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[bookmark: _Toc173258547]Introduction
Small and medium-sized (SME) organisations in the UK have been at the forefront of enhancing the country’s economy. According to a recent report by Clark (2024), the overall turnover of the UK’s SMEs was over £ 2.41 trillion, with organisations with less than ten individuals contributing the most, at over £ 936.86 billion. This shows that SMEs are a crucial gross domestic growth contributor to the UK. Thus, there is a need for SME organisations to continue managing themselves strategically to achieve goals while contributing to the country’s economy.  According to Gov UK (2022), an SME is a business falling to a certain threshold, with 1- 249 and a tan annual turnover of less than €50 million. Therefore, this report is based on Verdant Leisure, a UK-based hospitality organisation providing various customer services. The report will focus on strategic management, notably Verdant’s current strategic direction, evaluate its internal and external environment, and propose sustainable growth strategies. The report will employ strategic management tools or models such as PESTEL, SWOT, or VRIO to help identify the firm’s strengths and opportunities while addressing its potential threats and weaknesses. Significantly, the report will focus on stakeholder expectations and propose suitable, feasible, and acceptable strategic options, enhancing the recommendation of strategies for Verdant Leisure to ensure long-term success and sustainability in the UK’s disparity sector. 
[bookmark: _Toc173258548]About Verdant Leisure 
Verdant is an award-winning holiday park organisation across Scotland, Northern England, and North Devon. The company was founded in 1990 and operates in the travel arrangements, hospitality general, Parks, and travel and tourism industry (Verdant Leisure, 2024). Generally, it can be stated that this company is a boutique holiday park operator providing self-catering holidays and holiday ownership across Scotland, Northern England, and Devon (RocketReach, 2024). The company is considered an SME due to its 139-employee base and annual revenue of $33.2 million (RocketReach, 2024). 
[bookmark: _Toc173258549]Verdant Leisure’s strategic direction 
A strategic direction entails an organisation's implemented plan to progress toward its vision and achieve its goals or objectives (Burgelman, 2020). It ensures business owners communicate to employees the significance of their work and contribution to objective achievements. Verdant Leisure's strategic direction is rooted in its mission, and objective statements state the firm’s commitment to sustainable tourism promotion and natural ecology protection and improvement (Verdant Leisure, 2024).  Its vision is to be the UK's leading holiday experience provider, which it strives to attain through its excellent consumer services, high-quality accommodation provision, and commitment to sustainability (Verdant Leisure, 2024). Its mission is to deliver memorable vacations by providing outstanding services, innovative offerings, and sustainable practices that respect and improve its natural parks' natural environment (Verdant Leisure, 2024). Its vision and mission align with its core values, such as consumer satisfaction, community engagement, and sustainability (Verdant Leisure, 2024), which robustly guides its strategic approaches and operational decisions.  
[bookmark: _Toc173258550]Critical appraisal of Verdant Leisure’s current strategy
Verdant Leisure's competitive advantage is based on its market position, aligned with its product quality, and emphasises the customer experience. The company’s customer-centric approach strategy has enhanced its market competitiveness (Cheng et al., 2016). The company understands that customers are a crucial organisational asset that drives its market growth. This aligns with the resource-based framework, positing that customers are essential to achieving a competitive advantage to their value (Kozlenkova et al., 2014). Verdant Leisure understands the significance of consumer satisfaction and thus has enacted strategies to ensure it achieves higher consumer satisfaction. The company ensures this by personalising services, enhancing consumer feedback through regular interaction, and providing consumers with family-friendly environments that cater to their holiday needs (Cheng et al., 2016).  Furthermore, it guarantees that improvement is witnessed in its efforts to provide diverse accommodation options and management activities that drive customers toward purchasing its accommodation services.
Additionally, the company's strategy lies in its commitment to sustainability.  Sustainability has become a crucial strategy for any organisation that wants to achieve a competitive advantage in the contemporary business world. According to Tighe (2024a), 2021 research has backed this, where it was found that about 44% of global consumers would purchase products from organisations with a robust or clear sustainability commitment. Verdant Leisure recognises the significance of sustainability and thus has integrated eco-friendly operation practices. For instance, the company is committed to reducing waste, encouraging its staff, holiday owners, and customers to reduce, reuse, and recycle park facilities (Verdant Leisure, 2024b). The company is also committed to reducing energy by enhancing energy efficiency and implementing conservation projects that protect local wildlife and natural resources (Verdant Leisure, 2024b), improve the ecological footprint, and appeal to increasing eco-friendly consumer preferences. 
Verdant Leisure's strategy is also significantly based on its innovative offerings and community engagement. As Farida and Setiawan (2022) opine, providing innovative products helps an organisation differentiate itself and capture the wider market by meeting consumer needs and preferences. On the other hand, community engagement helps attract a consumer base as it shows that a company is committed to enhancing people's lives, aligning with residents' needs and aspirations while promoting ecological conservation and social equity (Gutterman, 2020). In its innovative offerings, Verdant Leisure constantly upgrades its facilities, introduces new recreational activities, and incorporates modern amenities to meet evolving consumer needs (Verdant Leisure, 2024).  This innovative adaptation has enabled the company to maintain its competitive advantage in the hospitality and tourism sector as a holiday park provider in the UK, thus attaining a more extensive consumer base. Similarly, community engagement activities such as partnerships and initiatives supporting regional development and local businesses in northern England, Devon, and Scotland have fostered goodwill as noted by Verdant Leisure (2024), strengthening its brand reputation and, thus, a preferred choice for holidaymakers. 
The above strategic directions align with Verdant Leisure's goals and objectives, such as market expansion, enhancing brand loyalty, and sustainable growth achievement. For instance, its emphasis on consumer satisfaction and sustainability positions itself favourably in the market and ensures its provisions appeal to traditional holidaymakers and eco-friendly travellers. Its innovative approach and community engagement have further strengthened its market position, differentiating itself from its rivals yet to prioritising innovative aspects and community engagement. 
[bookmark: _Toc173258551]External and internal environment analysis
External and internal environmental factors affect business operations. External ecological factors entail factors or conditions outside a business's control that potentially affect a firm’s operations, profitability, and performance. On the other hand, internal environmental factors are an organisation's internal forces and conditions that affect a firm's workings (Chaudhuri et al., 2024).
[bookmark: _Toc173258552]External environmental analysis
This analysis incorporates the PESTEL model to identify the macro-environmental factors that affect a business.  The PESTTEL Model is an acronym for political, economic, social, technological, environmental, and legal factors (Buye, 2021). 
Political- A country’s political stability is crucial in enhancing uninterrupted business operations. The UK, especially the regions Verdant Leisure operates in, such as Devon, Northern England, and Scotland (RocketReach, 2024), all experience political stability, which enhances uninterrupted business operations. This also attracts travellers as they understand that their safety is guaranteed, enabling the company to have a larger consumer base. However, the company must navigate the changing regulations and policies, such as health and safety standards and tourism policies, to effectively operate in the UK. Additionally, Brexit has hindered trade agreements, immigration policies, and labour market dynamics, leading to longer procedures when hiring non-UK individuals (Simionescu et al., 2027; Wadsworth, 2018), minimising the experienced labour force for the company.  This threatens Verdant Leisure’s staffing, supply chain logistics, and business operations, sometimes affecting its profitability, customer experiences, and performance adversely. 
[bookmark: _Hlk173238658]Economical- A country’s economic status also affects its household's disposable income and consumption propensity, economic growth, and spending power. The economic downturn, for instance, experienced during the COVID-19 pandemic reduced Verdant Leisure’s profitability due to banned travelling and lockdowns that forced people to stay indoors. However, since the uplifting of the lockdowns, the business has returned to normal, and the UK has been attaining immense growth. For instance, in the first quarter of 2024, the UK’s gross domestic product (GDP) grew by 0.7% (January-March), which was a 0.6% revised estimate according to the Office for National Statistics (2024). This increase shows that UK households have increased disposable income that they can use to purchase Verdant Leisure accommodation services, pay for tourism activities, and other hospitality services such as buying holiday homes. However, the fluctuating exchange rates also affect a business, such as affecting imported goods coats like accommodation beds, which impacts the firm’s operational expenses. However, favourable exchange rates attract international tourists who purchase the firm’s accommodation services, increasing its revenues and profitability. 
Social- This effect is based on increasing consumer demands, tastes, and preferences as the population and education levels age.  The increasing consumer changes that shift towards sustainability is a crucial factor that Verdant Leisure must observe. According to Tighe (2024b), three-quarters (75%) of UK consumers opined that they recycled household waste in 2023. This shows consumers know the significance of businesses' sustainability practices due to increased awareness. This has prompted Verdant Leisure to be vigilant and thus focus on eco-friendly practices and wellness amenities to meet these consumer demands (Verdant Leisure, 2024b). However, the increasing demographic change in the UK, such as the aging population, over 11 million (18.6% of the UK population) (Office for National Statistics, 2022), and the changing family structures influence holiday preferences.  This requires the company to tailor offerings that meet the different demographic groups’ needs, such as senior-friendly and family-oriented accommodations, to meet the aged travellers' family-oriented preferences. 
Technology- Advancements in technology have revolutionised how businesses conduct their operations. The emergence of digital technologies and social media platforms such as Facebook, X (Twitter), TikTok, and Instagram has enhanced business marketing efforts. The UK internet penetration rate currently stands at 98% (Petrosyan, 2024), which enhances companies' marketing efforts. Verdant Leisure utilises these platforms (social media) to create its brand reputation through consumers and interactions, which builds brand awareness. Additionally, the technology advancement has enabled the company to enhance its innovative approach by identifying the market needs and tailoring innovative [products through research and development that meet consumer preferences. For instance, Model Direct (2022) states that by 2022, the company had garnered over 9000 followers from its website and social media, which has been instrumental in its brand marketing. 
Ecological- There has been increasing environmental awareness among consumers, which has forced organisations to implement strategies that offset their sustainability initiatives. With this, Verdant Leisure understands the significance of protecting the environment. Thus, the company has implemented eco-friendly operations and conservation practices (Verdant Leisure, 2024b), favouring its UK hospitality market position.  Additionally, climate change significantly affects the viability of certain holiday destinations. This requires the organisation to adapt to these changes and ensure its properties are resilient to extreme weather conditions to meet consumer demands and attract travellers to certain destinations.  
Legal- Employment laws affect a firm's operations due to employment protection by the country’s government. Therefore, Verdant Leisure must adhere to the enacted employment laws within the UK, such as minimum wages, working hours, and employee rights, to operate effectively in the UK.  Additionally, since digitisation has enhanced business operations, the company must adhere to data protection laws such as the GDPR (General Data Protection Regulation) to safeguard consumers from phishing and cybercrime cases (Li et al., 2019). 
[bookmark: _Toc173258553]Internal environment analysis
 The SWOT model is crucial for analysing a firm’s internal environment factors. It is an acronym for strengths, weaknesses, opportunities, and threats (Benzaghta et al., 2021). 
	Strengths 
	Weaknesses 

	Dedicated workforce - Verdant Leisure has 139 dedicated employees (RocketReach, 2024) who provide excellent consumer services aligned with its consumer-centric approach strategy. This helps it attract a larger consumer base that purchases its products and services, increasing sales revenues for higher profitability. 
High-quality accommodation - Verdant Leisure is committed to providing high-end accommodation services such as lodges, caravans, and touring pitches (Verdant Leisure, 2024). This enables the company to meet consumer preferences, thus achieving its goals of improving goods and experiences and increasing consumer loyalty. 
Sustainability commitment - The company understands the consumer shift towards tracking with organisations and observing positive sustainability practices. Thus, it is committed towards positive sustainability initiatives and ecological stewardship, encouraging its employees, consumers, and holidaymakers to recycle and reuse products to minimise waste disposal to the environment (Verdant Leisure, 2024b). This helps it attract eco-conscious travellers and differentiate itself from rivals, gaining a competitive advantage. 

	Limited digital presence - Despite the company boasting 9000 website and social media followers (Model Direct, 2022), it has yet to gain significant followers that will help it achieve its market expansion goal. This requires a further improvement in its digital technology investment to enhance its operational efficiency and marketing efforts through consumer engagement.
High dependency on the domestic market - The company highly depends on the UK hospitality market, operating in Scotland, Devon, and Northern England (Verdant Leisure, 2024a; RocketReach, 2024). This makes it vulnerable to economic fluctuations and domestic travel changes, and thus, there is a need to diversify its consumer base to entail international travellers to mitigate these risks. 

	Opportunities 
	Threats 

	Market expansion - Verdant Leisure needs to enhance its operations in other countries and attract global travellers to mitigate the economic fluctuation risks. Hence, it should explore international market opportunities or introduce new holiday experiences to attract different consumer segments. 
Digital transformation - The world has changed, businesses are embracing digital transformation, and verdant leisure should not be an exception. The company should, therefore, invest in digital technologies like advanced booking systems, personalise its marketing efforts, and use digital customer service platforms to streamline its operations and improve the consumer experience.  
	Change in consumer taste and preferences - Due to increased sustainability awareness, consumers' preferences are changing, shifting them to eco-friendly organisations. This requires the company to invest in R&D to identify these changes and tailor products that meet consumer demands. 
Brexit affects Verdant Leisure’s logistics and staffing, requiring it to be vigilant of the policies laid down to enhance its staffing and supply chain logistics. 
Market saturation- this has increased threats posed by rival firms as there are many players such as Argyll Holidays, Coed Helen Holiday Park, Haven (RocketReach, 2024),



[bookmark: _Toc173258554]Strategic Growth Choices for Verdant Leisure and Why it is a sustainable strategy 
[bookmark: _Toc173258555]Porter’s generic strategies
Porter’s generic strategy entails various approaches to business that differ in focus and detail. It involves four strategies: cost leadership, differentiation, cost-focus, and differentiation-focus (Islami et al., 2020).  However, Verdant Leisure’s relevant strategies are differentiation and focus.  The differentiation strategy is where a business makes a unique brand distinct offering to its consumers to gain a competitive advantage over its rivals (Ali and Anwar, 2021). For Verdant Leisure to gain a competitive advantage over its rivals, it should provide its customers with unique offerings, that is, unique holiday experiences.  This should include exclusive packages for ecotourism, wellness retreats, and luxury glamping activities.  Furthermore, it should ensure its products are of high quality, where it invests in excellent consumer services and personalised experiences. This will ensure it invests in employee training and development to gain the skills and knowledge required for robust customer services. Furthermore, it should enhance its brand reputation through improved marketing efforts detailing its sustainability commitment and ecological stewardship to strengthen its brand loyalty to eco-friendly consumers. 
In focus strategy, the company should identify a niche market by targeting particular market segments such as retirees, adventure seekers, and family-oriented individuals to provide services and amenities based on their unique needs. Furthermore, in its geographic focus, the company should focus on different regions in the UK with high domestic travel demands and create a strong lead and consumer presence. 
[bookmark: _Toc173258556]Ansoff matrix
Marketers use the Ansoff Matrix framework to identify growth opportunities for a business through new product or service development or tapping into new markets (Zugay and Zakaria, 2023). Ansoff Matrix provides four growth alternatives: market penetration, market development, product development, and diversification (Zugay and Zakaria, 2023). In terms of market penetration, the company should upgrade its intensified marketing strategy through intensified marketing efforts to strengthen its market penetration campaigns from the existing markets.  This should entail promotions, loyalty [programs to existing consumers, and targeted advertisements to enhance repeat purchases for larger groups in its market. Additionally, the company should implement a competitive pricing strategy to attract budget-conscious travellers without affecting the products' quality. Regarding market development, the company should enhance its geographic expansion to expand its operations in other countries. This should include the firm providing its services beyond the UK to open other revenue avenues in different markets, such as developing markets. Additionally, Verdant Leisure should target new segments such as corporate clients that need team-building retreats or foreign tourists seeking unique UK holiday experiences; through new promotional targets and intense marketing efforts, the company will enhance this achievement, thus developing new markets. 
Product development entails developing new products after R&D investment when a firm identifies market needs and tailors a product that meets these needs (Clarissia, 2020). Therefore, offering clients new products such as major-breaking holiday packages as consumers' preferences dictate will enhance its product growth. For instance, it provides services for men's adventure sports and health and wellness programs, while the accommodation services will be a product breakthrough for the company's growth.   Furthermore, introducing modern amenities that offer efficient guest stays will enhance their experience, hence, repeat purchases from the same amenities. Conversely, diversification entails adding services, products, and locations to a business portfolio.  The company can adopt related diversification by venturing into event management and catering services to provide additional revenue streams or related diversification, such as exploring new business areas like hospitality training institutes to diversify income sources.  
[bookmark: _Toc173258557]Sustainable Suggested strategies
Verdant Leisure should opt for a focus strategy and market development strategies. The focus strategy will enable it to offer a tailored experience to create a holiday experience tailored for a market niche (Zugay and Zakaria, 2023).  For instance, an exclusive green retreat or developing luxury family holiday packages will attract a specific group of potential customers.  This will also offer improved customer services after investing in staff training that empowers excellent consumer services by providing high-quality service, thus enhancing customer satisfaction and loyalty.  It will strengthen sustainability practices integrated with the overall operations, from energy-efficient accommodations to conservation initiatives. It will attract ecologically-conscious travellers, creating a strong, differentiated, robust brand.
The company should also embrace market development to enhance its growth. This entails identifying and developing new market segments for current products (Zugay and Zakaria, 2023). Since Verdant Leisure is predominantly reliant on the domestic (UK) market, it should strive to expand its hospitality market geographically by extending its offerings to other regions.  This will entail geographic diversification, where it will expand into other markets, in the UK or outside the UK, that it has yet to venture into. For instance, it should venture into the UK’s coastal belts or areas that attract tourists that it has not tapped, as this will enhance its market share.   Furthermore, global expansion should entail identifying the broader market base and reducing its dependence on domestic travellers, hence tapping into unexploited customer segments such as corporate clients for their retreat and international tourists, which will open new revenue streams. 
These strategies are significant for the company’s long-term strategy as they will help it focus on the identified market niche and geographic growth to achieve sustainable development (Ali and Anwar, 2021). Furthermore, it will stimulate the firm to enhance its consumer services, tailored experiences, loyalty, and repeat purchases to improve profitability (Clarissia, 2020).  The focus strategy will also strengthen its brand differentiation, focusing on sustainability that other businesses are yet to embrace, differentiating itself from rivals, and attracting eco-friendly consumers (Clarissia, 2020).  It will also enhance its market resilience as the consumer segment diversifies through global expansion, and other regions it has yet to venture into in the UK will help it mitigate the market saturation risks and the economic downturn threats, thus achieving long-term success.  
[bookmark: _Toc173258558] Stakeholder analysis
Stakeholder analysis identifies and assesses the individuals, groups, or organisations that have a vested interest in the outcome of a project (Davis, 2014). It helps an organisation identify and understand key stakeholders' needs, expectations, and influences. Thus, by applying Mendelow’s power-interest matrix, Verdant Leisure will assess its stakeholders’ relative power and interest in its projects. 
[bookmark: _Toc173258559]High power, high-interest stakeholders and their expectations. 
Consumers are critical company stakeholders with high power and interest in Verdant Leisure’s activities. Their satisfaction and loyalty directly influence the firm’s revenue through repeat purchases and referrals (Yildirim, 2023), thus enhancing Verdant Leisure’s reputation.  Furthermore, Verdant Leisure’s customers expect excellent services, value for their money, and unique experiences they will remember.   Hence, they pose a high influence since they control revenue through their spending and influence through word-of-mouth referrals.  
Investors or owners have a vested interest in the company, thus posing high power interests in a firm's performance.   The firm seeks investment funds from investors or owners to support its growth demands or financial needs. Hence, the investors expect a good return on investment. This poses a high interest in a company’s activities; therefore, sound financial performance, strategic growth, and transparency expectations are crucial.  
[bookmark: _Toc173258560]High power, low-interest stakeholders (key players). 
Government and regulatory bodies- these stakeholders enforce regulations that companies must follow to operate in a country legally, safeguard employees, and ensure the health and safety of employees and consumers (Yildirim, 2023).  Despite having a low interest in how Verdant Leisure is run, they pose high power or influence through legislation. The high power is their ability to enforce compliance and impose penalties when the company does not adhere to the regulations.  They expect the company to comply with the law and regulations, observe ethical operations, and contribute to economic development through tax payment and offering employment to the UK people. 
[bookmark: _Toc173258561]Low-power, High-interest stakeholders (keep satisfied)
Employees are the firm’s staff who ensure it achieves its objectives through continued operations (Yildirim, 2023). They are strongly interested in the firm’s performance and strategic direction since it affects their job security and career growth (Yildirim, 2023). They expect the organisation to treat them fairly and guarantee job security and professional development. Thus, they have moderate power as they influence service quality and operational efficiency. 
Suppliers also pose low power and high interest in firms.  They benefit directly from Verdant Leisure's success as the company achieves growth and the demand for accommodation amenities increases.  Thus, they expect fair trading terms. Timely payment for supplied products and long-term relationships. With this, they pose moderate power or influence on the field supply chain. 
[bookmark: _Toc173258562]Low power, low interest (keep informed)
Media—These stakeholders shape public perceptions regarding a company based on their interests, depending on the varying newsworthiness. They pose low power but can escalate to moderate or high depending on the arising issues. They expect a company like Verdant to be transparent in its reporting and observe responsible corporate behaviour.  
The general public also has low power and low interest in firms. However, their interest can escalate too high when specific issues are brought forward that can affect the general public. They have low power individually but collectively can influence the brand. They expect reasonable, cooperative behaviour and contribute to society through corporate social responsibilities.  
[bookmark: _Toc173258563]Strategies based on the stakeholder analysis
Focus differentiation- Verdant Leisure's strategy is to diversify customers' expectations regarding unique and personalised experiences. Providing excellent consumer services through tailored experience and high-quality services enhances guest experiences, based on Medelow’s power-internet matrix.  Additionally, when effectively implemented, differentiation can lead to premium pricing and higher margins in returns, satisfying investors' interest in solid financial performance (Ali and Anwar, 2021). 
Market development involves expanding into new geographic areas and addressing investors' needs for growth and diversification. Targeting a new customer segment means increased market delivery and outreach (Zugay and Zakaria, 2023). This also reduces dependence on existing (domestic) markets and aligns customers' and investors' expectations of ideal business innovation and growth.
[bookmark: _Toc173258564]Feasibility and suitability 
Feasibility- Both strategies are feasible, provided Verdant Leisure has confident inherent strengths in quality service and sustainability. Infrastructural and brand reputation-wise, the company is strong in both focused differentiation and market development. 
Acceptability—These strategies are acceptable to key stakeholders, such as customers, investors, and employees, since they address their core expectations. The focus on quality and sustainability also meets regulatory requirements. 
[bookmark: _Toc173258565]Recommendations
Improve digital presence and enhance consumer engagement- The company should invest in a robust digital marketing strategy with an updated website, use relevant social media platforms for its marketing efforts, and enhance its attractive online ads.  Using a correct approach towards an online presence in the current business world is crucial for any business, in which SMEs still face certain challenges (Rugova and Prenaj, 2016). Thus, the company should include SEO (search engine optimisation) to maximise its website visibility for better reach and for its content to be identified by users (Das, 2021). Additionally, using appealing content on social media platforms will help it increase consumer engagement, and email marketing should be used for tailored or personalised marketing campaigns detailing its services for customer engagement (Das, 2021). 
Expand its sustainable and eco-friendly offers- Verdant Leisure should develop and promote responsible holiday packages and sustainability initiatives.  The company will be able to differentiate itself in the highly competitive market (Ali and Anwar, 2021) through environmentally sensitive holiday travel options to attract eco-friendly consumers. This will entail offering eco-friendly accommodations, collaborations with local ecotourism businesses, and the ability to integrate green practices into its operations. Subsequent marketing and promotional campaigns targeting such products amongst environmentally conscious travellers will help enhance the brand image (Cowan and Guzman, 2020).  
[bookmark: _Toc173258566]Conclusion
Strategic management is a crucial aspect of enhancing business growth. Based on this report, Verdant Leisure, as an SME organisation in the UK, has enhanced its growth through effective strategic management in Scotland, Northern England, and Devon. As an SME, the company has implemented various strategies that the report has appraised, such as the consumer-centric approach that allows it to render excellent consumer services. It, therefore, signifies that any organisation seeking to achieve immense growth should provide exceptional service, as they are crucial organisation assets. Additionally, the report has analysed the company's business environment to identify its strengths, opportunities, weaknesses, And threats.  As the report signifies, environmental analysis is crucial for a business as it helps identify the internal and external factors that affect business performance. Furthermore, companies strive to achieve growth through various strategies while adopting the best strategy growth framework, such as the Ansoff matrix and Porter generic strategy. The report recommended that focus strategy and market development be Verdant's most viable growth strategies while discussing the key stakeholders and their influence and interests in its activities. Ultimately, it has been recommended that for the company to maintain its growth, it should enhance its digital presence and consumer engagement and expand its sustainable and eco-friendly offerings.  
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