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Executive summary
This report focuses on the company Topshop and its major strategic decisions and its impact on the overall growth of the firm. Certain analytical frameworks have been implemented in this study, namely Porter’s five forces and PESTLE analysis to evaluate the external micro-environment and competition in the environment of Topshop UK. It has been evident through the PESTLE analysis that the inflation rates in the GDP of the UK, have been established at 1.8%, which indicates an unstable economy. Furthermore, a SWOT analysis was conducted to assess the weakness, threats, strengths and opportunities to be explored by Topshop. In addition to that, this study aims at investigating the strategic choices of Topshop, and an analysis of the resources of Topshop was conducted with the help of the VRIO framework. The stakeholders were established to be the customers, top management, investors, employees and more. Furthermore, through the SWOT analysis conducted, it has been evident that being a part of the Arcadia Group is one of the biggest strengths of Topshopwhile attracting negative publicity has been identified to be a major weakness on its part. Lastly, Kotter's 8-Step Change model had been discussed to execute the planned strategic change of Topshop, along with recommendations for the firm. 
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[bookmark: _Toc12972435]1.0 Introduction
[bookmark: _Toc12972436]1.1 Definitions of strategy
The strategy is the method by which an organization can make a plan for future achievements. The efficient strategy figures out a way to achieve the goal of the organization and points out the solution for the critical problem in the organization. The strategy is the general set of direction for the organization, which is taken by the manager to drive the business successfully (Rogge and Reichardt, 2016). A strategy is a process of utilizing the resources of the organization, integrating the activities of the organization, allocating the resources of the organization for achieving the desired objectives of the organization. The strategy is also considered as knowledge of goals. The strategy is considered a blueprint of the decision that is taken by the management of the organization to achieve the goals and the objectives of the organization. The strategy reduces the effect of the business key policies and prepares a plan for achieving the objectives and goals of the organization. The strategy involves the long-term development process for the organization (Rogge and Reichardt, 2016). The objective of the strategy is to minimize the competitor’s strength and maximize the organization's strength.
[bookmark: _Toc12972437]1.2 Company overview
Topshop is the leading multinational fashion retailer who delivers clothes, make-up, shoes, and accessories. The organisation has more than 500 retail shops across the world in which 300 retail shops in the UK (Topshop, 2019). The company also operates its business through online to maximize the revenue of the organization. The headquarter of the Topshop is situated at London in England. The CEO of the company is Paul Price. Topshop started its business in the 1960s as a brand extension of Peter Robinson's department store. The company had a large department branch in Oxford-street. In 1973, the company expanded its business and splitting the company into two divisions, Topshop and Peter Robinson (Owler. 2019). Topshop operates its business in 37 countries across the world. Topshop also provides online marketing facility for the people (Topshop, 2019). The company develops its clothing and other product’s fashion according to the modern age style for youth and as well as for the different generations of people. The estimated annual revenue of the Topshop is $242.8M in 2019 (Owler, 2019). More than 5000 employees are working on this company.  The main competitor of the Topshop is ASOS.
1.3 SWOT
As depicted in Table 2, the SWOT analysis of Topshop considers the achievements of the company such as the being under the Arcadia Group, which had been recently purchased by Sir Philip Green and his wife in 2002 for a sum of £850 million (Arcadiagroup, 2019). Additionally, the collaborations of Topshop with Beyonce and Kate Moss have been identified as one of the major strengths of the firm, in terms of promotion and publicity (Arcadiagroup, 2019). Furthermore, it is to be taken into account that the massive social media presence and the active nature of the interaction of Topshop is the strength of the company. Regardless, there have been a number of weaknesses for Topshop which has been identified after thorough research into the subject. It is to be noted that recently there has been a development related to negative publicity for the firm. Sir Philip Green has been accused of being sexist, which had led to Beyonce repudiate her 50% share of Ivy Park, and now solely owning it (TheNational, 2019). Moreover, the poor promotional activities on other media platforms, such as radio and TV, can be considered a weakness of Topshop.
	Strength
	Weakness

	·Effective and strong social media presence
·Numerous stores across the nation
·Celebrity collaborations
·Enjoyable store experience
·Presence of a range of brands available within the store
·Presence of retail and fashion segments
·Part of the Arcadia Group (Arcadia group. 2019)
	·	Some products have poor quality as compared to the price
·	Negative publicity (TheNational. 2019)
·	Minimal advertisements for TV and radio
·	Lack of ethical and sustainable rage of products
·	Caters to primarily the target market of 16-30

	Opportunity
	Threat

	·Development of sustainable products
·Celebrity collaborations
·Strong digital media presence
	·	Online retailers such as Boohoo, ASOS and more
·	Presence of cheaper and more reasonable alternatives
·	Similar products sold by companies such as River Island
·	Awareness of fast fashion products


Table 2: SWOT analysis
(Source: Topshop, 2019)
Another key factor identified as a potential weakness is that Topshop primarily caters to the target market aged between 16 and 30 (Topshop, 2019). Hence, consumer demographics is a significant weakness, along with the lack of sustainable products for long term use, instead of fast fashion products, such as using less plastic, more cotton, and so on. Furthermore, products not matching the prices of the products have also been an issue. However, opportunities for Topshop is evident through celebrity collaborations and seeking more collaboration with potentially beneficial candidates. Moreover, the active social media presence provides ample opportunities for Topshop as well. Additionally, the company supports the charity of the UN, called Girl Up, which is helpful in contradicting the accusations of sexism (TheNational, 2019). Regardless, threats such as the presence and operations of online retailers, namely Boohoo, ASOS and more have come into existence (Topshop, 2019). Furthermore, the awareness of purchasing sturdy products instead of fast fashion products, in which Topshop operates. In addition to that, businesses such as H&M and New Look provide a cheaper alternative to the consumers (Andriof and Waddock, 2017). Thus, it is to be noted that despite several challenges and issues Topshop is flourishing owing to the strong presence and celebrity collaboration, which add to the major attraction for the company. Additionally, it is to be mentioned in this context that the strong digital media presence of Topshop is not only an existing strength but also an opportunity to improve its marketing strategies and cater to larger populations. 
[bookmark: _Toc12972438]2.0 Main findings of strategic analysis:
[bookmark: _Toc12972439]2.1 Strategic position
[bookmark: _Toc12972440]2.1.1 PESTLE analysis
PESTLE analysis is the analysis tool. It is used to identify the Macro environment factors within the organization and their impacts on the organization. The PESTLE Analysis helps in determining the strategic position of the organization (Rastogi, and Trivedi, 2016). It helps in developing the strategic management for the organization to achieve the desired goals and objectives for the organization. The PESTLE Analysis explores the Political, economic, social, technological, and environmental, and legal factors on the Topshop organization.
Political factors:
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Figure 1: Income Tax rate in the UK
Source: (MileIQ UK. 2019)
Brexit is one of the examples of political stability and instability in the UK. Due to the Brexit, UK faces many uncertainties in the business of the Fashion industry (MileIQ UK. 2019). The cost of imported products increased due to Brexit. The tax rate on the imported product is increased by 6% due to Brexit in 2019 (Office of National Statistics., 2019)). The increasing rate of the imported product increases the cost of the products of the fashion industries, including clothes, shoes, and accessories. The inflation rate is increased by 1.8% in 2019. The purchasing power of the customer is decreased by 1.8% in 2019 (Office of National Statistics., 2019) . The decreased purchasing power of the buyers creates a great impact on the Topshop organization. It reduces the revenue of the Topshop organization and decreases the profit margin level of the Topshop organization.
Economical factor:
The economic position of the UK creates an impact on the business of the Topshop organization. The fashion industry is affected by economic fluctuation in the UK (Owler, 2019). It creates effects on the profit margin and sales percentage of the organization.
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Figure 2: GDP Growth Rate Quarterly
Source: (Office of National Statistics, 2019)
The GDP growth rate is increased by 0.5% between January to March month in 2019. Now, the GDP rate has increased by 0.3% in April 2019.
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Figure 3: Breakdown of GDP Growth Rates
Source: (Office of National Statistics, 2019)
Its increasing growth creates an impact on the customer, and they reduce the percentage of spending money, they become more value-oriented. The production rate of the organization decreased by 2.7%; It also creates an impact on the TopShop company's production system (Office of National Statistics, 2019). The Brexit effects reduce national income by 1.3% and 0.6%. It decreases the purchasing power of the Customer. It creates an impact on the profit margin level of the Topshop Company. The Increased rate of the GDP increases the cost of fashion products, including clothes, shoes, accessories; it reduces the sales percentage of the Topshop Company. The Brexit effects in the UK reduced the income level of the UK people; they have become more value-oriented. It directly creates effects on the profit margin level of the company due to the decreasing rate of the sale of the Topshop Company’s product.
Social Factor:
The social factor is the major factor of the fashion industry, which creates an impact on the sales percentage of the organization. The demand of the customer changes according to the changes in fashion. The population of the UK is getting older; 18 % of the population in the UK was aged over 65 (Office of National Statistics, 2019) 
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Figure 4: Population age in the UK
Source: (Statista, 2019)
It is a social threat to the fashion industry. Because the fashion industry is totally youth generation oriented (Statista, 2019). This situation also creates an impact on the Topshop company. Another social factor is that youth generation is now volatile in nature; they are influenced by the fashion style of the media and celebrities. Topshop company also discovers the latest fashion trends in women's fashion and launching their new products to meet the changes in the fashion test of the youth generation (Fierro Hernandez and Haddud, 2018). The quality of the clothes, make-up and accessories is one of the categories of the social factor. Customer supports the best quality and sustainable products. It helps in improving the publicity of the Topshop company. This strategy can create an impact on the Topshop company if they are not maintaining the quality of the product.
Technological Factor:
The technological factor involves how the products of the company manufactured, delivered and supplied to the customer. The emergence of the facility of the internet improves the entire communication medium between the retailers, distributors, and customers. In the modern age, customers are tech-savvy and spending their times more on surfing the internet (Fierro Hernandez and Haddud, 2018). The online marketing facility is one of the most significant technological advancement features for the organization to enhance its sales percentage. The Topshop company also introduces its online marketing site for the customer to provide them with the facility to order the products through the online website of the Topshop company. This technological advancement helps in increasing the sale of the products of the company (Rastogi and Trivedi, 2016). Online purchasing facility enhances the communication between the retailers, customers, and distributors. The feedback facility system of the online marketing site helps in gathering the opinion from the customer’s side to improve the services of the company.
Environmental factor:
The environmental factor is becoming an essential factor for the Fashion retailers due to the increasing amount of health hazards, increasing amount of carbon emission, Scarcity of the required raw materials which is essential for manufacturing process of the fashion retailer (Fozeret al., 2017). This factor creates an impact on the Topshop company. Topshop company launches the couture campaign to encourage the customer of the UK to recycle and reuse their unwanted clothes to create a beautiful wedding dress that reduces the water and carbon footprint by 5% (Office of National Statistics, 2019)). The Topshop company also launches the vegan shoe, which is not made from the animal product's material. This strategy helps in reducing the impact on the environment due to the manufacturing process. It helps the Topshop organization to avoid the environmental laws taken by the UK government.
Legal factor:
Legal factor includes the wage law, labour law within the organization. The government of the UK revised the wage law for the workers. The workers aged between 21 to 24 years wage rate increased by £7.70 per hour, for the age between 18 to 20 wage rate increased by the £6.15 per hour (Rastogi and Trivedi, 2016). This increased rate of overtime increases the production cost of the products. This legal factor creates an impact on the organization. To avoid legal issues, The Topshop company maintains the legal laws to sustain their business in the UK efficiently (Fierro Hernandez and Haddud, 2018). These changing employment laws can impact the business of the company by incurring additional internal costs for operations. To avoid legal issues regarding non-abidance for the aforementioned laws the company must develop business strategies which can sustain their business at the same time abiding by the company laws outlined by the government. 
[bookmark: _Toc12972441]2.1.2 Porter's five forces
The micro-environment of TopShop can be well understood with the help of Porter's Five Forces, which is a tool that can be used for evaluating the competitive environment of TopShop. The following five forces are essential for the company to gain a competitive edge over its rivals.
The first force for TopShop is the threat of new entrants, which is dependent on the entry barriers of TopShop and the subsequent reaction of the company rivals in the present market. It is evident that when entry barriers are high, TopShop will have a low threat of new entrants (McCormick et al., 2014). Topshop is one of the large-scale companies in the global market, it's economic, and customer reach allows it to decrease its production and selling costs and thus would help to gain more profit from a higherproductivity. Such measures would act as an entry barrier for other smaller and weaker competitors and the threat from new entrants for TopShop will be decreased substantially.For Top Shop the threat of new market entrants is low for being a large scale global company with a good brand image. 
The second force in the micro-environment for TopShop is the bargaining power of the buyers. Customers always prefer more value for money products with maximum quality and number of services available at the cheapest price in the market. This makes the demand of the customer one of the top priorities for TopShop and unable to cater to their needs would result in customer dissatisfaction. This would eventually lead to the adoption of alternative products and services by the customers that are cheaper, and the company would lose its customer base (Wolny and Mueller, 2013). The availability of high number of similar fashion houses offering same quality with little price difference, the switching cost for the customers are low or none. This makes the bargaining power of the customers high. In order to prevent such consequences, TopShop would have to develop and manufacture products that are of superior quality sold at a reasonable price in the market. 
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Figure 5: Porter’s Five Forces
(Source: E. Dobbs, 2014)
The bargaining power of suppliers is the third force in TopShop’s microenvironment and depending on the price set by its suppliers, Topshop as to set its own price for products and services. In a competitive market condition, it is unwise to keep multiple suppliers, and TopShop should opt for only a single supplier that is able to supply resources at the lowest price. It is also essential to keep in mind that in a market where only a few suppliers can provide the resources and goods, the suppliers have the leverage to ask for higher prices from the company and TopShop will be left without the ability to choose from multiple suppliers (Rafiq, 2014). This is why an ideal business environment should have multiple suppliers from which TopShop can then choose the cheapest supplier and does not let the suppliers take a position of bargaining. This would result in lower supply cost, which decreases the cost of the products and services and are able to attract and retain more customers. As for Top shop, the availability of raw material suppliers is high and thus the switching cost for the company is low. Therefore the bargaining power of the suppliers is low and has no significant impact on Top Shop.
The fourth force consists of the threat of substitution, in which customers have an alternate option for similar products and services like TopShop in the market. In such scenarios, if fashion brands like TopShopareunable to cater to the needs and demands of the customers and keep them satisfied, they would eventually shift to the substitute product and service available in the market by some other rival company selling cheaper products (Surchi, 2011). Hence, customers having low switching costs due to high availability of substitute brands and products, the threat imposed by substitutes is high.TopShop must try to retain as many of its customers as possible without losing them to some other alternative rival and being under such pressure makes TopShop adjust its prices to retain its customer pool and profits from them.
The final force in Porter's five forces of TopShop is the intensity of the rivals in the present market for TopShop. Being a global large-scale fashion brand, TopShop does not face too much competition from rivals. However, Zara can be considered as its closest rival with quality of products and pricing very similar to that of TopShop. The main reason behind this intense rivalry is also the fact that both of these companies have similar target customer, which is the younger generation (Choi, and Shen, 2017). However, both the companies are able to monetize their competition by reflecting their rivalry to gain more customers in the dynamic fashion industry.Therefore the threat imposed by rivals is reasonably high for Topshop. 
The above-mentioned five forces are essential micro-environment factors in TopShop's competitive market, and the company should cater to the key points mentioned in the five forces to develop and maintain its competitive advantage over rival companies.
[bookmark: _Toc12972442]2.1.3 Stakeholder analysis
An essential and important technique or procedure for the identification and the analysis of the stakeholders and their needs can be performed through undertaking a stakeholder analysis for the company in question. The stakeholders of Topshop UK have primarily been identified as the customers, who constitute a major component of the Power-Interest Grid for performing a stakeholder analysis. As per the matrix, the customers are the stakeholders who depict the presence of high power or influence over Topshop, with comparatively lower interest in the same (Chatzoglou et al. 2018). The customers are thus, to be kept engaged and to be managed closely in order to improve sales, profitability and sustainability of the organisation. As illustrated in Figure 1, the top management of Topshop, comprising primarily the CEO, CFO, COO and other executive ranked officers are to be regarded to have the highest influence on the company, as they are the key decision-making body for the company. Regardless, another stakeholder has been identified as the government, as it plays a crucial role in the development and execution of laws, taxations, shares and more (Andriof and Waddock, 2017). 


Keep satisfied; meet needs
Top management of Topshop UK
Government
Keep engaged; manage closely
Customers of Topshop UK

Keep informed; respect interests
Investors in Topshop UK
Monitor Lightly
Employees of Topshop UK
Power/ Influence
Interest

Figure 6: Stakeholder analysis
(Source: Topshop, 2019)
The employees constitute an important part of the stakeholders, who do not have much power in the decision-making aspects of Topshop. Nevertheless, employees are to be monitored lightly in order to follow their activities and focus on training, development and strategies for their growth for increased productivity of the company (Peng, 2017). Lastly, the investors have also been identified to be vital as stakeholders for Topshop UK, and they are required to be informed, and their interests in the company are to be respected. Despite the aforementioned statement, it is to be noted that the major investors in Topshop do not have a strong influence on the company, and do not participate in the decision-making activities of the firm (Topshop, 2019). Hence, it is to be noted that the Power-Interest Grid or Matrix is an effective method or technique of identifying the relevant stakeholders of a Topshop and the role that they play in the running of the company. Furthermore, it is to be noted that the employees are to be lightly managed, while the customers are to be thoroughly taken into consideration for improving the sales and marketing of the firm. Additionally, the strategies to be developed by Topshop are to be chiefly customer-oriented.
[bookmark: _Toc12972443]2.1.4 VRIO framework
Resources are an integral part of an organisation, for earning profits, as well as the rudimentary operations of the enterprise. The VRIO framework identifies and focuses on the major resources of a company and assesses whether or not the resources are valuable, rare, imitable and organised (Crane, 2017). It is to be noted that this framework is a tool for strategic analysis of the resources of an organisation. As depicted in Table 1, the VRIO framework highlights the key aspects of product quality, pricing strategy, fast fashion products and designs as well as the newly developed retail and fashion segment of Topshop UK. Each of the resources is identified on the basis of their innate characteristics, namely the VRIO abbreviation. 
	Resources/ capabilities 
	Valuable
	Rare
	Imitable
	Organized
	The outcome for TOPSHOP UK

	Product quality
	Yes
	No
	Yes
	No
	Competitive parity evident

	Pricing strategy
	Yes
	No
	Yes
	No
	Competitive parity evident

	Fast fashion at Topshop
	No
	No
	Yes
	Yes
	Competitive parity evident

	Fashion and retail segment of Topshop
	Yes
	No
	Yes
	Yes
	Competitive parity evident



Table 1: VRIO framework
(Source: Topshop, 2019)
As evident in Table 1, the product quality has been found to be valuable, but in certain cases, it has been established the product quality has not matched the expected quality as per the pricing kept for the products at Topshop. In addition to that, the products, which chiefly contribute to the fast fashion genre of clothing, are not rare and is quite imitable (Topshop, 2019). Furthermore, it is to be noted in this context that there is an increasing awareness regarding the concept of fast fashion and consumers are increasingly opting for solutions for clothing to last them long. Thus, this is to be attributed as the evidence of competitive parity but not a significant competitive advantage in this case.
Another resource analysed, in this case, is the pricing strategy implemented by Topshop UK, which has been found to be valuable for the company (Vedenik and Leber, 2015). However, the premium pricing strategy implemented by Topshop has often been dismissed by consumers owing to the fluctuating quality of products, demonstrating a lack of value for money policy of Topshop. Additionally, it is to be stated in this regard that premium pricing is not a rare concept for commodity sales, and is quite prominent among several sellers (Crane, 2017). Hence, the pricing strategy is also imitable and not organised as the consumers have complained time and again about the product quality falling, in comparison to the premium pricing strategy implemented by Topshop. Therefore, a competitive parity is evident, but a lack of rarity proves to be a competitive disadvantage for Topshop.
It is to be noted that increasing awareness regarding fast fashion and purchasing products to last a long time is not making this concept valuable. Furthermore, it is neither rare, but it is quite imitable and organised (TheNational, 2019). Hence, the competitive parity is evident. In addition to that, the retail segment of Topshop is gaining attention, and may, therefore, be considered valuable, but is nothing rare, which cannot be imitated (Vedenik and Leber, 2015). Moreover, the retail segment is quite organised, providing the impression of a competitive parity for Topshop UK.
However, Topshop has no sustainable competitive advantage as most of its resources and capabilities are imitable, due to the nature of the industry it is functioning in. Competitors have similar resources and capabilities neither making the company rare while making it imitable easily. 
[bookmark: _Toc12972444]2.1.5 Organizational culture
The organisational culture plays a crucial role in the marketing and the sales of a company. In the case of Topshop, it is to be stated that the organisational policies and objectives are to be related to the outcomes and strategies of the firm. Hence, an analysis is conducted to evaluate the alignment of the organisational culture with the activities and objectives of Topshop. There are four major domains identified in this context, which may assess the internal as well as external factors of Topshop with regard to the organisational culture at the enterprise. As per the requirements of the firm, the activities are aligned with the organisational culture and is to be rated according to the focused and flexible goals (Cairns et al. 2016). The four major aspects are collaboration, creation, competition and control of the factors within and outside the paradigm of the company (Elsmore, 2017). 




Internal 
External 
Focused 
Flexible
COLLABORATE
· With celebrities
· Government agencies
· Investors 
COMPETE
· With existing competitors
· Through the development of newer and better products
· Focus on sustainable products 
· Abstain from premium pricing strategy
· Through better marketing options for Topshop
CONTROL
· The pricing strategy of Topshop
· Product quality

CREATE
· Training programs
· Value-for-money products
· Newer products to appeal to the customer as per the market trends
· Better marketing options

Figure 7: Organisational culture alignment grid
(Source: TheNational, 2019)
As formerly mentioned, Topshop has been involved in collaboration with multiple celebrities such as Kate Moss and Beyonce’s companies, namely, Kate Moss' collection and Ivy Park line, respectively (TheNational, 2019). Since Topshop is thoroughly involved in the implementation of a premium pricing strategy, the collaboration with celebrities’ makes the consumers feel that they deserve and receive a value for the money spent. Additionally, the collaboration with government agencies may help in the smooth and flexible operations of the firm. Furthermore, collaborating and maintaining strong and pleasant business relations with investors would be beneficial as well (Crane, 2017). Nevertheless, ‘control’ is to be exercised over the pricing strategy to cater to the consumers better. Moreover, the primary target market for Topshop is the age group of 16-30, control of both the prices and the product quality is to be maintained by Topshop.
In addition to that, it has been evident that the development or the creation of various training programs for the employees as well as training in the sustainable operations of a firm, combined with the creation of products which offer value-for-money for the client is expected (Elsmore, 2017). Furthermore, it is to be taken into account that Topshop does not advertise on Television, which is one of the major predominant sources of reaching potential consumers. The sole advertising source being social media is damaging the scope of marketing for Topshop and hence, creating other channels of promoting the company is to be considered. Lastly, focusing on the competition has been identified as extensively crucial to the success of the enterprise. Topshop must focus on the development of sustainable products to appeal to potential customers in order to succeed in the long run. Furthermore, it is to be noted that either abstaining from the implementation of the premium pricing strategy or the provision of value for money may prove effective for the company in terms of competing for enhanced profitability. Moreover, as previously discussed, various channels for marketing are to be identified and deployed, and these factors must constitute the prime concern for Topshop. 
[bookmark: _Toc12972445]2.2 Strategic Choice
It is to be noted that the choice of strategy in terms of pricing strategy has been identified as a premium pricing strategy. Furthermore, it has been noted that the strategy of catering to a narrow target market is also a tough decision for Topshop. Additionally, the negative publicity is to be addressed through strategic development as well. Regardless, it is to be noted that a comparison with the eminent competitors have been effective in identifying that the pricing strategy In addition to that, the development of strategies is chiefly governed by an analysis of the weaknesses, strengths, threats and opportunities of the firm, which is undertaken through SWOT analysis. 
[bookmark: _Toc12972447]2.2.2 Generic changes
Generic changes may also be referred to as generic strategies which may aid in the improvement of the business. The formulation of the generic strategies proposed by Michael Porter may improve the sales and profitability of Topshop. The major factors within generic strategies have been identified as differentiation, cost leadership and focus (Breja et al. 2016). As formerly mentioned, cost leadership is defined through premium pricing. However, changing the premium pricing strategy to price skimming may prove fruitful for Topshop. Furthermore, the differentiation in the customer demographics is one major factor which is to be addressed through the provision of appropriate products for other age groups, and the promotion is done through TV and radio channels to reach a wider audience (Papulova and Gazova, 2016). Lastly, the focus of Topshop must remain on the development of better profitability and resolving the negative publicity, which is often evident in the case of the company. 
[bookmark: _Toc12972448]2.3 Strategy in Action
[bookmark: _Toc12972449]2.3.1 Kotter’s 8-step change model
Effective implementation of the strategies requires following certain steps for the implementation and execution of the plans developed. Kotter's 8-Step Change model is implemented in this regard. Creating a sense of urgency through proper training and development program is beneficial (Small et al. 2016). Furthermore, building a guiding coalition or collaboration is done with celebrity brands and government agencies as previously discussed. This is followed by the development or formation of the strategic initiative and vision, compliant with the organisational culture of Topshop. Enlisting a volunteer army is facilitated by inspiring the employees to be an integral part of the organisation. This may inculcate a sense of belonging among the employees, motivating them to perform better and add to the productivity of the organisation (Balasubramanian et al. 2015). 
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Figure 8: Kotter’s 8-Step Change model
(Source: Kotterinc, 2019)
Actions are to be enabled by removing barriers such as the weaknesses identified for Topshop, can be developed. For instance, procedures for planning and developing sustainable products, which do not use plastic, and can be recycled, are to be a consideration. Additionally, customer demographics of Topshop have also been identified to be biased and targets consumers from a specific age group (Cooper, 2017). This can be addressed through developing products and means of reaching other age demographics. This is to be followed by setting short-term goals and fulfilling the same. For instance, considering time-bound organisational objectives such as the launch of sustainable products by 2021 is to be planned and executed accordingly. This aids in the achievement of short-term wins. Once short-term wins are generated, this is to be accumulated to sustain the growth or acceleration of Topshop. Maintaining growth is undertaken through thorough training and proper evaluation of the company from time to time (Bourne, 2016). All of the aforementioned stages would, therefore, constitute an overall change for the organisation in question. 
[bookmark: _Toc12972450]3.0 Conclusion and Recommendation
[bookmark: _Toc12972451]3.1 Conclusion
This report primarily focuses on the strategic analysis of the UK-based company Topshop. An evaluation and analysis of the major strategies related to costing, marketing, and more are discussed in this paper. Furthermore, the strategic and competitive position of Topshop is assessed through a number of analytical techniques and frameworks, namely, PESTLE analysis, the VRIO framework for analysing the resources of the company. The higher inflation rates in the UK is indicative of the unstable economic conditions of the country. Additionally, it is noted that the premium pricing strategy of Topshop is responsible for the development of certain weakness and threats identified in this context. For instance, the provision of alternatives at cheaper prices and widespread availability is a problem for Topshop. It is to be mentioned in this context that the products and the pricing strategies have been established to be the major resources for Topshop. Additionally, it is to be noted that being owned by the Arcadia Group has been attributed to one of the key strengths of the firm. Hence, the SWOT analysis of Topshop provided a detailed insight into the operations of the firm, which led to the planning for the growth and development of the company. Kotter’s 8-Step Change model has also been implemented in this report to demonstrate an understanding of the concepts of strategic planning in this study. 
[bookmark: _Toc12972452]3.2 Recommendations
Proper planning for Topshop would involve catering to a broader customer target market. In addition to that, reducing the negative publicity can be addressed by recruiting a diligent publicity manager to handle and advice in these situations. Furthermore, bringing about a change in the marketing strategies for Topshop has been found to be imperative. Advertising on radio and TV channels may aid in catering to a wider target audience. Moreover, it is to be taken into account, that the existing premium pricing strategy of Topshop is influencing the sales and profitability of the firm negatively, as customers are increasingly being catered by suitable and cheaper alternatives such as stores like River Island, combined with the operations of online stores such as Boohoo, ASOS and so on. Therefore, a revision in the pricing strategy, as well as product development, is essential for the growth of Topshop in the UK. 
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