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Executive Summary 
The strategic approaches performed by the small business organisations have been explored by identifying the initiatives of the UK-based fast-fashion SME, Missy Empire. The products and services offered by the brand have been mentioned along with their specific missions and vision. Internal environments of the company have been explored through the framework of SWOT and the value chain analysis. PESTEL analysis has also been performed to examine the external environment, and the competitive existence of the company has been elaborated through the aspects of Porter’s five forces. A new strategy of market penetration has been proposed in order to assure stable growth of the company by the application of the Ansoff Matrix. Mendelow’s Matrix and RACI have been utilised in order to perform the analysis of the attitudes of the stakeholders. Strategic recommendations have been provided in order to sustain the growth of the organisation.
[bookmark: _zibr5s8sr6wy]

[bookmark: _xoxjli1u5euj][bookmark: _Toc214297489]
Table of Contents
Introducing the organisation and its products and services, along with its business model, and presented uniqueness	5
Overview of the company	5
Services and Products	5
Business model	6
Presenting strategic direction and goals of Missy Empire	7
Mission and Vision	7
Objectives of the company, along with strategic implementation	7
Conduction of the environmental analysis of Missy Empire’s competitive market positioning	9
Internal environment analysis through SWOT	9
Analysis of the external environment of Missy Empire	11
Discussing the available growth choices for the Missy Empire in the UK market and proposing the new strategy by justifying it as a sustainable one	16
Strategic growth choices for Missy Empire by using the Ansoff Matrix	16
Justifying the new proposed strategy that the company must follow for the long term	18
Stakeholder analysis and critical evaluation of the expectations, power and responsibility of the different stakeholders	19
Stakeholder power analysis and management strategy through Mendelow’s matrix	19
Stakeholder analysis of Missy Empire using the RACI matrix	22
Strategic recommendations considering the challenges SMEs proceeding with a strategic direction	24
Conclusion	25
References	26



[bookmark: _Toc214298902][bookmark: _Toc214299759]Introducing the organisation and its products and services, along with its business model, and presented uniqueness   
[image: ]
Figure: Missy Empire Company 
Source: (Missy Empire, 2025)
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Missy Empire is one of the most popular fast-fashion retailers with a wide online presence. Maintaining the trendy and affordable clothing, a large variety of products is also sold by this company, influencing the modern generations to stay trendy. Intriguing campaigns, such as #missygirls, have strengthened its online presence and strong apparel to social media followers (Missy Empire, 2025). The company has now been operated by the Frasers Group, although it was founded by Ash Siddique and Ish Siddique. Turnover of this company has reached nearly £12.5 million in the year 2023 by selling extensive women’s wear and accessories (BSR, 2025). 
[bookmark: _ie81eju1qdup][bookmark: _Toc214297491][bookmark: _Toc214298904][bookmark: _Toc214299761]Services and Products 
Several products that are popular among the young generation of women and fashion influencers are available in Missy Empire. As part of the apparel, dresses, tops, jackets, swimsuits, and diverse accessories, such as Insta-ready bags and shoes, are also available in the stores. The availability of products and seamless online purchases are the key features of the company, and its unique refund policies within 14-day returns have developed a distinct identity for the brand. Influencers are partnered for the roles of ambassadors and creative affiliate programs (Missy Empire, 2025). 
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Missy Empire operates through the online platforms, and its frequent drops of new items along with next-day delivery have enhanced its acceptance among the customer segments. Thus, the fast fashion approach has become one of the key aspects of the business model of this company. Apart from that, the long-term manufacturing experiences have made the operations agile, with which the company introduces on-trend styles within a gap of nearly 10 days. Digital-first approach has established a strong connection between the company with its social media audience, who mainly belong to Gen Z. A memorable customer experience and positive brand image have also been developed by this organisation with several strategic alignments (Missy Empire , 2025). 
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The prime mission of the company is to offer a product range that matches their current trends. While meeting the expectations of the customers, the quality of clothing and accessories is elevated, although these are sold at affordable prices. Modern women with diverse financial backgrounds can feel confident and empowered through the fashion choices of this brand, and at the same time, they can get a standard look. One of the crucial missions of this company is to grow as a leading brand, and it tries to stay ahead in order to match its steps with the emerging trends (Missy Empire, 2025). 
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Targeted Marketing 
Inclusion of confident imagery in their advertisements, the brand encourages the fashion-centric audience to set examples among their acquaintances. The campaigns are organised by the company, and their full funnel paid social media advertisements help in the accurate measurement of the success of customer acquisitions. The concentration of the brand with the approaches of self–love builds an emotional connection with the consumers. Optimising the attributes of the products, the company improves the presentation of the products, along with its seasonal responsiveness (BSR, 2025). 
Rapid Production 
The agility in the manufacturing process of the company has enhanced the accessibility of the products, which has helped the company in developing a committed customer base. Showcasing the philosophy of the brand, the company has elaborated their approaches with utter transparency. Thus, the brand values have been attracting customers through authenticity and the visual appeal of the brand logo, as the women's chromosome acts as a reminder to the targeted mass that Missy Empire has been supporting their journey (Missy Empire, 2025). 
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Figure: the four components of SWOT analysis
Source: (Salesforce, 2025)
	Strengths
	Weaknesses 

	Missy Empire puts strong emphasis on women's empowerment and self-care through its business promotion strategies. The organisation aims to build a business empire which addresses the relevant values of young women in the UK. Moreover, the acquisition by JD Sports has provided Missy Empire with the required financial support and expertise (Seares, 2021). 
	The UK fast fashion industry is very competitive with the presence of many online and offline brands. Presently, the fast fashion supply chain is dealing with many ethical concerns regarding material sourcing and labour management (Gossein, 2025). Missy Empire mostly operates its business online which limits its customer base due to a lack of physical presence in malls and stores. 

	Opportunities 
	Threats 

	The business strategies of Missy Empire focus on online promotions through its digital and social media channels. This is a significant opportunity as the targeted young consumers in the UK are very active on these platforms. The partnerships with JD Sports also open opportunities for expanding market presence beyond the UK (Seares, 2021). 
	Fast fashion is mostly a non-essential good which people spend on when they have high disposable incomes. Market inflation has been rising in the UK in recent years which has impacted consumer spending (Romei, 2025). Shifts in consumer demands have also been observed in ethical goods which is a major downturn for fast fashion brands like Missy Empire. 



Value chain analysis of Missy Empire
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Figure: Value Chain analysis model 
Source: (Carter, 2025)
Primary activities 
Sourcing materials from a global supply and controlling the quality and source of materials is one of the key components of Missy Empire’s value chain. The competitive and rapidly changing nature of fast fashion requires the brand to constantly develop new products. 
Supporting activities 
Managing the website and other e-commerce platforms through technological integration is a supporting function in e-commerce fashion retail (Fotiadis et al., 2022). Additionally, hiring designers, promotions and warehouse employees is also included in this segment. 
Value creation 
Missy Empire creates its brand value by following the changing fashion trends in the industry and creating products accordingly to fulfil demands. Maintaining a strong digital presence and creating affordable and dynamic price ranges are other value creation methods of the firm. 
Improvement areas 
The supply chains in the fast fashion industry are highly criticised for their unethical practices (Fraser and Van der Ven, 2022). This can be addressed by Missy Empire to increase its positive brand perception among the customers. 
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PESTEL analysis
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Figure: Components of PESTEL Analysis 
Source: (VanZandt, 2023)
	Political 
	Import tariffs and regulations have significantly changed in the UK after the initiation of Brexit. This has an impact on fashion retailers like Missy Empire which require importing raw materials from different countries (Tatum, 2023). 

	Economic 
	High inflation and economic instabilities in the country have influenced the cost of living and reduced spending on expensive goods (Ritch, 2025). This is somewhat beneficial for Missy Empire as it mainly sells affordable fast fashion options.  

	Social 
	The UK has a high volume of Gen-Z population which is very fashion-forward and follows the latest trends on social media (Dixon, 2025). This consumer segment is the main target for the fast fashion sellers such as Missy Empire. 

	Technological 
	E-commerce and mobile applications have become an essential part of digital product marketing and selling (Pereira et al., 2022). The usage of the latest data analytics and AI-based predictive marketing is also open for Missy Empire in the UK. Digital logistics maintenance technologies can also be helpful for online inventory management and shipment tracking. 

	Environmental 
	Sustainability is a major factor of concern for the fashion and especially the fast fashion industry. Reports have indicated that the changes for greenwashing and unethical sourcing can increase in the future due to intense market competition (Gossein, 2025). 

	Legal 
	Online retail is very prone to high return rates due to fitting issues and faulty products. This alongside the strong consumer protection regulations in the UK is impactful for the business conduct of Missy Empire. Moreover, online operations also require following the GDPR rules and protecting consumer data from cyber attacks (Clifford, 2022). 



Porter’s Five Forces analysis 
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Figure: The five forces model of Porter
Source: (Hessing, 2025)
Competitive rivalry 
The fashion retail market of the UK has intense competition and a lot of active online and offline brands. Missy Empire’s most common competitors in this market include large brands like Boohoo, ASOS and also SME’s such as Pretty Little Things, Femme Luxe and others. This creates a highly intensive competition market for this brand (YouGov, 2025). 
Bargaining power of buyers 
The fashion goods buyers in the UK have numerous options to choose from both online as well as offline stores. Competitive prices and frequent discounts provided by other brands make it difficult for Missy Empire to hold customer loyalty (YouGov, 2025). Thus, various options and low switching costs give high levels of bargaining power to the UK buyers. 
Threat of new entries
Missy Empire is primarily an online fashion retail store which sells goods through its website and other digital channels. This kind of business structure is relatively easy and low-cost to set up for new entrants (Lamb & Perkins, 2025). Besides, the UK has the availability of technological resources which are needed for setting up new online retail stores. 
Bargaining power of suppliers 
Fashion businesses require outsourcing a lot of materials for producing various kinds of attractive clothing (Parker-Strak et al., 2022). Missy Empire has a large network of material suppliers for itself and gives a large volume of orders. The availability of a lot of suppliers in the market relatively lowers the bargaining power of individual suppliers. 
Threat of substitute products
The substitution options for the fast fashion goods of Missy Empire are also relatively high in the UK market. Consumers have options for choosing products from offline retail chains and other online brands. Sustainable and renewed fashion options have gained popularity among consumers and these are an ethical substitution option for the buyers (Parry, 2024). 
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Figure: Ansoff Growth Matrix
Source: (VanZandt, 2023)
Market Penetration
The first stage of the matrix involves the strategy of increasing the sales of the present products within the UK market. The company can strengthen both the economic as well as the client base by offering the products at competitive prices (VanZandt, 2023). Moreover, the firm can refine the distributing process which might help them to attract all the segments across the world. Here, the level of the risk is quite low as the firm has the existing knowledge as well as the information about the market. 
Product Development 
The second stage outlines creating and developing the brand-new products or improving the existing ones in order to further expand its operations in the current UK market (Wright, 2022). In this context, the brand might extend its items beyond beauty, western outfits and active wear. The company can sell the furniture, home decor as well as the food items made of sustainable materials in order to meet the demands and choices of the customers. Here, the risk level is quite moderate as it would be built on the basis of the present relationships of the consumers but requires some modifications. 
Market Development 
The third level of the matrix focuses on selling the current products to the new segments of customers or expanding its functions into the other geographical regions. At present, the company runs its operational services in the international regions of the UK, Europe and the US (Missy Empire, 2025). However, it can extend its physical stores in some of the national areas in order to attract customers who prefer to buy the items offline.  Here, the risk level is not too high or low but moderate as it would be required by the firm to understand the dynamics of the market.
Diversification
The fourth level highlights the strategy of introducing the brand-new products into a completely new market (Pereira Ferraz Soares Ferreira and Marques, 2024). Missy Empire can start selling the home furnishing goods, food and beverages as well as open some of the physical stores in the other national regions. Here, the company has the highest risk as the firm needs to develop a new item with a completely unique concept. The major challenge for the company would be to gather the new resources as well as to hire professionals and experts. 
[bookmark: _xvx9wmlf4ud0][bookmark: _Toc214297501][bookmark: _Toc214298914][bookmark: _Toc214299771]Justifying the new proposed strategy that the company must follow for the long term
The best and the new approach for Missy Empire would be to increase the rate of sales of the current item by improving the quality as well as incorporating the usage of eco-friendly materials. As per the reports, it has been depicted that the company is currently facing challenges regarding the environmental impact. The current business model of the firm mainly focuses on launching new products with a limited number of resources which is reducing the total resources. A recent study depicted that the fast fashion industries like Missy Empire are responsible for increasing more than 8-10% of emissions globally (Stallard, 2022). Besides this, it is also increasing the emissions of GHG and carbon as well as generating a huge amount of waste. This is quite effective for the growth and development in the short term but creates a long-term risk. Therefore, this strategy would be beneficial for the company to meet the needs and demands of consumers for sustainable items. Besides this, it would help the organisation to achieve sustainability in the long run (Leadley, 2025).

[bookmark: _xp6zpwwe5u2n]

[bookmark: _j0sqjj2earp5][bookmark: _Toc214297502][bookmark: _Toc214298915][bookmark: _Toc214299772]Stakeholder analysis and critical evaluation of the expectations, power and responsibility of the different stakeholders 
[bookmark: _4g0s6yt1rl9t][bookmark: _Toc214297503][bookmark: _Toc214298916][bookmark: _Toc214299773]Stakeholder power analysis and management strategy through Mendelow’s matrix
[image: ]
Figure: Mendelow’s stakeholder matrix 
Source: (Deakin, 2025)
	Quadrant 
	Stakeholders 
	Power 
	Expectations 
	Suitable strategy 

	High power, High interest
	Company owners and external investors of Missy Empire
	High power over decision-making and internal operations. 
	These stakeholders expect high profit margins and constant business growth to generate returns from their investments. 
	They need to be managed closely by Missy Empire and directly involved in the internal operations and brand decision-making.

	High power, low interest
	Regulatory bodies and labour organisations 
	High power to enforce new laws and issue fines due to mismanagement.
	The authorities and labour unions expect Missy Empire to conduct ethical business and labour practices. 
	Missy Empire needs to keep these stakeholders satisfied by providing regular reports of the brand’s business processes and labour management practices (GOV.UK, 2025). 

	Low power, low interest 
	General buyers and the wider UK customer community
	Low and limited influence on the brand's operations and strategy-making.
	Minimum interest in the business process of Missy Empire but can be potentially conscious about the brand’s environmental impacts.
	Missy Empire needs to monitor these groups but keep its efforts minimum as their influence is low on the brand performance. 

	Low power, high interest 

	Customers (mainly including Gen Z women)
	Medium power over due to their purchasing power and social media perceptions for the brand. 
	They are the main customers who are interested in the trendy and affordable fashion offering of the brand. 
	The firm needs to keep them informed about the latest releases and upcoming sales to increase revenue generation. Product sustainability and ethical consumption also need to be communicated to hold their loyalty (Deakin, 2025). 
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	Task 
	Owners and Investors
	Marketing department 
	Product development team 
	Operations 

	Branding strategy 
	R 
	C 
	C 
	I 

	Sustainable material sourcing 
	A 
	I 
	R 
	C 

	New product designing
	C 
	C 
	R 
	I 

	Product manufacturing 
	I 
	I 
	A 
	R 

	Promotion and marketing 
	C 
	R 
	I 
	I 

	Legal compliance 
	R  
	A
	C 
	C 

	Business performance monitoring 
	A 
	R 
	C 
	C 
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Analysis: The above matrix includes the major stakeholders of Missy Empire and examines their influence over the main business activities. Through this, it is evident that the business owners are responsible for creating new strategies in complain with the UK laws. The marketing department is responsible for handling product promotion and analysing business performance. Sustainable sourcing and new product design duties are vested in the design teams and operations are responsible for the manufacturing process. Other than this, accountability, consultation and the flow of information between these departments is also depicted in this RACI matrix.  
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Enhancing Sustainability 
The determination of the younger population to shift their choices to gain sustainable outcomes has also impacted the fast-fashion brands. Thus, accelerating sustainable initiatives can be beneficial for the company to achieve further growth. The entire fast fashion industry has been slandered due to the lack of pro-sustainability approaches and irresponsible utilisation of resources. This also included forced labour, limited accountability and overproduction, which also impacted the global carbon emissions (Brydges, 2024). The company can integrate the circular economy and energy-efficient tools to minimise its environmental impact. With the utilisation of green materials and highlighting their positive initiatives without greenwashing can help the organisation thrive (Neumann et al., 2021). 
Anti-bullying Campaign 
Missy Empire has witnessed significant allegations regarding its toxic working culture, as several former employees reported incidents where they had to go through bullying and harassment. Along with degrading comments, the employees were intimidated by unfair dismissal, and this happened due to the failures of HRM (Marsh, 2024). The company can collaborate with non-profit organisations and promote multi-perform awareness campaigns, through which both the employees and customers can be targeted. By introducing this campaign, the confidence among the employees can be boosted, and they can be committed to the company for the long term (Praslova et al., 2022). 

[bookmark: _oxpjtu1uoctz][bookmark: _Toc214297506][bookmark: _Toc214298919][bookmark: _Toc214299776]Conclusion 
The varied concepts of strategic business management have been explored in the report by focusing on the operations of fashion retail SME in the UK. Missy Empire has been selected as the SME organisation which is a fast fashion brand focusing on women’s fashion and beauty products. The current strategic processes and company goals of this brand have been analysed to understand its future outlook. Additionally, the internal business environment has been analysed using the SWOT framework. Missy Empire’s present external business landscape in the UK has been evaluated through a PESTEL and Porter’s analysis. This has shown that the brand faces intense competition from other firms in the same industry. The available future strategic growth options for Missy Empire have also been identified through the application of the Ansoff Matrix. Based on the analysis the company has been suggested to obtain a market penetration strategy to grow its presence further in the existing market. Stakeholder analysis has been done by using the RACI and Mendelow’s matrix to find out the influence and power of different stakeholders over Missy Empire. These aforementioned external and internal operations analyses have helped to formulate actionable strategic recommendations for this brand to consider during future improvements.  
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