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                                               Introduction 
[bookmark: _Int_3FnjHQC9][bookmark: _Int_R2mllcdc][bookmark: _Int_gzflq3G0][bookmark: _Int_SBld1A6T][bookmark: _Int_YHPP89rp][bookmark: _Int_bfPqhPPw]Strategic planning is the process through which an organisation adopt its strategy or direction and determines how to spend its resources to accomplish its strategic goals effectively. It may also set limitations on how the strategy is applied. Strategic planning became more popular in corporations in the 1960s, and it is still a dominant part of strategic management in the present. Strategic planners and strategists execute it after implementation of a thorough examination of the organisation and how it interacts with its competitive environment (Doherty, B. (2009). The goal of strategic planning is to create a desired vision for a company or organisation. This future is then transformed into broad goals or objectives, which are separated into a set of stages that, if taken, will result in the realisation of the vision. Although, strategic planning covers an observation of the current organization and of the environment in which it operates, it is preeminent to start with the vision or ideal future for the business and work backwards from there, assessing at each stage of the process on what must be done to reach the previous stage, in order to achieve the vision (Doherty, B. (2009).
However, the purpose of this report is to demonstrate the key elements of strategic plan which involves the strategic goals and the determination of actions and resources that is required to attain those targets. The strategy is a process of formulation and implementation. Therefore, in this report the social enterprise will be covered including all the necessary aspects of the strategy such as the vision, mission and objectives of the organisation, the external and internal environmental factors and analysis as well as the different challenges and expectations that might arise within the organisation. 
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                         Overview of the social enterprise
[bookmark: _Int_VLXxuogI][bookmark: _Int_UNQm1ouA]There are various valid reasons to create a strategic plan for a social enterprise or nonprofit. The fundamental advantage of it is the creation of shared objectives and a cooperative atmosphere where all parties are working towards the same vision, mission and values. A social enterprise refers to aspects that focus on specific social aims as its main goal and utilize a commercial structure to manage the organisation (Gaiger, L.I.G., Nyssens, M. and Wanderley, F. (2019). Typically, social enterprises strive to maximise their profit to sustain and carry-on payment for their charitable projects while still having a significant positive impact on society. Social enterprises nevertheless place a high value on making a profit, because earnings are necessary to maintain the venture’s existence. The key distinction is that instead of distributing profits to shareholders, social enterprises reinvest the earnings to further the organisaton’s social objective. (Hynes, B., (2009).

The name of the social enterprise that will be performed in this report is new to the firm and is called USAGE, which will aim to solve social challenges while cooperatively providing goods and services. There are lots of people that buy different types of clothing, unnecessary items which in turn use some of the brand-new clothes for just ones, twice or for several occasions and it could be even not worn at all.  The main idea of the social enterprise for the strategic plan is to buy all the unnecessary clothes, shoes, accessories etc. from a variety of consumers and use these items to make a better developed product (Gaiger, L.I.G., Nyssens, M. and Wanderley, F. (2019). This is the ideal common issue to be resolved which assists many people to benefit from their used, damaged and unwanted items and get the determined price from each item involved. 
However, the whole process will be starting from the consumers going forward to the buyer which is the company, and being converted and recycled in a certain way to improve quality of the brand and enhance the future customers to buy these products (Dart, R., (2004). The consumers which are the people that wear the clothes , shoes and the different products that they may have, will make use of these products in a more effective way which helps him or her to get rid of the unwanted items for a reasonable amount of price. Although, this is productive way to benefit from the clothes but also helps to maintain a better environment rather than throwing them into waste as well as seeking to produce more improved and developed fabric and other materials that helps the community to take advantage of (Hynes, B., (2009). 

USAGE is the social enterprise that is defined as the utility of consumers use and the social objective which aim to be reused and preserved regularly and take an advantage of it for both customers, seller which is both consumers and the company and workers. However, below is a brief overview of the social enterprise process and the different steps that is taken to develop the product.

The company purchase the used items from consumers.
The company advertise on various platform to buy the used products by a decreased price. 
The company begin to convert  the products into more developed  quality products depends on the fabric and materials received  from consumers. 
The company upload the products on the website, customers buy these products as a brand new product, sales and profits increase.









                 
                           Strategic direction of the organisation
The purpose of a strategic plan or a business creation and development is crucial as it determines the key factors of the organisation's existence and the goals they aim to achieve. Below are the definitions of the key aspects of strategic direction. 
Vision: A vision statement is a formal declaration of an organisation’s future objectives. It presents a straightforward, pure future scenario. Describing the organisation's goals for what it aspires to become and achieve (Bora, B., Borah, S. and Chungyalpa, W., (2017). Its purpose is to direct corporate decision making. Long term objectives are outlined in vision statements for an extended period of time. It takes a forward-looking perspective and gives corporate actions a motivating purpose. 
[bookmark: _Int_QzlZRThZ][bookmark: _Int_kGeWPZoO]Mission: A mission statement is defined as an action-based proclamation of an organisation’s objectives and strategy for customer service. An explanation of the company, desired accomplishment, and its objectives may occasionally be included in this. The best mission statements serve as rules of conduct for an organisation. The company’s mission statement should be the driving force behind everything they work for. The mission of the company should also define the corporate strategy (Bora, B., Borah, S. and Chungyalpa, W., (2017).
Objectives:
Goals and objectives are part of every aspect of business which provides a sense of direction, clarity, motivation and clarify significance. By establishing goals, organisations provide a target to aim for. A SMART goal is used to assist in guiding goal setting. SMART is an acronym that stands for Specific, Measurable, Achievable, Realistic and target. Therefore, a SMART goal contains each of these elements to help the business, or social enterprise to focus on the efforts and increase the chances of success. (Ogbeiwi, O., (2017). SMART goals identifies specific to clearly define and state unambiguous target, measurable, measures with precise standards that track the progress towards achieving the objective. Achievable, looks at the attainable and not insurmountable of the organisation. Realistic, checks whether its achievable, practical and pertinent to the real-life workplace (Ogbeiwi, O., (2017). Timely, looks at the timeline that is precisely specified, containing a start date and an end date, the concept is to make things urgent.
 Businesses have a variety of goals that are directly related to their aspirations. The size and ownership of the company have an impact on these goals. An objective is a target set by a business. It assists the company in setting priorities for the tasks necessary to attain the success they seek for. The many forms of business objectives are numerous. The choice of business objectives is influenced by its economic sector and stage of development. Business objectives commonly include survival, profit, provision of a service, social responsibility, market share, customer satisfaction and enterprise. Objectives also need to be taken into consideration to meet the SMART components of every aspect and check if it does align with the different factors (Ogbeiwi, O., (2017).

USAGE social enterprise strategic direction 
Vision: Excellent driving force of the organisation in converting and developing used, damaged and unwanted products into preferred quality products for customers. 
Mission: Implementing an increased number of reused items sustainably by purchasing different items from consumers converted into reusable improved products that meet customers' demands. 
Objectives: 
· Take advantage of the used products 
· Increase market share and growth
· Help the economy by converting waste into useful goods and services
USAGE considers meeting all the components of the SMART area, although the objectives align with the factors in which it achieves all the different aspects expect the target. The company strives to improve on the timely factor to develop and improve on the service within the timebound (Ogbeiwi, O., (2017).


USAGE
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                                     External environmental scanning
PESTEL Analysis
A PESTEL analysis is a framework for examining the major external influences on an organisation. (Political, economic, sociocultural, technological, environmental and legal). It provides human resource professionals with the desired knowledge of the external forces that may influence the company (Bismark, O., Kofi, O.A., Frank, A.G. and Eric, H., (2018). Because the analysis is adaptable, organisations can utilise it in a variety of situations. It can also be used to guide strategic decision making.
Political: The political aspects of a firm’s overall environment relates to governmental actions. The legitimacy of various industries, taxation laws, and environmental regulations are just a few examples of the kinds of decisions that a local or national government might take. The decisions made can have a significant impact on a wide range of industries given the size of the government (Bismark, O., Kofi, O.A., Frank, A.G. and Eric, H., (2018). Some businesses are more sensitive to political decisions than others, such as those whose goods are more likely to be subject to restrictions or whose main customers is the government (such as in construction, education or health areas). 
However, one of the major issues that may influence on the USAGE social enterprise of the political factors could be the pandemic of COVID-19. This has a significant impact on the environment of the enterprise which influences the standard of hygiene on the items used overall (Bismark, O., Kofi, O.A., Frank, A.G. and Eric, H., (2018). This is because used items such as clothes might not be clean, and germs may be collected from one another before the recycling process. Another political factor that may affect the venture is the government regulations on recycling based on tax rates in which it could increase the tax average pay compared to previous years. This may lead to profit reduction. 
Economical: The economic component is concerned with the potential effects that the economy’s status may have on the business. Exchange rates, economic growth rates, and capital costs for businesses can all be impacted by the present economic climate (Bismark, O., Kofi, O.A., Frank, A.G. and Eric, H., (2018). The general economic environment can have a significant impact on business investment decisions as well as consumer purchase decisions (for instance, economic growth is frequently linked to higher consumer confidence and spending, especially in the retail sector) e.g., the ability to raise funds for expansion. Environmental factors that may affect USAGE enterprise include the price lift that is decided by the venture due to economic change and this may not suit everybody. Another factor could also positively influence the venture by targeting customers with good purchasing power that helps the industry to develop power within the economy (Bismark, O., Kofi, O.A., Frank, A.G. and Eric, H., (2018).
Social: The social component of this framework considers the impact of changing social and demographic trends. In a very short amount of time, prevailing attitudes about what is appropriate for businesses to do have changed significantly, thus it is crucial that businesses are aware of these changes (Bismark, O., Kofi, O.A., Frank, A.G. and Eric, H., (2018). 
However, influencing socially on the enterprise could also be the lifestyle of customers and consumers which may change with time and due to trends, that could affect customers' demands and overall interest of the market. Another negative impact that might harm the market is the health conditions of consumers that purchase new products from the market. This is due to the utilization of inappropriate materials.
Technological: The technological component looks at how emerging technologies affect businesses. Both the items that businesses can generate, and internal operations of the organisation can be significantly impacted by technological advancement. These adjustments might, for instance, make it possible for completely new business models to compete in a certain market (like Uber entering the taxi industry) or for current products to be improved. (Bismark, O., Kofi, O.A., Frank, A.G. and Eric, H., (2018). For the USAGE enterprise the technological factors that may affect the industry are always positive and operate in handling the situations effectively, which makes it useful for the venture to take advantage of the technology where it exists online only. However, this increases sales and profits throughout a long-term period considering uncertainties and obstacles. Another useful factor is the advertisement that develops on social media and online offers, which makes it convenient way to reach as many customers as possible.
Environmental: The environmental factors are those that relate to how the environment, including weather, climate, natural disasters, and pandemics affect businesses. These could have major short-term effects on businesses (such as disrupting supply chains) as well as long-term effects on how organisations must function in a changing environment (Bismark, O., Kofi, O.A., Frank, A.G. and Eric, H., (2018). One of the major factors that may negatively influence the venture and the environment is the inappropriate use of recycling methods or materials that could harm the pollution. The whole concept of USAGE enterprise is to decrease wastage for the environment, and this could positively impact the environment to get rid of unwanted clothes while the venture makes use of it effectively. 
Legal: The legal segment is the final component of the framework. The legal aspect pertains to how laws are put into practice and upheld, such as consumer protection laws, antitrust regulations, environmental regulations, and employment rules that businesses are required to abide with (Bismark, O., Kofi, O.A., Frank, A.G. and Eric, H., (2018). However, based on the new enterprise, the legal factors that could affect the business is the government legislations that consider setting strict regulations on businesses recycling process and the amount limit that is required to not exceed. Another factor is the legal issues in which the different rules may arise due to climate change and other environmental changes. This could extremely influence the industry not to develop further or improve various ways of recycling procedures.  

	Factors 
	Opportunities 
	Threats 

	Political 
	Washing the used items before recycling process. 
	Lack of hygiene could increase cases of covid infection. This leads to the closure of the venture. 

	Economical 
	The quality of the products enhances opportunities for sales.
	Negative feedback from previous customers.

	Social 
	New trends may enhance the relevant brands and the cost differentiate (such as discounts, low prices compared to other brands).
	Unsatisfied customers, unmet customer demand.

	Technological 
	Availability and stability during pandemics. Online offers and deliveries under all circumstances.
	Lack of advertisement support and promotion. 

	Environmental 
	Follow restrictions on recycling process and develop different ways to avoid destroying the pollution. 
	An unsuccessful recycling process could destroy the pollution and lead to loss of funds.

	Legal 
	Enhance wastage recycling process effectively. Benefit from them by producing improved products for use. 
	Climate change and legislative obstacles.




Porter’s Five Forces of competitive position analysis
Porter’s five forces of competitive position analysis were developed in 1979 by Michael E Porter of Harvard business school as a straightforward framework for determining the competitive strength and position of a business organisation (Magretta, J. (2012). 
This theory is predicated on the concept that a market’s competitive intensity and attractiveness are identified by five forces. Portes five forces may be used to determine who has the advantages in a given situation of the business (Magretta, J. (2012). This is helpful in identifying both the strength of an organisation’s existing competitive position and the strength of a position it may seek to occupy in the future. Porters five forces consist of the supplier power, buyer power, competitive rivalry, threat of substitution and threat of new entry. 
[bookmark: _Int_1NXVqEgr]Competitive rivalry: A company’s strength is compressed by increased competition and related goods and services. The competition in the market must be firstly considered. It exhibits the level of competition in the market, competitors and comprehension of competitive strategy.  Competitive rivalry Is impacted by various factors. Expanding industry, fixed costs with value added, inequalities in products, brand identification infrequent overcapacity, switching costs, informational complexity, varied competition, corporate stakes and exit barriers (Magretta, J. (2012). When competition is high, promotions and pricing disputes may have an impact on a company’s bottom line. According to USAGE enterprise competitive rivalry considers the possibility of slow industry growth which makes it behind other competitors. Another factor that may enhance competitive rivalry is customer switch, this may occur anytime due to strong competitors and developed goods and services that may target customers' needs more than the venture (Magretta, J. (2012).
Threat of new entrants: This aspect explores how competitors might enter the market. Businesses that are already in the market run the risk of losing customers to new competitors. Established businesses can demand higher pricing and better conditions to strong entry barriers (Magretta, J. (2012). Entry barriers include scale, brand recognition, resource access and comparative cost advantages. The threat of new entrants from USAGE’s point of view considers the high barriers to entry from other competitors which means it’s not easy for anyone to enter the market as it needs lots of promotions to do so. Another factor also influence on the venture could be difficult to scale (Magretta, J. (2012). It supposed to monitor competitors' level of improvement, In order to maintain the progress of the enterprise and this is difficult to scale. So, this could impact on the market threat of entrants. 
[bookmark: _Int_zX7Wf8iR][bookmark: _Int_iXISVWrZ]Supplier bargaining power: Online and offline businesses depend on each other. This component takes into account a supplier’s impact on a business. The factors to consider while assessing the possibility of supplier overreliance are market supply, negotiating strength, and the cost of switching suppliers, which extent from rewiring hardware to creating new supply networks. USAGE enterprise indicates the factors which are likely to affect the industry. (Magretta, J. (2012). Having a few suppliers to choose from is one of the significant impacts that may become a barrier to handle when the venture requires lots of suppliers. This also makes it worse, which results in other factors being affected. It could be difficult to switch suppliers due to the shortage of supplier options.
Buyer bargaining power: One of the five forces is customers capacity to push down prices. It depends on the number of clients a company has, how significant each one is, and how much it would cost to acquire additional clients (Magretta, J. (2012). Customers have buyer power if there are fewer suppliers than customers. This suggests that they may easily switch to competitors that charge less, cutting costs. Buyer power is significant in the retail food industry. High customer satisfaction is one example of the different factors that affect the chosen enterprise positively, the more satisfied customers become the more productive and effective the business will perform (Magretta, J. (2012). This adds an advantage to the market. Another example is the quality of the products that is served and offered for customers, high quality is the demands of the enterprise which provides high quality for costumers and aim to meet their need to integrate the competitive advantage on the market’s side.
Threat of substitution: The composure in which consumers swap goods or services is examined by this force. To decide whether they can reduce their costs, it evaluates the number of competitors, their pricing and quality in comparison to the firm is being examined, and how much profit they make. The risk of replacement is influenced by the short- and long-term costs of switching as well as the intention of customers to switch. Other alternatives to the products are the final force (Magretta, J. (2012). Companies can increase prices and lock in advantageous conditions if there are no comparable substitutes. When close substitutes are available, customers may prefer not to purchase a product from a specific company, decreasing its influence. The threat of substitution of the USAGE enterprise mentions the alternatives that may be cheaper than the market which could impact the enterprise negatively and bring it down due to customer switch. Another factor that may affect the industry is the preference of customers for alternatives rather than USAGE products and sales. However, this needs to be paid attention to provide the best products considering customers' preference and demands.

Porter's 
Five 
Forces
USAGE Enterprise
Threat of new entrants
Buyer bargaining power
Supplier bargaining power
Threat of substitution
Competitive rivalry







                                 


                              Internal environmental analysis
VRIO framework: is a strategic planning tool developed to assist firms in identifying and protecting the assets and capabilities that provide the organisation an edge in the market and become sustained competitive advantage (Song, J.J. and Sung, H., (2015). Sustainable competitive advantages are essential to corporate success since they can’t be duplicated by rivals. VRIO is an acronym for a four-question framework that considers value, rare, imitability and organisation. However, this criteria is used to assess organisation’s skills and resources. The different factors identifies the following capabilities of the firms. 
Valuable: determines the valuable resources that enables the firm to increase its economic value creation by offering superior design, adding attractive features and any product or service that adds value and develops a competitive advantage (Song, J.J. and Sung, H., (2015).
Rarity: determines the difference of the venture, confirms whether there is an existing similar competitive parity in the market
Imitability: determines whether the resource can be duplicated by other firms and whether the resource is costly to imitate if firms do not possess the resource are unable to develop or  buy a product at a reasonable price. 
Organisation: determines firm's efficiency in organizational structure and coordinating systems. (Song, J.J. and Sung, H., (2015).
The VRIO framework of USAGE
	Factors 
	Predictor 
	Explanation 

	Valuable
	Yes, it is valuable 
	Considered the third place for its customers and has a high-quality brand name. Not available anywhere else.

	Rarity
	Yes, it is rare
	Unique enterprise and nobody have the same objective and marketplace. No reputation.

	Imitability 
	No, imitating the same project is difficult.
	Duplicating the same strategy of the enterprise is hard because it follows various essential strategies, knowledge and experience as well as the recycling process that is only possessed by the venture. 

	Organisation
	No, it is not very organised.
	The concept of the USAGE enterprise is entirely new in the market and the different structures that is put into place is not organised as it should. This is because there is no previous successful strategy that have been used for recycling fabrics and other materials that could be done, this makes it not very well exploited.






SWOT analysis: Swot analysis is a technique frequently used in strategic planning. Swot is an acronym for strengths, weaknesses, opportunities and threats which is structured process that assesses the four aspects of a company, project of business venture (Fine, L.G. (2009). This framework is an effective way to maximise organisation’s strengths, address weaknesses, reduce threats and take the greatest possible advantage of opportunities (Fine, L.G. (2009).
SWOT analysis of USAGE 
	
	        Opportunities 
	                 Threats 

	
Strength 
	· High quality, reduced cost and valuable goods and services.
· Customer satisfaction, meet customer demands.
· Ability to leverage social media platforms including uncertainties such as pandemics.
· Environmentally friendly, reduces wastage.
· Precious and infrequent in the market
	· Threat of substitution, customer preference for alternatives.
· Inappropriate use of materials and methods of recycling could harm the pollution.
· The business model depends on fabric and other materials. If use of recycling process method declines or becomes obsolete, the firm will lose its supply.

	

Weaknesses 
	· Decreased exploitation on the different capabilities of the venture.
· Optimal use of resources 
· High startup cost: the very high cost of opening clothing, shoes and other materials for recycling process, require investment and loans.
· Construction time: the recycling and extrusion facility must be built before the process of fabric recycling.
	· [bookmark: _Int_bxuzHuQ9][bookmark: _Int_b2AWwypC]Environmental protection standards: Whenever the regulations of the government are updated, the firm will need to improve technically and economically feasible recycling solutions that meet the standards.
· New entrants (websites).











                                            Stakeholder analysis 
A stakeholder analysis is a project management tool used in identifying stakeholders of the firm, the issues that concern them, and how they can be impacted by the project. A stakeholder analysis help the firm to identify the key individuals with whom they must regularly contact regarding the status and scope of the project (Aaltonen, K., (2011). Stakeholder is a process of identifying the individuals before the project begins, organising them into groups based on their levels of involvement, interest and influence, figuring out the best ways to interact and communicate with each of these stakeholder groups throughout the project (Aaltonen, K., (2011). 
[bookmark: _Int_9icygRXV][bookmark: _Int_p44NFNgC]A stakeholder is important because it is used to identify the projects' major stakeholders and their demands in advance. It is important to understand each stakeholder's needs and expectations, especially when conflict occurs with one another or with the project’s fundamental requirements (Aaltonen, K., (2011). Stakeholder analysis is conducted by firms for several strategic purposes, including: to enlist the help of key organizational players, to gain early alignment among all stakeholders on goals and plans and assist in addressing conflicts or issues early on. However, below is the stakeholder analysis of USAGE enterprise conducted.

                                  Stakeholder analysis of USAGE
Government ,   Customers
Supplier ,     Executer
Competitors
Shareholders
Manager ,   Director
Staff  ,    Customers
Sales manager ,   Local council
Employees
Local Companies
Marketer
Volunteers 
Sales support
Low 
High 
Power
Interest
High 








                                       Strategy formulation
[bookmark: _Int_FicsEkWW][bookmark: _Int_deWKkt5z]Strategy formulation is the process of providing appropriate direction for the firm. Strategy formulation aims to establish long-term objectives that helps an organisation to make the most of its possibilities and fully utilizing its capacities (Morden, T. (2016). There is an  intentional and conscious effort to draw attention to a company’s performance better than its competitors. A business aims to identify its strongest suit in order to accomplish this. Once the strengths are known, opportunities to be exploited are identified and a long-term strategy plan is created for prioritizing resources and effort. Since strategies consume time, resources and effort, they must be formulated carefully. Once established, strategies must guarantee the best possible match between objectives, available resources and human effort (Morden, T. (2016). Delivering exceptional value to customers at all times should be the ultimate goal of every strategy being developed. 
[bookmark: _Int_bLMHAXAF][bookmark: _Int_0UmnNJiR]A strategy is a plan for the sustained, successful accomplishment of an organisation’s objectives. It is usually intended to assist the firm reach its objectives and aim for a particular target. Although, it is usually for the long term. Strategic options are goal-oriented choices that a firm can generate in response to the ambiguous external environment (Morden, T. (2016). The decision to select the best option belongs to the management and has both the freedom and duty to make. The organisation’s needs, resources, vision, and other similar factors should all be considered. However, there are several techniques that are useful for making strategic options. Some of the key techniques for the generation of strategic choices include Ansoff Matrix and BCG Matrix.

Ansoff Matrix
The Ansoff Matrix provides choices for strategic growth inside an organisation. And what adjustments, changes are required in the current product portfolio to expand. It considers the risk associated with both new and existing markets, and goods. The matrix offers four distinct tactical alternatives after examining these factors (Loredana, E.M., (2016). These include product development, market development, market penetration and market diversification. The matric helps guide and make decisions to sell already existing goods and services to potential customers, to completely new goods and services to current customers, or new goods and services to potential customers. As a result, it can be a very helpful tool to describe the risks associated with sales and growth possibilities. Due to its simplicity and convenience of use, this tool is extensively used. However, using this matrix is a quick and easy approach to comprehend and appreciate the risks associated with growth (Loredana, E.M., (2016).

Ansoff Growth Matrix
Market Penetration
Product Development 
Market Development
Diversification 
Existing 
New  
Existing 
New  
Market 
Product 


According to USAGE social enterprise, it will potentially get in formulation in the diversification strategy in which it will produce a new product in a new market. Due to a new specification and strategy direction of the enterprise, the highest risk of dropping of or staying sustainable will depend on the process of the ongoing goods and services that are produced as an innovative service to the market. In this category, various considerations need to be accomplished (Loredana, E.M., (2016). However, it's necessary to implement and manage cooperative arrangements, strategic alliances, considerable investments in research and development and production. Even though it is the riskiest strategy, it has the potential to produce enormous returns, such as opening entirely new revenue prospects or decreasing the firm’s reliance on a particular product, market fit for whatever reason.   


BCG matrix
The Boston Consulting Group BCG growth share matrix is a planning tool that uses graphical representations of a company’s products and services in an effort to assist the firm decide what it should keep, sell or invest more in. The BCG analysis is a crucial tool for businesses to use when assessing where their products stand in comparison to those of their rivals (Mohajan, H., (2017). It provides answers to crucial concerns like which product to expand and invest in, which products to further develop, and eventually, which products to drop or stop funding. The matrix has the “rate of market growth” on the y-axis and the “relative share in the market” on the x-axis. Organisations divide the products into four categories and arrange them in a matrix. These categories include cash cow, stars, dogs and question marks (Mohajan, H., (2017). Cash cows provide a positive and solid cash flow; stars are items with the highest market share and the greatest potential for cash creation; and question marks are products with a high growth rate and significant future growth potential but a low market share at the present. Finally, dogs have very limited capacity for further growth. A company would therefore be better off stopping any future investments in this area of goods.

BCG growth share matrix

Star 
Question mark
Cash cow
Dog
Relative Market Share
Relative Market Growth
High 
Low 
High 
Low 


USAGE enterprise considers positioning its growth share in relation to the BCG matrix strategy into the question mark approach. This is for the purpose of its overall process strategy having a low relative market share and maintaining a high market growth. Therefore, to keep or expand the firm's market share, it requires a significant amount of cash. These need to be taken into consideration to determine whether the business can succeed. However, question marks generally indicate brand new products and services with a promising commercial potential (Mohajan, H., (2017). Also, because products are intensive, it requires extensive investments and resources to increase the market share of the firm. Although the position of the firm aims to develop and become a star and if any obstacles occur to become the market leader, market growth will decline, and it ends up becoming a dog. Therefore, it's necessary to implement a sustainable strategy.





                     

                               Strategy Implementation

Balanced Scorecard Explanation 
[bookmark: _Int_XeL894zb][bookmark: _Int_PEbN3hVT][bookmark: _Int_9U4draJf][bookmark: _Int_vGAlGUjv][bookmark: _Int_BuwuksKK][bookmark: _Int_XyU9Fzn9][bookmark: _Int_7chXFt7J][bookmark: _Int_55JqtASD][bookmark: _Int_riraxf49][bookmark: _Int_phpjAFjC][bookmark: _Int_zO6YyrrB][bookmark: _Int_ghdgWPUi][bookmark: _Int_rAQSVDgM][bookmark: _Int_OwQp9ByH][bookmark: _Int_Pq4TlnFU][bookmark: _Int_a9MDSGFl][bookmark: _Int_KNO2p6qq][bookmark: _Int_3sJFuvNE][bookmark: _Int_AjikTLqA][bookmark: _Int_obu2BaQa][bookmark: _Int_fgOPJZFX][bookmark: _Int_vHJsBDNS][bookmark: _Int_NgZQPJIT]A Balanced Scorecard BSC is a performance indicator used to diagnose, manage and enhance a company’s several operations and outcomes. David Norton and Robert Kaplan, who had utilized metric performance indicators earlier and modified them to add nonfinancial information, first proposed the concept of BSC’s in 1992 (Dechow, N. (2012). Balanced scorecards were initially created for profit businesses but were later modified to implement by government nonprofit organizations. The four key business metrics measured by the BSC are learning and growth, which determine how the business should sustain the capability to change and improve further. Internal business process, assess what business process the organization must excel at (Dechow, N. (2012). Customer perspective, focus on how the business should appear to their customers. And financial perspectives, develops a way that identifies how to appear to shareholders to succeed financially. BSCs provide corporations with the ability to combine data into a single report, provide information on service and quality in addition to financial performance, and assist in efficiency improvements. It also aims to transform the organization's strategic goals into a set of organizational performance objectives that, in turn, are measured, monitored and justified if necessary to ensure the organization's overall goals are met (Dechow, N. (2012).
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Proposed Balanced Scorecard for Usage social enterprise
[bookmark: _Int_qC0TQDUv]Financial perspective;
Objectives; Increase profit by 25% and reduce cost
[bookmark: _Int_YtvbZYNP]Measures; Run a margin ratio
Targets; Increase the sales each year
Initiatives; Expand on promotions 

Internal business process;
Objectives; Develop new products
Measures; Project innovation report
Targets; Enhance new products improvement every 3 months
[bookmark: _Int_DhABjSVI]Initiatives; Acquire software for managing product development
Learning and growth;
Objectives; knowledgeable shareholder
Measures; Staff adaption, provide training
Targets; Maintain the success of staff each month 
Initiatives; Assist them to cooperate towards common objective 
Customer perspective;
[bookmark: _Int_87Uwkonr]Objectives; To provide useful products for customers and benefit a wide range of consumers.
[bookmark: _Int_h5u4V4nh]Measures; Customers satisfaction, feedback
Targets; Increase customers
[bookmark: _Int_O1eJMLbU]Initiatives; Meet customer demands and needs, improve a high standard of service








                               Recommendation 
Developing and producing a new product for a new market is risky especially if the firm considers delivering social enterprise and a productive service to the community rather than making a profit. Although, the firm possess a cooperative and productive capability to assist the economy by establishing a high market growth and obtaining a high level of customer preference and satisfaction, its necessary to produce a sustainable strategy that ensure the ventures future success by exploiting the current strength of firm's performance and maintain the market growth. These is preferable to consider the uncertainties such as the government regulations, substitutions that may affect the business and produce alternative solutions to overcome these challenges. To get a competitive advantage and control over the market sustainably, the firm should consider addressing and aiming to increase the market share and the market growth in order to succeed. However, this could be achieved by increasing customers value which helps the firm to position itself in a high market production, implement investments and produce the best possible service for customers to get the potential to reach objectives of the firm.
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                                  Conclusion 
Throughout the overall process of improvement of the firm, it's necessary to identify and make progress when focusing on the different demands and perspectives of consumers from previous businesses. For a sustainable strategy of the firm, it's essential to define the vision, mission and objectives of the firm in order to develop it further for the customers. Ideally, the direction of the business ongoing process depends on the strategy and implementation of the firm and the research and development that has been done to assist the firm in getting an edge in the market and attain a competitive advantage in advance.
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