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[bookmark: _Toc131007598]INTRODUCTION:
  Small and medium-sized enterprises (SMEs) play a crucial role in the global economy, contributing to job creation, innovation, and economic growth. However, SMEs face a unique set of challenges, including limited resources, constrained access to finance, and intense competition. To succeed in this dynamic and complex environment, SMEs need to develop effective strategies that enable them to overcome these challenges and leverage their strengths.
  Karpelle is a luxury clothing manufacturer based in Manchester, UK, which was established in1986. The company specializes in producing high-end clothing for women, using premium quality materials and skilled craftsmanship. The company employ highly trained and experienced creative pattern cutters and garment technologists. Karpelle sells their clothing through their website and through selected retailers in the UK and Europe.
  Their main activities are focused on the manufacture and supply of high-quality ladieswear, to the better end of the retail market in the UK. This includes coats, jackets, trousers, skirts, dresses, and blouses (structured and unstructured) Woven and Jersey. The origins of the company are based on third generation ladies clothing manufacturing within our own UK factories. To remain flexible, in 1991 the company began to manufacture clothing in Eastern Europe, where it was possible to tap into a wealth of opportunities. Building on the success of this, the manufacturing is currently carried out In North Macedonia, Morocco, and Turkey.
  In addition to their commitment to quality and craftsmanship, Karpelle places a strong emphasis on sustainability. The company uses sustainable materials, such as organic cotton and recycled polyester, and works with ethical and environmentally responsible suppliers to reduce their impact on the environment. The company's mission is to be recognised as the leading ladies clothing manufacturer of top-quality ladies wear garments for retail Brands.
  In this report will be underpinned in the first part the Porter’s value chain model, PESTEL model, Porter’s Five Forces Model and SWOT analysis. In the second part will be presented and analysed the Ansoff Matrix approach, the SFA methodology (Suitability, Feasibility, and Acceptability) and the Mendelow's stakeholder analysis. 
  In the first part will be conducted an internal analysis by applying the Porter’s value chain model, in order to identify company’s internal strength and weaknesses in terms of capabilities and resources. The value chain describes the categories of activities within an organisation, which create a product or service. In order to achieve a company a competitive advantage by delivering value to customers, need to be understandable which activities the organisation undertakes that are especially important in creating that value and which are not (Porter, 1985). 
  Furthermore, an external analysis will be conducted by applying PESTEL model, in order to identify the opportunities and the threats for Karpelle Company in the market. PESTEL is a simple and effective tool used to identify the key external forces that might affect an organisation. These forces can create both opportunities and threats for an organisation. The aim of doing a PESTEL analysis is to find out the current external factors affecting an organisation, to identify the external factors that may change in the future, to exploit the changes (opportunities) or defend against them (threats) better than competitors would do (Rothaermel, 2014).
  Moreover, an industry analysis will be conducted by applying Porter’s five forces model, in order to identify industry competiveness in which Karpelle company operates. Porter’s five forces framework (rivalry existing competitors, threat of new entrants, power of suppliers and buyers, substitute products and services) is based on the perception that an organizational strategy should encounter the opportunities and threats in the organizations external setting (Bruijl and Gerard, 2018).
  Finally, the findings from internal and external analysis will be summarized into a SWOT analysis. A SWOT analysis will be developed, in order to explore the relationship between the environmental influences and the resources and capabilities of the company compared with its competitors. SWOT analysis is an acronym for the analysis that identifies the strengths and weaknesses internal to a firm as well as the opportunities and threats presented by its external environment (Pearce and Robinson 2011), whereas a SWOT analysis could overemphasize internal strength, downplay external threats, but are ignoring the changing environment (Pearce and Robinson 2011).
  The second part will be consisted of a strategic option analysis for the Karpelle Company using the Ansoff Matrix technique to determine multiple strategic alternatives or directions. Market penetration, market development, product development, and diversification are the four possible strategic paths or possibilities included in the model, which will be altered and given to the Karpelle Company in accordance with their needs. Additionally, the Suitability, Feasibility, and Acceptability (SFA) methodology, a method for strategic analysis that is used to evaluate the viability of strategy options, will be used. Finally, a stakeholder analysis will be performed using Mendelow's stakeholder analysis to determine whether the strategic choice is acceptable.
  Finally a conclusion will be drawn, as well as a recommendation for a strategic direction accordingly with what will be identified and analysed in the report.
[bookmark: _Toc131007599]STRATEGIC DEVELOPMENT PROCESS:
[bookmark: _Toc131007600]STRATEGIC ANALYSIS (SWOT):
  In order to be analysed a company's internal processes and pinpoint areas where it may add value and acquire a competitive edge, Porter developed the value chain model, which is consisted of primary activities and supporting operations. The primary activities are incoming logistics, operations, outbound logistics, marketing and sales, and services. The procurement, technology development, human resources management, and company infrastructure are the supporting operations (Porter, 1985). Using Porter's value chain model, an internal analysis of the Karpelle Company should be conducted, in order to find out the company’s internal strengths and weaknesses in terms of capabilities and resources.
Primary Activities: 
INBOUND LOGISTICS: Karpelle obtains premium raw materials from reputable vendors who practice moral business practices. This aids the business in guaranteeing the excellence and longevity of its products (Karpelle.com, 2023).
OPERATIONS: Karpelle creates its high-end apparel with highly skilled workers. In order to produce high-quality items that live up to client expectations, the company pays close attention to detail. Karpelle's emphasis on high standards and expert craftsmanship is strength, but it could also be a scaling drawback. Producing handmade goods can be costly as well as time-consuming, which may affect how rapidly the business can develop and thrive (Karpelle.com, 2023).
OUTBOUND LOGISTICS: Karpelle sells its goods online and through a limited number of merchants in the UK and Europe. To guarantee that consumers receive their products on time and in good shape, the business employs safe and dependable shipping techniques (Karpelle.com, 2023).
MARKETING AND SALES: The business' website is easy to use. Karpelle Company, on the other hand, doesn't fully take use of internet marketing strategies. For instance, the business just has LinkedIn and Instagram, and Instagram has 108 followers and hasn't been updated since 21 April 2020. Social media's content is weak and neglected. Today's social media marketing is a powerful tool for promoting a brand and its goods, therefore the business should take it into consideration (Karpelle.com, 2023).
SERVICE: By promptly and professionally responding to client questions and concerns, Karpelle offers great customer service (Karpelle.com, 2023).
Support Activities:
PROCUREMENT: Raw materials are sourced by Karpelle from sustainable and ethical vendors. This aids the business in guaranteeing the excellence and longevity of its products. While Karpelle sources premium, environmentally friendly raw materials, they could be more expensive than less eco-friendly alternatives. This can have an effect on the business's pricing and profitability plans (Karpelle.com, 2023).
TECHNOLOGY ADVANCEMENT: Karpelle utilizes computer-aided design (CAD) software and other technologies to build their designs. The business also makes use of e-commerce platforms to market its goods online. Karpelle can investigate other emerging and new technologies that can boost productivity, cut costs, and improve customer satisfaction (Karpelle.com, 2023).
HUMAN RESOURCES MANAGEMENT: Karpelle works with designers and skilled craftspeople who are dedicated to creating exceptional products. The business also makes investments in worker education and training in order to raise their skill levels. Even if Karpelle employs great designers and craftspeople, it might be difficult to draw in and keep top talent in such competitive sector. To improve employee abilities and keep up with industry trends and developments, the organization might find it necessary to keep making investments in development and training (Karpelle.com, 2023).
FIRM INFRASTRUCTURE: Karpelle has a solid organizational structure that makes it possible for it to function effectively. The business also emphasizes sustainability and moral behavior, which supports the personality of its brand (Karpelle.com, 2023).
  Moreover, using the PESTEL model, an external analysis of the Karpelle Company should be conducted, in order to identify the opportunities and the challenges the company faces in the international market. PESTEL model is a tactical method for locating potential outside influences on a company. Political, Economic, Sociocultural, Technological, Environmental, and Legal elements are referred to by the term PESTEL (Rothaermel, 2014) and should be carefully examined and create effective methods to handle any problems or chances that arise.
POLITICAL:
1. Brexit: The business's supply network and sales to EU nations may be impacted by the uncertainties surrounding Brexit and future trade deals among the UK and the EU (BBC.com, 2020).
1. Government regulations: The operations and profitability of the corporation may be impacted by changes to government regulations relating to taxation, labour regulations, and trade policies (Gov.uk, 2022).
If the UK and EU are unable to achieve a trade agreement, for instance, Karpelle may be subject to increased tariffs or import taxes, which might reduce their profit margins and raise the expense of their raw materials (De Ville and Siles-Brügge, 2019).
ECONOMIC:
1. Customer spending: Karpelle's revenue and profitability may be affected by recessions or modifications to customer purchasing habits. (BBC News, 2023)
1. Currency fluctuations: Karpelle's expenses and pricing strategy may be impacted by variations in currency exchange rates. (The Guardian, 2022)
1. Inflation may raise production costs and have an effect on Karpelle's pricing policies.
Karpelle's sales may suffer if there is a recession in the UK as a result of lower consumer spending. Additionally, if the worth of the pound falls in comparison to other currencies, it would become more expensive to import goods or export final products, which would have an impact on Karpelle's profitability.
SOCIAL:
1. Social media: As social media usage has increased, it has altered how people view and discuss fashion. Karpelle can utilize social media to attract new customers, increase brand recognition, and demonstrate its dedication to ethical and sustainable fashion (Belanche et al., 2019).
1. Demographics: Aging populations and shifting demographics in different countries may have an impact on the company's target markets and revenues (Fairlie, 2023).
1. Ethical employment practices: Customers are become more and more interested in learning about the pay and working circumstances of the individuals who create their clothes. Karpelle's dedication to ethical sourcing and fair employment methods can draw clients who value openness and social responsibility (Marriott, 2021).
Karpelle's dedication to employing eco-friendly materials and manufacturing processes can assist acquire clients who feel concerned about the effects of fashion on the environment. Karpelle can set itself apart from rivals and develop a devoted customer base by promoting this component of their business via the use of social media and other advertising techniques.
TECHNOLOGICAL:
1. E-commerce: The rise of internet shopping has given Karpelle additional chances to connect with clients and broaden its customer base (Rosário and Raimundo, 2021).
1. Artificial intelligence and automation developments could help Karpelle streamline its processes and cut costs. (Ahmad et al., 2021)
Karpelle Company makes investments in cutting-edge technology to boost the effectiveness of its production methods. For example, they manufacture samples with the help of 3D printing technology and save time and money compared to using more conventional techniques. In order to simplify online sales and improve the consumer experience, the business has also created an e-commerce platform.
ENVIROMENTAL: 
1. Sustainability: Karpelle's dedication to environmental responsibility is demonstrated through the use of sustainable materials and production techniques including recycled polyester and organic cotton. Customers who are worried about the effects of rapid fashion on the environment may find this appealing (Singh and Dhamija, 2017).
1. Climate change: Karpelle's supply chain and production procedures may be impacted by changes in climate conditions or natural disasters (Intergovernmental Panel on Climate Change, 2018).
The Karpelle Company's dedication to employing eco-friendly and sustainable materials in its production procedures, as well as its initiatives to cut waste and reduce pollution, are consistent with the overarching objective of battling climate change. Governments, corporations, and the general people are paying more and more attention to the urgent issue of climate change. The textile sector, mostly because of the energy consumed in production and the environmental impact of raw materials, is said to be responsible for about 10% of the world's greenhouse gas emissions, according to a research by the Intergovernmental Panel on Climate Change (2018). Karpelle Company is reducing its carbon footprint and minimizing its impact on climate change by using sustainable practices. Karpelle might attract eco-aware clients and set itself apart from rivals if it uses sustainable materials and production techniques.
LEGAL:
1. Karpelle may need to abide by intellectual property rules to shield its designs and trademarks from misuse by rivals or copycats. (Bently et al., 2022).
1. Modifications to employment regulations and laws may have an effect on Karpelle's business operations and expenses (Servais, 2022).
1. Karpelle's business operations and financial success may be impacted by compliance with national and international trade and commerce legislation (Born, 2021).
Karpelle Company performs well in terms of compliance with regulations governing employment rights, the environment, and product safety, and may utilize this advantage to give itself a competitive edge over competitors.
  According to Gürbüz and Can (2020) an industry competitive environment analysis approach that is frequently utilized is Porter's five forces model. This model aids companies in understanding the amount of rivalry and financial performance within their industry. Companies can discover potential points of danger or chance within the sector they operate in and create effective plans to handle them by examining these forces. The five forces that compose the model are the threat of new entrants, the bargaining power of suppliers, the bargaining power of buyers, the threat of substitutes and the rivalry among existing competitors, which will be analysed in comparison with the Karpelle Company in order to identify industry competitiveness in which it operates. 
1. Threat of New Entrants: As a result of the high requirements for entry, the luxury clothing business faces little danger from new competitors. Luxury brands need to invest a lot of money in their manufacturing, advertising, and distribution, which discourages new competitors. Furthermore, it is challenging for new businesses to capture share of the market due to the strong brand recognition and customer loyalty of established premium brands. Due to the significance of brand image and reputation, high expenses for manufacturing, and limited distribution channels, the luxury apparel business faces significant entry obstacles (Chowdhury, 2020).
1. Bargaining Power of Suppliers: In the high-end fashion market, suppliers' bargaining power ranges from medium to high. Luxury brands are sometimes dependent upon their suppliers because they use premium raw materials and skilled labor to create what they sell. Luxury companies can nevertheless additionally utilize their status as a premium brand to bargain with their suppliers on their behalf. A small number of suppliers that match their strict criteria for craftsmanship and quality often collaborate with luxury brands. (Liu and Lu, 2016).
1. Bargaining Power of Buyers: The luxury clothes market has comparatively little room for buyer negotiation. Customers who purchase luxury apparel are frequently ready to spend more for high-quality goods and a unique brand image, which can reduce their negotiating strength. Further reducing buyer negotiating power is the fact that luxury firms frequently restrict the accessibility of their goods in order to retain exclusivity. Luxury brands frequently employ limited availability and exclusivity as promotional tactics to persuade customers that their products are highly valuable and desirable. (Bui, 2019).
1. Threat of Substitutes: The luxury fashion sector faces a moderate threat of alternatives. Although there are alternatives to luxury fashion products and brands, their appeal may be limited because they are frequently seen as status symbols and indicators of social standing. Furthermore, luxury firms frequently make significant investments in their brand's credibility and public image, which can establish a powerful emotional bond with their audience. Reputation of a brand and image are important factors that influence consumer loyalty and may reduce the threat of alternatives. (Ilyas and Afzal, 2019).
1. Rivalry among Current Competitors: The competition in the luxury clothing sector is intense. Strong rivalry amongst well-known brands to preserve and increase market share defines the sector. Luxury brands frequently battle on grounds like customer satisfaction, quality of product, and image of the brand. In addition, consumer preferences and trends may shift quickly in this sector, which might make it necessary for brands to continually innovate and adapt. Considering the luxury fashion market is so competitive, companies must set themselves distinct by branding and marketing tactics. (Okoroafor and Aigbedo, 2021).
Following the completion of the internal and external analyses, the Karpelle Company's SWOT analysis can be described as follows:
	STRENGTHS:
	WEAKNESSES:
	OPPORTUNITIES:
	THREATS:

	Strong brand reputation and image in the luxury fashion sector.
	High prices and some people may find it unaffordable.
	Expansion of the product line to include fashion accessories and other goods.
	Strong competition from established luxury fashion brands.

	Use of high quality and sustainable materials.
	Limited product range.
	Growth into new regional markets.
	Important markets are affected by political and economic instability.

	Strong connections with manufacturers and suppliers.
	A reliance on important sources of raw materials.
	Investing on digital marketing (social media) to boost online sales.
	Shifts in consumer tastes toward more reasonably priced and environmentally friendly clothing options.

	Skilled and experienced design team.
	Relatively small size compared to larger competitors.
	Collaboration with other eco-friendly clothing companies.
	Stricter guidelines and limitations on the usage of specific materials.

	E-commerce for reaching more customers.
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  A strategic option analysis will be carried out using the Ansoff Matrix approach in order to identify various strategic options or directions for the Karpelle Company. The Ansoff Matrix model is a method of strategic planning that can be used to find prospective business growth plans. The model is consisted of four potential strategic paths or options: market penetration, market development, product development, and diversification (Loredana, 2016).
  Market penetration is a tactic that focuses on promoting goods and services in already-existing markets. By either boosting revenue or decreasing prices, the goal is to grow market share. Karpelle Company could accomplish this by enhancing customer service, launching loyalty programs, and spending in marketing efforts in order to increase its client base in the UK (Cakir and Eren-Erdogmus, 2017).
  Product development is the process of creating new goods or services for markets that already exist. Karpelle Company might think about creating new luxury apparel lines, such accessories or shoes, to go along with its current selection of women's clothing (Dwivedi and Jain, 2020).
  Market Development is tactic that entails entering new markets with already-available goods or services. Karpelle Company might consider about establishing strategic alliances with other high-end merchants or looking into innovative channels of distribution in order to take its business to new markets like the US or Europe (Pambukyan and Mkrtchyan, 2017).
  Diversification is an approach that involves entering into new markets with fresh goods or solutions. Karpelle Company may consider about expanding its selection of products to include additional high quality items like jewellery, watches, or fragrances (Cheng et al., 2013).
  A technique for strategic analysis is the Suitability, Feasibility, and Acceptability (SFA) approach, which is utilized to assess the effectiveness of the options for strategy. According to the SFA framework, the strategic alternative is examined in light of three factors: suitability, feasibility, and acceptability. Organizations may review the potential of strategic options and select a strategy that is a suitable fit for their objectives, available resources, and stakeholders by using the SFA approach (Zolfani et al., 2021).
  Suitability relates to if the strategic alternative is suitable for the business's objectives, resources, and competencies. It involves determining if the plan is appropriate for the business while taking into account elements like competitive pressures, trends in the market, and internal advantages and disadvantages (Zolfani et al., 2021). Market penetration is a viable method for Karpelle to enhance its share of the market because it has already gained an identity in the UK marketplace. The strategy is ideal because it aligns with the company's overarching aims and objectives, as well as its resources, competencies, and strengths.
Additionally, Karpelle places a high priority on product quality and design, making this strategy a good choice to play to its advantages. The approach fits with the broader vision and principles of the business and may assist set Karpelle apart from rivals.
  Market development is a good choice because Karpelle has the chance to enter new geographic areas. The strategy could assist to reduce potential risks related to the Brexit and the current international conflicts and is in line with the business's broader objective of becoming a worldwide brand. Finally, given to the substantial risk associated in joining new, unrelated markets, diversification is a less effective approach for Karpelle. The fashion business is where the company's main strengths lie, therefore diversifying into unrelated or unfamiliar markets could cause it to lose concentration and resources.
  If a strategic option is feasible, it can be implemented considering the resources of the business and capabilities. To determine if the strategy can be implemented, it entails evaluating the business's financial standing, technological capabilities, and people resources (Zolfani et al., 2021). Karpelle has the assets and skills required to carry out a market penetration strategy, such as a solid brand reputation, well-established distribution networks, and dedicated customers. This technique is also practical for Karpelle because it has a group of skilled designers and a network of suppliers that can handle additional product lines. The corporation might have trouble finding environmentally and morally sound materials, which could make this plan less feasible.
  Considerable infrastructure, logistical, and advertising investments are necessary for business expansion into new geographic areas. Karpelle has the financial capacity to carry out a plan for market growth, but thoughtful preparation and execution are necessary to guarantee its viability. Significant investments in researching and developing, new ways of distribution, and talent acquisition are necessary for diversification. Diversification might not prove to be an appropriate option for Karpelle at this time due to the dangers associated with joining unfamiliar markets.
  As for acceptability, it's important to be taken into consideration if all relevant parties including shareholders, employees, consumers, and the general public are in favour of the chosen strategic direction. It entails determining how the strategy might affect various stakeholders and taking their values and opinions into account (Zolfani et al., 2021). 
Customers, staff members, and shareholders of Karpelle are likely to approve of a market penetration plan. It is an approach with little risk that capitalizes on the business's current assets and competencies. Karpelle's stakeholders are likely to approve of product development because it is consistent with the company's vision and values and can strengthen its reputation as a brand.
  Karpelle's stakeholders might be open to expanding into new geographical areas, but they might be concerned of the dangers that come with doing business in unfamiliar areas. For the company to gain support from stakeholders, it must show that it can properly manage these dangers. Given the company's key strengths and recognizable brand identification, diversification is a high risk approach that might not be supported by Karpelle's stakeholders. Stakeholders could prefer that the business concentrate on its core competencies while enhancing its current capabilities as opposed to expanding into new, unfamiliar markets.
  The Mendelow's stakeholder matrix, additionally referred to as the Power/Interest, is a method that helps organizations in identifying and ranking their stakeholders according to their degree of influence and interest in the operations of the business. Companies can evaluate the significance of their stakeholders and choose the right level of management and participation for each stakeholder group through applying the Mendelow's stakeholder matrix. Organizations may be able to strengthen stakeholder interactions and make better decisions as a result (Kivits, 2011). Moreover, a stakeholder analysis will be conducted by applying Mendelow's stakeholder matrix to assess the acceptability of the strategic option for the Karpelle Company.
1. High Power, High Interest: Customers, Employees and Shareholders
Customers: They have the power to choose other solutions if Karpelle does not fullfil  their expectations and are very concerned about the quality and eco-friendliness of the items.
Employees: They have a strong stake in the achievement of the business because it immediately affects their ability to advance professionally and keep their jobs.
Shareholders: The financial performance of the business is of great importance to shareholders, who are also interested to see an return on the money they invested.
1. High Power, Low Interest: Government authorities, Local communities and Suppliers
Government authorities: Although they have the authority to make the company comply with rules and regulations, they might not be particularly interested in the business's specific strategic orientation.
Local Communities: Although they have the ability to influence the firm's operations and reputation in their region, they might not be particularly interested in the intricacies of the strategic path the company is taking.
Suppliers: Although they have the ability to influence the supply chain's cost and quality, they might not be particularly interested in the business's specific strategic goals.
1. Low Power, High Interest: Environmental organisations, Media and  Competitors
Environmental organizations: Although they are extremely interested in the company's eco-friendly and sustainable policies, they might not have the ability to directly influence the strategic direction of the company.
Media: Although they may not have the authority to directly influence the company's strategic direction. They have a strong stake in reporting on the company's reputation and behavior.
Competitors: They are highly interested in the strategic direction of the organization and may use it to guide their own strategies. However they might not have the authority to directly affect that direction.
1. Low Power, Low Interest: General public and Trade unions
General Public: Although they may not be particularly interested in the strategic plan of the company, they could be affected by it unintentionally due to the business's reputation.
Trade unions: If the company's strategic orientation has little impact on their members' jobs and working conditions, they might not be particularly interested in it.
[bookmark: _Toc131007602]CONCLUSION AND RECCOMANDATIONS:
  According to the comprehensive analysis of Karpelle Company, which examined both its internal and external environments, we identified the company's strengths and weaknesses using Porter's value chain model, which pointed out places where the organization might improve its operations and gain a competitive advantage. By performing a SWOT analysis, which compiled the results of both internal and external research, it was indicated the most important strategic options the company could pursue.
  The competitiveness of the sector in which Karpelle operates has also been assessed using Porter's five forces model. According to the report, there is a high level of competition in the market and moderate to significant risks from alternatives, suppliers, and new competitors. Nevertheless, the company's solid brand recognition, cutting-edge product lines, and sustainable business practices could assist in minimizing some of these risks.
  The strategic choices open to Karpelle, such as market penetration, product development, market development, and diversification, have also been identified using Ansoff's Matrix. Stakeholder study revealed that each alternative has diverse levels of acceptance from various stakeholder groups. Each option was evaluated for suitability, feasibility, and acceptability.
  In conclusion, the Karpelle Company operates in a competitive marketplace, however it also has a number of advantages, such as its strong brand image and commitment to sustainability, which it can use to seize development possibilities. As a result, the business must implement effective methods to deal with these problems and maintain its position as a leader in the sector.
  Karpelle Company might put more of an emphasis on product variety by releasing fresh, cutting-edge goods on the market (jewellery, shoes, bags). This tactic may enable the business to increase the variety of its product offerings and reach additional customers. 
For the implementation of the strategy, the business can carry out market research to determine client wants and preferences, and then develop products in line with those needs and desires (1-2 months). In order to generate distinctive and differentiating items that can provide it a competitive edge in the market, the company can also spend in research and development (3-6 months). To spread the word about its new items and draw customers, the corporation can use targeted advertising and promotional activities. In order to communicate with customers and reach a larger audience, it can also use digital marketing platforms (7-8 months).
  Diversification is a suggested strategic strategy that can be advantageous for Karpelle Company in a number of ways. Firstly, the company could reduce the risk of revenue variations caused by shifts in market demand by expanding into new markets and creating new products. This will help the company become less dependent on its existing products and markets. Second, the company can establish a competitive edge in emerging markets and categories of products by utilizing its current resources and competencies, which will improve its share of the market and profitability. Thirdly, by allowing the firm to adapt and alter in reaction to the rapid business environment, diversification can assist the organization remain ahead of industry trends and developments. 
  If the suggested strategic alternative is not implemented, it may result in lost possibilities for growth, lower market competitiveness, and an inability to satisfy changing customer wants and preferences. The business may also struggle to find and recruit talented personnel, to stay financially stable, and to keep up with technology changes.
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