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Executive Summary.
The  main concept of the theory is to showcase the competitive advantage in the business.  By applying different model on the marketplace. DSA is medium organization in the fashion industry with a maximum of 250  employee. With the generic strategy I will introduce the focus strategy as the key drive of the business base on the mission and vision of the business. These focus strategies enable to focus on a certain consumer segment. Eg the youth within the age of 18yrs to 26yrs .weighing the strength of the industry over their competitors with the highest quality of their  products which gave the business advantage by applying the swot analysis over their competitors. DSA also focus on sportwear  for both men and women in the market place. We understand porter five forces  model also talk about new rivalry on the market which is a competitive for old  industry to work on their weak point to win over new entry in the business strategy using the 4ps which is the price,  promotion ,product and  place.
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Introduction
Meanwhile  I have to defined what is SMEs ,it is a firm which employees are not more than 250 staff. DSA is  one of the SMEs and among the Leading UK garment maker, DSA Manufacturing has a network of factories all around the world. They provide a one-stop shop for building a new brand or enhancing an existing one. They  provide a variety of services, including in-house garment manufacturing, site design, photography, videography, and bulk order production. DSA are passionate of using high quality material for their clients and to provide long lasting garment  and contribute sustainable link within their customers.
They produce a wide range of clothing, including streetwear, men's, women's, sportswear, headwear, children's, and accessories. They also offer a wide range of product branding and finishing options, including different print and embroidery styles, custom labels, hang tags, and poly-bags, as well as custom hardware. They are committed to establishing trusting connections with our customers by providing prompt responses, complete transparency, and a support line before, during, and after your orders. We adopt a very friendly demeanour and work to not only make your manufacturing process as simple as possible but also fun. We have much bigger goals than just producing clothes.
Main Body.
Strategic Development Process
Business Strategy  can be define as theory  how industries  gain  competitive advantage on the marketplace .or can also describe as a system of finding a market a opportunity and how to experiment the process ,it’s a way of knowing industry  internal and external weak and strength on the market. The term "environment" in strategy refers to everyone and everything that is external to the business, including suppliers, consumers, competitors, and other powerful organisations like local and federal governments. The development of strategic management requires an understanding of the competitive environment, according to strategists. For three key reasons, it is crucial to research the organization's environment. For any industry they most  be mission and objective and vision. Meanwhile the mission was  to use  high quality material for their clients and also to help to start a new brand. The DSA  manufacturing  mission statement was to keep their high quality of their products in other to be in the market competitive. Meanwhile another objective of the DSA manufacturing was dealing with agents not directly from the buyer. This was to keep their agent happy and also getting feedback from their clients. Their vision was to stay in the market .
Objective.
while a company's mission is a broad declaration of its goals and values, its objectives are more precise, quantifiable benchmarks that the company may use to gauge the degree to which it is accomplishing its mission. High-quality goals are closely related to element. The base goal was to add value to customers and maintain the value of their quality products. DSA also products sportwear  for both menswear’s and womenswear’s.
Strategic Analysis.(swot).
An essential component of the strategy-making process, according to strategic management, is an organization's capacity to comprehend its environment and resources, including its customers, suppliers, competitors, and internal resources. Notwithstanding  seeing the over view of the mission statement of the industry and objective .To be on the clothing industry with other competitors the company must understand the internal and external environment. However one the business strategy (swot).
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Base on my reseach, seeing the overveiw of DSA manufactring  current psition on the market ,using the swot analysic showing in figure  1,1 to decribe the industry.
A SWOT analysis examines the organization's internal strengths and weaknesses as well as the external opportunities and threats it confronts.Using the figure 1,1 on page 2.
Strenght,
Domination in the market ,fundamental qualities Scale, economies Low-cost occupation, Leadership and management abilities,  financial resources, Manufacturing capacity and equipment age Innovation procedures and outcomes Architecture network Differentiated goods Quality of the good or service.DSA is one the leading SMEs in clothing manufacturing in uk using their leadership and management skils and quality prodcts and new Brand of their products and internal strenght.Thir system of service is uniquen, straightforward patten of selling their new brand directly to the seller,
Moreover seeing the swot analysis of the firm which showcase the internal enviroment , we can now move forwad to seee the vision of the firm using  PESTEL and VRIN as an external enviroment .
Industry  Analysis by Porter five force Model.
The porter five model is an competirtive strategy for a industry to who they are dealing with both internal and external.it allow the industry to understand the mission and the goal of their business. 
Barriers to New entry
These are the key structural elements that allow an industry to restrict or forbid the entry of new rivals. Scale economies (benefit of experience, learning, and volume), differentiation (brand image and loyalty), capital requirements (new entrants will face a risk premium), switching cost incurred by the customer, access to distribution channels, and cost disadvantages are the main factors.
Rivary Among  existing  Competitors
Most industries will see competition that nearly matches what others are giving, especially when there are only a few large competitors. The primary determinants of aggressiveness are the quantity of competitors, the expansion of the industry, the high fixed costs, the lack of distinctiveness, the expansion of capacity in big increments, the variety of competitors, and the strategic significance of the business unit.
Substitute
These are goods or services that essentially carry out the same task but are frequently built on a different technology. Depending on the abstraction level, almost anything can be used in its place. In general, a change in technology is the only element that truly matters.
Power of Buyers.
Customers can pressure rivals to cut their prices, increase their quality, or provide better service by using their purchasing power as leverage. The key determinants of bargaining power are volume (relative to seller sales), whether the product represents a significant portion of the buyer's costs or purchases, differentiation or standard product, switching costs, buyer profitability (hence their price sensitivity), threat of backward integration, importance to the quality of the final product, and the buyer's level of industry demand, actual market prices, and supplier cost awareness.

Power of Suppliers
Suppliers can use the prospect of price increases or quality reductions to pressure participants into a bargain. If the customer group is not important to the suppliers, if the product is a key input for the buyer's business, if switching costs have been incurred, or if the supplier group poses a threat of forward integration, then the supplier group is powerful. By focusing on these Five Forces dimensions, we have identified considerations that our expert system will take into account. The worth of each individual variable's impact will still be asserted by the expert's insight. The proportional importance of each of the elements in the final judgement is another consideration.
Factors to Consider in Organizational Design | Boundless Management by Unknown Author is licensed under CC BY-SA  figure 1.2



PESTLE  Analysis
One approach for identifying and analysing the major forces causing change in the organisational environment is the PESTLE Analysis. Political, Economic, Social, Technological, Legal, and Environmental Analysis is abbreviated as PESTLE.PESTLE analysis is an organisational audit of the business's operations to identify the many forces and external environmental elements that influence an organization's success. 
The tool enables evaluation of the current environment and anticipated changes. It is founded on the idea that businesses that constantly scan their environment get an advantage over rivals since doing so makes it easier to gather, process, and use information to boost productivity.  More specifically, it is employed in forecasting and assessing future condition of affairs.  The elements and variables beyond the organization's limits that affect how it conducts its business are referred to as the external environment.  Direct (micro) or indirect (macro) external environments are also possible.  The external environment can have an impact on an organization's performance either positively or negatively.
Political environment: PESTLE analysis is used to look at how the political environment affects organisations. As an illustration, the study may produce findings regarding political situations, such as whether there is political stability that is advantageous to organisations. On the other hand, an unfavourable political environment, such as a war situation or unstable governments, might harm the organisation.  The organisation can gain a lot by spotting opportunities and addressing dangers in the political context.  
Economic environment: The PESTLE analysis produces information on the state of the economy in terms of taxes, tariffs, interest rates, economic growth, recession, inflation rate, exchange rate, minimum wage, wage rates, unemployment, cost of living, working hours, and level of economic growth.   Giving information about the state of the economy and potential effects on the organisation enables it to react accordingly.   Economic recession, for instance, can have a detrimental impact on an organization's operations and ability to survive. More specifically, interest rates have an impact on a firm's cost of capital and, consequently, how much a company grows and develops.  In order to determine whether the current economic climate gives opportunities, this suggests that organisations should utilise PESTLE to analyse the economic situation in the environment in which they operate.

Social environment: The values, beliefs, attitudes, views, and lifestyles of stakeholders are included in the social environment. Clients are influenced by societal values, beliefs, and lifestyles. The study of the human population's size, geographic distribution, age, educational attainment, and income distribution is included in the research of demographic factors.  It enables organisations to define their likely market and the relevant labour force by producing demographic data.
technology dimension: By producing knowledge about technology advancements, it helps organisations be ready to change and run utilising the most pertinent technologies. According to the pace of technological development, the new technologies would increase productivity and likely lower production costs. The organisation, however, may be faced with possibilities or risks as a result of the technology environment changes. For example, the expense of purchasing new technology may dramatically raise the organization's costs, which could then have an impact on the organisational cost of production. Due to the ease of interaction with customers and suppliers, many businesses use technology, such as internet and telecommunications technologies, to increase efficiency and effectiveness. 
Organisations are able to upgrade their own technology thanks to PESTLE analysis as it may become dated.  
Legal environment: A nation's laws and rules are part of the legal environment.  PESTLE analysis produces information on governmental laws and regulations that will affect how an organisation produces and markets its goods.  Such laws may have a beneficial or bad impact on how organisations operate. These elements (legal environment) must be analysed and identified by organisations.  
The social and legal dimensions are related to the ethical dimension, which is also a separate consideration. Duty, principles, ethos or morals, integrity, and social behaviour are examples of ethical factors.  These are illegal, but they may influence a society's laws. How an organisation operates depends on what is ethical and unethical.  It's possible that a given practise is unethical and, as a result, unacceptable in a certain community.  hence, what is operational
Environment dimension: It also comprises the natural and built environment, which includes the land and physical space an organisation uses as well as raw materials and other natural resources.  PESTLE analysis looks at the environment to produce data on pollution, raw materials, and governmental rules protecting natural resources.  The functioning and reputation of the organisation may be badly impacted by pollution produced by the organisation or by others, particularly if the operations cause environmental harm.  The generation of data utilising PESTLE on environmental protection legislation, pollution, and waste management, among other topics, is crucial.  
Because external elements vary and necessitate continuous assessment, which is expensive, the PESTLE model is constrained by uncertainties in the external environment.  To conduct the analysis, sufficient time and professionals are required.  The analysis produces a lot of information, making it challenging for organisational personnel internally and policy makers to interpret.  PESTLE analysis is especially unworkable and insufficient since it only considers the macro environment while ignoring the micro environment and internal elements.  

 
                       

   Why is important  using PESTLE analysis for organizations
• Understanding the organisational environment through PESTLE analysis helps to discover opportunities and address dangers.
• It enables the organisation to comprehend the organisational environment; • It enables the organisation to use data in the strategic direction and create objectives to support the accomplishment of the organization's purpose and vision.
• Analysis enables the organisation to pinpoint important variables and forces, create plans of action, and establish performance improvement objectives.  
• It produces data for the organisation, allowing them to plan and evaluate their operations for better performance.
The tool helps with information gathering, analysis, and use to boost organisational performance. 
It enables assessment of the current environment and future modifications.
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Porter’s Generic  Strategies.
A corporation that employs a generic approach concentrates on offering a distinct good or service, differentiating their offers from those of rivals. By specifically adapting the product or service to the customer, product differentiation meets a need of the consumer. With the use of this tactic, businesses can charge more to gain market share. When a company offers unique or greater value to the client through product quality, features, or after-sale support and service, the differentiation strategy is successfully put into practise. Based on the features of the product, the method of delivery, the standard of the service, or the channels of distribution, businesses using differentiation as a strategy may charge a greater price for their goods. Depending on the style, brand name, or image, the quality may be actual or perceived as such. The generic strategy caters to a savvy or informed customer who is looking for a distinctive quality product or service and is willing to pay more for these non-standardized offerings. More than low prices, customers value differentiated items. In the businesses we examined that used the differentiation approach, our research found three tactics to be strongly associated to organisational performance.


Cost Leadership strategy
By having the lowest expenses and cost structures in the industry, Porter's general cost leadership strategy aims to acquire a competitive edge. A low-cost leadership mindset, low-cost manufacturing with quick distribution, and a workforce dedicated to the low-cost strategy are all necessary for an organisation to attain a low-cost advantage. Any activities in which the company does not have a cost advantage must be willingly abandoned, and those tasks may be outsourced to other companies who do. There are numerous methods to attain cost leadership, including mass production, widespread distribution, economies of scale, technology.
product design, input costs, resource capacity use, and raw material accessibility. Cost leaders strive to have the lowest product or service unit costs and can endure competition with their lower cost structure. Cost leaders may take a variety of cost-cutting measures, such as constructing effective scale facilities, strictly regulating overhead and production costs, and closely monitoring costs to build their largely standardised products that offer features that many customers will find acceptable at the lowest competitive price. The minimising of distribution costs, however, has proven to be the strategy's most important tactic.
. Because distribution channels are a significant source of added value for many businesses, it is not unexpected that reducing distribution costs is a key strategy for achieving cost leadership. Resupply logistics have proven to be a highly successful strategy for reducing distribution costs. This is demonstrated in the retail industry, as several merchants have adopted retail cross docking to save distribution costs while simultaneously enhancing customer experience.
Focus Strategy
In a focus generic approach, a company focuses on a certain, sometimes small, market sector. The business has the option to focus on a certain consumer segment (youths or senior citizens, for instance), product line, market segment (professional craftspeople versus do-it-yourselves), geographic area (East coast versus West coast), or service line. For instance, a lot of European businesses only concentrate on the European market. Focus is also put on adopting a specific competitive scope within a sector that big businesses could have ignored. The focus strategy tries to increase market share by outperforming larger competitors in a small market or specialised market.
A profitable focus strategy requires a market niche that is both sizable enough to have solid development potential and unimportant to other major competitors. By concentrating, a company can allocate resources to specific value chain operations, enhancing its competitive edge.
Product Strategy.
By customising a product or service to meet a specific client need, product differentiation enables businesses to charge a higher price to gain market share. When a company offers distinctive or greater value to the client through product quality, features, or after-sale assistance, the differentiation strategy is successfully implemented. Depending on fashion, brand recognition, or image, the quality may be actual or seen to be true. Based on the features of the product, the method of delivery, the standard of the service, or the channels of distribution, businesses using differentiation as a strategy may charge a greater price for their goods. The differentiation strategy appeals to a savvy or informed customer who wants a distinctive, high-quality product and is prepared to spend a premium price.



BCG Matrix.
A business tool you may use to build strategic, long-term goals for investments in competitiveness and market attractiveness is the BCG matrix, commonly known as a growth/share matrix. It is a framework for portfolio management that enables you to rank various products in order of importance. You may strengthen marketing channels with a BCG matrix in addition to using one to develop product strategy. In contrast to the BCG matrix for product strategy, the horizontal axis in this matrix indicates the effectiveness of the marketing channel in terms of potential lead or sales volume, while the vertical axis represents the investment you make in a marketing channel or its return on investment, or ROI. BCG matrix to classify your products into the four categories the table offers in order to better understand them. Each category corresponds to a specific kind of product:
The generic groups Stars, Question Marks, Pets, and Cash Cows can be used for each quadrant of the table.
· Stars are marketing avenues with a high return on investment and great efficacy.
· Question Marks are marketing strategies that have a high return on investment but little impact.
· Pets are marketing mediums that are ineffective and have minimal returns on investment.

· Cash Cows are marketing avenues that are highly effective but have a low return on investment.
You can use the categories to decide whether each marketing channel is cost-effective, much as the BCG matrix for product planning. Stars are the marketing avenues where you can invest a lot of resources and anticipate a great return. Question By allocating resources, you can examine the effectiveness of marks as marketing channels, but the results may vary. Cash Cows are marketing channels that generate more leads but may not yield a great return on investment, whereas Pets are marketing channels you may transfer resources from to invest in others.



   
Stakeholders Analysis.
However we need to understand the definition of stakeholder and the types stakeholder and who are they,
The process of conducting a stakeholder analysis involves methodically collecting and analysing qualitative data to ascertain which parties' interests should be taken into consideration when creating and/or implementing a policy or programme.
Participants in a process known as stakeholders are actors (individuals or organisations) who have a stake in the policy being promoted. These "interested parties," also known as stakeholders, can typically be divided into the following categories: foreign/donors, national political (legislators, governors), public (ministry of health [MOH], social security agency, ministry of finance), labour (unions, medical associations), commercial/private for-profit, nonprofit (nongovernmental organisations [NGOs], foundations), civil society, and users/consumers.
Policymakers and managers can use a stakeholder analysis to identify the important players and gauge their importance in relation to the policy as well as their knowledge, interests, positions, and alliances. This makes it possible for managers and policymakers to communicate with important constituencies more effectively and to boost support for a particular programme or policy. Policymakers and management can identify potential misunderstandings about and/or objections to a policy or programme by conducting this analysis before to the policy or program's implementation. The policy or programme is more likely to be successful when a stakeholder analysis and other important tools are used to direct the implementation. How Do You Work With Stakeholders?
The results of a stakeholder analysis are accurate and useful information about the people and organisations involved in health reform. This data can be used to inform additional analyses, create action plans to broaden support for reform policies, and direct a process for reaching consensus through participation.
Following the stakeholder study, policymakers and managers must take extra initiatives to broaden support or create agreement for reform. Policymakers and managers should use the data from the stakeholder analysis to create and implement strategic communication during the constituency building, resource mobilisation, and implementation phases of the policy process. Nevertheless,  we have to understand who our stakeholders are and the benefits of the organisation. There are two types of stakeholders, internal stakeholders, and external stakeholders.
Internal stakeholders include workers. They gain directly from the business because when it succeeds, more people are employed and paid more. The interests of employees directly affect the business. Success of the business has a direct impact on employees' jobs, including job security and salary.  Good employees are interested in participating in and caring about how company decisions affect their roles.  They put in more efficient labour and get paid fairly for a job well done.  Employees that feel empowered at work are more effective and like what they do because they see themselves as stakeholders in the business. One of the most significant internal stakeholders is management. The long-term success of management is a direct result of success for all stakeholders. Unfortunately, management in many businesses today views itself as a distinct stakeholder who solely considers the company's short-term goals. The key to their success may be considered by them to be the quick shareholder profits, frequently at the expense of other stakeholders. To avoid falling victim to this trap, thoroughly consider managerial compensation packages. The success and well-being of all stakeholders should be closely related to management success.


External  stakeholders
The most crucial external stakeholder for you is the customer. The company's continuing growth ensures that they will always have access to the product they require.  The buyer anticipates receiving value for their money while purchasing your product.  They want a specific standard of cost, excellence, timeliness, and effectiveness.  Even if the business believes the change is an improvement, it is important to carefully consider any changes that may impact the consumer.  Customers might not be interested simply because you believe it to be an upgrade. Customers who are loyal to your company will spread the word about it to their coworkers, friends, and family.
Vendors are a crucial component of your business and another external stakeholder. Your achievement aids their achievement.  They want to keep trying to sell you something.  Vendors anticipate being paid in accordance with the agreements. They anticipate that you'll accept and utilise a product within its parameters.  In terms of pricing, quality, performance, or delivery, good vendors are your partners for improvement. They are aware that when your business is successful, so will theirs. These could be unions, governing bodies, or environmental organisations. Even outside of your company, your rivals have an interest in how well things go because their failure might mean your success means their loss. The positions of each stakeholder must be considered during the decision-making process.
Mende low stakeholder matrix
A stakeholder analysis is depicted graphically in a straightforward manner by the stakeholder matrix. The chart is separated into four sections, each with their own two axes. The project manager is able to identify stakeholders who are high priority and crucial to the project as well as those who may be less involved and have less of an impact thanks to their positions on the matrix. Two of the matrix's axes are as follows:
Interest: This indicates the level of interest each stakeholder is anticipated to have in the project and is represented by the x-axis (the horizontal axis) of the chart. A stakeholder who has a significant interest in the project is located towards the right end of the interest axis, while those who have a lesser interest are located towards the left side of the graph.
Power: This is the y-axis (vertical axis) of the chart that shows how much influence each stakeholder has over the project. Stakeholders with more control over the project are positioned higher on the power axis, while those with less or no such influence are positioned closer to the bottom of the axis.
High power and Low Interest
High power but low interest stakeholders might be less inclined to play a direct part in the company's operations. However, they would probably have some influence over whether it ultimately succeeds or fails. Even if they aren't directly involved in the project, high power, low interest stakeholders may be vital to keep happy and you may want to keep them informed. A firm director or CEO is an example of a high power, low interest stakeholder because they don't participate in the project's daily operations yet nevertheless have great influence over it.
Low power Low Interest
Stakeholders with little influence and little interest won't likely receive much attention from the project. They might need to be watched over as the company develops in case the circumstance changes. These parties could be project participants like administrative personnel or coworkers doing manual labour, as well as project participants like employees or outside consultants.
 High power High Interest.
These participants in the business will probably be important. There is a good chance that each stakeholder in this group needs tight supervision and participation in every aspect of the business. The head of the department overseeing the project, a direct manager or supervisor of the project management team, or other high-ranking, high-interest stakeholders, could all fit this description. These project participants supervise the project's course and have a vested interest in seeing that it succeeds.
Low power High Interest.
Stakeholders with little influence but lots of interest could be quite active in the project. On the other hand, the project might have a big impact on people while giving them little control over how it develops. Even if they are unable to affect the result of those developments, project teams usually keep key stakeholders informed about project developments.
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                                                Figure 1.4  Image source Google
Conclusion.
A clearly defined component of strategic analysis and planning is Porter's Competitive Forces Model. The knowledge contained in this model can be represented in an expert system in a number of different ways. The way of approximate reasoning appears to be most adapted to deal with ambiguous or insufficient knowledge, however each of the strategies has advantages and disadvantages. However base on all the model and strategies on this report which explained the generic strategies and  stakeholders analysis which is use as key drive of a   business. Stakeholders play vital role In the business sector. DSA was able to know who their stakeholders both internal and external in the business. The generic focus strategy describe as the best business strategy for DSA due the mission and vison of the business. It will also add  value to the business for future  in case of the competitors,
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