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Executive Summary
The current report has discussed on strategic management concept of business operation using a case study of the Boohoo Group, an online UK based fast-fashion retailer who seeks to expand into a new international market. While discussing this strategic management framework, India has been selected as a new market platform for the Boohoo group to enter. In doing so a comprehensive strategic analysis, strategy development and formulation, performance evaluation has been covered throughout the paper. A few recommendations for the future growth of the Boohoo group and a conclusive summary have also been added in this report.
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[bookmark: _k61k8zx9k6v5][bookmark: _Toc213435567]1.0 Introduction
In the contemporary business environment, the development of business enterprises is focused on the enhancement of strategic management. That allowed the business processes for setting and executing plans for companies to achieve their goals. This further focuses towards providing a clear direction that enhances decision-making processes, which helps build a competitive advantage. In this respect, strategic management provides aspects for analysing both internal and external factors of an organisation to create a roadmap for long-term success, which ensures resources are used efficiently (Peter et al., 2023). Today, the rise of competitive business growth has resulted from the alignment of strategic management, playing a vital role in providing scopes for organisations navigating a dynamic environment by providing a framework for decision-making and long-term planning. Such aspects are therefore allowing businesses towards rapid technological advancements, changing consumer preferences as well and shifting market dynamics. While doing so, organisations are proactively identifying opportunities and mitigating risks (Barros et al., 2021). Therefore, effective growth of strategic management provides scope to the businesses while aligning their resources, capabilities and goal settings. Hence, with the dynamic changes of the business environment, companies are also changing their business operations by not only enhancing their ability to plan but also building capacities for adapting to unforeseen circumstances (Shmatko and Ivchyk, 2024). By providing appropriate tools for analysing both internal and external business processes, strategic business management allows companies to enhance their collective business performances (Rêgo et al., 2022). 
The current report therefore focuses on the significance of strategic management, its approaches in innovation and strategic foresight, which effectively anticipate future trends and disruptions that impact business organisations. Despite significant growth in the dynamic business environment, companies are not only preparing for growth but also developing their potential to deal with potential challenges. Hence, by effectively identifying both the emerging opportunities and potential disruptions, businesses are adjusting their business strategies to stay ahead of the competition. 
[bookmark: _ytd1nkpc2wxl][bookmark: _Toc213435568]1.1 Report Significance and Structure
To discuss the vast research dimensions of strategic management, this report aims to cover a range of management models, concepts, and theories in practice to evaluate the issue. To do so, effective market entry strategies, competitive environment, and using both internal and external environmental analysis will be included in this report. Moreover, Strategy Development and Formulation, Performance Evaluation Frameworks will also be discussed in this report. 
[bookmark: _1pjicy1rj4hf][bookmark: _Toc213435569]2.0 Company Selection and Target Market
[bookmark: _57wn8r83alj2][bookmark: _Toc213435570]2.1 Company Selection process and justification for selection
While developing the strategic management report, a company needs to be selected that is actively seeking global expansion and is developing plans for various market entry strategies, from which an appropriate one needs to be selected and applied by the company. In this respect, the current report selects the Boohoo group (Debenhams group, 2025). The Boohoo group, a British online-based fast-fashion retailer, owns multiple brands, including Boohoo, BoohooMAN, PrettyLittleThing, Nasty Gal and Karen Millen. Established in the year 2006, this company. Currently having business operations centred within the United Kingdom and over 100 countries. The major countries where it is developing operations include North America, Europe (including France, Italy, and Nordic Countries), Australia, New Zealand, Canada and specific regions of Asia and the Middle East (Debenhams group, 2025). Moreover, with the development of the Boohoo group as a major fast fashion online retailer, the company is further seeking to expand in other geographical regions by targeting larger numbers of customers. The reason behind selecting this organisation is its approach to the e-commerce model adopted, which has significant growth potential in the highly competitive business environment. Another major reason for selecting the Boohoo group as the case organisation for the current report is the growth rate of expansion that the Boohoo group has. The company currently has 1,100 factories around the globe to maintain major business transparency (Macrotrends, 2025). Moreover, it has over 3859 to 5079 employees in various segments (Debenhamsgroup, 2025). Such a rapid growth rate of the Boohoo group is further effective in understanding possibilities for future growth. In this respect, developing a deeper understanding of business expansion processes using strategic business management frameworks for the Boohoo group will certainly be an effective step. 
[image: Boohoo Group PLC - AnnualReports.com]
Figure 1: Company Logo
(Source: Debenhamsgroup, 2025)
[bookmark: _kawdo5ymfo90][bookmark: _Toc213435571]2.2 Proposing a new international market for expansion and justification for proposing
While proposing new international market expansion, it is required to have a structured and data-driven approach, that is not only associated with extensive research of the target market as well as the company that wants to expand but also requires a careful evaluation of the shortlisted markets. This will also focus on a tailored entry strategy, as well as a proper plan for the ongoing monitoring and adaptation process (Wrightresearch, 2024). For the current organisation, the Boohoo Group, which is seeking to expand internationally, focused on the Indian Market, which is increasingly becoming influential for fast fashion retailers (Redseer, 2025). There are a range of factors that make the Indian market suitable for companies like Boohoo to expand. That includes vast demographics of India, its Rising Incomes, E-commerce and digital adoption and influencer marketing. It is also seen that the Indian fast fashion industry is experiencing significant growth, with projected estimates of reaching $50 billion by FY31 (Ibef, 2024). Having seen a remarkable growth of 30-40 per cent in FY24 that far outpaced the broader apparel sector’s modest 6 per cent growth. The fast fashion market was also valued at $10 billion in 2024 and is forecast to grow at a strong CAGR of 10–12% from 2024 to 2030 (Coherentmi, 2025). Such exponential growth of the Indian fast fashion industry remains the most suitable one for the international market entry for the Boohoo group to gain significant growth in the fast fashion segment (Unsustainable magazine, 2023). 
[image: India's Fast Fashion Market Poised for $50 Bn Boom by FY31: 30-40 pc Growth  in FY24 - Indian Retailer]
Figure 2: Fast fashion retail market of India
(Source: Coherentmi, 2025)
[bookmark: _hhq1yo83cgcv][bookmark: _Toc213435572]3.0 Comprehensive Strategic Analysis
There is a range of strategic marketing and business frameworks available that remain effective for companies to understand both internal and external business environments while deciding to expand internationally. Most suitable strategic business frameworks, therefore, include 5C Analysis, SWOT Analysis, PESTLE Analysis, Porter’s Five Forces, Marketing Mix and a range of others. Within these models, the Segmentation, Targeting and Positioning or STP and 4Ps or marketing mix remains most crucial for consumer and market strategy. These comprehensive approaches are also effective in involving a clear process from defining goals for analysing data and creating action plans. 
[bookmark: _mzwt32lueflh][bookmark: _Toc213435573]3.1 Macro-environmental factors
[bookmark: _clzic28h1gek][bookmark: _Toc213435574]3.1.1 PESTLE Analysis
	PESTLE
	Analysis

	Political
	· Being one of the largest democracies with a stable form of parliamentary system.
· That provides a strong framework for governance
· The Indian Political scenario has opportunities encouraged with business growth through deregulation, privatisation and initiatives to expand the IT sector in major metro cities.

	Economics
	· India currently has appropriately about $4.19 trillion nominal GDP (Lib, 2025)
· This helped India to become third third-largest economy in the world (Statista, 2025)
· IMF forecasted a real GDP growth of 6.6 per cent, with quarter 1 of 2025-2026 is 7.8 per cent. 
· Indian currently has a per capita income range of $2,878, and purchasing power parity is $12,132 (Pib, 2025).

	Social
	· India currently has 58.2 per cent in 2023-24
· With about 5.2 per cent in September 2025 (Statista, 2025)
· 145.09 crores population is currently in India (Pub, 2025)
· 371 million individuals are within the age gap between 15-29, which represents about 27.3 per cent of the total population (IBEF, 2025).

	Technological
	· India is extensively growing its Technological sector, with the digital economy growing at 17.3 per cent (PIB, 2025)
· India is also working to expand its IT sector by 5.1 per cent in FY25 (IBEF, 2025)
· The key drivers for this surge include AI, Digital Platform and R&D spending (Business-standard, 2025)
· Approximately 190 million online shoppers are active in India in 2024, which is expected to reach 300 million by 2030 (PIB, 2025).

	Legal
	· India's legal system is elaborate and vast while protecting employees' rights.
· Including Factories Act, 1948 (ICSI, 2025)
· Payment of Bonus Act 1965
· Employees State Insurance Act
· Right of Persons with Disabilities Act, 2016
· Whereas, for businesses, the legal structure includes
· Companies Act 2013
· Factories Act, 1948 (ICSI, 2025)
· Employees' Provident Funds and Miscellaneous Provisions Act, 1952

	Environmental
	· The Environment Protection Act, 1986 ((Lawyered, 2023)
· Employees' Provident Funds and Miscellaneous Provisions Act, 1952
· Water (Prevention and Control of Pollution) Act, 1974
· Air (Prevention and Control of Pollution) Act, 1981,
· Forest (Conservation) Act, 1980
· Wildlife Protection Act, 1972 (Lawyered, 2023)


Table 1: PESTLE Analysis
(Source: Self-Created)
[bookmark: _et04bb5fc7l6][bookmark: _Toc213435575]3.1.2 Porter’s Five Forces
	Porter’s 
	Five forces
	Impacts

	Bargaining power of buyers
	· The Indian customers have higher numbers of bargaining power in their hands, due to lower switching costs, higher price sensitivity and extensive amounts of brand choice options. 
· These powers of customers force retailers to offer competitive pricing and actively engage in promotional activities. 
	High

	Bargaining power of suppliers
	· The suppliers have less bargaining power, due to higher switching costs, lower price sensitivity and extreme competition among suppliers. 
	Low

	Competitive Rivalry
	· The Indian fast fashion segment has extensive competition among industry players. 
· Due to the entry of international brands, while already competing, domestic brands are facing extreme competition
· To deal with enhanced promotions, constant price changes remain crucial
· Also, constant influx of new designs and differentiation of product ranges becomes crucial
	High

	Threat of new entrant
	· Barriers to entry are low for both online and offline retailers, 
· Especially as the sector is growing and becoming more accessible, with small retailers and new brands frequently entering the market.
	Low

	Threat of substitution
	· Having significant choice options in hand, customers are choosing the best possible price and quality for the products they are looking for.
· Therefore, lower cost of substitutions remains active in the Indian market
	High


Table 2: Porter’s Five Forces
(Source: Self-Created)
[bookmark: _au1fbi5gh8hp][bookmark: _Toc213435576]3.2 Competitive Landscape 
India, being one of the rapidly developing consumer markets for international companies, particularly for fast fashion retailers, has become a significant competition, particularly from established domestic and international players, with a strong online presence and a growing number of direct-to-customer brands. To compete with these established businesses and business models, companies like Boohoo group need to develop strategies including balancing operational costs, developing expansion speeds and enhancing product differentiation processes. These aspects might in some cases, work for competing with the existing big business players. There are a range of factors that the companies will need to consider while entering the Indian fast fashion retail market (IBEF, 2025). 
Cultural diversity in India remains one of the crucial challenges that fast fashion companies like Boohoo need to consider. Such companies need to balance local tastes with global trends to attract a wider customer base. Boohoo, in this respect, needs to address regional fashion differences, growing urban population, by influencing youths, and tech-savvy demographics by leveraging digital platforms and catering for the needs of youth populations, including workwear and fusion styles. 
[bookmark: _3ve34q9ll5dg][bookmark: _Toc213435577]3.3 Effectiveness and limitations of the analytical tools employed
The selected analytical tool for the market selection of the Boohoo group remains crucially significant. Porter’s Five Forces, on the one hand, focuses towards enhancing competitiveness, by providing a strategic framework for understanding market attractiveness and informing strategic decisions for market entry. It is also significantly important for the identification of a range of key competitive pressures, including profitability assessment, understanding power dynamics with both buyers and suppliers. Planning to mitigate the risks and capitalise the opportunities that lie ahead of the company. Whereas PESTLE, analysis as analytical tool also remains effective in providing a comprehensive overview of the external business environment, that contributes towards understanding a range of opportunities and threats to inform strategic planning. However, PESTLE also has a few limitations, including time-consuming. Despite limitations, both the analytical tools adopted in the report remain crucial for understanding the business expansion and strategic business aspects of Boohoo Group. 
[bookmark: _5apy7wkats4e][bookmark: _Toc213435578]4.0 Strategy Development and Formulation
[bookmark: _jajbfkmztq4r][bookmark: _Toc213435579]4.1 Market Entry Strategy
A market entry strategy can be defined as a structured plan that outlines how a company introduces its products or services into a new market for international expansion. A market entry strategy includes detailed research, planning and choosing the right method, such as exporting, licensing, marketing, or joint ventures, to achieve specific business goals in a particular market (Aversa et al., 2021). 
The different types of market entry strategies for international expansion include: 
· Exporting: Products or services from domestic markets to international markets can be sold in two categories: Direct exporting and indirect exporting. A direct exporting company handles all aspects of the export process by using its own sales force or e-commerce platform. In indirect exporting, the company uses an independent intermediary, whether it is a distributor, agent or trading company, to sell its product in the international market (Brouthers et al., 2022).
· Licensing: Licensing refers to granting a foreign company the rights to use the company’s intellectual property in exchange for royalties or a fee. For example, Disney.
· Franchising: Franchising is a specialised form of licensing where, in return for fees and ongoing royalties, the franchisor grants a franchisee the right to use its entire business model, brand name, and operational systems.
· Joint Ventures: A Joint venture is a market entry strategy where two or more independent companies ally to create a new business entity for a particular goal by sharing resources, risks, and profits (Snihur and Markman, 2023).
· Wholly Owned Subsidiaries (WOS): This entry mode focuses on establishing a wholly new company office of its own in the target market that both manufactures, distributes and sells the goods and services it produces. There are two types of WOS, including acquisition, that is, by buying an existing local brand, including its factory, to establish its operations. Whereas the Greenfield investment of WOS works towards building a new business from scratch. Within these two, the green field remains most effective due to its focus on maximum control of the operations.

Figure 3: Market Entry Strategies
(Source: Self-Created)
[bookmark: _qv8tav89e1g9][bookmark: _Toc213435580]4.2 Entry Strategy aligned with the organisation’s objectives
From the above-mentioned market entry strategies, exporting remains one of the significant and most appropriate models for the Boohoo Group to enter the Indian ever-increasing fast-fashion industry. Exporting is widely considered the most straightforward and least risky method for initial global business expansion (interline, 2023). It also contributes towards leveraging the existing manufacturing units that Boohoo has while fulfilling the international demands (Nassar et al., 2023). It also increases capacity and reduces per-unit production cost for the company. As has India is becoming extensively popular for international marketers to address through quality goods and products. Therefore, by effectively engaging with these vast consumer markets using the exporting market entry strategy, it remains beneficial.
As mentioned on its official website, Boohoo Group aims to achieve global market leadership within the e-commerce fashion industry by targeting 16-30-year-old customers using strategic acquisition, data-driven marketing and technological innovation by reaching new geographies and market segments. In this respect, the appropriate application of exporting as a market entry strategy for the Boohoo group while entering the Indian fast-fashion industry remains most relevant (Al-Hilw, 2025). This is further effective for the company to gain significant market leverage through enhanced digital infrastructure and streamlined supply chain that the company already has, while optimising increased mobile users in the Indian Market. International expansion remains a crucial growth strategy for the Boohoo group, a market leader in the affordable fashion sector. For these, using exporting as a market entry strategy to enter India also remains a crucial part of the international growth objectives (Wise, 2024). The COO of Karen Millen, a subsidiary of the Boohoo group, Mark Barraclough, announced recently that India globally represents a great opportunity for the brand to have a physical presence and a taste of a new market. It is also seen that the Boohoo group have collaborations with Myntra, since 2022, by launching its subsidiaries like NastyGal and Dorothy Perkins on the Myntra platform. These collaborations offer around 1500 styles for Indian customers (Wise, 2024). This entry model that Boohoos adopted to cater to the vast Indian market remains limited and unsuccessful. Hence, to address this opportunity, the exporting market entry strategy will contribute to meeting the fast-fashion industry demands of India by aiming to provide easy, on-trend styles for fashion-forward millennials of India. 
It is also seen that India's fast-fashion market is projected to grow at a compound annual growth rate (CAGR) of 10.32 per cent between 2025-2032. This growth rate will generate an expected revenue of $13.5 billion by 2025 and potentially by $50 billion by 2031 (Pub, 2025). This projected growth is very much underlined by the commercial opportunities of the expanding fast fashion market. Moreover, having over 1.4 billion target customers of the Indian economy is also projected to become the world's third-largest economy by 2050, which further emphasises the UK retailer, like the Boohoo group, to address this opportunity (Statista, 2025). Therefore, exporting both direct and indirect remains crucially important for the Boohoo group while expanding its market reach into the Indian fast fashion sector (Dale, 2022). 
[bookmark: _9tu4zab6g10j][bookmark: _Toc213435581]4.3 Identification of opportunities and potential risks for the selected entry strategy
Below, discussing the opportunities and threats of exporting as a selected market entry strategy for the Boohoo group, while entering the Indian Market. The opportunities include:
· Opportunities for accessing the new and larger market segment: By effectively contributing towards tapping a dynamic and ever-expanding market like India by Boohoo Group, beyond their existing markets, will be a crucial factor for market expansion.
· Increase in financial profitability: Expanding through Export mode also enables companies to maximise their financial revenue streams by effectively reducing dependencies on a single or existing markets (Brouthers et al., 2022).
· Capacity building for leveraging existing facilities: Companies like Boohoo Group will further be able to maximise their existing production facilities and supply chain to leverage the new and targeted market. This will also reduce operational and per-unit costs for the company.
· Diversification: Exporting also allows companies to deal with diversified income sources by entering a new market with existing products and production facilities. This helps mitigate the risks associated with economic downturn in any market it operates in (Snihur and Markman, 2023). 
Whereas the potential risks of exporting as a market entry strategy include:
· Payment and credit risks: The company's buyers may delay payment transactions, which leads to the creation of cash flow uncertainty. 
· Operational and Logistic Risks. This is further associated with transportation challenges, limited control, supply chain complexities, and Adaptation to local preferences
· Political and Legal Risks: This includes increased political instability, regulatory and legal hurdles, as well as increased communication barriers. 
[image: ]
Figure 4: Growth of Boohoo
(Source: marketingweek, 2023)
[bookmark: _rjvbhpspirzv][bookmark: _Toc213435582]5.0 Performance Evaluation Framework
[bookmark: _isuhjkvzgk5m][bookmark: _Toc213435583]5.1 Design a Balanced Scorecard
While developing a strategic Balanced Scorecard for the Boohoo group would significantly measure the performance metrics of the business using four distinct dimensions. Including Financial, Customer, Internal Processes and Learning and Growth. Each of these aspects associated with the identification of key performance indicators could include revenue targets, customer engagement metrics, operational efficiency metrics and progressing on sustainability goals that the company is developing (Ig, 2025). 
[image: ]
Figure 5: Balanced Scorecard
(Source: Ig, 2025) 
Financial Performance: established in the year 2006, the Boohoo group has significantly gained financial revenues in pre-and post-COVID-19 era. But in FY25, the company has seen a significant decline in its revenue streams. In February 2025, the company recorded revenue of approximately £790.3 million (a 12% decrease from the previous year) and a gross profit of £415.8 million (Companiesmarketcap, 2025). Despite observing the revenue drop, Boohoo group has achieved a remarkable 3 per cent increase in financial performance that has been adjusted in EBITDA to £41.6 million. Moreover, while observing the capital Expenditure of Boohoo group, it is seen that the company was able to cut 58 per cent to £27.5 million, which helped in decreasing the net debt of Boohoo group by £78.2 million. The former CEO of Boohoo group, recently renamed as the Debenhams division, Dan Finley, was appointed as the new CEO in October 2024 (Fibre2fashion, 2025). Under his leadership, the company has developed a strategic focus on a leaner and more technologically advanced business operation, which has enhanced financial performance. Despite such performance, the company has faced significant challenges that include an over 21 per cent decline in its sales from subsidiary branches, including PrettyLittleThing and BoohooMan, resulting in intense competition from fast fashion rivals. To counter risk, the company has announced £40 million right down on surplus stock, which focuses on streamlining business operations and reducing excess inventory (Nassar et al., 2023). While strategically focusing on expanding the marketplace focus model to new markets like India, the online marketplace of the Debenhams division has become one of the brightest spots of its portfolio. That significantly increased a 10 per cent over year-on-year sales increase as well as maintaining a positive EBITDA margin of 12 per cent, which is expected to reach 20 per cent soon (debenhamsgroup, 2024).
[image: apparelresources #boohooleadership #danfinley #ceoappointment #frasersgroup  #mikeashley #retailstrategy #digitaltransformation #ecommerce  #fashionretail #debenhams #revenuedecline #boohooboard… | Apparel Resources]
Figure 6: CEO of Boohoo Gorup
(Source: debenhamsgroup, 2024)
Customer Satisfaction
While focusing on customer satisfaction of the Boohoo group, research on Comparably, a score of 61/100 has been found from a variety of customers. Among these, the positive aspects that the customer found in the company's operation include 
· Customer service: The Boohoo group has developed an exponential customer service with a dedicated team that responds quickly to resolve issues and provide a high level of helpfulness and professionalism to its customers (marketingweek, 2023). 
· Operational Efficiency: While working on an online platform, the Boohoo group has significantly invested in its infrastructure development and operational management that focuses on handling high order volume, and offers services like next-day delivery, which is mentioned as a positive performance by the satisfied customers. 
Whereas the negative aspect includes
· Delivery issues: Several customers have complained about the delay in delivery or loss of a package in between despite paying for or selecting a faster delivery option (comparably, 2025). 
· Product quality concern: Another group of customers has complained that the product quality they received differs from what was promised by the company.
Internal business growth
Learning and Growth
[bookmark: _ha3tet2tejpd][bookmark: _Toc213435584]5.2 Triple Bottom Line
While developing a range of products and services and business enhancement strategies, the application of the Triple Bottom Line approach is very important. This is because of the rise of business competitiveness; three major dimensions of business processes need to be addressed carefully. These include Profit, People and Planet. 
In terms of Profit, the company focuses on a range of business activities and financial performances that collectively enhance the financial revenues and profit growth processes. These includes:
· Historical growth margins: the company, since its inception in 2006, has focused on aggressive expansion and profit, through the fast-paced model, and a low-cost product process (debenhamsgroup, 2025). 
· Strategic Growth: In terms of business expansion and growth, the company has also developed acquisition processes on brands like PrettyLittleThings and Nasty Gal, which boosted the revenue streams more significantly
As well in terms of People, the company has worked towards maximising its human resource management by several means, that allowed it to maximise the growth and customer satisfaction. To deal with this, a dedicated department of Human Resource Management has developed a strategy that ensures the organisation has the right talent, culture and policies which are in place while thriving the competitive and dynamic fast-fashion market. 
While working on the planet segment of the Triple Bottom Line, the Boohoo group is actively working on preventing increased environmental impacts by maintaining waste management. To do so, the recent initiatives like “the Reduced, Recycle, reinvent” program, which helps in the use of recycled fibres in its garment manufacturing and offering discounts on such items. It also focuses on improving supply chain transparency and ethics. Moreover, the initiative “for the future” applies sustainable line 100 per cent recyclable packaging, through its in-house clothing recycling application called Regain (Lowcarbonenergy, 2025). 
[image: ]
Figure 7: Solar Panel Installation at Boohoo Group
(Source: lowcarbonenergy, 2025)
[bookmark: _oknxwh7nd076][bookmark: _Toc213435585]5.3 Alternative appropriate performance measurement system to identify key performance indicators (KPIs) and success metrics
	KPIs
	Indicators
	Metrics

	Financial performance 
	Net sales
	£790.3 million (approximately $1.06 billion) 

	
	Adjusted EBITDA
	£41.6 Million (Debenhamsgroup, 2024)

	
	Capital Expenditure
	£14.9 Million (Ig, 2025)

	
	Gross Profit
	£415.8 Million (Fibre2fashion, 2025)

	Customer and sales metrics
	Active Customers
	19 million Globally

	
	Conversion Rates
	3.82% (comparably, 2025)

	
	Average Order Value
	£51.75

	
	Average Order Frequency
	3 items per active customer per 6months 

	Operational and Efficiency KPIs
	Warehouse throughput 
	40,000 items per hour

	
	Delivery Performance
	Mix

	
	Distribution Capacity
	£4 Billion 


Table 3: KPIs of the Boohoo group
(Source: Self-created)
[bookmark: _s8qak58v82du][bookmark: _Toc213435586]5.4 Impact and progress of the expansion initiative for the Performance Evaluation Framework
The Boohoo group has utilised various financial and other operational indicators for performance evaluation framework that are significantly impacting their strategic decision making and sustainable growth. 
The KPIs in this case have impacted the revenue and Gross merchandise value (GNV) of the Boohoo Group that has been seen in FY24. The company has faced a 17 per cent decrease due to the macro-economic environment and focus on profitability rather than growth. The GNV has also decreased by 13 per cent in FY24 (Al-Hilw, 2025). Such financial KPIs are therefore significant for overall growth of Boohoo Group. The key operational and customer KPIs are also crucial for the group. That is seen as a 10 per cent decrease in active users to 16.2 million in FY24, highlighting intense competition in the market (Debenhamsgroup, 2025). Whereas the increase of conversion rate by 3.82 per cent on 80 basis points showcased, despite fewer customer visits, the company has seen more purchases from them. This results through an improvised website experience and user interface (Debenhamsgroup, 2025).
[bookmark: _m8mbayq2fvpn][bookmark: _Toc213435587]6.0 Recommendations
The above discussion of the business expansion model and market entry strategies of the Boohoo group has been seen as a positive sign for the growth of the company. Despite significant planning by the company, it is facing challenges in business management, financial performance and customer satisfaction. Hence, below, a few recommendations will be included that will cover future growth opportunities and a performance management framework for the company. The recommendation includes:
· Optimising supply chain and logistics: While working on business development and expansion, the company needs to optimise its supply chain in logistics by streamlining its fulfilment centres, that is, by shifting the supply chain to a central hub. As has been seen by Amazon’s supply chain logistics and the same can be adopted by Boohoo to enhance its fulfilment process. That helps it to cater for a larger product range to a new customer group while entering the Indian market. Moreover, the company must also need to integrate technology to utilise its supply chain management platform for a seamless integration of product and transactional data, from searching for a product to buy to clicking on the purchase order by the customer. 
· Enhancement of Ethical transparency and Sustainability: Through the appropriate application of the Triple Bottom Line approach, Corporate Social Responsibility needs to be included within BooHoo's business process. This will not only help the company to make the sustainability aspect its core business strategy. That not only covers ethical sourcing by building an “agenda for change” but also reboots corporate governance through a high standard of product supplies. This can be done using unannounced and regular audits. 
· Diversification of Market entry strategy:   As the Boohoo group is expanding rapidly in the international market by incorporating new marketplaces, like India, it must not stick to a single market entry strategy for all. As each market has its own business requirements and business management strategies, legal norms and administrative requirements. Hence, sticking to one single entry mode might not be suitable for Boohoo. To address this issue, it needs to add new entry modes like forming strategic partnerships with major local brands and resellers of the market that it proposes to enter. The company must also work on integrating with physical retailers by launching new brands under the umbrella of Boohoo into the physical retail business sector. That significantly increases business accessibility and brand visibility among the customers. 
[bookmark: _7jl4ssdcj0eo][bookmark: _Toc213435588]7.0 Conclusion
To summarise the strategic management report, it focuses on a single business organisation as a case study, namely the UK-based E-commerce fast-fashion retailer, the Boohoo group. It has been found that the role of strategic management remains crucial for competitive performance and sustainable growth. Today, in the fast-paced fast-fashion retail industry with fewer barriers to entry for new market players, the industry has become vastly saturated and uncontrolled, resulting in increased competition with lesser profit margins and expansion possibilities. In this respect, the current report has provided a detailed discussion on the ways through which companies like Boohoo groups are working towards meeting their business objectives using strategic management frameworks. This report has further covered a proposed new international market that the selected organisation is working for expansion. This has been addressed using a comprehensive strategic analysis by utilising two macro-environmental factors and the competitive landscape of the selected international market. The application of PESTLE Analysis Porters Five Forces has helped in identification of business expansion possibilities of the Indian ever increasing consumer market. Moreover, while discussing strategy development and formulation a range of market entry strategies have been discussed, and a suitable one has been selected for the company's growth aligning with its business objectives. This has further helped in understanding the competitive advantage of the Boohoo group in the Indian market, both opportunities and potential risks. Furthermore, in the performance evaluation framework, designing appropriate balance score card applications of the triple bottom line have further helped in identifying KPIs and other success metrics in Boohoo groups. 
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