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[bookmark: _Toc97475479]Introduction
Developing sustainable business strategy involves incorporation of economic, ecological and social objectives into an organisation’s goals, tasks and planning, with a mission to create long-term value for the enterprise, stakeholders and the society as a whole (Long, 2019). Thus, it is necessary to manage and handle to strategic options identified by the small and medium scale firms for enhancing competitiveness. Gavurova, Cepel, Belas and Dvorsky (2020) claimed Strategic Management as a significant tool for SMEs to attain desired outcomes for consistent growth and success and gain competitive advantage. 
 The aim of this document is to formulate a sustainable business strategy for a South Australian SME, D&S Quality Meats that offers higher quality, freshly made and Country Style Meat to the citizens of Northern Suburbs. The current paper would appraise the firm’s current strategy critically by implementing Porter’s 5 Forces to identify the relative power of a firm’s rivals, possible new market entrants, power of suppliers and consumers along with entry of substitute products which would impact the firm’s profitability. Also, the external and internal environment (micro and macro environment) along with its opportunities, threats, strengths and weaknesses of the firm would be analysed using SWOT and PESTLE analytical tool. In addition to this, stakeholder analysis for identifying main stakeholders and their relative power has been provided in the document using stakeholder grid. Further, three possible strategic growth options to gain long-term future have been determined by identifying best possible approach using Balance Scorecard along with the recommendations focussing on change management within the organisation. 
[bookmark: _Toc97475480]Company Background- D&S Quality Meats
D&S Quality Meats, founded in 2010 by brothers Danny and Shane Gramazio is a part of Grocery retail industry and aims to offer higher quality, freshly made and Country Style Meat to the citizens of Northern Suburbs through its 2 conveniently located hubs (Golden Grove and Blakeview).  The company employs 25 employees and earns an annual revenue of less than $5 Million every year. The firm engages in raising and feeding the cattle locally at an inspected location and produces all-natural and hormone-free beef by bringing affordable and high-quality products for the customers. The firm’s food items are handmade and use fresh vegetables, Panko bread crumbs with a wide range of gluten free sausages and marinades. The company has also initiated an e-commerce platform for delivering the fresh meat items at the doorsteps of the customers with an Afterpay options of payment for both physical and online purchase. In addition to this, the firm provides midweek meals in an exclusive pack such as budget packs, value pack, freezer pack, family pack etcetera in discounts and offer prices. 
[bookmark: _Toc97475481]Critical appraise Of Current strategy
[bookmark: _Toc97475482]Porter’s 5 Forces Model
The mission and vision of the business organisations are necessary to determine the organisational purpose and future direction.  In context to D&S Quality Meats, the mission of the firm is to produce and offer high quality, country style meat food items for satisfying the taste buds with an exceptional experience and great value for customers. The firm’s vision is to become a hub of beef industry through building a strong relationship with the customers and introducing new and stimulating ways for rewarding regular users and purchasers. The company’s mission is to provide the customers with high-quality beef products while structuring a sustainable business to support Australian beef industry (D&S Quality Beef, 2022). Post the pandemic, D&S has been selling their products digitally as well as in the storefront of their processing plant as the company has received plenty of customers’ orders which provides them with an opportunity to serve the community with efficacy and sustainably. 
[bookmark: _Hlk99960498]The organisation’s current strategy would be analysed using a tool named, Michael Porter’s theory of competitive advantage, which aids in identifying the relative power of a firm’s rivals, possible new market entrants, power of suppliers and consumers along with entry of substitute products that impact the level of profitability of an enterprise (Bruijl, 2018). Porter’s 5 forces for D&S Quality Meats are discussed below:
· Rivalry In meat Industry- This force implies the number of players in the industry with their relative power to undercut a specific firm (Porter, 1997). In context to D&S Quality Meats, the company is in growth stage of its life cycle with few buyers and highly investment into technology and infrastructure. In Australian food market, D&S Quality Meats biggest competitors are Antonios Quality Meals and The Family Cook providing sustainable and delicious recipes with flexible plans for customers in South Australia (The Family Cook, 2022; Antonios Quality Meals, 2022).
· Threat Of New Entrants into Meat Sector- This force implies that manner in which a firm’s power is influenced by new entrants into its market. Here, D&S Quality Meats might be influenced by the entry of enterprises focussing on meals prepared based on plant produce and vegan meats. 
· Power Of Suppliers- This force determines the power of suppliers in driving up the cost of raw materials/inputs (Porter, 1997). The suppliers that might exert significant control over terms, prices and quality indicate the meat and vegetable vendors, butchers and equipment suppliers. 
· Power Of Customers- The ability of the customers to exert power on the firm within the market to lower price and increase the quality. This force is influenced by the number and significant customers and cost to be incurred by the company for finding new customers to sell products. Here, in context to D&S Quality Meat, the firm is an SME which is a new startup initiated in 2010, holding a low client market, thus, there is probability of higher customer bargaining power to retain the existing consumers and attract new customers. 
· Threat Of Substitute Products- This attribute refers to the threat confronted by the firms from the substitute products or services that could be used in place of a firm’s products. Companies producing goods/services where there are no valid substitutes will be more able to raise prices and lock in terms catering to their self-interest. If substitutes are available - customers will have greater power by choosing not to buy a taking this power away from the company itself. However, in case of D&S Quality meals might pose a threat from seafood or plant based restaurants offering meals to customers which would persuade the company to lower its price and power in the food industry (Awe, 2022).
From the above analysis, it has been identified that D&S Quality Meats adopts skimming pricing strategy to reach the market segment which is price insensitive and willing to pay premium price for a specific product. As the products offered by the firm are new, the company needs to adjust the prices as per the customer response and behaviour. Also, the firm engages in initiating new franchisees to reduce the operational cost and enhance sales. 
[bookmark: _Toc97475483]Environmental scanning
Okwemba and Njuguna (2021) explained environmental scanning in detail referring to gathering and monitoring information from a business organization in context to internal and external environment to identify the current strengths and weaknesses and future threats and opportunities, which are necessary for the future success and growth. 
[bookmark: _Toc97475484]PESTLE Analysis
A PESTLE analysis is a framework that helps in gaining a macro environment of a firm indicating Political, Economic, Social, Technological, Legal and Environmental factors. It aids in establishing the environmental factors that impact the decision-making process in the firm internally (Dalirazar and Sabzi, 2020). The factors in external environment of D&S Quality Meats are explained below:
1. Political Factors- These factors regulate the degree to which a government might impact the economy or a specific industry. The Australian Food safety standards obligates the food companies to produce meals that are safe and suitable for general public to consume (Foodstandards, 2015). Also, it is required for the firm in the food industry to adhere to the biosecurity requirements of Australia under the Biosecurity Act, 2015 for the imported products which impacts the operations of the food companies. Further, Food regulations in Australia such as consumer protection laws relate to marketing and advertising activities wherein the business firms must provide truthful and not misleading information about food offered (Foodregulation, 2021). Thus, D&S Quality Food needs to comply with the governmental regulations to attain an efficient position in food sector in Australia. 
2. Economic Factors- These are determining factors for an economy’s performance which impact the firm directly and have long term effects. The Federal government in Australia is implementing initiatives to meet net zero carbon emissions as soon as by the year 2050 (OECD, 2021). Real GDP of Australia increased post pandemic which helped the food industry in growing their businesses such as D&S Quality Meats. [image: ]
Figure 1: GDP rates in Australia (Source: (OECD, 2021))
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Figure 2: Economic Parameters Statistics in Australia (Source: (OECD, 2021))
3. Social Factors- These elements take into account all the events such as cultural prospects, norms, demographic population, healthy consciousness, that impact the society and market socially. It has been forecasted that the gluten-free foods and beverages market in Australia would reach the CAGR of 7.8 per cent during year 2020 and 2025) (Mordorintelligence, 2019). Further, enhanced environmental and diet consciousness have influenced the Australian population to reduce the meat consumption and consume plant-based foods in large quantities. Thus, D&S must consider these factors to enhance its product line with more gluten free and plant-based meals (Khara, Riedy and Ruby, 2021). 
4. Technological Factors- These attributes refer to the innovations in technology that might impact the operations of a market or industry favourably or unfavourably. The outbreak of COVID19 has enhanced the sales for online grocery retail businesses, holding 81% over the last five years. Thus, D&D Quality Meat must spend in marketing budget online to enhance the sales level. Further, automation in the field of fast food in Australia has expanded the food preparation processes by introducing robotic technology to make it easier for fast-food personnel (Premack, 2018). This innovations in technology must be focussed by D&S Quality Meals to gain effective position in the Australian fast-food sector. 
5. Legal Factors- There factors focus on certain laws and policies that impact the business environment in a specific nation. The Australian government requires the businesses in food industry to comply with Food and Grocery Code of conduct that governs specific conduct by grocery retailers and wholesalers while dealing with suppliers (ACCC, 2021). In addition to this, Competition and Consumer Act, 2010 applies to all food retailers for adhering with the Unit Pricing Code including retailers with floor space of greater than 1000 squares and online retailers selling minimum variety of food-based grocery commodities (ACCC, 2021). 
6. Environmental Factors- These factors comprise of all changes in surrounding environment that influence the business operations favourably or unfavourably. The food processing and food manufacturing businesses in Australia have been focussing on environmental sustainability to enhance the brand loyalty among the customers (Greenindustries, 2021). In addition to this, the main principle in the restaurant sector is cleanliness and develop strategies for waste management and recycling. To survive in food industry, D&S Quality Meats must adopt sustainable packaging and labelling to enhance the customer groups. 
[bookmark: _Toc97475485]SWOT Analysis
SWOT Analysis is an analytical tool used to evaluate a business organisation’s competitive position and implement strategic planning for consistent growth (GÜREL, 2017). This tool helps in assessing the strengths, weaknesses, opportunities and threats faced by the business firms.
[bookmark: _Toc97475486]Strengths
1. Fresh and Quality meals- D&S Quality Meals offers healthy, Country Style Meat and ready-made meals as they have strong links with butchers (D&S Quality Meats, 2022). 
2. Adopt values of a traditional butcher- The firm prepares meals by raising grass-fed, local and grain-finished cattle which makes the product all-natural (D&S Quality Beef, 2022).
3. Wide range of gluten free items- The foods prepared in D&S Quality Meals are made in safe environment by considering specific allergies like gluten free requirements. According to survey, it has been estimated that 11% of Australia follow a gluten-free diet which is taken into account by the firm (Mahady, 2018). 
4. E-commerce platforms- The company has established an online service (for delivering the products at the doorstep of customers by easy and accessible payment through After pay and Zip Pay. (www.d-s-quality-meats.myshopify.com)
5. High customer experience with stronger bonds- The company provides discounts and offers on its online platform with broad ranges of family packs, freezer acks, offer packs budget packs etcetera (D&S Quality Meats, 2022). In addition to this, the firm also provides groceries, pet foods, kitchen utensils as additional product range which enhances the customer group. 
6. Named as “Home of the World’s Best Steak- The company provides fresh and high-quality meat meals with locally sourced raw materials for the customers which makes it as the hub of best steak at global level. 
[bookmark: _Toc97475487]Weaknesses
1. Limited vegetarian Menus- The product line of D&S Quality Meats includes major part of non-vegetarian items such as, chicken, beef, ham, bacon etcetera and do not offer food meals for vegetarians, which acts as the firm’s area of improvement (D&S Quality Meats, 2022). 
2. Unhealthy Food Menu- According to Australian Dietary Guidelines, it is recommended to limit the consumption of processed meats (like ham and bacon) for preventing health risks concerned with these foods (Betterhealth, 2022). Offering certain food items regarded as unhealthy in their menus is company’s major weakness.  
[bookmark: _Toc97475488]Opportunities
1. Innovation In Technology- The technological innovations in food industry in Australia including Plastic-Free Packaging, Computerized Technology and Plant-Based, Animal-Free commodities would act as an opportunity for D&S Quality Meats (FoodSafe Drains, 2021). 
2. Growing e-commerce market- The sales in the e-commerce food businesses have experienced growth of 30% in the financial year 2021 (Statista, 2021). Thus, it provides the opportunity to D&S Quality Meats to expand its online business. 
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Figure 3: Sales Growth in E-commerce food industry (Source: (Statista, 2021))
3. [bookmark: _Hlk97284798]Higher demand for fast foods- The Fast Food and Takeaway Food Services industry has seen a significant growth of 0.2% every year between the year 2017 and 2022 in Australia (Ibisworld, 2021). Thus, it provides an opportunity for D&S Quality Meats to expand its business in Australian fast-food industry. 
[bookmark: _Toc97475489]Threats
1. Rising competition in food industry- As per the report via Australian Food and Grocery Council, the food and beverage and grocery produce industry has grown with a value of $122 billion and comprises of 15,000 business units of all sizes. This increases the threat factor for D&S Quality Meats to gain competitive advantage (Khoury, 2020).
2. Entry of different variants of food items- It has been identified that Australians have become health conscious by changing their behaviours and demands to consume plant based and vegan foods items. The sales growth in the market for meat substitutes has increased by 46 per cent in the year 2020, from $35 million to $70 million, which increases the threat for the firm (GFI, 2020). 
3. Increase in Health and environmental consciousness- Australian individuals’ food-related environmental awareness on the impact of meat production has increased, with a substitution in behaviours from meat consumption to organic food intake which acts as a threat for D&S Quality Meats. 
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[bookmark: _Toc97475490]Stakeholder Analysis
Stakeholders are the individuals that impact the accomplishment of a firm’s goals and objectives and are impacted by the achievement of the firm’s goals and objectives. It is important to assess and analyse the stakeholders in terms of power and influence over the firm. According to Gregory, Atkins, Midgley and Hodgson (2020), the stakeholder analysis refers to systematically collection and assessment of qualitative data for determining the individuals interests that must be taken into consideration while formulating a business policy. For analysing the stakeholders’ power and influence, it is necessary to follow following step wise process. These are:
1. Identifying the major stakeholders
2. Investigating the interest and characteristics of the involved stakeholders. 
3. Next step is identifying interaction patterns between stakeholders
4. Further, determining the degree of power and roles held by each stakeholder group 
5. Assessing the options to minimize power clashes among the stakeholders
The stakeholders involved in D&S Quality Meats customers, personnel, investors, shareholders, media, delivery service providers, local community and suppliers, which might impact the goal achievement or might get impacted by the firm’s operations in a favourable or unfavourable manner. Mendelow (1991) introduced a power/interest Grid that outlines and displays the assessment of stakeholder groups on the basis of Power (ability to influence the firm’s strategy or project resources) and Interest (their interest in the organisation’s operations). High Power and high Interest Stakeholders should be managed and considered closely and must be invested with plenty of time and resources. Whereas, stakeholders with low power and low interest must be monitored carefully and minimum effort spent in time and wealth. The 2 leftover quadrants underline the stakeholders which hold high Power and low Interest and must be kept satisfied and those that high Interest and low Power must be kept notified (Winstanley, Sorabji and Dawson, 2009). The Stakeholder analysis showing power/interest grid for D&S Quality Meats is provide below:
1. High Power and High Interest- The stakeholders that hold high power and high interest and need to be managed closely by the firm include shareholders and investors. These groups are the key individuals that need to be consulted while formulating policies, goals and strategies for the firm and must be keep informed of the actions and conclusions of the project (Winstanley, Sorabji and Dawson, 2009). 
2. [bookmark: _Hlk97304136]Low Power and Low Interest- The stakeholders that possess lower power and lower interest in the business operations of D&S Quality Meats are media organisations. This stakeholder group has very minimal awareness of changes in the business as they do not have direct involvement in the firm’s functionality. Thus, the firm needs very little effort and time for managing these groups.  
3. High Power and Low Interest- The stakeholders holding higher power and lower involvement in the operations of D&S Quality Meats are suppliers, delivery service providers and customers. These groups must be informed about the policies, strategies and changes within the business organisation and are project supporters for D&S Quality Meats. However, the level of influence of these stakeholders is low. 
4. High Interest and Low Power- The stakeholders that have higher interest and involvement in the firm but hold lower power indicate personnel and local community. It is necessary for the firm to keep these groups informed about the project's progress as they show a higher degree of interest.

Power

	HIGH POWER, HIGH INTEREST


Shareholders 
Investors
	HIGH POWER, LOW INTEREST 

Suppliers
Delivery Service Providers Customers

	LOW POWER, LOW INTEREST


Media Organisations
	LOW POWER, HIGH INTEREST 


Personnel 
Local Community


Interest


Figure 4: Power/Interest Matrix
[bookmark: _Toc97475491]Stakeholders’ management 
Stakeholder management is a core attribute in strategy formulation and is fundamental to the project success. Project impact the internal and external stakeholders and require the firms to focus on them throughout project life cycle. Stakeholder management comprises of discovering the project stakeholders, understanding their expectations and viewpoints, prioritising using a stakeholder map, developing stakeholder management plan and communicating with them for ensuring the addressal of their expectations throughout the life cycle of project (Pedrini and Ferri, 2019). Thus, D&S Quality Meats must understand, influence, engage and keep track of individuals and organizations for managing the stakeholders effectively. While prioritizing and reconciling the project goals with stakeholders’ interests and expectations, there exists the probability of conflict of interest among them. Hence, it is necessary for the firms to manage multiple stakeholders having conflicting interests by harmonising their interest together for accomplishing the project objectives. For this, the project goals would be accomplished by identifying and understanding the goals of the involved stakeholders, communicating the significance of overall objectives effectively, and aiding them to find acceptable compromises. It is necessary for the firms to avoid communication breakdown as communication is critical for managing and building relationships with stakeholders.  However, there may be situations wherein large amount of time is expended on leading communication with low power or low-interest stakeholders which impacts the key stakeholders unfavourably. Therefore, effective management of stakeholder relationships is vital for resolving the issues confronted by the business organizations. 
[bookmark: _Toc97475492]Possible strategic growth
A growth strategy refers to the firm’s planning for overcoming the existing and future challenges for accomplishing the goals and objectives. The business growth strategies are significant for the business firms as it aids in working and attaining the long-term goals and objectives by keeping the employees focussed, engrossed and aligned. Further, a growth strategy would aid in envisioning long-term success for D&S Quality Meats by reaching new customers and enhancing market share through product improvement or overcoming challenges. 
To be successful in strategic growth, D&S Quality Meats must consider the elements that significantly impact the business growth in future. Three possible strategic growth options for the firm would include:
1. Strategic partnerships- Entering into effective partnership with the other food brands for generating growth in future is a prime strategic option for D&S Quality Meats. For example, the firm can complement the meat products with the products of partner which aids in getting easy access to audience market. The company would also be able to obtain referrals from strategic partner and take advantage from the goodwill established around their brand. Thus, strategic partnerships by D&S Quality Meals would focus on an improved product. 
2. Developing new product- Creating new and improved products in the product line for serving the same market by D&S Quality Meals is another growth strategy option. For example, D&S produces majority of food items for non-vegetarian buyers can expand its product line to include plant-based items for vegetarian population. Thus, this strategy would aid the firm in selling these novel products to current customers and flourish its business without extracting new markets.
3. [bookmark: _Hlk99962978]Market Penetration- This growth strategy does not comprise progressing into new markets or producing new products, however, involves making initiatives for increasing the market share using existing products or services. Thus, D&S Quality Meals must be carried out by lowering the product prices or by investing in marketing budgets to satisfy customers more than its competitors.
[bookmark: _Toc97475493]For identifying best approach for strategic planning by D&S Quality Meats, SAFe Analysis would be an appropriate tool to evaluate the strategic growth options on the basis of suitability, acceptability, and feasibility in the context to the firm’s objectives with each given scores out of 5 to evaluate the total score from 15.
SAFe Analysis
	Strategic Option
	Suitability
(Addressal of threats and opportunities)

	Acceptability
(Meeting the expectations of stakeholders)
	Feasibility
(The practicality of strategy with existing skills, resource integration and budgetary needs)
	Total Score
(out of 15)

	Strategic partnerships
	3
	2
	2
	7

	Developing new product
	4
	3
	4
	11

	Market Penetration
	2
	3
	3
	8



From above analysis, it been assessed that D&S, being a new start-up is in growth stage of its life cycle with few buyers. Due to this, the company might confront with the threats from new rivals entering into firm with providing unique, sustainable, delicious and innovative recipes and product range with flexible plans. In fact, threat from seafood or plant-based restaurants influences the company to lower its price and power in the food industry. Thus, to combat with the competition and growing strategically, the firm must undertake a strategy of “product development” as the best and effective approach scoring 11 out of 15 scores on the basis of suitability, acceptability and feasibility. According to Ansoff model, Product development involves introducing a new product for satisfying the current market and gain competitive edge. However, this strategy involves extensive investment in research and development along with implementation and change management as the core attributes for long-term future success. The strategy of product development is highly feasible and suitable as it would help in combating the competitors and could be easily acceptable by the skilled and competent stakeholders for long term growth of the company.  Thus, product strategy would be ana appropriate strategic choice for meeting the strategic objectives of being a hub of beef industry and cultivating relationships to offer sustainable and wide range of meat and beef products to the customers while upholding the supreme standards of health. 
[bookmark: _Toc97475494]Strategic Recommendations
As identified, D&S Quality Meats must implement product development strategy which would enable the firm to develop a stream of innovative offerings for disrupting the competition and delighting the customers. This strategy would direct the company’s stakeholders for development of new products by creating new goals and undertaking effective funding decisions. Thus, with new product development strategy would aid D&S Quality Meats would be able to gain competitive advantage by placing product offerings in a sustainable position to drive business objectives like revenue, sales growth and profitability (Mishra, 2009). 
For effectively implementing the new product development strategy in D&S Quality Meats, the management must consider customer's needs, profit margins, anticipate competitors and become readily manufacturable. However, for implementing a specific strategy, the companies are confronted with the challenges of resistance to change wherein the stakeholders oppose the modifications that alter the status quo (Scholkmann, 2021). For dealing with the change implementation, D&S Quality Meats must adopt Lewin's 3-Stage Model of Change involving 3 stages; unfreezing, changing and refreezing. This model can be used by the firm as explained below;
1. Unfreezing- This stage involves transition and improves the willingness of employees change by fostering a realization for transforming from the present comfort zone to a transformed situation. This would aid D&S Quality Meats in enhancing the acceptance of new ways of working for desired outcomes through effective communication channels in the change process. 
2. Changing- This stage is the key stage of actual implementation of change as stakeholders are unfrozen and willing to accept new changes. During this stage, D&S Quality Meats must consider careful planning, efficient communication and collaborating and involving employees for endorsing the changes efficiently. 
3. Refreezing- During this stage, the stakeholders move from transition/changed phase to a stable phase which is termed as the equilibrium state wherein the individuals accept the new changes and behaviours for reaching the strategic objectives with efficacy (Hussain et al., 2018). Also, D&S Quality must consider the employees’ efforts to reinforce new behaviour or changes and reward and recognize them for work in transformed structures and procedures.
[bookmark: _Hlk97396144]In addition to this, to implement the strategy change for D&S Quality Meats, a strategic tool, Balanced Scoreboard (BSC) would be used. This technique helps in aligning the business operations to the vision and policy of the organisation, improving internal and external communications, and monitoring the firm’s performance against strategic objectives and aims (Tuan, 2020). This model has been applied to D&S Quality Meats for tracking financial and non-financial measures to identify the firm’s effectiveness and finding corrective actions for improvements.
[bookmark: _Toc97475495]Balanced Scoreboard (BSC)
[bookmark: _Toc97475496]Financial
	Aim
	KPI
	Goal
	Strategy

	Return from assets
	ROA
	5%
	Growth Strategy

	Reduction costs
	Operations cost 
	-3%
	Entering into partnership

	Rate of Sales growth 
	Department wide Sales 
	25%
	Managing franchisee stores



[bookmark: _Toc97475497]Customer
	Aim
	KPI
	Goal
	Strategy

	Behaviour towards brand
	Rating 

	>50%

	Undertaking Market research 


	
	% Of customer awareness on nutritional value
	30%
	CSR

	Satisfaction level
	Ratings 
	>60%
	Logistic and HR management 

	Brand loyalty 
	Repeat orders 
	25%
	Customer relationship management 



[bookmark: _Toc97475498]Internal Processes
	Aim
	KPI
	Goal
	Strategy

	Quality control 
	Customer complaints
	<1%
	Quality Assurance and Logistic management

	Store management 
	Ratings 
	40%
	Training and quality checks

	HR management 
	Local employee ratio
Employee 
	>40%

	Rewards and compensation

	
	Satisfaction
	>40%
	



[bookmark: _Toc97475499]Learning and Growth
	Aim
	KPI
	Goal
	Strategy

	Training and Development 
	Employee satisfaction
	55%
	Human resource

	Product development
	Menu localisation
	2 items per year
	Research and development

	Learning firm
	No of hours trained 
	35 hours per year
	Knowledge management



[bookmark: _Toc97475500]Social Responsibility
	Aim
	KPI
	Goal
	Strategy

	CSR
	Recycle packaging %
	15%
	CSR

	
	Supplier packaging %
	50%
	Supply chain management 



From the above-mentioned aspects of Balance Scorecard, it has been identified that D&S Quality must emphasise on plant based or organic products working with food research laboratories to gain strategic growth and brand loyalty. New food product development is essential for the firm to survive in Australian turbulent fast-food markets. By conducting research and gaining effective knowledge on the cultures and traditions of geographical locations, customer needs and requirements, approaches to develop and expand innovative products, identify product advancement systems, skills and functionalities of available raw materials and establish new technologies, D&S Quality Meals would be able to expand the product line to gain effective competitive advantage in Australian food industry. Thus, D&S Quality Meals must identify an instrument for structured food product development for enhancing the success rate of the product processes. 
For ensuring consistent and long-term success, D&S Quality Meats must implement certain approaches and recommendations provided below:
1. D&S must undertake extended research for producing new and innovative food products and rely on outside resources like independent laboratories for creating successful products and reduce the failure rate. Before, it is crucial to develop certain specified objectives and schedules for integrating them to lead the future direction of the firm (Aramouni and Deschenes, 2015).
2. D&S Quality Meats must undertake consumer testing sessions while screening products to obtain awareness on consumer needs, requirements and purchasing power. This approach would be useful for the firm to gain effective and valuable information which would be used for future marketing schemes.
3. For launching a new food product in the product line by D&S Quality Meats, it is necessary to consider the financial needs and requirements in context to equipment, processes and facilities required for manufacturing a product. Thus, for the project to be successful and efficient, it is essential to ensure the technological feasibility of the product to be launched. 
These recommendations can be implemented by the firm by focussing on change management for effectively dealing with the transformation of aims, processes or technologies for new product enhancement. This approach would aid in implementing strategies for controlling and managing change and aiding people to be adaptive to changes.
[bookmark: _Toc97475501]Responding To Competitors’ Reaction
When a company expands or develops a product line, it increases the prices of its existing products to make the new product appear cheaper and attractive by comparison which helps in capturing the value of customers. The competitors’ reactions might relate to the following:
1. Lowering prices by rivals- The competitors might amend their prising strategy in context to the new product already in their product line by charging low and affordable pries from the target customers. This would impact the success of the new strategic plan of D&S Quality meats.  For instance, if D&S launches a dietary range in their product line with a certain price, the competitors might offer the similar product range in affordable and competitive prices. 
2. Introduction similar product into market- Secondly, the competitors might launch similar products into the market with higher nutritional value which may capture the health-conscious customer market and enhance its sales, impacting D&S Quality meats.  For instance, rival firm might high fibre and high nutritional product range for health sensible users. 
3. Launch substitute products- Lastly, the competitors could react by introducing alternative or substitute products in the market with higher investment in marketing to impact the customer behaviour towards their products.
The responsive strategies for the competitors would include the following:
1. High investment on marketing- By expending higher efforts and time on marketing would aid the firm in responding to the rivals entering the firm with similar products. 
2. Set competitive prices- By adopting skimming price strategy, D&S would be able to capture the customer market before the rivals with unique products into the market. 
3. Improve supply chain processes- By advancing the supply chains and distribution channels, the firm can response to the rival reactions. By improving the delivery times and offering quality services, the firm would be able to give effective competition and gain advantage in food industry (Voola and O'Cass, 2010). 
[bookmark: _Toc97475502]Conclusion
To conclude, it has been identified that strategic management as a significant tool for SMEs to attain desired outcomes for consistent growth and success and gain competitive advantage. For this, it is necessary that firms implement effective growth strategy for identifying best approaches for achieving long term success. The report focussed on formulating sustainable business strategy for a South Australian SME, D&S Quality Meats that offers higher quality, freshly made and Country Style Meat. The report analysed its current strategy by implementing Porter’s 5 Forces wherein it was identified that D&S Quality Meats are confronted by the threats from its biggest competitors; Antonios Quality Meals and The Family Cook and threats from meals based on plant produce and vegan meats. Further, the report undertook environmental scanning on D&S Quality Meals by focussing on PESTLE and SWOT Analysis wherein it has been visualised that Australian individuals’ food-related environmental awareness has enhanced with a substitution in meat consumption behaviours from meat consumption to organic food intake which must be considered by the firm to gain strategic growth. 
Furthermore, Stakeholder Analysis for assessing and analysing the stakeholders in D&S Quality Meats indicated that customers, personnel, investors, shareholders, media, delivery service providers, local community and suppliers might impact the goal achievement or might get impacted by the firm’s operations in a favourable or unfavourable manner. Thus, it is necessary for the firm to understand, influence, engage and keep track of individuals and organizations for managing the stakeholders effectively 
Also, the report provides that D&S Quality Meats must consider the strategic elements that significantly impact the business growth in future, indicating Strategic partnerships, developing new product and Market Penetration with best approach chosen as product development which has been analysed by using SAFe Analysis. The strategy of product development is highly feasible and suitable as it would help in combating the competitors and could be easily acceptable by the skilled and competent stakeholders for long term growth of the company, by implementing Lewin's 3-Stage Model of Change to manage the resistance to change. Further, report outlines the strategic recommendations by implementing a strategic tool, Balanced Scoreboard (BSC) was used to identify the financial, customer, internal processes, learning and growth and social responsibility measures to track the firm’s effectiveness and finding corrective actions for improvements. In the last section, competitor’s reactions in context to new strategic plan indicating, lowering prices by rivals, introducing similar product into market and launching substitute products have been provided. In fact, this section also presented responsive strategies for the competitors indicating, high investment on marketing, setting competitive prices and improving supply chain processes in detail to gain long term success by D&S Quality Meats. 
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