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[bookmark: _Toc57727197]Executive Summary
Effective strategic management can bring several benefits to business performance and value. This report analyses the current strategy that Inayah, a small to medium enterprise (SME) has used to become on of the UK’s leading online stores for modest fashion. The modest fashion market is an industry that is predicted to continue growing and is currently worth £367bn. Inayah’s strategy is to become the global ecommerce business for modest fashion wear by remaining true to its values of providing fashion-forward clothing with a modern take but providing modest cuts and designs to its customers that wish to cover up. The market that Inayah operates in is an extremely competitive industry as new businesses are emerging due to technological advances such as social media and the threat of substitution from direct rivals in the industry. There is also an increase in buyer power which increases competitive rivalry in the industry putting Inayah at risk. Inayah’s internal environment is in alignment with the Mckinzeys 7s model as the soft ad hard elements of the model have shared values. The external environments is analysed using PESTLE to access the political, economic, social, technological, legal and environmental factors that Inayah faces. 


[bookmark: _Toc57727198]Contents
Table of Contents
Executive Summary	1
Contents	2
Introduction	3
Overview of the company	3
Company Strategy: 650 words	3
Competitors	4
Internal / External Environment	6
Micro environment:	6
Macro environment:	8
Stakeholders	10
Future Development	11
Conclusion	11
References:	12




[bookmark: _Toc57727199]Introduction 
Inayah is a modest wear brand which is small to medium sized company which currently operates online. This report will cover Inayah’s strategic business model and how the company operates to remain sustainable in 2020 and how Inayah can increase their turnover by adopting strategic management tools by using PESTLE, Mackenzie’s 7S and Porters five Forces. The report will cover the internal and external environment in which Inayah operates its business, as well as providing a strategy for Inayah to adopt using Porters five forces. The report will also cover how Inayah can develop further by thinking about the future of the brand, future opportunities and room for growth. The report will conclude with an overview on how Inayah currently operates, what Inayah should do to increase brand awareness, revenue and market share and lastly the future of the business. 
[bookmark: _Toc57727200]Overview of the company
Inayah is a small to medium sized business specialising in modest fashion. The brand has been established since 2012 and has built the reputation of being the world's leading modest fashion wear brand. The brand produces high quality modest clothing which is ethically produced. The brands mission statement is: “Inayah offer’s the perfect blend of on-trend, modest fashion to give women a stylish, modest wardrobe for easy everyday wear alongside luxury occasion wear.” (Inayah.com, 2020). This mission statement is straight to the point and provides its target audience with clarity in terms of what they offer to them as a brand. 
Inayah initially started as an accessories brand which quickly assessed the demands of the modest fashion market as “one of the companies designers had struggled to find modest clothing which incorporated western style cuts and were practical and unique” (In Style with INAYAH, 2020). Inayah now sells modest wear ranging from jackets, headscarves, modest dresses and trousers. The collection has a range of different styles from block neutral colours to embroidered florals, including their very own bridal collection aimed at modest Muslim women. The products are priced within the mid-range price for clothing starting from £50-£200 and £12 for headscarves and accessories.
Inayah is a British company which established its business online and has “expanded its online presence by offering worldwide shipping and a multi-currency website” (Inayah.com, 2020). The company is founded by “Hitishka Patel from Milton Keynes and it currently has 15 employees and has an annual revenue of 3.0Million” (Owler, 2020). The company has earned its fair share of the 367bn Muslim fashion market as it is rated as one of the UK’s top retailers for modest fashion. 
[bookmark: _Toc57727201]Company Strategy
Inayah's strategy is to offer modest clothing to a niche market, which is the ever-growing modest fashion market. The brand has entered the £367bn fashion market and captured £3.0M since its launch in 2012. The brand is currently growing its offerings by adding branches on to their offerings such as Luxury Occasion wear and ‘Inayah Bridal’, which appeals to the modest bride, bridesmaids and people looking for luxury modest occasion wear. This strategy is effective as it is different to what every high street retailer is offering. Inayah has strategically positioned itself as a brand focusing on modest fashion wear catering to young females that are looking to dress modestly, this is comparable to IKEA, “as the global furniture retailer has positioned themselves as the largest furniture provider catering to young buyers who want furniture at a low cost” (What Is Strategy? M. Porter, 20, Pg.7). 
Inayah has successfully identified the gap in the market for good quality, modern modest clothing as the CEO recalls the main driver being the “realisation that the market was saturated with repetitive, imported designs made using poor material, sold on by low-end companies at near-wholesale prices.” This demonstrates the focus on quality which Inayah offers in all of their clothing. When the brand launched in 2012, it realised that the industry only provides clothing catered to certain ethnicities in which the brand wanted to completely change and bring a new face to the modest fashion industry. Inayah does this by beautifully representing all women of colour and shapes and faith, portraying the message that their clothing is universal and designed for all as the CEO says in an interview with Sisters Magazine “we extend our vision to include both Muslim and non-Muslim audiences. We want all women to have the option to buy modest, ready-to-wear and occasional items, with very accessible pricing, from a company who take great pride in what they make” (In Style with INAYAH, 2020). The brand quickly recognised that it does not want to target a specific audience but it wants to target the majority Muslim women that are looking for a similar shared interest in wearing modest clothing which are practical yet stylish enough to represent femineity and strength.  
The brand also has emphasis on being an ethical fashion brand by ensuring that they are an ethically sourced and produced clothing brand. This is another benefit for the brand as more people are becoming more conscious of their carbon footprint and their consumer intake as swell as ethics by ensuring that they purchase clothing from brands that pay their labourers a fair wage. 
One of the challenges that Inayah faced to become a leading modest fashion wear brand was keeping up with trends and designs to cater to a mass worldwide audience. Inayah have managed to maintain a conscience of the current trends as they are a ‘fashion forward brand’. The brand has to remain mindful when creating new designs to align with their core values of modest fashion and represent a true ‘balance of practicality, modest, style and comfort’. When designing, the owners of Inayah try to keep the struggles people may often face as this is directly relatable to them as they are reverts to the religion of Islam. The owners understand that there has to be a “natural process of inclusivity, understanding and compassion to those that are forgotten” (In Style with INAYAH, 2020). 
Furthermore, another challenge that the company faced was becoming a fast-growing brand which became loved by many customers globally, which had meant that the brand had high demand to offer their clothing worldwide. This demand resulted in Inayah becoming a global online retailer by changing their website to become a multi-language and multi-currency website. This also shows the emphasis on inclusivity. This also demonstrates one of Porter five forces, the bargaining power of buyers which has resulted in a demand globally. 
Inayah has also received investment from a British Business man, Javad Marandi which resulted in becoming one of the top brands in the modest fashion industry. A direct quote from Javad Marandi on Inayah’s website, “I am delighted to support the vision of Inayah, as the brand continues to go from strength to strength building its international ecommerce presence” (Inayah.com, 2020). This demonstrates that Inayah is focused on becoming an international ecommerce business.  
[bookmark: _Toc57727202]Competitors
Inayah's direct competition are brands such as Modanisa which has a revenue of 21.4M. The competitor offers an online retail store for several modest fashion brands at competitive prices. Modanisa’s mission statement is “build a global ecosystem that combines fashion and technology to serve the life style needs of modest women” (Modanisa LinkedIn, 2020). Modanisa was founded in 2011, a year prior to Inayah, however the success of this competitor has come from marketing and advertisement partnerships with highly influential people on social media. The competitor has also launched its own app for consumers to make the ease of purchasing from them smoother and swifter. The competitor also offers multi-languages on their website; however, the brand does not focus on inclusivity as it is targeted to young Muslim females.  
Another direct competitor of Inayah’s is the British brand called Aab. The company launched in 2007 and currently has a store in the heart of busy London. The brand is recognised as the premium go to brand for modest wear as its prices for each item of clothing starts from £100 and up. Aab is considered as the number one shopping destination for Muslims when it comes to Eid and special occasion as the pieces consist of simple and edgy cuts. Inayah is considered second in line after Aab in the UK. Aab also offers international shipping and a multi-language website too. Aab’s main focus is modesty but consists of pieces that are more expensive to convince customers to create a timeless wardrobe with their pieces (Aab.com, 2020). Aab offers the most similar concept as Inayah, which forces competitive rivalry in the industry as they are both a British owned company wanting to gain a largest market share in the industry. 
The American headscarf brand, Haute Hijab owned by Melanie Elturk is another rival competitor of Inayah’s. The company has a estimated revenue of $3.5M. The company mainly focuses on producing high quality hijabs which are ethically produced. The brands main target market is Muslims in the US and have successfully become the top leading hijab brand in the US and have plans on becoming the world leading hijab brand as it has become international in countries like UK and Australia. ‘About 67% of her customers are repeat customers’ which demonstrates the quality of the products and the loyalty to the brand. 
The modest fashion industry is said to a growing industry as Muslim consumers have been spending more on modest fashion. The industry has since gone up in value from £174bn in 2015 to £367bn in 2019. Consumer buying power in this industry is strong as Porters five forces explains that bargaining power of buyers creates rivalry in the industry. This is evident as “top retail brands such as Monsoon, DKNY and Mango have previously been seen to capture this market during busy seasons for Muslims by launching Ramadan edits and modest collections to capture a share of the modest fashion market worth £367bn.” (Brown and Brown, 2020). 
Consumers are also price sensitive which increases the bargaining power of buyers. Inayah has positioned themselves as a mid-price/affordable brand which offers quality which most consumers consider to be quite expensive when looking at other high street brands with similar offerings, for example Zara and Mango offer clothing which has a western cut, longer tops and wide leg trousers which Inayah also offers, however Zara and Mango offer consumers with competitive pricing which is more appealing to a customer. 
Furthermore, as high street brands have discovered the 367bn modest fashion market, they have caused more competition as there is the threat of substitution for Inayah. As high street brands can offer cheaper prices to consumers and offer the modest clothing range this creates a high threat for Inayah becoming a second option for consumers. Brands such as ASOS have launched their very own modest fashion collection which caters to people that want to dress modestly. The brand was “praised for launching this collection for those that want to cover-up but still look on trend” (Johnston. H, 2020) ASOS have chosen to become a brand that cater for all types of consumers, including the individual that wants to cover-up whether that is to adopt a conservative style or for religious purposes. The brand has successfully launched a modest edit with a famous hijab wearing influencer from the US, ‘Shahd Batal’, this collection is called the Shahd style edit, which she has picked modest, affordable pieces and has styled them. The influencer has influenced many of her followers to purchase from this collection which has received a large focus and putting a spotlight on the modest fashion industry. Shahd said “When ASOS asked to work with me, I was honoured... It’s a testament to how far modest fashion has come.” (ASOS Chats to Shahd Batal, 2020). The influencer buyer behaviour has an impact on the targeted demographic for Inayah as the target customers are the same age range of 18-30 year olds. This means that ASOS has the potential to make consumers reconsider paying premium prices for dresses and trousers. ASOS currently offers similar dresses at a competitive price of £30 compared to Inayah’s price of £70. 
Moreover, Inayah is an online ecommerce business, therefore consumers have to order blindly and trust that the product they receive will be of promising quality considering the price they have paid. This also causes customers to shy away from purchasing, such as luxury occasion wear as they are more expensive, customers will think twice about purchasing this item of clothing. However, if the same item was able to be viewed in store then customers will be more inclined to purchase due to be making the purchasing decision whilst seeing the product beforehand. Primark is another high street brand which has recognised the modest fashion market and launched a campaign in Autumn 2019. The campaign received a lot of coverage on social media as the ‘hashtag #ModestyMyWay created a lot of discussions on how people like to represent themselves’ (Primark – MIN, 2020) and be creative with clothing but also dress modestly. Primark's modest wear edit was affordably priced, ranging from £10-£35. This type of threat of substitution makes competition more vigorous as Inayah faces competition through buyer power and the threat of substitution due their products being more pricey (YOU Magazine, 2020). 
Threat of new entrants is another competitive rivalry which Inayah has to overcome as an online ecommerce business. New small businesses have more of an opportunity to target consumers that are looking for quality, ethics and average prices. Boutique stores that specialise in customer modest wear are becoming more popular online as they try to offer customers with affordable prices and custom-made pieces. This creates more competition in the industry as social media makes it easier for such boutiques to thrive in this market. 
[bookmark: _Toc57727203]Internal / External Environment
[bookmark: _Toc57727204]Micro environment:
Inayah’s microenvironment consists of customer demand, consumer preference and employees. Mckinsey 7’s is a model designed by Tom Peters and Robert Peterman from Mckinsey consultants, the model was designed to show how organisations can use seven internal elements to align together to achieve business success. “The goal of the model was to show how 7 elements of the company: Structure, Strategy, Skills, Staff, Style, Systems, and Shared values, can be aligned together to achieve effectiveness in a company” (Mehdi Ravanfar, 2015).
1. Strategy
“Strategy is a plan developed by a firm to achieve sustained competitive advantage and successfully compete in the market” (Mehdi Ravanfar, 2015). Inayah’s strategy is to become a leading ecommerce brand for modest fashion wear catering to everyone. This type of strategy provides the brand with better competitive advantage due to the current economic conditions; it proves that businesses need to focus on their online presence, therefore Inayah are heading in the right direction in terms of strategy as they do not own any retail stores therefore reducing their overhead assets. Strategy is one of the most important elements in the internal environment as this will determine the success of the business. Business strategy needs to align with external conditions too which will change the way Inayah performs business in the future. “The key in 7s model is not to look at your company to find the great strategy, structure, systems and etc. but to look if it aligned with other elements.” (Mehdi Ravanfar, 2015).  For example: Inayah previously has help pop-up stores in London and had also expanded out to Birmingham for their sample sale to get the word out. This type of strategic marketing was beneficial for the economic conditions, however due to the current changes worldwide with coronavirus impacting several small to medium businesses, Inayah have successfully adopted the online ecommerce route beforehand. This means that the business is in line with its time and by continuing to become a leader in modest fashion wear by sustaining their online presence, the brand has potential to gain a larger market share globally. 
2. Structure 
“Structure represents the way businesses are organized and includes the information of who is accountable to whom.” (Mehdi Ravanfar, 2015).  Inayah’s company structure is built with 15 employees all in Milton Keynes in the UK, there is not much internal information. However, it is clear that the brand is ecommerce driven and has a marketing team, sales team and head of management. The structure of the brand works well for Inayah as an online ecommerce business as they can collaboratively work together but also focus on what strategy would potentially bring in most sales. The founder, Hitishka Patel is still the CEO of the business which demonstrates the need and want for organic growth for the company. The structure if the company is vital for Inayah to perform well as a global ecommerce business as mentioned previously that there is a lot of international competition in the space that Inayah operates. Gaining the large market share will be difficult if the company structure is not aligned to its core values. 
3. Systems
The IT infrastructure that is used by Inayah needs to be up to date to compete competitively online. The brand currently operates via its own website which requires the correct platform to handle multiple orders during sales times and remain completely accessible by its customers. The brand also uses Instagram as its main social media network to relay information. This is key as it is a means of interacting with real customers to find out what the brand is doing correctly and what is working. This also demonstrates how responsive the target market is to a new launch or design which can create conversation like the Primark campaign. 
4. Shared Values
The values that Inayah shares as a company is crucial in understanding the next level of business and the future of the company. The CEO needs to ensure that only people that share the same values as Inayah such as on trend ethical clothing is shared across the board. This has a large impact on its investors if the company looks to gain international investment then it is beneficial to have each of its team members on the same page. This also looks great for stakeholders, such as its target customers, if the company shares the same value and represents the brand with the initial mission statement then the customers will be more inclined to think of Inayah as a fashion forward, modest trend yet ethical brand that care about its customers and their supply chain. 
5. Staff
As a small to medium business, it is vital for Inayah to only recruit staff that is required for the business such as a marketing department which would be an essential requirement due to being an online ecommerce business that can control all social media campaigns, drive sales online and be at the forefront at making conversations with customers. The company also requires employees with a financial background to assist in the finance department to meet its quarterly sales and increase the revenue. The staff have to align and share the business values of the brand to consistently deliver excellent customer service and represent the brand to what it wants to be; a global leader in modest fashion wear. 
6. Skills
Inayah’s designers are skilled to represent the modern and fashion forward trends in a modest manner, therefore it will be important to remain consistent with the designs that Inayah launches for their brand as people often associate a design/cut/style to the brand. The designers are skilled professionals that have an eye for detail, however keeping in mind the values of the brand it is then portrayed in a product of clothing. This type of skillset cannot be compromised as the entire brand is based of design and how it can differentiate itself from its competitors by remaining fashion forward. 

[bookmark: _Toc57727205]Macro environment:
· PESTLE – political, economic, social, technological, legal, environmental 
The macro environment is the condition of the economy as a whole and how businesses are reactant to the changes in the economy. “PESTLE is a tool which is used for strategic planning and looks at the political, economic, social, technological, legal and environmental factors which can affect businesses” (Rastogi and Trivedi, PESTLE Techniques, 2016). The tool allows organisations to plan ahead and take account of the external environment that can affect the rate of business currently or in the future. 

1. Political
Political factors are the extent to which the government can influence the economy or a certain industry. For example: the new law for all online businesses to be general data protection regulated (GDPR) compliant and ask for permission off their website visitors to hold data. The law was enforced in May 2018 and has since forced many businesses to reach out to its customers to gain permission to store their data. This has had an impact on the analytics that companies have access to, therefore making it harder for businesses to gain access to targeted data. This type of law has an impact on all businesses that operate their services online. Inayah is a part of this industry which this type of law affects, therefore being compliant to GDPR law was an essential need for the company to adopt. 
2. Economic 
There are several factors that can have an impact on the economy and force businesses to change the way they are working. For example: a rise in inflation can cause interest rates to increase in the UK. This can have an impact on all businesses as it would force businesses to reconsider the pricing of their products to be able to afford the new inflation increase. Another example, is if the economy goes into a recession, this has a knock on effect to businesses due to inflation and deflation rates. Businesses are forced to adopt the new measures. A recent example of this is the recession that the UK will be undergoing due to coronavirus. This has meant that many jobs have been lost and businesses are forced to reconsider their budget and financials for the future. This impact Inayah as a British business as the company operates under UK law, therefore adhering to the economic conditions of the economy will be pivotal for Inayah. Although Inayah is an online ecommerce business, the pandemic has impacted the business negatively as people have not been spending as usual. During the peak business seasons such as Eid and Ramadan, Inayah incurred lower revenue to that of 2019 due to the pandemic forcing people to be in lockdown. 

3. Social
“The sociological factor takes into consideration all events that affect the market and community socially”. Social factors can impact businesses and the way they operate, for example: environmentalists and communities protesting against the new high speed rail 2 (HS2) not to run through villages and damage wildlife, environments and habitats. “STOP HS2, a national campaigning group, warns that the new rail line will cut through some of the most beautiful countryside and vibrant villages in England, and claims that the HS2 proposals are seriously flawed from a business, economic and environmental viewpoint” (Politics.co.uk, High Speed 2, (HS2), 2020). This caused the government to pause the project and ensure that the project would be of no harm to the environment. Such factors can speed or slow down projects and businesses. Social factors that can impact Inayah is the current global pandemic which is forcing consumers to save money and spend less. This impacts small and medium sies businesses due to the less economic injection of GDP. 
Another social impact is consumers are becoming more conscious of where their money is going and whether brands are ethical. Due to the pandemic, many large high street clothing brands had cancelled their orders and stopped paying their garment workers which caused uproar on social media. Brands such as the Arcadian Group, H&M and Primark stopped paying their workers. “The pandemic exposed the huge power imbalance at the heart of the fashion industry, which demands that suppliers in some of the poorest countries in the world bear all the upfront production costs while buyers pay nothing until weeks or months after factories ship the goods” (TheGuardian.com, World’s garment workers face ruin as fashion brands refuse to pay $16bn, 2020). This report has made consumers more aware of the costs that incur to these factories as some of their favourite brands have decided not to pay their garment factories. This impacts the consumer buying behaviour which makes the consumer more aware of their consumption and where it comes from. Therefore, this is a good time for Inayah as the business can heavily emphasise its ethical supply chain and labourers, which gives Inayah the competitive advantage when it comes to buyer choice. 

4. Technological 
Technological factors equate to different innovations within the industry that has potential to disrupt the market. An example of a technological factor which disrupts the market is social media.  This innovation has forced consumers to think differently, purchase differently and make more informed decisions by being influenced by other people that they view online. “Companies such as Amazon, Etsy, Facebook, Google, Salesforce, and Uber are creating online structures that enable a wide range of human activities. This opens the way for radical changes in how we work, socialize, create value in the economy, and compete for the resulting profits.”(Baltimore,2016). As an online ecommerce business it is vital to have a heavy online presence in the social space, to create conversation and get people talking about the brand. Social media influencers have heavily profited from this new technological phenomenon which has allowed creatives to use their passion and promote brands they love. Similarly, Inayah has an online presence on social media via Instagram, Facebook and twitter. In an interview with the CEO of Inayah, it was revealed that Inayah has over 60,000 followers on Facebook which is a large achievement for a small to medium brand. This shows that people like the brand, that there is conversations about the brand and most people are returning customers. Inayah can benefit from collaborating with influencers and adopting a similar method to ASOS by creating edits launched by the influencer themselves to create more social awareness around the brand and get people talking. This would allow the brand to look into opportunities to become global and expand into countries such as Australia, United States and United Arab Emirates which has large Muslim populations.
5. Legal 
This factor takes into account all legal aspects such as employment, laws, tax and resources. These factors look at the external and internal environment and how certain laws can affect the way businesses regulate. For example there are different trading laws in the EU compared to the UK due to Brexit coming in to force. Businesses that have their operations overseas will need to think about import taxes and other legal factors that can impact the way they perform their operations. Inayah is a British company, however it has many overseas production factories which are not in the UK, therefore the brand will need to be aware of the new rules and regulations that Brexit will have on the brand. This will inevitably lead to higher prices in their products due to several charges from the new laws. 
6. Environmental 
These factors determine the surrounding of the environment. This could be geographical, climate related, weather and environmental offsets. In such situations, businesses will have to reconsider alternative methods in operating. For example a country that is affected by Tsunamis and earthquakes such as Japan has been forced to reconsider its infrastructure to be able to withstand earthquakes that are a magnitude 9 on the ricter scale. The buildings are “built with deep foundations, the most advanced supported by shock absorbers that allow the structure to move with the earth, rather than against it” (TheGuardian.com, Japan's earthquake preparation has spared it from a far worse fate, 2020). Thankfully, Inayah does not need to consider environmental changes much as the business is an online ecommerce one, therefore its operations are mainly online. However, such calamities can impact the overseas factories which can disrupt its production facility and cause a backlog in orders. Another factory that Inayah should consider is becoming more sustainable as the global climate matter is an upcoming global crisis, Inayah should resource packaging that is 100% sustainable packaging. This creates better brand awareness as individuals will be more inclined to purchase from a brand that is ethical and sustainable. 
[bookmark: _Toc57727206]Stakeholders
Inayah's stakeholders are the heart of the business. Without its customers, the business would no longer function, without its suppliers there would be no product to offer to consumers and without its employees there would be no business operations to run smoothly. The most important stakeholder for Inayah are its customers. To ensure that their customer demands are being met, the company has to understand the market, the current trends and learn new methods of staying on top to cater to the needs of these customers as competitive rivalry in the industry is high. Customers are considered the key as Inayah designs for the person that is looking to dress modestly, as its mission statement states that “Inayah offer’s the perfect blend of on-trend, modest fashion to give women a stylish, modest wardrobe for easy everyday wear alongside luxury occasion wear”. This mission statement keeps the customer in mind which shows the importance of this stakeholder. 
Suppliers are the second stakeholders that have to be kept satisfied as they have high power but low interest in the business performance. Inayah keeps good relationships with its suppliers as they have been running the brand since 2012 and have successfully achieved a revenue of £3.0M. These suppliers must be kept satisfied by ensuring payments are made to garment workers and the factories and that ethical conditions are met. 
Employees are the third stakeholder that need be kept informed about the business changes and its operations. Employees have the least power; however they are the most interested in the business. This will be important for Inayah as they need to build good relationships with its employees to provide effective key performance indictors (KPI’s) and high turnovers. By maintaining good relationships with employees, the workplace at Inayah will be a good environment which motivates employees to provide the best results for the brand. 
Shareholders are the last stakeholder that Inayah needs to be kept informed. Although shareholders are the investors of the brand, their key focus is to ensure that the business is providing value to the investment made. Therefore, shareholders will only want to know about the business measures that Inayah has in place to ensure that the investment made will be beneficial to the company. 
[bookmark: _Toc57727207]Future Development
Inayah’s strategy is to become a leading ecommerce business to provide modest wear. The company should think about how it can expand its operations to become a global brand by entering the markets overseas. This can be done by Inayah doing research in its KPI’s to assess specific demographics and the current trends. For example: Inayah can adopt the social media route and employ a modest fashion influencer to become the face of the brand or to create an edit with their name. This will generate more online presence, target the key demographic and get people talking about the brand thus increasing the revenue. Inayah should consider specific countries which its customers purchase from like the United States and collaborate with an influencer from the US to create a new customer base. 
Although Inayah is an ecommerce business, the company should consider having a flagship store in London as its base location which customers can shop from. This can generate more buzz around the brand as its previous pop-up stores and sample sales have had a successful turnout. Although this would create an overhead asset, this could be a vital for a clothing brand to look into a new demographic of people such as those that are not tech savvy, those that do not purchase off online store and prefer the look and feel element of shopping in a store. This strategy will allow Inayah to test the waters to see if the stores will perform well and whether consumers will be more inclined to purchasing from stores. 
[bookmark: _Toc57727208]Conclusion
In conclusion, Inayah is an SME which aims to become the leading online retailer for modest fashion wear. The industry that the company operates in is a highly competitive industry which increases competitive rivalry as there is direct competition from brands in the UK, US and Turkey offering similar products. There is also high consumer buying power which creates more demand in this industry from high street brands such as Mango, H&M and Zara. This type of buying behaviour creates the threat of substitution as Inayah is a small to medium sized business. However, after assessing the internal factors using Mckinzeys 7s’, the brand is taking the right direction as its soft and hard elements are aligned, therefore providing maximum business value. The external factors have been assessed using PESTLE, which demonstrates that Inayah is currently on its way to achieving its strategic objectives. The brand should consider having more of an online presence by following some of its high street competitors to create conversations online which has the potential to become viral and achieve its strategic objectives sooner. 
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