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Executive Summary
The subject of this report is Solkiki, a craft chocolate company based in Dorset, England. It looks at the current strategic plan of the company, the environment, strategic growth choices, a study of the owners, and growth ideas for the future. All of Solkiki's goals, beliefs, and visions talk about fair trade and taking care of the earth. For the company to care so much about quality, the environment, and new ideas in the craft chocolate business is a big deal. That is what the company wants to do too: get a bigger part of the market while keeping the world and its products clean.
The report looks at the internal and external factors that affect Solkiki's strategic choices using tools for strategic management like PESTEL, SWOT, Porter's Generic Strategies, the Ansoff Matrix, and Bowman's Strategic Clock Model. For growth and to stay ahead of the competition, it is important to be different, go into new areas, and use eco-friendly methods. Stakeholder analysis figures out who the most important people are for Solkiki's business. These people could be buyers, sellers, employees, investors, or people in the community. It checks out what those people want and how strong they are as well. Persons who are partners will help others work out their problems and deal with their relationships.
The main goals of the plan ideas are to increase the market, improve capacity, and use eco-friendly methods. They teach you how to grow and be successful over time. It can help Solkiki's brand image and give it an edge in the craft chocolate market by paying more attention to fair sources, protecting the earth, and cutting down on waste. This report has a lot of useful information and tips that Solkiki can use to do well in the fast-paced craft chocolate business and meet its strategy goals.
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[bookmark: _Toc163505252]1. Introduction
Craft chocolate production is a speciality of Solkiki, a small and medium-sized business (SME) in Dorset, England. As Solkiki's owners care about quality and the environment, they purchase cacao beans from small farms around the world in a fair manner and use them to make tasty chocolate bars (The BV, 2021). Solkiki is known for having unique tastes and wanting to make the world a better place. It was able to do this because it was open and developed new ideas (Solkiki, 2024). The fact that Solkiki always strives for perfection and produces high-quality goods is what has made it a star in the craft chocolate industry.
Solkiki is a small to medium-sized craft chocolate business (SME). This study is all about their long-term plan. The study goes into great depth about Solkiki's views, values, and goals, and aims to find its strengths, flaws, opportunities, and dangers (SWOT) inside and outside the business. PESTEL, VRIO, Porter's generic strategies, and stakeholder analysis are some of the strategic management tools it uses to look at different ways to grow. It wants to give Solkiki some helpful tips for its future use and growth since all know how hard it can be for small businesses to carry out their plans.
There are seven parts to the study: an introduction, an analysis of the current strategic direction, an analysis of the external environment, strategic growth choices, an analysis of the stakeholders, strategic suggestions, and a conclusion. The beginning section describes Solkiki as a small chocolate shop and explains the study's aims. This part talks about Solkiki's purpose, aim, and goals, as well as the general way it is going right now. These kinds of studies use the PESTEL, SWOT, and VRIO models to look at problems inside and outside the business. Strategic Growth Choices examines different options using Porter's Generic Strategies, the Ansoff Matrix, and Bowman's Strategic Clock Model. Strategic Growth Choices examines a variety of options. This method can help to figure out who the important people are and what they need. Advice on How to Make Smart Decisions provides help one can use. It explains the study's key points and what they mean for Solkiki's future.
[bookmark: _Toc163505253]2. Current Strategic Direction
[bookmark: _Toc163505254]2.1 Vision, Mission, and Values
Solkiki aspires to be recognised as a global leader in craft chocolate production that cares about quality, the environment, and new ideas. The company wants chocolate to be more than just a tasty treat. Numerous people believe it would improve the world for all living things (Cadby et al., 2021). Solkiki wants to make great chocolate bars by sourcing cacao nuts from small farmers all over the world in a fair manner. All along the production chain, they make sure this happens by paying farmers fairly and using green methods. 
Being open and honest with people and the world around them. The company uses these ideas to find the best products and deal with buyers and other important people (Martin, 2017). Solkiki wants more people to enjoy craft chocolate and use it in a way that is good for them and the world.
[bookmark: _Toc163505255]2.2 Goals and Objectives
For its craft chocolate business, Solkiki has set both long-term and short-term goals that are in line with its purpose and vision. In the UK and other places, it wants to grow its market share to get more customers and make the brand more well-known (Solkiki, 2024). As for Solkiki, it wants to keep and improve its name for quality while coming up with new ideas. To achieve this, it is always coming up with new chocolate tastes and products. The business also tries to get along better with chocolate farmers and sellers so that it can buy their goods in a way that is good for the environment and follows fair trade rules (Solkiki, 2024). 
To help everyone, Solkiki also wants to make its production methods cheaper and better for the earth. By working towards these goals and aims, Solkiki hopes to stay true to its core values of being honest, open, and environmentally friendly. It also wants to do what it set out to do: make great craft chocolate.
[bookmark: _Toc163505256]2.3 Evaluation of Current Strategy
Solkiki's craft chocolate business is moving in a way that is very close to its plan, purpose, and goals. Making great chocolate bars from cacao beans that are fairly sourced aligns with the company's goal of becoming a global leader in craft chocolate production (Nurhayati and Apriyanto, 2021). Solkiki cares about fair trade and the environment because they do things like buy straight from small farms and make their products in ways that are good for the environment.
Being good to the earth, growing its market, and making new products are some of the clear and specific goals that help Solkiki reach its strategic goals. People stick with the brand because it is honest, cares about quality, and comes up with new ideas (Afoakwa, 2016).
Still, Solkiki may need to make some changes to its plan. To keep up with rising demand, it may need to fix any problems with the safety of its supply chain and the number of things it can do to keep up with rising demand. Staying ahead in the rapidly evolving craft chocolate business requires constant monitoring of market trends and customer preferences (D’Alesandre et al., 2017). Right now, it is mostly going in the direction of Solkiki's mission, purpose, and goals. In the long run, though, one needs to keep looking at things and making changes.
[bookmark: _Toc163505257]3. Environmental Analysis
[bookmark: _Toc163505258]3.1 PESTEL Analysis
	Political factors
	To run its business, Solkiki has to deal with leaders. To keep the government safe in cocoa-growing places, there are rules for trade, rules for buying and selling, and trade rules. Laws about food safety, pay, and other government actions to try to be more eco-friendly could all change, which could go against Solkiki's business plans (Galanakis, 2022).

	Economic factors
	Many things in the market, like price rates, buying habits, and exchange rates, can have an impact on Solkiki's sales and income (Baker, 2019). The amount of money one can make and the cost of making dollars can both change (Squicciarini and Swinnen, 2016).

	Social factors
	It is bad for Solkiki's business that people want to buy things that are well-made and last a long time. Solkiki might have to change how it offers its products and runs its business because of changing health and exercise trends, population changes, and national views on chocolate intake (Robertson, 2017).

	Technological factors
	Technology changes a lot of things about Solkiki's business, like how they make things, pack them, and sell them online (Walters, 2020). If Solkiki uses new tools to make and sell chocolate, it will do better in the market and make more money

	Environmental factors
	Many people are apprehensive about climate change and cutting down trees, which aligns with Solkiki's goal of protecting the earth. Changing weather, natural disasters, and environmental laws are all examples of things that can have an effect on the chocolate-making process and the steps that go into it (Baker, 2019). This might change what Solkiki buys and how much they try to be green.

	Legal factors
	Solkiki has to follow laws about trade secrets, food safety, and wages to stay in business. If the rules about food labels, fair trade licenses, and protecting the environment change, Solkiki might have to alter what it does and how it runs its business (Walters, 2020).


[bookmark: _Toc163505259]3.2 SWOT Analysis
	Strengths
	Weaknesses

	· Solkiki makes tasty chocolate bars with their own special notes to stand out in the market for craft chocolate.
· Solkiki has pledged to purchase cocoa nuts directly from small farms to support fair trade and the environment (Kawa, 2016). This looks good for the business. 
· Solkiki cares about morals, ethics, and the environment. This has helped the company build trust and respect for its brand. 
· Solkiki likes to come up with new ideas, which helps it make chocolate and other goods that people of all tastes can enjoy.
	· Because it can only make a few things at a time, Solkiki cannot grow its business and meet rising demand.
· There is a chance that Solkiki will not have enough chocolate; costs will go up and down, and there will be problems with the quality of the chocolate (Lamare et al., 2023).
· Craft chocolate is becoming more and more popular, which makes it harder for Solkiki to stand out.
· Because it is in Dorset, England, Solkiki may not be able to reach as many people. This might make it tougher for the business to grow (Gallo et al., 2018).


	Opportunities
	Threats

	· Sales of Solkiki's goods in new places and ways can help the company make more money and reach more people.
· Solkiki can adapt to changing times and meet customer needs by introducing new chocolate lines, styles, and types.
· Solkiki can show that it thinks about sustainability and brings in people who care about the environment as more people look for things that are good for both people and the environment (Carol Off, 2014).
· More people, especially young people, can join Solkiki with the help of digital tools and web shops.
	· Solkiki is having a hard time getting money and keeping its market share because there are so many bigger chocolate companies and craft chocolate brands out there.
· There is a chance that the amount of Solkiki made and the cost of making it will change if the dollar value and the price of cocoa change.
· Solkiki might not be able to make and sell its goods if there are problems with shipping, climate change, or the lines that bring cocoa to the company (Mead, 2020).
· Changing rules about trade, food safety, and signs could make it more difficult for Solkiki to follow the rules. This would raise the cost of doing business (Mead, 2020).


[bookmark: _Toc163505260]3.3 Analysis Summary
Solkiki learns a lot from environmental studies, which will help them make important business decisions. The PESTEL study first demonstrates how issues in politics, the economy, culture, science, the environment, and the law that occur outside of Solkiki have an impact on business there. To adapt a plan accordingly, closely monitor the changes in regulations, market trends, and customer preferences (Squicciarini and Swinnen, 2016).
The SWOT study depicts Solkiki's chances and risks from an outside perspective. Inside the business, it shows what its good and bad points are. It is better than its competitors because Solkiki cares about quality and new ideas, gets its materials from fair sources, and has a strong brand image. However, there are problems, such as limited production, a market that is already full, and a need to depend on supply lines.
[bookmark: _Toc163505261]4. Strategic Growth Choices
[bookmark: _Toc163505262]4.1 Porter's Generic Strategies
Differentiation Strategy
Solkiki's chocolate can stand out by using original flavours, fair-trade methods, and high-quality materials. Solkiki's unique, high-quality chocolate bars appeal to people who want to try fine, hand-made chocolate, so they charge a lot of money for them. Solkiki should spend money on new products, creative packages, and ads that demonstrate its commitment to quality and the environment (Arifeen, 2019).
Cost Leadership Strategy
Solkiki loves quality and being unique, but it can also keep its prices low and make more money by being the cost-winner. Fewer wastes, better ways of making things, and making the most of supply chain management can all help bring down the cost of making something without lowering the quality (Neilson et al., 2018). However, Solkiki should be cautious not to break its promise of high standards and reliable sources just to save money.
Focus Strategy
Going after certain groups of people is how Solkiki gets business in the craft chocolate business (Neilson et al., 2018). Solkiki might go after niche markets like organic or vegan chocolate, making foods for people with specific nutritional needs. Focusing its time and money on meeting the wants and needs of a certain group of people can help Solkiki build trust in its brand and do better with that group.
[bookmark: _Toc163505263]4.2 Ansoff Matrix
Market Penetration
Solkiki can try to gain a larger share of the market by selling more in its existing shops. Solkiki wants more people to buy its goods or more of them for people who already buy them. For Solkiki to do this, it needs to have good marketing and ads and improve its transportation lines (Thomas, 2017). Solkiki could offer deals or reward schemes to encourage people who have already purchased from them to do so again.
Product Development
Solkiki can look into different ways to make chocolate in different shapes, styles, or types. Solkiki can react to changing customer tastes and bring in new groups of customers by making new products and expanding its range. To do this, the company could release special flavours that are only available for a short time, try out new ingredients, or add chocolate-based sweets to the ones it already has (De Pelsmaeker et al., 2015).
Market Development
Solkiki can try to grow its market by going to new places or parts of the market it does not know much about. For this plan to work, Solkiki needs to go after new types of customers or places where it does not already sell its goods (De Pelsmaeker et al., 2015). Solkiki can gain more users if it collaborates with new stores, providers, and online sites. It needs to go to those places, find out what people want, and then change how it markets itself to give it to them.
Diversification
Other than making art chocolate, Solkiki can think of other things she could sell or grow her business. Using her expertise in chocolate production, she could create chocolate-flavoured sauces, food mixes, or drink mixes. Solkiki could try going into different areas by opening their own coffee shops or hand-made sweets. Solkiki can find new ways to make money and spread risk across several business lines. For this, the business needs to learn more about the market and get some new tools.
[bookmark: _Toc163505264]4.3 Bowman's Strategic Clock Model
Low Price/Low Value
Things in this place appear to be cheap and not worth much. In the bottom left corner are the clocks (Jia et al., 2016). This job could hurt Solkiki's brand's image for being durable and of high quality, so the company should avoid it.
Low Price/Medium Value
One promises to keep prices low and standards fair when they make this choice, which costs a little more (Jia et al., 2016). This could potentially benefit Solkiki by appealing to those who prioritise price. It would not hurt the quality of their products or make their business look bad.
Hybrid
When people use the mixed method, which is in the middle of the clock, they combine price and value to try to gain an advantage over the competition. Solkiki could be different if they sold good chocolate at a fair price. Most people who prioritise value for money would find this appealing.
Differentiation
Businesses sell one-of-a-kind things that people think are worth a lot as they move towards the right side of the clock. Because of this, Solkiki can now charge more. To stand out from its competition and get picky customers who are ready to pay more for its goods, Solkiki should talk about how committed it is to quality, ecology, and new ideas (Jia et al., 2016).
Focused Differentiation
This method (at the very top right of the clock) involves making very different things for a small group of people. Solkiki could work on making fancy treats that rich people, who care about quality and small amounts, would want.
[bookmark: _Toc163505265]4.4 Strategy Recommendation
If Solkiki wants to stand out, it needs to show that it cares about quality, the environment, and new ideas. If Solkiki wants to attract eco-friendly customers and stand out from other chocolate shops, they should always come up with new chocolate tastes and get cacao beans in a way that is fair and good for the environment (Martin, 2017). This plan fits with Solkiki's brand style and main ideas. In the long run, this will help the company stay stable and strong in the craft chocolate market. But Solkiki should also try to get more users. It should keep making great items and running a good business.
[bookmark: _Toc163505266]5. Stakeholder Analysis
[bookmark: _Toc163505267]5.1 Stakeholder Identification
	Customers
	The people who buy Solkiki's chocolate are very important to the business. Many people, businesses, and vendors purchase Solkiki's chocolate bars to eat or sell to others (Romec, 2023).

	Suppliers
	Many of Solkiki's needs, such as cocoa beans, packing, and other things, come from outside the island. These sources are important to Solkiki because they make sure the goods are of good quality and will last. As a result, they are important parts of the value chain.

	Employees
	A lot of the people who work at Solkiki are very important to the business. This includes people who work in production, marketing, and management (Romec, 2023). Solkiki has a good name and is well-known for their skills, drive, and hard work.

	Investors
	These people give Solkiki money and other kinds of cash, so they are very important. Some of them include business owners, investors in new businesses, and financial groups (Camargo et al., 2019). Everyone wants Solkiki to grow and do well.

	Community Members
	What Solkiki does affects the neighbourhood next door, which makes the people who live there friends of Solkiki. Solkiki's corporate social responsibility (CSR) efforts, job openings, and effects may have an impact on locals, companies, and community groups (Thorlakson, 2018).



[bookmark: _Toc163505268]5.2 Stakeholder Expectations
	Customers
	When people buy chocolate from Solkiki, they know they will get high-quality things that taste great and have their own unique flavours. Also, they want Solkiki to buy cocoa in a way that is honest and helps cocoa farms. One can also count on Solkiki's great customer service. They will quickly and correctly answer any questions or problems they have.

	Suppliers
	Solkiki's suppliers trust the company to do business honestly and fairly. Things it should do are pay its bills on time and be honest with the people it sells to (Thorlakson, 2018). Solkiki should also ensure that the company honestly purchases goods and provides fair assistance and payment to cocoa farmers and other sellers.

	Employees
	People at Solkiki expect good pay, a safe and pleasant work environment, and opportunities to learn new skills and improve their jobs (Yamoah et al., 2020). Solkiki should also encourage people to work together, show respect, and say "thank you." This will show everyone how important they are to the company's success.

	Investors
	People who invest money in Solkiki want it back if the business grows and becomes profitable. They also want Solkiki to keep its books open, do business the right way, and handle threats well, so that their money is safe.

	Community Members
	Locals expect Solkiki to be a good business citizen and do good things for the area, such as caring for the environment, getting involved in the community, and giving money to local groups and causes (Yamoah et al., 2020). Additionally, they expect Solkiki to conduct its business in a way that does not harm the land or the people who live nearby.



[bookmark: _Toc163505269]5.3 Stakeholder Power and Influence
	Customers
	Solkiki does very well because of its customers. Each customer may not have a lot of power by themselves, but what they buy and how loyal they are to the company do (Roos, 2018). They can help to decide what to make and how to sell it by telling what they want and how they like it.

	Suppliers
	Suppliers may have some power if they provide rare or important raw materials. Sources are important to Solkiki because they give it good things, like cocoa nuts (Roos, 2018). This gives buyers the power to bargain and control the process of making something.

	Employees
	A lot of power and impact comes from the people who work for a business, especially those who are good at important tasks like production, customer service, and coming up with new ideas. They work hard, have a lot of knowledge, and know how to make Solkiki run smoothly. These people also make sure that the goods are good and that customers are happy.

	Investors
	People who own a business or have invested a lot of money in it typically have a lot of power. They want to know what will happen in the future and get their money back (Ingram and Chocoloney, 2015). This could change what Solkiki does and how she sets long-term goals.

	Community Members
	It may depend on where someone lives in Solkiki's activities, how busy they are, and how well they can plan and fight for their own needs in terms of power and effect (Ingram and Chocoloney, 2015). They have the power to change Solkiki's image, the rules that apply to it, and its right to live in society by supporting or opposing it.



[bookmark: _Toc163505270]5.4 Stakeholder Engagement Strategy
Regular Communication Channels
Making it a habit to talk to people about Solkiki's work, plans, and upcoming events will help them stay informed. Letters, blog posts, and yearly reports are all examples.
Stakeholder Feedback Mechanisms
Use polls, idea boxes, and focus groups to find out what people think about big problems, goods, and ways of doing things (Ingram and Chocoloney, 2015). Remember to hear what other people have to say. This will help to choose what to do.
Stakeholder Consultation Forums
Get feedback from people who care about the project through lessons, town hall meetings, or feedback groups. Solkiki and its partners will be able to talk and work together better. Ask people to assist in deciding what to do by sharing their fears and thoughts.
Partnership and Collaboration Opportunities
Get to know and work with different groups of people. Do things like work on environmental projects with the suppliers or start volunteer programmes with local groups (Ingram and Chocoloney, 2015). People get along better with each other, and everyone gains when they work together.
Transparent Reporting and Accountability
It is important to be open and honest when explaining important things about Solkiki's actions, results, and effects on people and the world. Solkiki must keep its promises and fulfil its partners' obligations.
[bookmark: _Toc163505271]6. Strategic Recommendations
[bookmark: _Toc163505272]6.1 Market Expansion
Geographic Expansion
Solkiki can make more money by travelling to places where people really want to craft chocolate. One could look into the market to find spots where people like chocolate more, rules that are not too strict, and personal goods that people really value. Solkiki can then work with local stores, websites, or dealers to get its products in front of new customers (Ramli, 2017). They could hold food shows, work with nearby bars and restaurants, or open pop-up shops to get Solkiki's name out there and reach more people.
Market Penetration Initiatives
Solkiki can do better in existing markets by trying to enter new ones. This will help spread the word about the brand and increase its market share. To reach this goal, they may need to sell more, hold sales, and open more shops. This will help to get new customers and old ones to buy from the same business again (Ramli, 2017). It can also help Solkiki come up with new styles or ways to package its goods that will make them stand out from other products on the market and appeal to a wide range of customers.
[bookmark: _Toc163505273]6.2 Capacity Enhancement
Investment in Technology
Solkiki has enough money to get new technology and tools that will work better and faster for them. Using robotic technologies, such as strengthening tools and automatic packing systems, to make things go faster and easier (González-Barrio et al., 2020).
Process Optimisation
Looking over current methods of making things very carefully is one way to find mistakes and slowdowns. Then, Solkiki can start projects to make things better. For example, they can change how flows work, make jobs more uniform, and use ideas from lean production to get more done with less waste.
Expansion of Facilities
To keep up with the growing demand, Solkiki may need to buy or add on to more production sites (González-Barrio et al., 2020). To handle more production, one may need to expand their store, build new production lines, or rent out more space.
Staff Training and Development
They can do a better job overall if they take classes that help them learn and get better at their jobs. If people keep their employees up to date on new technologies, quality standards, and best practices, they can help to try to increase capacity.
Supply Chain Optimisation
Supply chain management and building stronger relationships with makers can help make sure that there is a steady flow of raw materials and parts to support more output. Solkiki and its suppliers can work together to create methods for keeping track of stock, making more accurate predictions, and making backup plans (González-Barrio et al., 2020). This will lower the risks in the supply chain.
[bookmark: _Toc163505274]6.3 Sustainable Practices
Ethical Sourcing
According to Solkiki's plan, the first thing they should do is obtain cocoa nuts from small farmers and groups. This is a promise of fair pay, clear supply lines, and help with projects that make communities better (Perez et al., 2022).
Environmental Conservation
Solkiki can help the earth by using less energy and water, as well as by switching to green energy sources for its production. Solkiki can also do its part to save the Earth by giving money to groups that plant trees and save carbon.
Waste Reduction
Solkiki should start recycling programmes, cut down on packing waste, and come up with better ways to make things so they lose as little as possible. The use of recyclable or reusable packing materials is another way to help lower the amount of trash (Perez et al., 2022).
[bookmark: _Toc163505275]7. Conclusion
The study about Solkiki's long-term goals and growth opportunities was very helpful. The study says that some of the most important things that affect Solkiki's business setting are government safety, the economy, and customer trends. Their smart growth ideas included building more plants and expanding the market. This way, they could take advantage of opportunities to sell their goods in new locations and enter new markets.
The stakeholder study also showed how important it is to understand the needs and concerns of buyers, sellers, workers, investors, and people in the community. They show that Solkiki's dedication to being artistic, eco-friendly, and one-of-a-kind is very important for staying ahead in the craft chocolate business and ensuring its long-term success. Solkiki can take on big projects that are in line with its value, purpose, and vision if it builds on its strengths and treats its partners well. It can also handle the problems that come up when the business world changes.
They learned how important it is for Solkiki to be green, try new things, and be different in the craft chocolate market. If Solkiki wants to grow, it should make planning projects like getting more people to use its services, improving its buildings, and creating new goods a top priority. That way, Solkiki can be more competitive and build a stronger brand if it works to improve its partnerships and use eco-friendly methods at all stages of the value chain. Spending money on technology could help to get more done in less time. One could also offer delivery services in more places and keep making new products because people's tastes change. Being transparent with the partner and working with them to get what they want and solve their problems if Solkiki wants to get along with them. Solkiki can be successful and grow over time in the fast-paced craft chocolate business by making choices that are in line with its values and the market's possibilities.
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