14

[image: Discover University of Wales Trinity Saint David] 




	Student Name:
	Vasil Stefanov Pavlov
	Student ID:
	2312445

	Programme:
	BA (Hons) Leadership and Management Skills for the Workplace   

	Module:
	Strategic Management for Business

	Module code:
	LCLM  6001

	Module Leaders:
	Nishi Ramsurrun
Sujeewa Herath

	Internal Verifier:
	Md Kalam
Samuel Ofori

	Assignment Title:
	Individual Report

	Word count:
	3,297
























[bookmark: _Toc212811479]Executive Summary.

This report presents a strategic analysis of Pip and Nut, a small business in the UK, which specialises in the production of natural foods, and offers recommendations on how it can sustainably grow. The analysis shows that a business is having a strong brand based on its health and sustainability, which is an essential strength in a competitive market. This is, however, neutralised by the difficulty in becoming profitable and the over-dependence on the UK market.

Extensive environmental analysis reveals that there are great opportunities in consumer trends towards eco-friendly products and globalisation, and threats from economic pressures and stiff competition. Applying the Ansoff Matrix to assess strategic options, the possible course of action for the future is an increased Product Development approach, aimed at creating a high-quality series of regeneratively sourced goods in recyclable packaging. This strategy helps the company to use its internal strengths, to create a defendable competitive edge, as well as meet the expectations of stakeholders.

Some of the recommendations that have been implemented are a gradual introduction of the products to avoid risk, ensuring mission-related financing, and enhancing partnerships within the supply chain. This approach is going to make Pip & Nut resilient in the long run, stand out among the competitors clearly and reaffirm its mission as the engine of its business achievement.
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SME: PIP & NUT
[bookmark: _Toc212811480]Introduction. 
Pip & Nut is a well-known UK food brand that was started in 2015 by Pippa Murray and specialises in 100% natural palm-oil and refined sugar-free nut butter. The SME is located in London and according to Growjo (2025), the enterprise has 60 employees. Its product lines include traditional and flavoured peanut, almond and cashew butter, novel snack packs and a ground-breaking Buttercup oule (Pip & Nut, 2025). The uniqueness of the brand is based on its contemporary, colorful image that resonates with a health-conscious audience and its firm dedication to sustainable sourcing and ethically responsible packaging that can be recycled entirely. 
The company uses a hybrid business model. It builds direct consumer relationships via e-commerce framework, but scales the business via a solid business-to-business (B2B) model, where its products can be found in the collections of all the largest UK supermarkets, such as Tesco, Sainsbury, and Waitrose. This plan has contributed to the spectacular financial and operational expansions. In the financial year 2024, Pip and Nut Ltd registered a turnover of £ 17,546,000 which was a stellar increase of 33% from £ 13,163,000 in the financial year 2023.  

[bookmark: _Toc212811481]PIP & NUT strategic direction and goals
The strategic path of Pip and Nut has been clearly defined with a 2-layer structure comprising of a commercial growth agenda and a fully entrenched, purpose-driven sustainability vision. Its overall mission is to make delicious and natural food that helps people and the planet, which has become the fundamental principle of its long-term strategy. The larger vision of the company is the development into an industry leader in environmental and social stewardship. The full operation of the company is adjusted to the Sustainable Development Goals of the UN (SDGs). This is not a CSR initiative but a central strategic pillar. The vision is sub-divided into specific goals set over a defined time period from 2025 to 2040. Among strategic objectives is the sourcing of regenerative farm-grown nuts to restore the ecosystem (SDG: Life on Land), the delivery of Net Zero packaging portfolio (SDG: Responsible Consumption), and reaching a leading score of B Corp of over 110 points (Pip & Nut, 2025). This shows a strategy orientation in which brand value is intimately connected with positive impact on the planet.
The strategic direction focuses on growth and expansion of the business. A clear evidence for this is the company’s penetration to great UK supermarkets and strategic acquisition of a Belgian venture in 2024 to expand in Europe. This is a very critical move for post-Brexit growth (Pip & Nut Ltd, 2024). Moreover, sustained product innovation and category diversification other than core nut butters are major targets in order to propel revenue.
Pip & Nuts has a very ambitious business strategy in the appraisal and its strategy is purpose led and modern. However, the sustainability objectives, especially to achieve Net Zero by 2040 and to redefine its supply chain into regenerative agriculture are elaborate and may prove to be very expensive. The major strategic conflict is how to finance these long-term, capital-intensive investments of sustainability and at the same time to pursue aggressive commercial growth and control its current ride to profitability. Its success is determined by its capacity to use its ethical brand to gain customer loyalty and premium positioning, thus transforming their purpose-driven strategy into a competitive advantage and business sustainability.


























[bookmark: _Toc212811482]External Environment
[bookmark: _Toc212811483]Porter's Five Forces Analysis
The external environment of Pip & Nut can be well analysed by using Porter’s Five Forces framework. According to Porter (2008), businesses are affected by the following external forces; the bargaining power of suppliers and buyers, the threat of new entrants and substitutes, and the intensity of competitive rivalry. These forces determine the overall market attractiveness (Grant, 2021).[image: C:\Users\user\Downloads\Porter’s Five Forces Pip & Nut.png]

[bookmark: _Toc212811484]PESTEL Analysis

[bookmark: _Toc212811485]Political
Just like any other business, Pip & Nut has major political hurdles to beat. The enterprise is faced with increased administrative burdens, delays and increased costs when exporting products to European Nations. This is caused mainly by the fact that the UK exited from the European Union, a move that can cause non-tariff barriers to be complicated, new customs declarations, rules of origin inspections, and food export health certifications to be created (Institute for Government, 2023). However, the acquisition of a Belgian manufacturing base in late 2024 reinforces its competitive positioning. This action will localise production into the EU, and avoid these political obstacles and place the company in a better position in the European expansion more easily and economically.

[bookmark: _Toc212811486]Economic
The existing economic environment is a direct challenge to the positioning of Pip & Nut. Due to inflation, household disposable incomes are under pressure. Consumers in turn will tend to be cost-sensitive especially on non-basic items. This can make them switch to other cheaper products in the shelves (Mintel Store, 2023). This increases market competition due to cheaper substitutes in the same supermarket shelves. In the case of Pip & Nut, this implies that its brand reputation and its focus on quality needs to be strong enough to attract its price point. 

[bookmark: _Toc212811487]Social
Socio-cultural trends are also a strong tailwind for the company. Consumer tendency toward health and wellness is continuous and expanding, and there is a growing demand for natural, low-processed food with easy-to-understand ingredient listings (Kotler et al., 2022). Moreover, increased environmental consciousness and social conduct in manufacturing are affecting purchasing choices. However, looking at Pip & Nut's impact, the company seems to be on the safe side. The brand already pitches its products as being the better choice for people and the planet. Also, the company’s sustainability agenda is aligned with the current global social trends which gives the company a competitive advantage a good foundation to brand loyalty. 

[bookmark: _Toc212811488]Technological
Technological advancements offer opportunities but also come along with costs. By applying technology in the food and science industry, Pip & Nut can constantly innovate and produce new flavours and textures. They can as well advance into other categories such as snack packs. Technology can also help Pip & Nut in its digital marketing initiatives and e-commerce platforms to communicating with its community, and acquiring valuable customer information. Being competitive requires the company to make continuous investment in these technological areas in order to drive growth and retain its innovative brand image.

[bookmark: _Toc212811489]Environmental
The supply chain of Pip & Nut is directly vulnerable to environmental challenges, especially climate change. Change in weather patterns, water shortages, and pests also severely affect farming of the major raw materials in agriculture, including almonds and peanuts; hence, resulting in crop failures, fluctuating prices, and loss in supply. The strategic intent of the company to mitigate this is the focus on regenerative agriculture, as well as developing long-term relationships with suppliers.

[bookmark: _Toc212811490]Legal
The legal and regulatory environment is rapidly becoming tough, especially on claims related to the environment and packaging. UK is applying more stringent policies on extended producer responsibility (EPR) and tax on plastic packaging, which will make compliance more expensive. By going the extra mile to achieve their objectives of providing a Net Zero packaging portfolio, Pip and Nut has already taken a significant step in the right direction in terms of these changes in the law, placing it on the front line of regulatory curves. Additionally, its B Corp status gives it an authenticated model of its social and environmental assertions that could serve to reduce the threat of greenwashing charges and foster confidence among consumers and lawmakers.

[bookmark: _Toc212811491]Internal Environment 

[bookmark: _Toc212811492]SWOT Analysis

[bookmark: _Toc212811493]Strengths
The strong and genuine brand identity is the biggest strength of Pip & Nut and is deeply entrenched with its strategic purpose of producing better-better-planet products. This is supported by the fact that it is a B Corp-certified company with a clear sustainability roadmap, which erects a lot of trust and loyalty among an increased number of ethically-driven consumers (Eccles et al., 2014). The second advantage is that it has successfully penetrated the major supermarket channels in the UK, which gives it a large reach of the market and brand that cannot be easily acquired by new entrants.

[bookmark: _Toc212811494]Weaknesses
One of the inherent weaknesses of Pip & Nut is that it has not been profitable, since its reported profit and loss statement shows that it made a loss of £266,856 during the 2024 financial year (Pip & Nut Ltd, 2024). Such financial performance shows that it depends on external funds to finance operations and growth thus becoming vulnerable. The company also excessively relies on the UK market which restricts its growth aspiration as compared to more diversified competitors. 

[bookmark: _Toc212811495]Opportunities
Strategic international expansion offers the greatest opportunity to Pip & Nut, a route which it has already embarked with the joining of the EU market. This spreads out its revenue base and lowers its dependence on UK. Moreover, the strong and long-term consumer movement toward plant-based, sustainable food gives it a significant opportunity to expand its core market. Its strong brand can also be used to expand into new but related product areas to boost customer lifetime value and market share.

[bookmark: _Toc212811496]Threats
The most short-term threats are high competitive levels and economic pressure. Healthy spreads/snacks market is full of huge established competitors, small-scale brands, and cheaper home-labeled products, all competing on the shelves and consumer preference. At the same time, a global economic crisis poses a risk of decreasing consumer demand of high-quality, branded health foods. Another serious threat is a supply chain vulnerability; its dependence on certain nut crops makes it vulnerable to price fluctuations and deficit due to climate change and geopolitics that may affect the cost and production stability.

[bookmark: _Toc212811497]Strategic Growth Choices and a Proposed Sustainable Strategy

For SMEs such as Pip & Nut, the choice of the appropriate growth strategy is essential. This is because the enterprise must be able to compete in the market with the use of its limited resources. The Ansoff Matrix gives a clear structure of how such decisions can be approached outlining four strategic directions; Market Penetration, Product Development, Market Development, and Diversification (Ansoff, 1957). Each alternative involve different levels of risk and reward and they have to be properly balanced against the capabilities of the company and the market situation.
The current path of Pip and Nut can be traced over this matrix. The company has pursued rich Market Penetration in UK. This is through its listing in all the major supermarkets. This is a growth in market share in the existing market with the existing product which is usually achieved using competitive prices, augmented marketing, and promotion (Johnson et al., 2020). Although this is a low-risk strategy, there exist a low growth potential in the near future as Pip & nut becomes a saturated shelf in the United Kingdom nut butter market. At the same time, the company is vigorously undertaking Market Development. This is a risky plan which entails venturing into new markets with its existing products such as its recent acquisition in Belgium to venture into the European market which is a direct response to the political and economic limitations of the UK market after Brexit.
Besides, Pip & Nut has showed interest in Product Development as it recently launched some new products such as Buttercup spreads and snack pack to its current customers in the UK. This plan will take advantage of the good brand reputation and R & development witnessed by the company to sell more to existing clients. Nevertheless, both the Market and Product Development are very expensive and risky as the new products and market do not get traction. Pip & Nut has also the opportunity to engage in Diversification. This is especially with its new European market, the company can launch new products in those markets. However, this is the most dangerous strategy to an SME, as it leaves the company out of its area of specialisation, and is not the most recommended option without a stable financial base (Lynch, 2021).
Although the existing Market and Product Development strategies of Pip & Nut can be described as logical, a more focused and long term strategy is needed. The proposed strategy needs to be intensified and vertically-integrated with the core focus being a circular economy model. This suggestion falls within Product Development quadrant. It involves the introduction of a new, high-end sub-line of nut butters and related products that are sourced through its network of regenerative agriculture partners and packaged into entirely circular, refillable, or compostable packaging.
There are numerous compelling reasons why this is a sustainable strategy. To start with, it is directly aligned and complements the core mission of the company. This therefore ensures that the company’s sustainability commitments also the core offering. This gives it more brand authenticity and shields against the greenwashing accusation. This approach makes Pip & Nut a convex leader rather than a competitor, as many consumers, especially younger people are making buying decisions grounded on the environmental and social reputation of a company (Kotler et al., 2022).
Secondly, this plan creates resiliency in terms of operations in the long run. Investing and ensuring a clear, regenerative supply chain, Pip & Nut can reduce the risk posed on the environment by climate-related supply shocks. It is, by extension, vertical integration, which offers a company more control over the quality of inputs, price stability, and security of supply, which is a key benefit in a highly volatile agricultural market (Porter, 2008). Additionally, the devotion to a circular packaging concept makes the business future-proof against the legal risk of even more severe environmental regulations, changing a potential compliance burden into a special selling point.
According to a resource-based perspective, this approach uses the main strength of Pip & Nut as a strong brand and a B Corp to develop new, valuable, and rare resources that competitors find hard to replicate (Barney, 1991). This is due to the fact that, big established players might struggle to shift all their stock to regenerative sources, whereas smaller start-ups will not have the brand recognition and retail connections to roll out such a superior line effectively.

[bookmark: _Toc212811498]Stakeholder Analysis and Strategic Evaluation

The acceptability and feasibility of the proposed circular economy strategy would not be possible without a stakeholder analysis. The major stakeholders of Pip & Nut have different degrees of interest and power that directly affect the strategic choice. The Mendelow’s Matrix maps shareholders/Investors and Major Retailers in the High power, high interest stakeholders category (Mendelow, 1991). As investors bring forward their funds, they are seeking an honest way to profitability and long-term value-generation. They might not be convinced of the capital-intensive sustainability goal unless it is plausibly associated with the premium pricing and leading the market. On the same note, power of major retailers is high because they have a control on shelf space. Their interest is on high sales and good margins. 
The other category is that of high interest and low power stakeholders. These are the employees and Core Customers. Employees are attracted to Pip & Nut’s mission and anticipate that the company lives its ideals of B Corp. This group would accept the proposed strategy if it enhances morale and retention. Customers on the other hand, who are also the main market have the high interest of healthy and environmentally conscious products. They have considerable interest which stems from their purchasing power. 
There is also the high power and low Interest ones who are majorly the Lenders. Their major worry is the financial health of the company and also their capability to pay the debt. The viability of the strategy will be based on showing that the investment will not compromise the cash flow within the medium term. Lastly, Suppliers (Regenerative Farms) are not powerful, they can be modified, and the success of the strategy will shift them to a high-interest, high-power category in the long run.
Using the RACI model on the proposed strategy, the Senior Management (Board) should be Accountable. The launch and execution would be the responsibility of the Marketing and Product Development teams (Suhanda and Pratami, 2021). This requires those with stakes in the company, including investors and even huge retailers, to be informed and their support consulted, as their buy-in is essential. 
In conclusion, the suggested circular economy strategy is quite acceptable to high interest stakeholders, such as employees, and core customers. At the same time, it is feasible since it capitalises on the core competencies of the firm and follows the prevailing trends in the market. Just by the fact that it is sustainable and delivers long-term competitive advantage, it can therefore be said to control the expectations of the strongest stakeholders.

[bookmark: _Toc212811499]Key Strategic Recommendations

The following are the main recommendations that can be made regarding the future development of Pip & Nut, considering the resource limitations that are characteristic of SMEs as well as basing argument on the analysis done.

1. Prioritise and Phase the Circular Product Line Launch.
The company needs to focus on phased launch rather than a high risk full-scale launch. Introduce a pilot of one, high-end, regenerative-sourced product in a fully circular package. Introduce it through direct-to-consumer (D2C) channel and identify top retail partners to experiment on pricing, consumer feedback, and logistics. This reduces start-up costs and enables trial by error, which is an important strategy that SMEs use to reduce risk and maintain cash flows (Storey and Greene, 2010).

2. Secure Strategic Financing for Sustainability.
In order to address the traditional SME problem of financing long-term strategic projects, Pip and Nut must be more proactive to find the financing that would advance the mission. This involves finding out about green loans, sustainability-linked bonds or even talking to impact investors whose return demands are aligned with their aspiration to see quantifiable environmental and social effect on them. This gives the required capital without making a decision between sustainability and financial survival.

3. Develop a Robust Stakeholder Communication Plan
A focused communication plan is necessary to make the strategy acceptable. To investors, explain how the high end product line will enhance margins and brand equity. In the case of large retailers, current data and market strategies showing how such an initiative can help with ESG measures and category development. This proactive involvement keeps the high power stakeholders under control.

4. Invest in Supply Chain Resilience: 
The effectiveness of this plan relies on the availability of regeneratively grown nuts without any concerns about security. Pip and Nut need to institutionalise long term relationship with major suppliers by signing contracts that ensure both quantity and quality and offering premium price to farmers. This backward integration reduces the high SME vulnerability of supply chain disruption and creates a distinctive, scarcely replicable resource (Barney, 1991).

5. Embed Key Performance Indicators (KPIs) for the New Strategy.
Introduce a balanced scorecard to monitor the performance of the new product line on targeted KPIs, such as: premium sales volume, customer acquisition cost, and packaging waste reduction, and regenerative sourcing acres progress. This makes sure that the strategy is being executed and that it is giving the desired triple-bottom-line results as promised.

[bookmark: _Toc212811500]Conclusion
In summary, Pip & Nut has a good brand and market position that is hard to challenge. However, its financial performance and concentration in the UK market are weaknesses that Pip & Nut has to beat. The proposed approach of becoming an SME with a circle-based, regenerative-sourced product line is not just an innovation strategy but a revolution. This approach is the best to help Pip & Nut attain sustainable competitive advantage because it has the core values of the company in it. In addition, the proposed strategy offers feasible ways for Pip & Nut to beat the odds experienced by SMEs since it provides; long-term growth, profitability, and impact on its mission. However, the strategy can only be achieved if Pip & Nut aligns its finances well, and proactively manages key stakeholders. 
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