[bookmark: _Toc156393321]Executive summary
Giordano operates in the Hong Kong casual wear industry and has been established as one of the key players. This report focuses on Giordano to evaluate its strategic direction and visions, mission and values (VMV). It is evident that Giordano’s mission is to provide its customers with timeless, essential, and relevant fashion; a vision to become the biggest and best in the apparel retail industry in the world, and upholding values such as doing things right, exceeding customers’ expectations, simplicity, and innovation. All these are VMVs that can be considered Giordano’s blueprint for its operations and strategic management. In the report, Porter’s Five Forces framework has been used to analyse the Hong Kong casual wear industry to determine its favourability to Giordano. It has been found that buyer bargaining power is high as the market has several similar brands that customers can substitute with. The report has revealed that Giordano has a strong value chain, hence favourable for its expansion strategy. Giordano recently proposed a corporate strategy of expanding its operations in new and existing markets and improving its customer experience and product portfolio. Similarly, its business strategy which are product development and intensive marketing to increase financial profitability. However, these strategies seem not to be sufficient for Giordano to meet its organisational goals. Therefore, it has been recommended for the company to apply vertical integration, mergers and acquisitions, as well as innovation as its corporate-level strategy to achieve growth. The business-level strategies recommended are brand differentiation, product diversification, and customer relationship management to improve its profitability levels.



Table of Contents
Executive summary	2
1.0 Introduction	4
2.0 The Relationship between “Strategic Direction” and the Vision, Mission, and Values (VMV) of a company	4
3.0 Industry Analysis of the Hong Kong casual wear industry	7
3.1 Threat of new entrants	8
3.2 Industry Rivalry	9
3.3 Bargaining power of suppliers	10
3.4 Bargaining power of buyers	10
3.5 Threats of substitutes	11
4.0 Value Chain Analysis of Giordano	11
5.0 Corporate and business strategy recently proposed by Giordano and their effectiveness based on the Balanced Scorecard	14
6.0 Recommendations for both corporate- and business-level strategies for Giordano	17
6.1 Corporate- level strategies for Giordano	17
6.2 Business –level strategy for Giordano	19
7.0 Conclusion	21
8.0 References	22







[bookmark: _Toc156393322]1.0 Introduction
Giordano is one of the successful retail firms in the casual wear industry in Hong Kong. However, this success does not mean that the firm is not faced with challenges. The casual wear industry is characterised by ever-changing consumer expectations and preferences, global uncertainties, and other various industry dynamics. Therefore, firms that have managed to stay in this industry are those that have adopted excellent corporate and business strategies. In this report, the main tenets of Giordano’s corporate and business strategies are examined. This includes an examination of how its vision, mission, and values contribute to the firm’s strategic direction, and the effectiveness of the facets is analysed through the lens of the balance scorecard framework. Giordano’s main guiding principles are explored, and the industry dynamics are scrutinised in detail so as to understand the milieu of the entity’s strategic moves. This entity has managed to stand out from its competitors due to its effective corporate and business strategies, as evident from the evaluation using the balance scorecard framework.
[bookmark: _Toc156393323]2.0 The Relationship between “Strategic Direction” and the Vision, Mission, and Values (VMV) of a company
Today’s business environment is turbulent and competitive. Few firms have survived and thrived in this environment. Notably, firms that have succeeded are those that developed and adopted appropriate strategies. As suggested by Farida and Setiawan (2022), strategy is the cornerstone of success for any business firm, as it helps it to stand out from its competitors and distinguish itself to its employees and customers. Strategy provides direction to an entity, and this is where the term ‘strategic direction’ was coined. As suggested by Tallant (2009), the strategic direction of an organisation is established by its adopted vision, mission, and values. Therefore, strategic direction is dependent on these aspects, and without them, an organisation cannot stand out in the competitive market (Farida and Setiawan, 2022). This assertion denotes the fact that there is a direct correlation between vision, mission, and values (VMV) and strategic direction.
From the case study of Giordano, it is explicit that vision, mission, and values form the foundation upon which the strategic direction of this entity is built, thus playing a critical role in ensuring the long-term success of the firm, especially after the emergence and spread of the COVID-19 pandemic. These elements are interrelated, and they function together in guiding the decision-making processes of a firm, influencing the behaviors of stakeholders, and aligning the entity’s operations towards the predetermined long-term goals and objectives. Giordano’s vision is to be the biggest and best in the apparel retail industry in the world. The company’s mission is to provide timeless, essential, and relevant fashion for everyone, with a vision of developing apparel for all, irrespective of nationality, ethnicity, or culture. Some of its brand values include doing things right, exceeding customers’ expectations, simplicity, and innovation.
Vision and mission provide a summary of the predetermined goals and objectives of a firm. Similarly, strategic direction clearly defines the destination for an entity. In the case study, the vision is clearly stated in the annual report, thus reflecting the long-term aspirations of Giordano. The vision “to be the biggest world brand in apparel retailing” clearly highlights the need and significance of pursuing product development and product diversification across different geographical regions, thus setting the stage for the entity’s strategic operations. One of the strategies that Giordano pursues is geographical diversification, and it has been a major aspect of its success even during the COVID-19 pandemic. The company diverted its resources to its SEA and GCC markets in a decisive manner, and this led to the realisation of a net profit of about HK$268 million in 2022. As suggested by Ouma and Mosoti (2018), the mission and vision statements of a company help clarify its goals and give its employees a clear sense of purpose. This fosters a shared dedication and sense of responsibility among the employees to work together towards achieving sustainable growth for the company.
The relationship between vision, mission, and values (VMV) and strategic direction is that VMV offers companies a foundation for differentiating themselves from competitors (Achua and Lussier, 2016). This is based on the fact that VMV helps companies define their strategic direction, which offers a goal-setting and decision-making approach. In the case of Giordano, its vision of being the biggest and best in the apparel retailing industry globally gives it a clear direction for expanding and growing. The company’s mission of making customers look great and feel good gives it strategies for market and product development. Giordano bases its framework of how to treat its employees and customers on its core values like simplicity, service and quality. 
As an entity, Giordano gets its strategic focus from its vision, mission and values that align with its organisational goals and objectives. The company aims at offering customers quality products to attain growth in new markets, more so the developing markets. Giordano’s mission and vision functions as its blueprint in its strategic decisions and operations. Giordano’s mission emphasizes on the importance of producing and delivering quality products and services, which serves as its main factors of its business strategy. According to Ireland et al. (2013), a company’s mission statement shows the needs that the organization’s products or services are meeting. This means that a mission statement is what companies use a guide in making strategic decisions. It is through the mission statement that the company can create its operational boundaries. Giordano’s mission affects its strategic decision as it provides a clear direction on the most suitable markets to tap into, customer segment to focus on and products to offer in the market. An example of a strategic decision is focusing on introducing a new product or improving the quality of the existing one with the intention of attracting customers and gaining a competitive edge. This is a move aimed at producing a competitive edge over its rivals. While the mission of this entity is to make people feel good or look great by offering them appealing accessories and apparel, its strategic direction encompasses efforts to expand its operations into new markets.
Just like mission and vision statements, values are significant in shaping the company’s culture and identity (Brătianu and Bălănescu, 2008). In Giordano, one of its values is “knowledge”, that is to constantly update and share knowledge. According to its 2022 annual report, Giordano invests heavily in training in sales, customer service, management, planning and leadership development to maintain skilled employees. For example, it has an online learning platform called G-learning, which is open to all staff for self-study. It launched a self-learning scheme since 1999 to encourage staff’s initiative to self-learn. Training subsides are also provided to managerial and non-managerial staff. All these implementations align with its value, knowledge. 
[bookmark: _Toc156393324]3.0 Industry Analysis of the Hong Kong casual wear industry
It is important for Giordano as a company to conduct an industry analysis of the market it operates in to find out if it is favourable profitability and growth. Industry analysis is an essential market assessment tool that businesses use to understand their industries’ competitive dynamics, demand and supply statistics and future industry prospects. To conduct industry analysis, Porter’s Five Forces framework is used.
[bookmark: _Toc156393325]3.1 Threat of new entrants
This is a force that affects an industry’s competitive environment. Giordano has to consider how challenging or easy it is for new companies in the Hong Kong casual wear industry to enter the market and compete with other existing companies. For Giordano, the main factors to consider under this force include economies of scale, brand loyalty, capital requirements, regulatory barriers, and distribution channel access (David, 2011).
Capital requirements: In the Hong Kong casual wear industry, new entrants will require significant investment in production facilities, distribution networks, and marketing. Giordano is a large company based in Hong Kong, so it has a significant amount of financial resources to fund the production, marketing, and distribution of its products. However, high capital requirements will prevent new entrants into the market, thus a weak factor against Giordano's competitiveness (David, 2011).
Economies of scale: Giordano has its own manufacturing supplies’ division. This is an advantage that makes the company benefit from manufacturing and distribution economies of scale. Economies of scale benefits become a barrier for new entrants, as it may be challenging for them to have the same level of efficiency (David, 2011).
Access to distribution channels: The Hong Kong casual wear industry has some renowned manufacturing retailers such as Giordano, G2000, Crocodile, Bossini, and Baleno etc. (HKTDC Research, 2023). These retailers have extended retail networks in developed countries such as Japan, France, Canada, and Australia. With well-established relationships with distributors and retailers, new entrants have a difficult time trying to secure their placement and effectively reach their customers as they have to persuade the channels to accept its products through strategies like price breaks and cooperative advertising allowances (David, 2011).
Regulatory barriers: The Hong Kong apparel industry in general is highly regulated. For instance, new entrants have to adhere to several industry regulations, such as the ‘Consumer Goods Safety Ordinance’ which adds to the cost and complexity of new companies entering the market.
In general, the threat of new entrants’ force in the Hong Kong casual wear industry is weak against Giordano.
[bookmark: _Toc156393326]3.2 Industry Rivalry
This force focuses on the number of competitors in the industry and their market shares, directly representing industry rivalry. Hong Kong clothing companies mainly engage in original equipment manufacturing (OEM) and original design manufacturing (ODM), meaning that they can deliver quality clothes within a short period of time. Some of the top casual wear clothing companies are Initial, I.T., 6IXTY8IGHT, G2000, Giordano, Bossini, Moiselle, Crocodile, and Baleno. These companies have extended retail networks in developed markets such as the U.K., Australia, France, and Canada, as well as in emerging markets such as Africa, the Middle East, and Asia (HKTDC Research 2023). Given the number of strong players in the Hong Kong casual wear market, it is safe to say that the force of industry rivalry is strong against Giordano. This means that when it comes to the competitive landscape with other top brands, like Giordano, the market becomes unfavorable given the stiff competition for a larger market share.
[bookmark: _Toc156393327]3.3 Bargaining power of suppliers
In the Hong Kong casual wear industry, companies buy their inputs, such as raw materials or finished products, from suppliers, accounting for different proportions of costs. Few suppliers in the industry would mean that suppliers have large negotiation power, and can demand favorable terms from competitors in the industry or charge higher prices. The Hong Kong casual wear industry depends on a large number of suppliers, which has enabled some of the clothing brands, like Giordano, to have a reputation for OEM and ODM production. This facilitates the delivery of quality clothing within a short time (HKTDC Research, 2023). Moreover, casual wear retailers have the power to ask suppliers to tighten up their supply chain management to ensure their supplies reach them on time. It is apparent that suppliers in the Hong Kong casual wear industry have little negotiation leverage; hence, the bargaining power of suppliers against companies in the industry is weak. For Giordano, the availability of more suppliers makes the business environment favorable since it can price its products at affordable costs.
[bookmark: _Toc156393328]3.4 Bargaining power of buyers
Customers get their bargaining power when they are in a position to make demands for additional discounts or services, negotiate lower prices, and request quality products. The bargaining power of buyers becomes high when there is a low switching cost due to the existence of many options for the same products or services in the market (Bruijl, 2018). Customers gain higher bargaining power when the products available in the market are not differentiated and represent high costs that they are not willing to pay. Hong Kong customers in the clothing and apparel industry always have ever-growing expectations. Players in the industry have been forced to improve their product quality, fulfilment processes, and ordering by using innovative technologies such as AI-powered chatbots, visual search and virtual fittings (HKTDC Research, 2023). For Giordano, the bargaining power of buyers is between moderate and high as customers can find substitute products in companies like Bossini and Baleno, which are positioned similarly to Giordano that emphasized simplicity and versatility (Wirtz, 2007). 
[bookmark: _Toc156393329]3.5 Threats of substitutes
The threat of substitution is high when a company offers an attractive trade-off between price and performance in relation to the products in the industry. The Hong Kong casual wear industry has several companies that have dominated the market. The threat of substitution for Giordano in the Hong Kong market is relatively low given that it is one of the dominant companies; hence, it faces low threats from substitutes (Bruijl, 2018). The fact that Giordano enjoys the benefits of economies of scale means that it can provide products for customers at affordable prices. After COVID-19, Hong Kong and other parts of the world experienced an economic downturn, which has made customers more inclined to save money and be price-conscious. Giordano's positioning in the market makes it substantially competitive, as it can offer customers value for money by selling affordable products.
[bookmark: _Toc156393330]4.0 Value Chain Analysis of Giordano
Alongside business strategy, the value chain is critical in achieving operational excellence of a firm. Value chain analysis can be used to formulate company’s strategies and identity relationships between activities that contribute to value creation (Ensign, 2001). Similarly, value chain analysis is important to Giordano’s success since it impacts how it creates and deliver its products. It is also vital to understand the downsides and merits of value chain analysis given that it provides more insights on the level of a company’s profitability and efficiency. Components of a value chain analysis are categorised into two major groups namely support activities and primary activities. Under support activities, there is procurement, firm infrastructure, technology development, and human resource management. On the other hand, primary activities are operations, inbound logistics, outbound logistics, service, and marketing and sales. 
Inbound logistics
Inbound logistics are activities that involve obtaining, storing and distributing products’ inputs (Kalaiarasan, 2023). It also entails the architecture of obtaining and storing customers’ information, warehousing and handling physical products. Giordano has a wide network of suppliers making it easier for the company to have access to different sources of raw materials, hence efficiency of production. This is why Daehy et al. (2019) pointed out that a well-managed supply chain leads to cost efficiency. It is worth noting that Giordano has most of its inbound logistics such as storage outsourced. For instance, the company has outsourced these activities to Jebel Ali Free Zone in the Middle East (Giordano Middle East FZE, 2016). The advantage of the outsourcing is that Giordano can benefit from streamlined inbound activities, waivers on customs duty, and tax exemptions. The disadvantage of outsourcing inbound logistics is loss of control where Giordano will have reduced abilities of managing and monitoring inventory and timeliness of delivering products.
Operations
These are activities that a company engages in to convert raw materials into finished goods. Activities under operations can include packaging, machining and assembling among others. Giordano has embraced a very cautious approach in its expansionary measures, as evident by the direct-operated stores it has established in high-operating markets. This is a strength in the sense that it enhances the profitability of the firm. The weakness of direct-operated stores is that they lead to reduction in options of distribution channels, making it challenging for customers to find products which can only be found in the brand’s website or store. 
Outbound logistics
Outbound activities involve shipping and distributing finished products to customers. They include order scheduling and processing, shipping, delivery vehicle operations. Giordano has an omni-channel model for its distribution of its products to reach its customers. This means that the company has both online and offline stores. While the company is keen on embracing both online and offline stores, it is important to note the fact that there has been a notable preference towards e-commerce and a change in consumer preferences, which would definitely pose a serious threat to the entity’s traditional retail stores. 
Marketing and sales
This is a process where sales agents create awareness about their products or services among customers. Giordano's marketing endeavors aim to generate brand awareness by highlighting the quality and service offered. Additionally, the marketing strategy is customized to align with the brand's wide positioning and meet the expectations of customers in the specific country (Saxena and Khandelwal, 2010). The company promotion channels include TV, magazines, newspaper and outdoor boards (Saxena and Khandelwal, 2010). Depending on the country, one channel is used more than the others. Giordano's highly successful campaign, known as "A World Without Strangers," emphasizes the idea that people should not be divided by nationality, social class, ethnicity, or gender. This message aligns with Giordano's vision, mission, and values and creates a sense of familiarity with the brand. As a result, the campaign has generated significant traction in the Middle East, with over 5,000 new members joining the program each month since its launch (Giordano Middle East, n.d.).
Services
This entails providing services to customers to add value to products or services already sold to customers.  Giordano has adopted a customer-centric approach which encompasses on ensuring that quality products are delivered to customers purposefully to meet their ever-changing needs and expectations. In 2009, Giordano won the Top Service Award in the category of China Fashion Retailers by Next magazine (Saxena and Khandelwal, 2010). This clearly shows that the company is committed to offering service excellence. One way to promote service excellence among their employees apart from training is that the company will involve them in local community services, such as visiting the elderly. This way, employees experience of happiness when helping others will help incorporate customer service excellence as part of their values (China Daily, 2003). In addition, a key strength of Giordano’s supply chain is its exemplary customer experience, as it utilizes both online and offline channels to offer customers a holistic experience. 
Firm infrastructure
A company infrastructure is made up of various activities such as quality management, legal, accounting, planning, management and finance. At Giordano, planning and finance activities are under corporate management. On the other hand, legal and accounting activities are under business unit management which are done in its Hong Kong head office. The strength of having all the corporate and business level activities being managed from head office is, it will be easier for Giordano to control and monitor all its revenue streams given easy access to all its performance indicators and financial data. On the contrary, centralized operations result in bureaucratic leadership, limiting employees’ creativity and involvement in implemented decisions made by the top management. 
Human resources management
These are activities such as hiring, recruiting, selecting, compensation, training and development, and skills assessment. Giordano has a strong human resource management as it has heavily invested in comprehensive employee programs of training and development in service and sales. The strength of staff training and development is that it fosters employee motivation and responsibility. However, training and development programs are expensive which will result in Giordano incurring additional costs, which reduce profit margins.
Technological development
The company’s computerized system demonstrates technological development (Saxena and Khandelwal, 2010). Through the system, the company effectively manages inventory and predicts demand. For example, when a product is sold, its details such as pattern, color, size, and price are stored on the point-of-sale station in the store and later transferred to the main computer at the central distribution center. At the end of each day, this information is compiled and analyzed, forming the basis for the next day's order. Following the just-in-time inventory management approach, the order is then dispatched and delivered to the stores in the morning, ensuring that they open with fresh inventory. This efficient inventory management not only maximizes the utilization of retail space but also minimizes the need for clearance sales, leading to increased profitability (Wirtz, 2007).
Procurement
This is the process of buying inputs such as raw materials that a company will use in production. Giordano prioritizes the quality of raw materials during sourcing and procurement, which aligns with its objective and commitment to ensuring that customers receive not only quality but also durable products. The strength of a strict procurement policy is enhancing customer trust in the products, and ultimately the brand image. The weakness of a strict procurement policy is inflexibility where Giordano may find it challenging to adapt to local market conditions, market trends and customers’ dynamic needs. 
[bookmark: _Toc156393331]5.0 Corporate and business strategy recently proposed by Giordano and their effectiveness based on the Balanced Scorecard
As indicated in the 2022 annual report, the success of this company is largely dependent on the effectiveness and efficiency of the adopted strategies, which can be evaluated using various frameworks and methodologies. In this case, the balance scorecard framework is appropriate for evaluating Giordano’s corporate strategies. This framework encompasses evaluating a strategy from four distinctive perspectives: financial perspective, customer perspective, internal process perspective, and learning and growth perspective (Lina 2020).
Corporate strategy 
Corporate strategy is a set plan that a company uses in deciding the markets it want to enter and strategies of entering the market. Giordano recently proposed to expand its operations in new and existing markets, improve its customer experience and product portfolio. From a financial perspective, Giordano’s goals and objectives are anchored on the need to enhance the average selling price of the products or brands and improve profitability by adopting appropriate e-commerce initiatives. Giordano places a lot of emphasis on increasing selling prices and earning more revenues by investing in different markets, which is consistent with the main goal of growing financially. In Mainland China and South Korea, this company adopted an e-commerce strategy, which consequently led to enhanced financial performance. In effect, this strategy led to more than 40% of total sales in Mainland China and South Korea markets, demonstrating the fact that the e-commerce strategy is successful. While this is the case, it is ideal for this entity to ensure that online and offline channels are harmonious and enhance the customer experience, as well as enable the firm to realise higher profitability (Ma et al. 2022).
Business strategy
Giordano’s business strategy can be evaluated from the customer perspective of the balance scorecard framework. This company adopted a customer-centric approach, as evident by the fact that it invested significantly in product development, intensive marketing, and expanding into high-operating cost markets in a cautious manner. This entity realises an increase in average selling price, which reflects its commitment to creating value for its customers, as demonstrated by Kefe (2019). This tactic is not only aimed at bringing financial gains but clearly shows that it is committed to satisfying its customers. The customer-centric approach encompasses ensuring that quality products are delivered to customers purposefully to meet their ever-changing needs and expectations. This expansion is pursued cautiously to avoid compromising the quality of products, which could be the result of rapid expansion. Giordano has been focused on making sure that its products quality and brand image is at best through committing using measured approach in improving customer experience. 
From a learning and growth perspective, it can be concluded that Giordano’s business strategy has been successful. From this case study, it is evident that the entity has consistently pursued learning and growth. It sets aside a lot of resources for the training of the sales team, the customer service team, and the development of leaders. Ideally, this entity is committed to developing its workforce holistically through efforts that are consistent with the learning and growth perspective of the balance scorecard. This strategy is aimed at ensuring that this entity can adapt to any changes in the business environment which is critical in outwitting competitors. Giordona’s business strategy can also be evaluated by examining key internal activities. This entity has invested significantly on ensuring that customers are always satisfied. The idea of establishing proprietary channels is a perfect example of such activities as this would enhance customer experience. Such investment is significant because it allows the company gets more information about the needs of the customers which helps it tailor products offerings based on these needs hence resulting to higher customer satisfaction as suggested by Mollenkopf et al. (2021). The company strategy is to embrace digital channels while maintaining traditional channels, which would later serve customers who are not willing to or ready to embrace online channels as recommended by Ma et al. (2022). This has enabled the entity to realize operational excellence in a sustainable manner.
Generally speaking, an evaluation of Giordano’s business strategy using the balance scorecard framework shows that its strategy is nothing but success. The various components of this framework reveal that this entity is committed to promoting sustainable growth, enhancing customer satisfaction, developing its workforce, and realising operational excellence.
[bookmark: _Toc156393332]6.0 Recommendations for both corporate- and business-level strategies for Giordano
[bookmark: _Toc156393333]6.1 Corporate- level strategies for Giordano
Vertical integration
Giordano should adopt vertical integration as a means of controlling its supply chain to reduce mean of reducing cost, control and enhance the quality of its products, and increase responsiveness to changing market trends and customer demand. The strategy can be implemented by adopting both backward and forward integration. In backward integration, the group should focus on acquiring control of the manufacturing and procurement of raw materials for its products, while in forward integration; it should emphasize controlling distribution channels, particularly online platforms that have become important business and market tools in contemporary business environments (Ye et al. 2023). Further, this strategy can be implemented effectively by closely collaborating with players in both the supply chain and distribution network through an integrated supply chain management system.
Mergers and acquisitions
The group should consider acquiring complementary brands as a means of diversifying its product portfolio, enhancing its market share, and attaining economies of scale, as shared infrastructure and resources across both brands are useful in reducing costs in logistics, product marketing, and the acquisition of raw materials. To implement the strategy, it is prudent to undertake market research to determine potential targets (product category), the value of the brand, and how the brands complement each other. After conducting research, the group should seek a fair valuation of the targeted brand and, based on its strategic objectives and financial standing, negotiate for favorable terms. The group should then come up with a superb integration plan that highlights how the two brands will be merged, including rationalisation of product lines, marketing strategies to be adopted, and how operational synergies can be exploited (Feldman and Hernandez, 2022).
Innovation
The group should invest on developing state of art eco-friendly manufacturing process for all its contracted global manufacturing units to suit the changing business and consumer trends where sustainability has become an important factor influencing businesses globally. The process can be implemented by undertaking research on the best but cost effective eco-friendly manufacturing process. The next step is to acquire new or modify the existing process to align with the proposed manufacturing process and train it’s contracted manufacturing units on how to implement it. Develop key performance indicators (KPIs) to determine the progress of the new process and monitor and evaluate the performance and make necessary amendments where necessary (Islam et al. 2021).
[bookmark: _Toc156393334]6.2 Business –level strategy for Giordano
Product diversification
Since the group deals with casual wear, it should consider product diversification. It should introduce sportswear, active wear and office wear as a mean of expanding its customer base. To implement this strategy, the group should undertake market analysis to determine existing gaps in its product portfolio and introduce the products gradually while making sure that they are in line with the preferences of customers and brand identity (Milewska 2022). The group should exploit its existing distribution network and brand awareness to ensure that the products become competitive in the market.
Customer relationship management
As a mean of ensuring that the customers are satisfied and remain loyal to the brands offered, the group should develop effective customer strategies that are in line with preferences and needs of a specific market. The customer relation management strategies include personalised discounts, particularly for loyal customers who frequently purchase on bulk, loyalty programs particularly point-based system where customers earn points whenever they purchase products and when the points reach a different level they can be redeemed for free products and customisation and personalisation of products according to recommendation by customer as a mean of enhancing customer loyalty and engagement. This strategy can be implemented by investing in robust CRM system that factors specific needs of the group and allow for storage and analysis of customer data while at the same time allow customer management through a feedback system (Shokouhyar et al. 2021).
Brand differentiation
Giordano should adopt sustainability as its value proposition through manufacture and sell of eco-friendly apparel, utilise organic fabrics, use recycled materials and adopt eco-friendly practices as a mean of ensuring sustainability and remain competitive in a market where customers are becoming more environmental sensitive. This strategy can be implemented by coming up with eco-friendly product lines, partnering with sustainability entities during the procurement of raw materials, manufacturing and distribution of apparels, specify green initiatives as a mean of ensuring transparency in its business processes (Ritch 2020).
The group should adopt experiential retail as its value proposition where it should facilitate interactive store experiences and promote in-store events to enable customers to interact with the brand and products to effectively understand them and their advantage, which is instrumental in increasing sales and ensuring customer loyalty. The implementation of this strategy can be attained by hosting fashion workshops and shows that may include renowned personalities such as sport celebrities, develop an engaging store environment where customers can try out different products and offering personalised free consultations to customers on different types of products and how they can apply them (Roggeveen et al. 2021).
[bookmark: _Toc156393335]7.0 Conclusion
In summary, Giordano is successful thanks to its strategies, which have allowed it to navigate operational challenges in the casual wear industry. This entity has always been responsive to industry changes, especially after COVID-19, as evident by its ideas to diversify into different geopolitical markets. The analysis above clearly shows the need and significance of vision, mission, and values in shaping the strategic direction of a company. The value chain of this entity is also shaped by these factors. From the evaluation using the balance scorecard, it is explicit that Giordano's strategies are holistic in nature. Its strategy to embrace both online and offline channels has been instrumental in guiding the entity through the harsh economic times that were experienced globally during the COVID-19 pandemic.
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