market pose challenges for RIXO. 
Key findings: The firm's willingness to adapt to sustainability and joint ventures offers growth opportunities for the brand. Based on the Ansoff matrix it is evaluated that the brand operated mainly through market development and product development approaches to maximise its consumer base and overall profits. 
[bookmark: _Toc212028297]Introduction to the organisation
RIXO is a UK-based fashion business that offers trendy and high-quality garments for women. It is an SME (Small and medium-sized Enterprise) established in 2015 with a view to providing aesthetic and comfortable clothes that suit different body types and preferences. The business model of this organisation focuses on data-driven progress and evaluation of customer requirements. An important aspect to note is that the firm uses standardised technologies including Data Virtuality and Google BigQuery to manage crucial information. This serves as a useful step to adjust services as per organisational goals and the evolving demands of buyers. The unique features of the firm are related to its exceptional prints, vintage designs and versatile collections. All these factors have contributed to the remarkable growth of the firm within a considerably short period of time. The product range comprises trousers, skirts, jackets, cardigans and other commonly used garments for women (Rixolondon.com, 2025b). The primary retail store of the firm is in London, and the business also offers online services. Buyers can avail themselves of the garments from the official website or from any of the online service providers with which it has partnered. These partnering businesses include known online departmental stores such as Harrods. The report will assess different internal and external elements that influence the performance of RIXO in the UK.
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Vision:
The vision of the company is to create future vintage clothing. The company focused their vision on three aspects including timeless quality of the products, transcending trends of the market and vintage inspiration from the bohemian lifestyle. 
Mission:
The mission of the company is to summon the Humans of RIXO, indicating embracing the free spirit of the women (Rixolondon.com, 2025a). In addition, the mission of the company also included providing unique and inclusive designs for their customers. The company also set their mission to provide hand-painted printed clothes for its customers. 
Objectives:
The objective of the company is to expand their business into the foreign market and achieve strategic growth in its business. Moreover, the company also wanted to develop new categories of products for their customers. In essence, they want to involve sustainable practices in developing new categories of clothes for their customers and enhance their customer service experiences.
[image: ]
Figure 1: RIXO brand 
(Source: Rixolondon.com, 2025a)
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The competitive positioning of RIXO in the UK market can be analysed by two market analyses such as SWOT and PESTLE.
SWOT Analysis of RIXO
	Factors 
	Key Points 

	Strengths
	· Brand recognition
· Quality-focused business strategy
· Celebrity appeal in the market
· International expansion
· Multichannel business model 

	Weakness
	· Business focused only on aesthetic style 
· Reduction of profitability
· Limited resources for analytics
· Highly crowded fashion market

	Opportunities 
	· Willingness to adapt to new categories
· Expansion in the new market
· Environmentally friendly approach
· Benefits of joint ventures and collaboration

	Threats 
	· Circular Economy of the UK market
· Highly competitive market
· Dynamic shifts among diverse UK consumers
· Supply chain complexities 
· Lack of digital presence


Table 1: SWOT analysis of RIXO
The above SWOT table highlights various aspects of RIXO in its business in the UK market. It can be identified that the brand has strong brand recognition in the market, and the brand focuses more on the quality of its products than quantity. In addition, the brand utilises its celebrity appeal in the market to gather and attract new customers and converse with its loyal base (Rixolondon.com, 2025a). The market data also indicated that the brand is expanding its business in foreign markets, indicating an increase in its business and customer base. Moreover, RIXO utilised a Multichannel business model in their operational procedures that provided continuous growth to the business. 
However, the data also highlighted a major weakness of the brand in the UK market. Based on the vision of the brand, it is identified that the company is more focused on the vintage inspiration from the bohemian lifestyle to produce its clothes. This makes the company focus only on the aesthetic aspects in the market. In addition, the international expansion of the company and its opening of new stores allow the company to face challenges in generating a profitable margin in its business (Rixolondon.com, 2025a). The data also highlighted that the brand has a lack of limited resources in its data analytics, which has led to an inability to inform strategic decisions in its business. In addition, the fashion market in the UK is vast and has a lot of brands that operate their business over the same products highlighting a major weakness of RIXO in the UK.
Similarly, the market data also identified that RIXO is willing to develop new categories of clothes for its customers. This indicates the band has the opportunity to gain and attract new customers by providing new categories of clothes. In addition, it is also identified that one of the strengths of RIXO is the opportunities to expand its business into new markets. The brand is also willing to integrate an environmentally friendly approach into its business, which enables the company to attract new environmentally conscious customers from the market (Majeed et al., 2022). Moreover, the company has the opportunity to utilise joint ventures in its business, which can increase its collaborations with other businesses in the new market and gain a competitive position.
In contrast, the market analysis also identified some threats that RIXO can face in its business. The circular economy in the UK market poses significant difficulties for businesses. It is also identified that the fashion industry in the UK is extremely competitive and has a lot of strong competitors (Rafi-Ul-Shan, Grant and Perry, 2022). This might pose significant challenges for the company to maintain a competitive edge in their business. The company has less digital presence which poses challenges for the brand as most of its competition has significant online presence to reach out to its customers. The brand is an SME and is facing complexities with its supply chain management, highlighting difficulties in swift operational processes. In addition, compared to the recent era, the dynamic shift in choices among UK customers is increasing, posing challenges to the brand to fulfil the demands of its customers. 
PESTLE Analysis of RIXO
	Factors 
	Key Points 

	Political
	· Government rules and regulations
· Sustainability approaches of the government
· Taxation and trade rules 

	Economic
	· Consumer spending
· Cost inflation
· Investment-focused business
· Economic downturn

	Social
	· Increasing demand for sustainable products
· Existence of a secondhand selling market
· E-commerce 

	Technological 
	· Data analytics
· Social media leverage
· Technological innovation

	Legal 
	· EU environmental rules and regulations
· Employment law
· E-commerce rules and regulations

	Environmental 
	· Waste management
· Circular fashion market of the UK
· Sustainability approaches


Table 2: PESTLE analysis of RIXO
PESTLE analysis concluded that political factors of the UK government such as its business, tax and sustainability rules and regulations might foster difficulties for the brand. However, the willingness of RIXO towards sustainability approaches might help the brand to address these complexities. In addition, economic downturn and cash inflation result in the customers spending less on their clothes which might pose challenges to RIXO in their business (Dekimpe and van Heerde, 2023). However, joint venture opportunities might allow the brand to gather significant investment from its collaboration. Increasing demand for sustainable products and the existence of a secondhand market offer significant opportunities for RIXO and the presence of an online e-commerce market also allows them to reach out to their customers effectively.
Opportunities of technological integration and social media leverage can offer the brand to increase its online presence, which it lacks and gain brand recognition throughout the digital market. Additionally, the legal rules of the UK government such as EU environmental rules and regulations, Employment law and E-commerce rules and regulations affected the company and its operational procedures (Tofan and Bostan, 2022). The UK government approach towards sustainable business practices along with increasing demands for waste management in the modern business environment provides an opportunity for the brand as it is willing to integrate sustainability into its business. 
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Application of the Ansoff matrix to identify current growth strategies
	Market penetration
	Product development

	· This strategy is characterised by maximising the sale of current products in existing markets.
· RIXO has to enhance its marketing practices and offer benefits such as discounts and loyalty programs to consumers
	· It involves launching new offerings in existing markets (Zupic et al., 2025)
· The organisation has to conduct thorough research and invest in innovative manufacturing procedures to make use of this strategy.

	Market development 
	Diversification

	· The main aspect of this approach is to offer existing goods to new markets (Tashyan and Suvaryan, 2023)
· The business will have to select an unexplored market strategically and enhance its offerings to reach its intended consumers. 
	· Organisations applying this strategy introduce new products in new markets
· RIXO will require substantial financial assets to develop a new range of products and promote them competently in a new region


Table 3: Ansoff Matrix
The application of the Ansoff Matrix highlights the four main growth strategies available to RIXO. The brand mainly utilises market development and product development approaches to maximise its consumer base and overall profits. Besides operating in the UK, this business has expanded its operations to the US and Ireland to develop its market. The most important benefit of this measure is that it has accelerated the profitability and brand awareness of RIXO among a substantial base of consumers. Similarly, the organisation continuously invests in the creation of unique products for buyers. Some notable examples of such offerings are trendy midi dresses and wool-blend cardigans (Rixolondon.com, 2025b). It is essential to note that a consistent innovation of products plays a key role in increasing customer satisfaction and loyalty for the business. However, there are chances of reduced sales growth and profitability even with the implementation of these techniques. The main reason for this is the presence of strong competitors that include Aligne and Nobody's Child in the UK (Nobodyschild.com, 2025). Thus, it is necessary for the chosen business to evaluate market conditions effectively and adopt other innovative approaches to sustain its demand among consumers. 
New strategy for sustainable growth
A useful way in which RIXO can enhance the quality of its operations is by implementing a new strategy to upgrade overall productivity. The business can now invest in the process of diversification to maximise its reach among new consumers. RIXO can introduce a range of garments made from organic cotton and linen. These sustainable clothes can be offered in Russia as it is an unexplored market for the business. There is a constant rise in consumer demand for sustainable clothing in Russia (Karamalak and Sokolova, 2023). Consequently, the firm has the possibility of achieving substantial profit margins by selling eco-friendly dresses in the chosen region. Organisations can improve their sales volumes and brand image considerably by extending operations to unexplored areas (Gupta et al., 2024). It has to be ensured that the selected regions have a demand for the services and products that a business would offer. The planned strategy seems to be a suitable approach to strengthen the financial progress and global reputation of the organisation.
A crucial factor to note in this context is that the firm has to examine diverse aspects before implementing this plan. For instance, diverse conditions of the intended market have to be evaluated thoroughly. This is an important way to understand various opportunities and challenging factors associated with the strategy. Simultaneously, RIXO is required to assess the current financial stability and available assets for the corporation. It will be possible to avoid future financial risks and budget constraints due to the expansion in this way (Akash, Reza and Alam, 2024). The failure to do so is likely to cause adverse consequences in the form of undesirable outputs and reductions in profit margins. Moreover, an appropriate evaluation of possible economic risks and allocating resources accordingly will help in the proper development of the new sustainable clothes.
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Mendelow’s Matrix 
	Minimal effort (Low power, low interest)
	Keep informed (Low power, high interest)

	· Craftsmen
· Suppliers 
	· Employees
· Customers

	Key players (High power, high interest)
	Keep satisfied (High power, low interest)

	· Internal decision-making bodies
· Core managers
	· Environmental protection organisations
· Government bodies


Table 4: Mandelow’s matrix for stakeholder analysis
The primary stakeholders of the firm comprise its administrative professionals, external regulators, craftsmen, buyers and the workforce. The employees have to be informed about crucial decisions and goals of the business. This serves to increase the interest and productivity of this group that has the least influence over crucial decisions of the organisation. Contrastingly, the craftsmen and suppliers working for the business require the least effort in terms of management and supervision. However, it is important to communicate key requirements of products with these stakeholders (Murzyn-Kupisz and Hołuj, 2021). The lack of such communication can lower the product quality and cause dissatisfaction among consumers. The various departmental heads and leaders of the business play the most important role in regulating and enhancing the business operations. It is essential for these stakeholders to evaluate and upgrade their performances continuously (Galeazzo, Furlan and Vinelli, 2021). In this way it will be possible to make sure that core decisions are strategically made and do not cause financial losses for the corporation. 
It is also necessary to satisfy the external authorities governing the firm which include government agencies and environmental organisations. RIXO will have to perform its production and marketing in accordance with existing waste management requirements, e-commerce regulations and other relevant laws. It is important to note that government bodies expect fashion organisations to align their activities with important aspects related to environmental protection (Harris, Begum and Vecchi, 2021). Contrastingly, the buyers expect to be provided with high-quality and trendy clothes consistently. Moreover, they desire to be notified about the unique features and eco-friendly aspects of garments offered by this firm. On the other hand, the departmental heads and managers expect to perform their activities systematically and collaboratively. However, the power of these stakeholders to determine the most appropriate strategies varies considerably. 
The concerned managers play the most important role in identifying effective solutions for diverse issues and complex situations. They consider and evaluate different intrinsic and extrinsic factors for this purpose. Conversely, other stakeholders including the staff, craftsmen and suppliers have the minimum influence over strategic decisions and vision of the organisation. Nevertheless, the opinions of the workforce have to be considered by the authorities to enhance the effectiveness of different functions (Koeswayo, Haryanto and Handoyo, 2024). The government bodies have a key power over the direction and primary activities of the firm. The reason for this is that the organisation has to plan its activities and decisions based on the presence of vital regulations prescribed by the government. This will be an important step even in the process of expanding operations to Russia. Simultaneously, proper compliance with governmental laws in the intended country is essential for the acceptance of sustainable clothes among new consumers. 
RACI matrix for RIXO
	Project Task 
	Resource 

	
	Founders /CEO
	Managerial team 
	Development Team 
	Design Team 

	Designing a new product category 
	A 
	I 
	I 
	R 

	Approval and review of the sample 
	C
	A 
	R
	R

	Sample finalising 
	C 
	C
	A 
	I 

	Plan for Marketing
	C
	A R
	R 
	I 

	Executing the marketing plan
	C
	A R
	R
	I

	Product launch (online)
	I
	R
	C
	I

	Product launch (stores)
	I
	R
	C
	I

	Feedback analysis
	I
	C
	R
	C


Table 5: RACI matrix for RIXO for the new product launch
The above RACI matrix showed the factors involved in launching a new sustainable category for RIXO. It identified the RACI factors involved in this scenario such as Founder or CEO, managerial team, development team and design team. The design team will be responsible for developing a new product category where the development and managerial team will be responsible and the founder will be accountable. 
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Use of advanced tools for improved data analysis
An important way to mitigate the shortcomings of limited data analysis options is to integrate more advanced software and technologies for the process. Modern tools such as Tableau and inventory management software are efficient in interpreting vast datasets smoothly and without delays (Nesterov, 2023). Therefore, the use of these technologies will allow RIXO to understand the changing requirements and preferences of customers accurately. This will make it possible to develop highly creative and appealing clothes that would suit the taste of consumers in the new region. Furthermore, the challenge caused by reduced profit margins can be overcome by implementing this strategy. 
 Collaborating with sustainable fashion retailers 
A useful way to facilitate the expansion activity and obtain a competitive advantage is to collaborate with new partners. RIXO can partner with the Russian fashion business Lamoda which offers eco-friendly clothing for diverse consumers. This will enable the brand to secure a substantial customer base in the new country. SMEs can enhance their sales and reputation considerably by establishing partnerships with recognised businesses (Oyegbade et al., 2022). Consequently, the brand can handle tough market competition both in the UK and Russia by means of this profitable collaboration with the well-known online retailer. Moreover, this strategy will also reduce the burden on existing financial resources which is a common challenge for SMEs.
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It can be concluded from the above discussion that external and internal factors play a crucial role in the market analysis for the respective brand RIXO. Several unique features of the brand have been observed, including exceptional print, vintage design and a wide range of collections, which contribute to the significant profitability of the firm within a short period. The strategic growth and objectives of the company highlighted the ambition of the firm to create vintage clothes and embrace the free spirit of women. The SWOT analysis of the respective organisation revealed that it has strong brand recognition but limited resource analytics. Moreover, its environmentally friendly approach creates more opportunities for them. However, supply chain complexities can be threatening for the organisation. The UK government rules and regulations can pose challenges along with the economic factors of the UK market. The existence of the secondhand market, demand for sustainable products and joint ventures can offer opportunities for RIXO. 
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