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[bookmark: _Toc182615149]Introduction
The main intention of this study is to explore the concept of strategic management for UK SMEs. Under this concern, the name of the SME company is Lucy & Yak, which is effectively known as a British sustainable fashion brand. The company was founded in 2017 by Lucy Greenwood and Chris Renwick. However, Lucy & Yak's mission is to create pieces that inspire creativity and joy and are also kinder to the planet (Lucyandyak, 2024). This company began with a small operation and gained popularity through its vibrant dungarees, commitment to fair wages, and practice of being environmentally friendly. In this sense, Lucy & Yak operates online and offline through physical stores across the UK. Attracting a loyal base of customer that values their sustainable ethos and distinct colourful designs.
Moreover, Lucy & Yak was selected for this analysis due to their rapid growth and exemplary position as an SME championing sustainability in the fashion sector. However, the study will be going to outline a current strategy appraisal and a discussion on the environmental analysis. Under this aspect, the study will also be going to focus on the concept of Porter’s 5 forces, PESTEL analysis and SWOT analysis. While exploring this, the study will also be going to discuss the concern of stakeholder analysis and strategic growth options. Therefore, the study will also be going to highlight the concern of strategic recommendations. Thus, the study will also be going to discuss the competitor response and mitigation.       
[bookmark: _Toc182615150]Current Strategy Appraisal
The primary source of Lucy & Yak’s operations model falls in the category of sustainability, community-centric and ethics and complements their goals with acceptable returns on investment. Some of these measures include the use of organic cotton, recyclable materials and biodegradable materials in packaging (Ma et al., 2024). It also incorporates a circular economy approach for customer-concerned issues such as repairing, reselling or recycling garments. Therefore, the company has a fair and safe wages policy in manufacturing, an ethical value supported by manufacturing small-scale manufacturers in India who meet the fair wages policy.
The social space interaction is where the brand is active with a focus on establishing open dialogue with its followers on production practises and green programmes. Environmental and social organisations are regularly involved in the collaboration. However, the brand conducts campaigns for climate change, women’s rights, and waste minimization. This concept has helped them establish a loyal clientele base that is receptive to the new change and appreciates the brand’s honesty.
Using Porter’s Five Forces model provides a critical appraisal of Lucy & Yak’s strategy within the fashion industry:
Threat of New Entrants: The sustainable fashion niche has rather moderate entrance requirements. The vast majority of new brands declare their adherence to environmentally friendly policies to satisfy the demand. With regards to this threat, Lucy & Yak seem to be well placed because they have a well-developed brand. That gives them an anchor point by being part of a close-knit community hence new entrants do not pose much danger to them. The company also seems to be quickly building an ethical sourcing and fair labour practice that proves hard for new brands to imitate while remaining competitive without experiencing high costs.
Bargaining Power of Suppliers: This leaves suppliers with some bargaining power, mainly because Lucy & Yak depends on ethically sourced material and works with a limited number of specialised suppliers. However, Lucy & Yak makes every effort to support and empower its suppliers, which translates into the supplier paying a fair price for its products, which might lessen the supplier pressures. Furthermore, as the awareness of using eco-friendly fabrics rises, the number of players entering the market provides Lucy & Yak with better opportunities, eventually decreasing the supplier power.
Bargaining Power of Buyers: In such a highly competitive environment, pressure from the consumer side, which is offered a wide array of sustainable fashion brands such as Lucy & Yak, is always high. However, due to the brand’s clear actions and moral position, it attracted several customers who are ready to overpay for the company’s environmentally friendly products bought at fair prices. This kind of loyalty minimises the buying power of customers and gives Lucy & Yak a stable market of consumers who do not compromise value for cheap prices.
Threat of Substitutes: The fashion industry also provides a variety of options which include second-hand clothes and rented clothes which are options that many people use with concern for the environment. These substitutes are a threat, yet, Lucy & Yak’s wearing designs and ethical manufacturing make it stand out from obscurity. The social responsibilities, especially environment-related activities, strengthen the brand’s position within sustainable fashion.
Industry Rivalry: The market for sustainable fashion is saturated with players occupying the market both large companies and start-ups. However, through its approach to ethical responsibility and engagement with its community, Lucy & Yak minimises direct rivalry with even more enlarged corporations interested in profits. That can often provide only performative sustainability. This differentiation enhances market competition by relabeling Lucy & Yak as a top expert in sustainability.
The stated goals of Lucy & Yak, to “be a positive force for change” and the overall goal of the fashion industry to transition to alternative ways of clothing manufacturing also match the company’s actions. It is a reflection of true stewardship over the guidelines of sustainability and social responsibility to offer clear principles in the strategies of the company. In this way, Lucy & Yak’s strategy correlates with its mission and vision in ethical manufacturing, sustainability, and social engagement. Thus, the brand-loyal niche clients are interested in sustainable fashion and deepening the company’s competitive advantage in the sustainable fashion market.
[bookmark: _Toc182615151]Environmental Analysis
External & Internal Environment Analysis
Political Factors:
As per the trade policies and tariffs, Lucy & Yak source its materials and produces its products globally, it is exposed to international trade policy and tariffs. Variations in the trade relations messed up the relative costs of importation; thus impacting the return on sales. However, Lucy & Yak also has its advantages because the government is increasingly focusing on the protection of the environment and ethical operations of companies. Due to Brexit, the value of non-food exports has effectively dropped by 18% with the clothing segment faring with worst. The exports in the sector have also dropped 64% from £7.4 billion in 2019 to the scale of £2.7 billion in the year 2023 and this was almost ⅔ (Imrg, 2024). The following are the government regulations that have beneficial effects on the UK brand. Such as less waste, low carbon footprint and ethical principles due to which there is likely to be no problem in the brand’s interaction with customers and the public in general.
Economic Factors:
High inflation and economic fluctuations influence disposable income, and customers find it difficult to adopt premium products with the sustainability factor. Perhaps through tough economic times, customers might shift to cheaper products offering competition to Lucy & Yak sales. As the impact of COVID-19, clothing production effectively fell by 37.4% in April and June 2020 year. Under this, retail clothing sales saw a dramatic decline with almost a 43.5% sales drop (Statista, 2024). However, Lucy & Yak deals with some of the challenges, which are common with many sustainable firms. In the sense that they pay more for organic cotton fabrics, recycled materials or any fabric that has been made the green way. However, consumers today are demanding environment-friendly products. Therefore, this means that Greenleaf has to get its raw materials from environmentally responsible sources. Thus, making the costs of production very high and hardly feasible for an SME like Greenleaf.
Social Factors:
As growing conscious consumerism, it is clear that there is a transition to responsible consumption and production. Currently, more people concern themselves with eco-friendly, fairly traded clothing, and Lucy & Yak targets this category of consumers. These two elements increase brand loyalty since the clients engage in conscious businesses that are transparent with their social impact. However, consumers are unpredictable when it comes to choosing what they want in fashion. In this context, Lucy & Yak designs are popular, especially the famous dungarees, as changes in consumer preferences may pose some difficulties. Thus, there is a need to maintain flexibility and decentralisation in the products offered to remain relevant in the future.
Technological Factors:
Under the advancements in sustainable manufacturing, novel and environmentally friendly technologies. That is available the market has opportunities to improve the quality of products. However, the quality of offered goods that Lucy & Yak can benefit from the patterns mentioned above to remain environmentally friendly. While implementing these innovative technologies might assist in cutting more expenses in production, besides enhancing the size of production. Moreover, being almost exclusively an online-based retailer, Lucy & Yak can take advantage of digital advancements and consumer insights from the digital world and have greater access to technology for efficient e-commerce. Therefore, additional development will be necessary to sustain growth whereas additional development shall be the strategy for future changes. Thus, the regulating purchasing behaviours with regards to the popularity of internet purchasing.
Legal Factors:
Under the labour and ethical standards, Lucy & Yak has outsourcing production activities internationally, the company must meet both the UK and international labour laws. Other regulatory factors such as labour and ethical regulation costs can also be more stringent thus creating extra expense but would strengthen the issue of fair trade that Lucy & Yak holds. However, under the concern of intellectual property, having innovative designs and branding logos is central to its business (Orlando et al., 2021). Therefore, the company needs to safeguard their trademark against counterfeit products from rival companies. Thus, it discussed that legal steps to protect designs and branding can enhance competitive advantage and help to sustain …
Environmental Factors:
As the climate change conversation continues to evolve. Consumers and regulatory bodies demand that firms manage their effects on the environment. However, this is a trend that perfectly fits Lucy & Yak’s sustainability strategy. It still needs to adopt sustainable practices so as not to get left behind in a market where more and more companies are ‘greenwashing’ (Nygaard, 2023). In this context, as the waste management and recycling initiatives, laws and consumer demands have forced companies to adapt to circular economy strategies as a result of the impacts on the environment. While it is cheaper to make single-use clothes, Lucy & Yak’s focus on making garments that are flexible in terms of repair and recycling makes the company an exemplar of sustainable fashion.
SWOT Analysis
Strengths:
· Strong Brand Identity: Lucy & Yak is an example of a bold and bright brand identity with a specific focus on sustainability that is more attractive to modern buyers of fashion products.
· Loyal Customer Base: The brand enjoys great loyalty with most customers attracted due to effective communication and genuine relation with the brand on social media, resulting in repeat business.
· Ethical Manufacturing: The policies focusing on paying fair prices to employees and abstaining from unjust actions in the supply chain made clients trust the brand and, thus, stand out in the market that has grown wary of fast fashion.
Weaknesses:
· Limited Scalability: Ethical sourcing and sustainability strategies are narrowly scalable due to comparatively high production costs and a restricted set of suppliers. For an SME like Lucy & Yak, there can be challenges in how to increase this demand while not having to leave their core values.
· Higher Production Costs: As opposed to traditional brand players, Lucy & Yak has to invest more money in sourcing fabrics conscientiously throughout the supply chain and paying workers fairly. That can limit the overall profit and push the organisation towards providing fewer competitive prices.
· Reliance on E-commerce: Although having more exposure, sales through online platforms affect Lucy & Yak. Since the company relies heavily on e-commerce it is sensitive to the changes in the cost of digital advertising as well as consumers’ behaviour.
Opportunities:
· Growing Demand for Sustainable Fashion: The trend of sustainable fabrics and ethical production is on the rise and consumers are willing to pay for clothes. That reflects their values, and by making use of this, Lucy & Yak is in a unique position to appeal to this growing customer base.
· Expansion into New Markets: There are opportunities to diversify or expand customer segments and geographical regions. For example, add new product lines or expand existing product categories in Europe.
· Adoption of Sustainable Technologies: Other strategies include the effective use of biodegradable materials, recycled fabrics, and sustainable packaging. That might help increase overall performance, decrease expenses and thus build a more vigorous eco-friendly brand identity.
Threats:
· Competition from Established Brands: Sustainability is a popular topic all over the world, and many of the leading fragrance and fashion brands have been launching their “eco-friendly” products (Sánchez-Hernández and Bastos-Sánchez, 2024). Altogether these brands pose a threat to Lucy & Yak, given the fact that they can afford to allocate more capital in reaching out to the same environmentally conscious customers.
· Economic Instability: An economic downturn or any changes in the economic cycle might affect the income capabilities of the consumers. That would affect the demand for the superior green products of Lucy & Yak.
· Consumer Skepticism and Greenwashing: While larger brands buy into greenwashing, the otherwise positive outlook for more brands to pledge sustainability may be met with scepticism. Customers will be getting silk products of high quality and safety from Lucy & Yak. Thus, the latter requires keeping customers abreast of its commitment to sustainability.
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· Opportunities:
Increased Demand for Eco-Friendly Fashion: Sustainability consciousness among consumers is another favourable trend (Ahmed et al., 2021). That should also be incorporated into the strategies of Lucy & Yak as the company can point to its environmentally friendly approach and distinct designs.
Geographic & Product Diversification: They also provide a rationale for the company to diversify its revenue base and move beyond. As the restrictive UK market, as well as for coupling expansion to European markets with diversification into less cyclic and more steady growth areas such as lifestyle accessories.
· Threats:
Intensifying Competition from Larger Brands: The established brands are looking to shift their focus towards sustainable fashion (Ahmad et al., 2020). Thus, it poses a threat to the company by currently being more dominant in the market strategy of Lucy & Yak.
Economic Fluctuations Affecting Consumer Spending: The high cost of sustainable fashion may be threatened by recession or inflation and therefore harm Lucy & Yak’s expansion.
[bookmark: _Toc182615153]Stakeholders Analysis
Key Stakeholders & Their Evaluation:
Customers: Interest and influence which are both high. Customers require higher standards (social responsibility and sustainability) in their glamorous lifestyle coupled with transparency. Lucy & Yak interacts with this group via a fair production process as far as sustainable materials are concerned, and transparency.
Suppliers: A high level of interest during such meetings but still a low to moderate level of influence. They look for stable relationships and reasonable remuneration. To achieve mutual trust, a company should portray an ethical supply chain policy.
Investors: Moderate interest and high influence. Clients are actively choosing companies that are actively practising corporate responsibility, as well as being completely transparent (Weber-Lewerenz, 2021). Thus, maintaining ethical practises and openness, Lucy & Yak presents definite financial health and work only as a benefit, which will attract this audience.
Environmental Advocacy Groups: High interest and influence. They demand considerable attempts to reduce negative impact. Since its operations these groups, Lucy & Yak ensure to partner with them striving for the improvement of sustainable work and cutting off carbon footprints.
[bookmark: _Toc182615154]Power/Interest Matrix Management Strategies
Manage Closely: It is important to focus on the high influence and high-interest stakeholders such as customers and environmental advocacy groups through such approaches as engagement and partnership.
Keep Satisfied: Communicate frequently with investors both on social impact and sustainable initiatives made by the firm.
Keep Informed: Continuously develop a good relationship with suppliers in the company to make sure that you are on the same page regarding the usually expected practices.
Monitor: Business performances might be influenced by government involvement hence required to keep abreast with laws and regulations.
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Figure: Stakeholders Matrix
Source: (Self-developed, 2024)
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[bookmark: _heading=h.7voscjs7fk2d]Diversification into New Product Lines
Additional product lines can add up to their income-earning capabilities. They can diversify into niches they are not currently offering. Lucy & Yak can present sustainable footwear, accessories for home textiles, all connected to the company’s sustainability principles (Lucyandyak, 2024). This diversification will help to minimise dependency on those products while attracting other clients with other green products.
Geographic Expansion
Their main market is the UK but expanding their sales to other companies overseas, especially in European sites such as Germany, Scandinavia and the Netherlands can be very lucrative. These regions show that there is an excellent market for sustainable fashion. Partnering with local environmentally friendly stores or selling through temporary stores can help companies venture into these markets.
Using Technological Innovation
It is possible to implement procurement from advanced sustainable production technologies like 3D knitting or automated supplies ordering to increase effectiveness and decrease unnecessary consumption (Rahaman et al., 2024). Also, the use of augmented reality (AR) for fitting rooms presents benefits regarding the online shopping process, as well as the ability to appeal to electronics-oriented customers and minimise returns.
[bookmark: _heading=h.40t6vzjps6st]Collaborations and Partnerships
A way Lucy & Yak can engage with key opinion leaders and or institutions in sustainability is to work together to design and release special runs of periodic collections. It can draw focused consumers and boost the authority of the brand in wearable sustainability.
Circular Economy Initiatives
The strategies can be realised from their circular economy model, for instance, expanding the capacity of repair services or introducing a rental model (HBR, 2021). Such measures can reach out to clients with a keen interest in the conservation of the environment and make them have frequent linkages with the brand.
[bookmark: _heading=h.r5p8w0xsi5lx][bookmark: _Toc182615156]Strategic Recommendations
To sustain growth and competitiveness, Lucy & Yak should focus on the following key strategies:
[bookmark: _heading=h.ueko00nmzdfj]Enhance Supply Chain Resilience
Supplier dependence should not be prevented so that Lucy & Yak can enlarge supplier diversification, which will help to reduce risks connected with exclusive cooperation with several suppliers while keeping ethical and sustainable sourcing. Having a long-term relationship with several certified suppliers also guarantees standardisation and embracing optimal costs (infosysbpm, 2024).
Prioritise Digital Marketing and Analytics
According to Rosário and Dias (2023), marketers should seek to implement strategies that focus on data as a way of improving customer segmentation and the return on marketing communications. For instance, advanced tools such as predictive analytics can make it easier to identify purchase trends, and manage stocks. However, the continuous interaction throughout the social network sites will help the brand stay popular and more importantly, realistic.
[bookmark: _heading=h.goat0atv2k23]Introduce Scalable Manufacturing Solutions
The demand for jeans is constantly growing and can be satisfied by adopting such manufacturing models as scalable, yet ethical (Hultberg and Pal, 2021). For example, finding ways how the automated yet sustainable is feasible while sustaining its cost efficiency and high quality.
[bookmark: _heading=h.qqw4qq95v801]Focus on International Market Entry
In this situation, creating a clear plan ahead for global market expansion is crucial. This means that Lucy & Yak should work on market research to evaluate areas with the highest growth rates and adapt the product and advertisement images to local perception.
[bookmark: _heading=h.p0it14339y1f]Strengthen Community Engagement
Positive feedback which shows an improved method of strengthening the relationship between the customer and the company will also improve loyalty levels (Ai-bees, 2024). A community can be encouraged through events such as a clothing swap meet-up or even a workshop that promotes sustainable fashion.
[bookmark: _heading=h.ipgc1s2v6zuo]Mitigate Economic Vulnerabilities
Introducing an affordable and environmentally friendly product is likely to attract customers in times of recession. This way is the most appropriate for integrating everybody into the process, without losing the spirit of the brand.
[bookmark: _heading=h.fninkz5czj7x][bookmark: _Toc182615157]Competitor Response and Mitigation
The increasing number of direct competitors also implies that larger competitors may try to undermine the mentioned strategies of Lucy & Yak using their advantages in the economies of scale, marketing budget and existing channels of distribution. To remain competitive, Lucy & Yak must adopt the following mitigation strategies:
Strengthen Brand Authenticity
A strength that has been clearly stated in the construction of Lucy & Yak is their clear state of policy for sustainable and fair trade. Thus, they can maintain a clear and genuine message about their practices to avoid being accused of greenwashing by rivals. To support such assertions, organisations could make it routine to issue impact reports or hire outside auditing firms.
Focus on Niche Segments
The strategy of Lucy & Yak must not play in the same league as other brands aimed at the masses but should target such segments as Gen Z and millennials who are willing to pay for sustainability (Gomes et al., 2023). The ability to target the campaign to these audiences helps to keep the brand unique to itself.
Enhance Customer Experience
To expand customer loyalty, Lucy & Yak can use such ideas as providing every user with an individual approach or creating an AI that will offer a preferable list of fabrics to a client. Offers that are deemed free, for example, free repair services or previews for loyal customers can also bring a uniqueness factor into product offerings (Antavo, 2024).
Engaging with Ethical Influencers
The idea of sustainability is pretty relevant and important nowadays, having strategic collaborations with the influencers, who have a good standing when it comes to sustainability, will be very helpful in growing the visibility and the positions of Lucy & Yak on the market. These influencers can easily offset the marketing muscle of massive rivals in the marketplace.
[bookmark: _heading=h.cbv0e6z1mkoc]Maintain Price Competitiveness
Even if the price strategy fits the sustainable paradigm, the company can look for ways to cut expenses when it comes to shipping or production to provide affordable prices without humming down the quality (BDC, 2024). Other ways of tempting cost-conscious customers are starting up seasonal sales or offering the products in packages.
Monitor Competitor Moves
The fact of constant observation of competitors’ activity and market tendencies will allow Lucy & Yak to predict possible adversities and modify their actions. This helps them to keep what they offer their customers as relevant and unique as possible.
[bookmark: _heading=h.vjezj5nfggtp][bookmark: _Toc182615158]Conclusion
In conclusion, this study has unveiled the strong business versatility of Lucy & Yak on strategic management as a sustainable small and medium-sized fashion enterprise in the UK market. Using principles of ethical manufacturing, a firm and muscular brand image, and a fiercely loyal customer base, the company is well protected from threats posed by competitors and economic fluctuations. Adoption of innovation and market growth will help the company build its long-term sustainability. With regards to Lucy & Yak’s strategic growth options, an important framework has been laid out to strengthen the firm’s position and increase resilience as well as market share and brand integrity. This study establishes that focusing on diversification, international expansion and technological advancement strategies as well as incorporating sustainability into its plans will help the firm grab new opportunities while avoiding competitive threats. These strategies will also guarantee continuous growth as well as a significant market presence in many future years.
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and good envronmental procices
Suoh as recycing garments snd
atending certain workshops.
~Customer Feedback Loops: Ask
fo feadbaci to enhancs products
ana servioss sy

Personalsed Shopping
Experiences: Engage the fourh
Srstagy of Al on personsiization by
deelging excelent shopping
experionces. sspecial inthe oniine
e

Eco-conscious
Milennials and
GenZ: Ratner
than chasing 5=
many consumers
== possible. many
comparies shoud
betirsnie on
those cients who
are sensitve to
emonmental
issues snd the
need for green
consumption
“Afflent
Shoppers: The
consumer group
can be fargated ss
those wiling o part
vitha few more

dollrs t scquire &
product st wil be
Envronmentaly

Channels

E-commerce: Canosniraton onthe  siandly
enlargement of i aspects of be -Budget.

online sore ke the extension of e Conseious
AR fting rooms or ffring ndivdusl  Cansumers:

adiics forcustomers an the Webt.
“Pop-up Stores: Increase s sore
openings across he globe, espacislly
through temporary sheives n globsl

Introcuce  cheap
andioreusable

product ne for e
ncressing number

green-conscious temtaries. of ustomers
~Social Media: A powertl 001 for el t
interacing with onsumers i soGel  purchase budget.

med: the key sress can be
Instagram, TiTac.and YouTube that
can contrut to scvancing
Susteinabity programs s wellss
spresding the company’s
eniconmentl pogrems

consumer goods.

Revenus Streams

Sales of Products: Sales from sustsinable fashion
go0ds. parulary from those with reltive-High goss
margins snd eoo-Tiendly charsctaristis.

~Subscription Model: Brng an applcston t creste &
subscripion based clothing rental model {0 poduce the
Sate's recument income.

Colaborations and Partnerships: Ssies rom the co-
crested collections and colisborations with inflsencers

Strategic
Management for
SMEs

Long-Term sustainable growth strategy

For Lucy & Yak to secure ts long-term future the prospects
are mainly buit around focusing the operations on supply
chain robustness and aiming for digital promotion. According
to Lehmacher (2017), it is something that is very important
today as a business must have a supply chain that s full
‘capable of operating, especially in a worid where things like
climate change o shortages giobaly are inevitable. I vil
ensure product availabiity, yet it wil keep close working
relationships with only certfied sustainable sources. This has
the advantages of decreasing dependence on a limited pool
of supplers, increasing the scale, and cuting back the
amount of CO2 emissions of the company. Besides, nternet
and social media advertsing dfiven by big data will nhance
client_segmentation, evaluate adverlising impacts, and
predict fulure trends (Secinaro f al, 2020). Applying
advanced technologies like the use of Al big data and
predicive analytics, will make it casier fo balance the
inventory so that a ot of food is not thrown aviay, and there
wiould not be many unsold products on the shelves, which
will be economically effiient and also safe for the
environment

Short-Term competitiveness strategy

In the short term, more compeitiveness can be
achieved by developing a_scalable sustainable
product range and partnering with like-minded
Kyshal influencers. By offering low-cost green
products, more clients will be achieved since every.
financial category will be targeted, all while upholding
sustainable practices. By acquiring cheap materials.
for the production of such sustainable products, the
company can be able to gain a larger market share
despite the product being cheap but with good
quaty. As per the views of Taylor (2019), efhical
influencer collaborations will grow popular in the
upcoming years, therefore, enhancing _brand
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awareness, raising the authority, and publishing for
environmentally ~ concemed,  green-minded
consumers. These ~strategies do more than
contribute to shortterm sales growth; they also
reposition Lucy & Yak as the goto brand for
sustainable fashion.
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