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[bookmark: _Toc173340097]Introduction
Strategic management is nothing but the process of managing organisation resources for achieving the goals and objectives of an organisation. Strategic management also involves setting different objectives analysing the overall competitive environment for an organisation not only that but also it analyses the external and internal opportunities for an organisation, evaluate different types of Strategies and always ensure that the management activities are aligned with the strategies throughout the business. The main aim of this report is to understand strategic management from inside in order to do so small and medium size organisations have been taken and the way the organisation uses strategic management will be evaluated. This report will provide an overview of the organisation and use different types of business environment scanning tools so that the external and internal environment of the organisation can be identified and the strategic growth choices for the business will also be identified. Based on the overall analysis of this report key strategic recommendations will be provided to the organisation which will help them to achieve future development. In order to discuss the motive of this organisation it can be stated that strategic management has been divided in different types of approaches. A prescriptive approach towards a strategic management will be outlined in this report so that the way strategies can be developed for an organisation can be understood.
[bookmark: _Toc173340098]Overview of the case study based on SMEs context
Superdry is known to B and developing fashion organisations that are built on style. This organisation mainly celebrates unique as well as independent fashion through their brands which are, “Original & Vintage, Studios, CODE, Superdry X and Performance Sport” (Superdry, 2024a). This organisation is mainly inspired by the spirit of adventure and it also designs products for their consumers using a premium quality. By analysing the brand it has been understood that it has a significant local presence and it has also made its presence in different parts of this world because it has 740 stores and their almost 241 on stores of superdry across the United Kingdom and they also have 12 stores outside the Republic of Ireland (Superdry, 2024b). By analysing the growth of this business it cannot be stated that it is totally a small brand it can be considered as a medium size business that is at its developing status.
[bookmark: _Toc173340099]Critically appraise the Organisations current strategic direction
Vision 
“We stand for integrity, confidence, style and sophistication. Our future vision is beautiful, minimal and expressive” (Superdry, 2024c). It is the vision statement of this organisation. This organisation always wants to do business with integrity as well as with sophistication and the aims to provide beautiful expressive as well as minimal design products with consumer mass which also help them to build a confidence within their personality.
Mission 
“To build a creative and product led brand to inspire and engage the contemporary style obsessed consumer - always” (Superdry, 2024d). Analysing the Machines statement of superdry company it has been understood that this organisation wants to build a creative as well as unique products that can lead to better results for the brand and with the help of the creative products they want to engage the consumers with their contemporary style as consumers are more obsessed with contemporary style products. Not only dad but also this organisation always wants to serve the diverse communities with its premium brand and this brand is also focused on developing a sustainable future that is the main reason there is always private rising sustainability and they also prefer celebrating culture.
Values
There are some core values that this organisation believes in for example superdry is a very informal organisation they are honest as well as collaboratively to do business by being real. The values of this organisation also include “Game-changing, fearlessly creative. Style obsessed, quality-driven, Sustainable and ethical and constantly striving for better” (Superdry, 2024d). It has been identified that super dry people believe that their brand is everything for them.
Goals
In order to discuss the goals of the superdry company it can be stated that this organisation has set some commitments, for example achieving net zero carbon by 2030. This organisation is changing the way they do things usually for achieving their commitment for example there including their Enfield activities enhancing the work in their factors as well as in stores. Currently the goal of this organisation is to use “efficient technology, renewable electricity and changing how the products are distributed” (Kawabata, 2023). This brand believes that by achieving these goals they will be able to establish change in the organisation which will impact the business from different positive aspects.
Objectives 
“To leave a positive environmental legacy”, by analysing the objective of the organisation it has been understood that a Superdry company is very much committed towards making a positive footprint on the environment. They are trying their best to decrease their environmental impact. Super dry tries to produce clothings that they are proud of.
Strategic direction
There is a particular strategic direction used by this organisation to achieve its goals and objectives for example the three consumer facing strategic pillars of this organisation are, “Inspire through product and style', 'Engage through social' and 'Lead through sustainability”. Currently this organisation is very much interested in inspiring their product and tile in an unique way which is one of their strategic directions along with that they are also putting their efforts to engage their consumers using social media and lastly this organisation is leading using system ability which are found to be relevant for surviving in the highly competitive business environment of the UK (Clark, 2020).
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“One of the most widely used tools for environmental scanning is the PESTEL analysis, which stands for political, economic, social, technological, legal and environmental”. Along with them there is SWOT analysis that helps businesses to identify their strengths, weaknesses, opportunities and threats (Pandey et al. 2020). For identifying internal strengths and weaknesses of superdry companies and to identify external Threats and opportunities, these theoretical frameworks are found to be effective. Another Framework will also be utilised for identifying elements that contribute to competitive advantage of this organisation which is the VRIO framework.
PESTLE Framework
Political
According to sources political stability is present in the UK market where superdry supermarkets operate. It has been understood that superdry organisations upgrade in different continents and it has also implemented some policy for each and every Nation based on the requirements of Retail Industry (HR and Aithal, 2020). Currently there is a rise in the population of the UK and it is believed that the UK can see different types of trends in the coming times which might lead to Greater instability within the retail sector.
Economic
In order to discuss the economic factor it can be stated that currently the economic condition of the United Kingdom is not at a stable condition. Inflation within the UK region is increasing rapidly and the high inflation has created a cost of living issue across the UK and it has also impacted on the buying power of the consumers (Buye, 2021). Due to this economic situation or because of this external factor the operation of the superdry company might get affected because this organisation will not be able to increase its sales rate because of the decreasing Boeing power of the consumers.
Social
Analysing the social situation of the UK it has been identified that people prefer having access to essential services and it is trending at this current situation in the UK market. “By and large over the last decade and half the wider population is getting access to essential services  Kingdom” (Çitilci and Akbalık, 2020). Considering this factory can be stated that this element can result in increasing investment within the public service sector. Based on the information it can be stated that social factors have a positive impact on the business of super dry company because the consumers of the UK have high preferences for essential services and experiential products.
Technological
In this current situation development as well as dissemination of mobile technology has been transforming the expectation of consumers across the service sector and in the situation super dry organisation has to meet as well as manage the overall expectation of their consumers and they also need to innovate on a continuous basis (Thakur, 2021). Having Technological innovation is essential for Superdry so that the organisation can stay ahead in the market competition. 
Legal
Employment law is extremely streaky in the United Kingdom and it is impacting different Business models within the details sector. Most importantly there are some intellectual property laws present in the UK that can be used by organisations so that they can protect the business with COPYrights and superdry Organisation can also benefit from these kinds of regulations (Thakur, 2021).
Environnement
Recycling is one of the emerging as well as normal ways that can be done for protecting the economy of the United Kingdom and the Superdry Organisation is making plans for adhering to the regulations as well as Expectations within the service sector (Capobianco et al. 2021). It has also been identified that the environmental norms are taking part in altering the priority of product innovation in different cases, products that are designed based on the environmental standards.
From the overall analysis of this Framework it has been understood that there are certain external factors that can create a threat for the superdry organisation for example the economic condition of the UK and the rapidly decreasing environmental situation of this country.
SWOT framework

	Strengths
· Strong Brand Identity
· Global Presence
· Multi-Channel Distribution
· Commitment to Sustainability (Jatmiko et al. 2022)
	Weaknesses
· Financial Performance
· Market Sensitivity
· Competitive Pressure (Sesa and Hasnawati, 2023)
· Operational Challenges

	Opportunities
· Expansion in Emerging Markets
· Enhanced E-commerce Strategy
· Sustainability Initiatives
· Product Diversification (Aldilax and Pfoertsch, 2020)
	Threats
· Intense Market Competition
· Changing Consumer Preferences (Aldilax and Pfoertsch, 2020)
· Economic Downturns
· Supply Chain Disruptions



According to the SWOT analysis it has been understood that the Superdry organisation has been able to establish a strong brand identity in the markets it operates. Not only that but also this organisation has has made a strong presence in different parts of this world another strength of the organisation is it multi channel distribution super dry is an organisation that use multi channel business model with include different types of sandal on stores along with that it has it eCommerce business and it also conduct wholesale operations. The weakness of this organisation is its financial performance in the last two years stupid organisation for example net loss in the year 2023 and it has also faced some financial difficulties apart from that market sensitivity and competitive pressure has always been a weakness for this organisation (Aldilax and Pfoertsch, 2020). Analytical Framework also help in identifyings of opportunities for this business for example expanding in emerging market can be a massive opportunity for this organisation as a super dry has started a expanding its business in different international market in that case expansion is an opportunity for this organisation along with that enhancing if E-Commerce strategy and designing its sustainability initiative more effective can also benefit this business from multiple perspectives.
The SWOT analysis also helped in identifying the threats of this organisation. For example, the markets where Superdry operates have intense market competition and these elements can create multiple threats for this organisation. Along with that changing consumer preference and economic downturn can equally threaten the organisation. 
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Tangible resources: Uniqueness in the products
Intangible resources: Affordable pricing strategy
Heterogeneous resources: Attractive offers and discounts
Immobile resources: Use of advanced technologies in the operations
VRIO analysis
	Resource or capability
	Valuable?
	Rare?
	Costly to imitate?
	Organised to capture value?
	Competitive implication

	Uniqueness in the products
	Yes 
	Yes 
	Yes 
	Yes 
	Sustainable competitive advantage

	Affordable pricing strategy
	No
	No 
	No
	Yes 
	Competitive parity

	Attractive offers and discounts
	Yes
	No
	No 
	No 
	Competitive disadvantage

	Use of advanced technologies in the operations
	Yes 
	Yes 
	No 
	Yes 
	Temporary competitive advantage


Table 3: VRIO Analysis of Superdry
(Source: Self-developed)
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Organisations undertake strategic growth opportunities for multiple purposes for example with the vision of growing the business further and for achieving success strategic growth choices required to be made. A growth strategy can be considered as a plan to which business is due to develop as well as increase particular Express within their businesses for example annual revenue, their number of clients and the number of products (Surya et al. 2021). Not only that but also for targeting new audiences and for spending on customers at position along with a growing product line specific growth strategies are required by organisations. Different types of strategic growth choices available for small medium size businesses for example market penetration market development customer return strategic partnership development strategy alternative channels and others.
Market penetration is mainly a strategy that helps organisations to increase market share by selling their existing products as well as services to a current audience and this strategy is also known by strategies because it offers more of these to the businesses to add value to present goods and services (Cosenz and Bivona, 2021). In case an organisation aims to refresh its brand image within its existing market then this strategy is found to be effective. Another strategic growth choice for SMS is market development. It is mainly a strategy that helps organisations to grow the business that is facing multiple challenges within their current market. In such cases organisations can choose another market which is known to be the market development strategy. In this strategy businesses take their existing products to earn and tap the market and this strategy also allows organisations to sell their existing products to the new customers who are found to be the ideal fit for the product.
Then there is other strategic partnership option available for organisations that also help in achieving strategy growth it is mainly a strategy while business stream up with other organisations so that we can found new opportunities in a new market and in the strategy businesses do not need to invest time as well as their physical resources or intangible resources for establishing the business (Awladthani et al. 2023). This business strategy is considered as one of the powerful growth strategies mainly and developing businesses because it helps them to liberate their other strengths in a new market.
Analysing some of the growth strategies it can be recommended that a superdry organisation should undertake the market penetration strategy because this organisation has already tried the market development strategy for expanding its business to other foreign markets. As this business is at its growing stage in that case penetrating its existing market can help them to have a strong brief over its market position. According to strategies market penetration is one of the growth strategies that can break barriers of success for organisations. According to the current situation of this organisation this growth strategy is found to be effective because market penetration is not only about selling more products to the potential consumers but it is about creating sustainable growth for a business by dominating a particular market share (North et al. 2020). With the help of the successful growth strategies businesses can increase their brand recognition not only that but also they are able to create a stronger relationship with their consumer and it also improves the financial performance of a business overtime.
Strategy is found to be effective for providing long term sustainable growth to the business because a market penetration is something when organisations work towards the higher market share by typing into existing products in the existing market. This growth strategy can provide organisations with untapped opportunities and it can also help superdry organisations with devising strategies through which they will be able to grow their sales and expand their overall market presence in an effective way (Lim et al. 2020). This growth strategy can be considered as a fundamental concept within business strategy which entails that businesses need to gain a larger market share that is also in the existing market. This growth strategy can be considered as the initiative designed for organisations to break through a large market share which can eventually contribute to the long term success of the business. Analysing the characteristics of this growth strategy it can be stated that a market penetration strategy found to be revolving around increasing the overall sales of existing products as well as services for enhancing the market share and the strategy can be achieved by this super dry organisation through various ways. For example, using a proactive approach for strengthening the food poles of the company in the industry can help them to achieve this strategy. These reasons demonstrate why this strategy is found to be a sustainable growth strategy for the superdry company and how it contributes to the long term success of this business.
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[bookmark: _Toc173339523][bookmark: _Toc173340104]Stakeholder Analysis for SMEs
Small and medium-sized businesses (SMEs) need to study their stakeholders as part of making plans and carrying them out. As part of this process, they have to figure out what each side wants and needs, rate their strength, and pick the best plan (Haddad et al. 2020). SMEs can handle the difficult connections between stakeholders with the help of tools like the Power-Interest Grid and identifying stakeholders.
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The SME needs to figure out who the most important people are who have a stake in the business. There are three kinds of stakeholders: primary, secondary, and tertiary. The people who have the most to gain from the SME's actions are its customers, employees, owners, and buyers. Secondary parties, such as government bodies and neighborhood groups, feel the effects of direct effects. People and the media on the third level aren't as impacted, but they can change what people think about something.
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When the stakeholders are known, it is time to figure out what they need and want. For example, buyers want good products and great service, while workers want to know they have a job and the chance to move up in their area. The most important thing for investors is to make money and get a good return on their money (Becker and Schmid, 2020). If they pay their suppliers on time and build long-term relationships with them, they may value those things more. The small business needs to know about these standards so that its plan goals meet the wants of all the people who have a stake in it.
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Using the Power-Interest Matrix, SMEs can classify stakeholders based on their level of influence and interest in the organization. This matrix has four quadrants:
1. High Power, High Interest: These people need to be closely watched and involved every day. People who give and receive large amounts of money are in this group. Their help is very important for the growth of the SMEs (RAMLI et al. 2023).
[image: ]
Figure 1: Power-Interest Matrix
(Source: RAMLI et al. 2023)
2. High Power, Low Interest: In this area, stakeholders, like governing groups, have a lot of power but may not be involved in day-to-day activities. It's important to keep them happy and avoid problems by updating them often.
3. Low Power, High Interest: Working people and people from the neighborhood make up this group. They want the SME to do well but don't know how to make that happen. Keeping them involved by talking to them often and giving them ways to give feedback can help make the workplace better.
4. Low Power, Low Interest: These parties don't need to be tracked as much as peers from far away or the public as a whole. But if they want to keep their good name, they should keep them up to date (Naradda Gamage et al. 2020).
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Small and medium-sized businesses should find out how good each partner is to find the best plan that will work for everyone. A small business might think about how to meet the needs of important customers who say they want eco-friendly goods if they say so. If buyers only care about short-term gains, the SME may try to find cost-cutting opportunities to make more money. SMEs need to do stakeholder analysis to figure out how to work in a tough situation   (Depaoli et al. 2020). The Power-Interest Matrix is one tool that small businesses can use to learn more about their clients and what they want. This helps them make plans that meet those needs. Not only does this get more people involved, but it also makes the plan more likely to work. Businesses of all sizes can make smart choices that will help them stay in business and grow if they fully understand how partners work together.
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When they try to follow strategic direction, small and medium-sized businesses (SMEs) have extra issues. To deal with these issues and achieve long-term growth, small and medium-sized businesses (SMEs) need to take a diverse approach that includes clear plan ideas (Cantú et al. 2021). Marketing, giving value, using new technology, building connections, improving the customer experience, and always learning are some of the important strategies this paper talks about.
Define a Clear Value Proposition
In a crowded market, small businesses need a good value offer to stand out. When a small business sells something, it should be clear about what makes it unique and how it can help customers. Making sure that their goods and services offer great benefits is one way for small and medium-sized businesses (SMBs) to make sure that they meet customer needs. A clear offer of value not only gets people to come in but also helps a company grow over time.
Develop a Comprehensive Marketing Strategy
SMEs have to create a full traditional and digital marketing strategy to communicate with their target audiences. Digital marketing mediums such as content marketing, SEO, and social media are useful in helping a brand find more customers and be relevant to more people (AlQershi, 2021). Other traditional forms of advertising and marketing such as going to events and then networking locally can also assist in creating an identity and sustaining relationships. It would be easier for small businesses to identify and market towards specific customer segments through the use of the STP (Segmentation, Targeting, and Positioning) method.
Embrace Technology
Nowadays, it has become mandatory for small and medium-scale firms to leap and improve their operations digitally. Acquiring e-commerce platforms, CRM, and data analysis tools enables their firm to perform efficiently and make satisfy their buyers. If they want to apply new technologies, then they had better stick to the Technology Acceptance Model (TAM). It holds that ease and the resulting utility represent the two key factors that define its usage. That is why using technology can make small companies more competitive and fulfill consumer demand better.
Cultivate Strategic Partnerships
This may relate to product marketing or even gaining awareness of newer tools adapted to business operations small businesses can acquire new customers, tools, and even knowledge. It is always easier to organize cooperation when the two companies are producing similar types of products or offering similar services to customers (RAMLI et al. 2022). When a small business executes a project together or engages in cross-branding, more people are exposed and they get new users. This is where RBV demonstrates that effective use of connections to leverage unique skills and resources can help in overcoming competitors’ advantages.
Invest in Customer Experience
Every small business should learn what their customers want and need so they can make their products, services, and relationships more useful to those people. Set up ways for customers to give feedback and use tools like the Net Promoter Score (NPS) to help small businesses figure out how happy their customers are and what they can do to make things better (Gamage et al. 2020). By doing more than what customers expect, small businesses can stand out and make customers that will stick with them for a long time.
Foster a Culture of Continuous Learning
Because the business world changes so quickly, small and medium-sized businesses need to be willing to learn new things all the time and be flexible. To make an organization more flexible, get employees to take part in professional growth and stay up to date on changes in the field (Singh and Kumar, 2020). The Learning Organization plan is one way to help workers share what they know and come up with new ideas. Being open to change and supporting a growth mindset are two things that small and medium-sized businesses can do to be successful in the long run. 
[bookmark: _Toc173340111]Conclusion
In conclusion it can be stated that the superdry organisation is a growing and popular fashion brand of the United Kingdom however this SME requires a proper growth strategy for which proper scanning of the internal and external environment is required. In order to understand which internal factors are affecting the business and in which external factors are creating leads for the organisation in some scanning tools having use and it has helped in identifying potential opportunities as well as thread for the business. Strategic options for the organisation have been discussed as well, as this business will be able to achieve strategy growth in a short period of time. Based on the overall analysis some strategic recommendations have been provided as well.
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