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1.Introduction
Milton Sandford Wines Ltd is a family-owned small and medium-sized enterprise (SME) operating in the wine industry. Founded in 1990, the company has established itself as a reputable producer and distributor of high-quality wines, with a focus on tradition, innovation, and sustainability. Milton Sandford Wines has successfully navigated the complexities of the wine market while maintaining a strong brand reputation (MILTON SANDFORD WINES, 2018).
For the purpose of ensuring that its precisely chosen wine portfolio continues to be of the highest quality, Milton Sandford Wines has worked hard to build these partnerships, some of which date back to the beginning of the firm. The participation of Milton Sandford Wines in the Waste Packaging Compliance Scheme demonstrates the company's commitment to being a responsible steward within the environment. In the wine sector, the firm has established itself as a contributor to ethical practices by virtue of its dedication to recycling and sustainability (MILTON SANDFORD WINES, 2018). The success of Milton Sandford Wines Ltd. indicates that small and medium-sized businesses (SMEs) are capable of achieving market success via the implementation of creative strategies, responsible administration of the environment, and strategic partnerships.
However, like many SMEs, the company faces challenges in strategic management, including competition, changing consumer preferences, and regulatory compliance. This report aims to comprehensively analyze Milton Sandford Wines' current strategic direction, as well as to assess its external and internal environment. Conduct stakeholder analysis, explore strategic growth choices, propose a new sustainable business strategy, and provide key strategic recommendations for future development and implementation. Through the lens of academic models, methods, and theories, the analysis aims to illuminate the path forward for Milton Sandford Wines Ltd, ensuring resilience, growth, and environmental responsibility.
2.Critically Appraise The Organization’s Current Strategic Direction
Milton Sandford Wines Ltd. needs to be the best in the wine business, which is very competitive. Their ongoing system bearing sets them apart by focusing on important things like quality, nature, and customer satisfaction. Working with farms run by families is in line with the company's goal of giving its customers high-quality drinks. This partnership also strengthens ties with reliable producers, which helps protect traditional winery practices and gives the line a more genuine feel (Bandinelli et al.). 2020).
It's interesting that this method stores wine in old chalk mine tunnels. This choice is better for the world because it uses eco-friendly ways to keep the temperature at 12 degrees Celsius all the time. By getting ideas from the cellars of famous wine-making regions like Champagne and Chablis, Milton Sandford Wines Ltd. raises the bar for its products and shows its customers that it cares about history and quality work.
A focus on the customer is also important for the process method, which stresses personal help through company-owned cars and trained drivers. Customers feel more like they are getting a more personalised experience when they work with knowledgeable customer service staff (Dressler and Paunovic, 2021). This way of doing things makes sure that every bottle gets there on time and safely. This shows that the business really wants to make great goods and keep customers happy. As part of its corporate social responsibility, Milton Sandford Wines Ltd. also takes part in projects that are good for the environment, such as the Waste Bundling Consistence Plan. The company must demonstrate that it is a socially responsible business by firmly committing to reusing materials and actively supporting consistency programmes. For customers who care about the environment, this not only meets their needs, but it also follows social rules about how businesses should be sustainable. The current approach is clearly working, but there may be ways to make it even better. For example, the rise of online business sites could be a good time for the wine industry to look into computerised ways to talk to and work with customers (Gilinsky et al. 2016). The company should focus on advertising methods that make the eco-friendly features of its work and goods stand out to customers. This will more likely show that it cares about sustainability.
Milton Sandford Wines Ltd. clearly puts quality, biology, and customer happiness first in their everyday work. In the very competitive wine business, the company has built up strengths for a great approach system through its partnerships, efforts to protect the environment, well-thought-out delivery plans, and strict capacity rules (Navarro et al. 2021). Analysing the market on a regular basis and implementing the necessary changes is important for improving the company's situation and taking advantage of new possibilities.
3.Analysis of the organizations external and internal environment
An essential step in strategic management is environmental scanning, which looks for and evaluates the internal and external elements that influence an organization's strategic orientation. This part will involve a comprehensive investigation of Milton Sandford Wines Ltd.'s working environment using well-known environmental scanning methods including PESTLE and SWOT analysis. This comprehensive examination will uncover the significant opportunities and threats the organization faces, providing a foundation for strategic decision-making.
PESTLE Analysis
Within the ever-changing and dynamic wine sector, Milton Sanford Wine Ltd. faces various external challenges that might affect its company operations, growth prospects, and overall performance. Next, we go more deeply into each section of the PESTLE analysis for Milton Sanford Wine Ltd. to gain useful insights into the external macro-environmental variables that may have an impact on the company's performance and strategic decisions (Perera P., 2017).
Table 1: PESTLE analysis

SWOT Analysis
Conducting a SWOT analysis for Milton Sanford Wine Ltd. involves a detailed examination of the company's internal strengths and weaknesses, as well as external opportunities and threats. This strategic analysis is instrumental in guiding decision-making processes and formulating strategies that leverage strengths, address weaknesses, capitalize on opportunities, and mitigate potential threats (Haan S. 2023).
Table 2: SWOT analysis

By conducting a SWOT analysis, Milton Sanford Wine Ltd. can identify strategic priorities, capitalize on strengths, address weaknesses, leverage opportunities, and mitigate threats to optimize its competitive position and achieve sustainable growth in the wine market.
4. Stakeholder analysis
Milton Sandford Wines Ltd. has a lot of money put in it by its owners and partners. Their main goal is to make money from their assets over the long run. Their goals are to make as much money as possible, increase the value of their shares, and ensure long-term growth and security. The interests of shareholders are very important to the organization's path because shareholders can affect strategic decisions through their vote rights and ownership stakes (Van Rensen et al., 2020). To meet their needs, we need a new strategy that makes us more profitable in the long run, gives us more ways to make money, and makes us less vulnerable to changes in the market. As a plan, diversification and innovation give owners the chance to make money in new product areas and markets, which is what they want (BITESIZE, n.d.).
Stakeholder analysis is crucial for understanding the expectations and power dynamics within Milton Sandford Wines' ecosystem.  Below are listed some of them:
Table 3: Stakeholder analysis


Overall, a thorough stakeholders analysis allows Milton Sanford Wine Ltd. to identify key stakeholders, understand their interests and influence, and develop strategies to engage with them effectively while balancing competing interests and priorities. This proactive approach helps build trust, manage risks, and enhance the company's reputation and stakeholder value.
Mendelow Matrix
The Mendelhson Matrix, also known as the Power/Interest Grid, is a tool used to categorize stakeholders based on their level of interest in the company's activities and their power to influence its decisions (Kaplan Financial Limited, 2020). This matrix helps organizations understand how to manage relationships with various stakeholders effectively. It classifies stakeholders into four quadrants:
Table4: Mendelow Matrix

In general, the combination of stakeholder analysis and the Mendelhson Matrix provides Milton Sandford Wines Ltd with a structured approach to stakeholder engagement and relationship management, ultimately helping the company achieve its goals and maintain a positive reputation in the wine industry.
Porter's Value chain of Milton Sandford Wines Ltd
The value chain is a concept introduced by Michael Porter in his book "Competitive Advantage: Creating and Sustaining Superior Performance". It refers to a series of activities that an organization performs to deliver a valuable product or service to the market. The value chain encompasses all the steps involved in the production process, from raw materials to the final product or service reaching the end consumer. It helps organizations understand the primary and support activities that contribute to creating value and achieving a competitive advantage. 
Here's a brief overview of the value chain of Milton Sandford Wines Ltd:
Inbound Logistics:
Milton Sanford Wine Ltd. sources grapes from its vineyard holdings and contracted growers. This involves coordinating the transportation of grapes to the winery facilities, ensuring timely delivery and quality control.
Operations:
Within the winery facilities, grapes undergo various processes including crushing, pressing, fermentation, aging, blending, and bottling. Skilled winemakers oversee these operations to ensure consistency and quality in the final product.
Outbound Logistics:
Once bottled, the wines are packaged and prepared for distribution. Milton Sanford Wine Ltd. manages the logistics of distributing its products to wholesalers, retailers, restaurants, and other distribution channels. This involves coordination with shipping companies and logistics providers to ensure timely delivery to customers.
Marketing and Sales:
The marketing and sales team at Milton Sanford Wine Ltd. develops strategies to promote its wines and build brand awareness. This includes advertising campaigns, participation in industry events and wine festivals, and maintaining an online presence through social media and e-commerce platforms. Sales efforts involve building relationships with distributors, negotiating retail placements, and managing direct-to-consumer sales channels such as tasting rooms and online sales.
Service:
Milton Sanford Wine Ltd. provides customer service and support to enhance the wine-buying experience. This includes offering wine tastings, vineyard tours, and educational events to engage customers and build brand loyalty. Additionally, the company provides after-sales support, addressing inquiries, resolving issues, and managing wine club memberships to maintain customer satisfaction.
Procurement:
The procurement function involves sourcing raw materials and resources needed for wine production, such as grapes, barrels, packaging materials, and winemaking equipment. Milton Sanford Wine Ltd. works with suppliers to negotiate contracts and ensure the availability of quality inputs for its operations.
Technology Development:
Continuous innovation and technology development are essential for improving production efficiency and product quality. Milton Sanford Wine Ltd. invests in research and development to explore new winemaking techniques, adopt advanced equipment, and leverage digital technologies for process optimization and quality control.
Human Resource Management:
Skilled personnel are critical for the success of Milton Sanford Wine Ltd. The company invests in recruiting, training, and retaining talented individuals across various functions including winemaking, viticulture, marketing, sales, customer service, and administration.
Infrastructure:
Infrastructure investments are necessary to support production operations, including winery facilities, vineyards, tasting rooms, and storage facilities. Milton Sanford Wine Ltd. maintains and upgrades its infrastructure to meet quality standards, regulatory requirements, and accommodate business growth.
Firm Infrastructure:
Strategic planning, governance, and organizational processes form the backbone of Milton Sanford Wine Ltd.'s operations. The company establishes systems for financial management, budgeting, risk management, and compliance to ensure effective governance and decision-making.
The value chain framework helps organizations analyze their internal operations, identify areas for improvement, and develop strategies to enhance efficiency, effectiveness, and competitiveness in the market.
5. Discuss Available Strategic Growth Choices for SMEs in Markets and Propose a New Strategy
Milton Sandford Wines Ltd. is heavily regulated by alcohol industry regulators. This firm values legal, safety, and environmental compliance. The organisation requires a new strategy that emphasises honesty and proactive communication with regulators to address regulatory challenges long-term. The innovation and diversity plan satisfies legislative standards for legality, ethical marketing, and sustainability (Van Rensen et al., 2020). Businesses may reduce legal risks, maintain market access, and improve their reputation by vowing to obey the rules and operate honestly.
For Milton Sandford Wines Ltd, there are several strategic growth choices in markets that can be explored to expand its presence and increase market share. Here are some potential strategies:
Market Penetration: Focus on increasing sales of existing products in current markets. This could involve aggressive marketing campaigns, expanding distribution channels, and offering promotional deals to attract new customers and encourage existing ones to buy more.
Product Development: One good way to grow is to add more types of wine or other useful products to the offerings. Some of the things that Milton Sandford Wines Ltd. can do to get more customers are to look into new mixes, limited edition orders, and stock linked to wine (Gilinsky et al. 2016).   Introduce new products or variants to cater to changing consumer preferences or tap into new market segments. This could include launching premium or niche wines, developing organic or sustainable options, or creating wine-based products like wine cocktails or wine-infused foods.
Market Development: Expand into new geographic markets either domestically or internationally. This could involve entering emerging markets with growing wine consumption, targeting regions with a high demand for premium wines, or exploring online sales channels to reach customers beyond traditional distribution networks.
Diversification: Explore diversification by entering related or unrelated markets. This could involve vertical integration, such as acquiring vineyards or wineries to secure the supply chain, or horizontal diversification into related industries such as food and hospitality, offering wine-related experiences or products.
Partnerships and Alliances: Form strategic partnerships or alliances with other companies in the wine industry or related sectors. This could include collaborations with restaurants, hotels, or retailers for joint marketing promotions, co-branding initiatives, or exclusive distribution agreements to reach new customer segments.
E-commerce Expansion: Invest in e-commerce capabilities to capitalize on the growing trend of online wine sales. This could involve enhancing the company's website for online ordering, partnering with e-commerce platforms, or developing mobile apps for convenient ordering and delivery services.
International Expansion: Explore opportunities for international expansion by targeting key export markets or establishing overseas distribution channels. This could involve conducting market research to identify potential markets with favorable demographics, consumer preferences, and regulatory environments for wine sales.
Based on these strategic growth choices, a new strategy for Milton Sandford Wines Ltd could be:
New Strategy: Premiumization and International Expansion
Positioning Milton Sandford Wines Ltd as a leading producer of premium wines while expanding its presence in international markets will be the objective.
Key Initiatives:
Premium Product Development: Invest in research and development to create high-quality, premium wines that cater to discerning consumers' preferences for unique flavors, terroir, and sustainability.
Brand Building and Marketing: Develop a strong brand identity and marketing campaigns to communicate the company's commitment to quality, heritage, and craftsmanship. Focus on storytelling and experiential marketing to engage consumers and create emotional connections with the brand.
International Market Entry: Identify and prioritize key international markets with a growing demand for premium wines, such as China, the United States, and emerging markets in Asia and Latin America. Establish strategic partnerships with local distributors, retailers, and hospitality partners to expand distribution channels and increase market penetration.
E-commerce and Direct-to-Consumer Sales: Enhance the company's e-commerce capabilities to reach consumers directly and capitalize on the growing trend of online wine sales. Offer personalized experiences, exclusive offers, and subscription services to build customer loyalty and drive repeat purchases.
Sustainability and Corporate Social Responsibility: The growing demand for environmentally friendly products (Dressler and Paunovic, 2021) fits with this creative process to make an impact that lasts and appeal to a socially aware customer base. Integrate sustainability practices throughout the value chain to minimize environmental impact, promote ethical sourcing, and enhance brand reputation. Communicate the company's commitment to sustainability and corporate social responsibility through transparent reporting and engagement with stakeholders. 
Continuous Innovation and Adaptation: Stay agile and responsive to changing consumer preferences, market trends, and regulatory requirements. Invest in innovation and adaptability to differentiate the brand and maintain a competitive edge in the dynamic wine industry landscape. Today, if you want to reach more people, you need a strong online presence. Milton Sandford Wines Ltd. has made smart investments in e-commerce and advanced digital marketing (Bandinelli et al.) 2020 so that they can reach customers all over the world.
By implementing this new strategy, Milton Sandford Wines Ltd can position itself for sustainable growth, strengthen its competitive position in the global wine market, and create long-term value for its stakeholders.
6. Strategic Recommendations for Future Developments and Implementation at Milton Sandford Wines Ltd 
Milton Sandford Wines Ltd. is now doing well overall, yet by setting vital strategies in motion, it can work on its position on the lookout and ensure it will keep on finding success. These thoughts are probably the main ones:
Doing The Change to Computerized:
Milton Sandford Wines Ltd. would be wise to develop a robust digital change strategy now that it is so crucial to have a strong online presence. This implies you want to make your site simple for individuals to endlessly utilize innovation to work on their experience. By having a web-based shop, the business can exploit the developing pattern of getting wine by the glass from anyplace on the planet (Jatmiko et al., 2021).
In any case, little and medium-sized organizations frequently experience difficulty with computerized projects since they need more means. For this issue to be tackled, utilizing an organized method is significant. The principal things that ought to be done are a web-based shop and computerized promoting endeavors that show what the organization depend on. To perform their duties effectively, our employees must acquire computer skills. It's vital to stay up with the latest so everybody is in total agreement and can assist with getting the change going.
Getting greater:
To decrease the impacts of changes on the lookout and in what individuals like, Milton Sandford Wines Ltd ought to investigate ways of enhancing. You can increase sales and profits by including limited-edition wines, wine-related products, and one-of-a-kind wine events.
Little and medium-sized organizations might find it hard to differentiate in light of the fact that activities are getting more confounded and they need to burn through cash immediately. For that reason the organization needs to do a great deal of examination available to track down potential open doors that fit with its image (Jatmiko et al., 2021). It's brilliant to do a trial of another item prior to putting it available to perceive how intrigued individuals are. Keeping the lines of correspondence open with present clients is significant for laying out reasonable objectives and getting individuals amped up for the new items.
Getting the store network to work better:
Supply lines that are very much run assist merchants with loving Milton Sandford Wines Ltd get wine to clients rapidly and at a fair cost. A piece of this is setting up innovation like stock administration frameworks and making conveyance networks better.
SMEs frequently experience difficulty further developing their inventory lines since they are little, don't have numerous assets, and don't have any desire to change. To fix this, the organization ought to investigate its ongoing inventory network and search for cash saving tips. Center around projects that are vital and will take care of immediately by reducing expenses and making the organization more useful. Cooperating with significant wholesalers and venders is essential to ensure that the change goes without a hitch and that everybody is in total agreement about the objectives for streamlining.
At last, Milton Sandford Wines Ltd could begin another period of development and strength by setting these strategies in motion: going advanced, growing, and further developing the inventory network. In any case, the issues that private companies have when they attempt to do plans should be recognized and managed in the correct manner. To get around restricted assets and individuals who would rather not transform, it will be essential to utilize an organized methodology that incorporates instructing laborers and keeping lines of correspondence open. The wine business is exceptionally serious and continuously evolving. Milton Sandford Wines Ltd. may achieve long-term success if it follows our recommendations.

7. Conclusion
Milton Sandford Wines Ltd. faces a fundamental decision after a long history of excellence, environmental care, and satisfied customers. The company has grown via a mix of small, family-owned grape vineyards, meticulous ageing in chalk mine sinkholes, and a commitment to sustainability. The suggested crucial drives aim to keep the organisation in the fiercely competitive wine industry as it plans its future.
The association's proposal to use environmentally friendly operations as a selling point shows its foresight in adapting to changing business trends. Buyers value Milton Sandford Wines Ltd.'s commitment to normal capacity, organised conveyance, and reuse as a leader in manageability. This product meets customer needs in a market where shoppers value authenticity and natural cognizance (Ouvrard et al., 2020).
The association can adapt and thrive with three key suggestions: computerised change, production network development, and widening. The organisation can stay ahead in the unique online business field by adopting computerised change and creating new market entry and communication routes. If you want to increase your earnings and protect yourself from market volatility, expand. Businesses are offering unique experiences and limited-edition wines to entice new and repeat consumers.
Store network enhancement is essential to SMEs' efficiency and cost reserve funds, despite its repeated challenges. Milton Sandford Wines Ltd. may increase its operational efficiency and competitiveness by regularly assessing and improving its production network. Recognising the challenges SMEs face, such as asset constraints and change protection, the ideas emphasise phased execution, worker training, and clear communication to ensure progress.
Overall, Milton Sandford Wines Ltd. is well-positioned to succeed and expand in a growing company industry (Ouvrard et al., 2020). Vital preparedness, ecological awareness, and a promise of greatness distinguish the company from other SMEs. Milton Sandford Wines Ltd. should implement the ideas to keep ahead in the changing wine sector.
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factors: Wines Ltd. may increase market share, qualty, and efficiency by using new
technology. Data analytics, loT monitoring, and precision viticulture may optimise
grape growth and yield superior grapes. Along with digital marketing, online buying,
and mobie applications, the firm may directy reach clients and increase ifs market.
Legal Factors: | Miton Sandiord Wines Ltd._ priortises legal and regulatory compliance. To conduct
business in several locations, you must grasp the complex rules governing alconol
licencing, fabeling, promotion, and ditrbution. Tax, health and safety, and
environmentallegisiation can impact a business's operations and profts.
Environmental | Envirnmental sustanabilty is becoming more mporant 1o the wine business
Factors: | because it reles on natural resources and farming methods. Some of the problems.
. hat Miton Sandford Wines Lta. faces are species loss, climate change, a lack of
water, and land degradation. All of these problems can affect how productive the
vineyards are and how many grapes they produce (Siddiqui, 2021). Organic farming,
water conservation, and the use of reen energy are all examples of sustainable
R viicultre. practies that must be used o protect the environment, meet legal @
requirements, and et buyer needs.
SWOT Analysis [c]
A comprehensive SWOT analysis il scrutnize the internal strengths and weaknesses of Miton Sandford
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Table 2: SWOT analysis [
Strengths ~Strong Brand Reputation: Mifton Sandford Wines L1d_ has bult @ strong reputation

in the industry over the years by making high-qualit wines. This has eamed the trust and
loyalty of customers all over the world.

- Large Selection of High-Qualtty Products: The company offers a large selection of
high-quality wines made using traditional winery methods and carefully picked frits to meet
the needs of picky customers (Benzaahtaet al, 2021).

- Established Distribution Channels: Milton Sandford Wines Ltd. has successfully set
up strong distribution networks that make a wide range of products available on both local
and foreign markets.

- Experienced Management Team: The company encourages new ideas and makes []
strategic decisions with the help of a management team with a lot o experience in the wine
industry.

Weaknesses: |+ Seasonal changes i client demand and gape harvests make inventory
management and profit management difficult for the wine industry. Including Mitton Sandford
Wines Ltd.

+ Few Production Units: Compared to larger rivals, the firm may struggle to increase
output to match demand, hurting its market share and growth.

- Extemal Dependence: Weather, taxes, and the economy may all affect a business's
operations and finances

Opportunities: | - New markets in Asia, Latin America, and Easter Europe wil benefit Milton Sandford
Wines Ltd. This wil help it reach new customers and diversify s income.

- Product Diversification: Offering qualty meals, non-alcoholic drinks, and wine
accessories might increase brand loyalty and consumer base (Sonia et al., 2020).

- Digital Marketing: Using digital marketing technologies and e-commerce platiorms
to their maximum potential may increase sales, consumer engagements, and direct
relationships.
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Tnternal
stakeholders

s

Shareholders/
Owners:

Wilton Sandford Wines L1d. has a lof of money put in f by fts owners and partners.
Their main goal is to make money from their assets over the long run. Their goals are
to make as much money as possible, increase the value of their shares, and ensure
long-term growth and security. The interests of shareholders are very important to the
organization's path because shareholders can affect strategic decisions through their
vote rights and ownership stakes (Van Rensen et al. 2020). To meet their needs, we
need a new strategy that makes us more profitable inthe long run, gives us more ways
to make money, and makes us less vulnerable to changes in the market. As a plan,
diversification and innovation give owners the chance to make money
areas and markets, which is what they want

new product

Employees:

Everyone who works at Milton Sandford Wines Ltd_is important to the growth of the
business. Their main concems are being fairly, paid. having the chance to move up in
their careers, working in a secure environment, and having a stable job. There are
ways for them to move up in their jobs and get credit for what they've done. Collective
bargaining and being represented by a trade group can give workers more power than
they would have on their own. We need a new method that puts innovation and
sustainabilty first if we want to meet the needs of our employees in a way that willlast
(Kuiala et al, 2022). This method might allow employees to take part in making

products, training courses that improve skills, and programmes that promote a good
workiife balance and employee wellness. An organisation that invests in its workers
will have a staff that s engaged, loyal, and effective.
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4. Stakeholder analysis
Milton Sandford Wines Ltd. must analyse stakeholders' aims to create and implement a long-term plan. In
the competiive wine sector, improving things for owners, wiorkers, consumers, sellers, and government
regulators will assure long-term success. To protect key partners, the organisation must change approach.
‘The diversity and innovation inifiaive might boost revenue, reduce risk, and improve company ethics. Miton
‘Sandford Wines Lig. requires a new strategy to be competiive, powerful, and essentia in the ever-changing
wine industry. Market trends, consumer tastes, and government regulations all change, but o can growth
and innovation plans.

Stakeholder analysis is crucial for understanding the expectations and power dynamics within Miton
Sandford Wines' ecosystem.

Table 3: Stakeholder analysis

Tnternal
stakeholders.

Shareholdersl | Wilton Sandford Wines L1d. has a ot of money put in 1 by s owners and partners.
Owners: Their main goal is to make money from their assets over the long run. Their goals are
to make as much money as possible, increase the value of their shares, and ensure
ongterm growth and security. The interests of shareholders are very important to the
organization's path because shareholders can affect strategic decisions through their
Vot rights and ownership stakes (Van Rensen e al. 2020). To meet their needs, we
need a new strategy that makes us more proftable inthe long run, ives us more ways
to make money, and makes us less vulnerable to changes in the market. As a plan,
diversification and innovation give owners the chance to make money in new product
areas and markets, which is what they want

Employees: | Everyons who works af Miton Sandiord Wines Lid_ s important 1o the growth of the
business. Their main concers are being fary. paid. having the chance to move up in
their careers, working in a secure environment, and having a stable job. There are

ways for them 1o move up n their jobs and get credit for what they've done. Collecive:
bargaining and being represented by a trade group can give workers more power than
they would have on their own. We need a new method that puts innovation and
sustainabilty irst i we want to meet the needs of our employees in a way that wil last
(Kuila et al, 2022). Tis method might allow employees to take part in making
products, traiing courses that improve skills, and programmes that promote a good
work-ife balance and employee wellness. An organisation that invests in ts workers
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External

stakeholders

Customers: For buyers of Millon Sandford Wines L., the thres most important hings are good
customer service, good products, and good value for money. These people want fo
buy real. trustworthy, and brand-new ifems. Customers' tastes and opinions affect a
business's sales and image. Customers can change market demand by what they buy.
“The best way for a business o meet customer wants is to make sure that s plan is in
line with the market and what customers want, As part of the planned sirategy for
innovation and diversification, a ot of diflerent high-qualty goods vl be made
available (Quutard et al. 2020). These could include expensive wines, non-alcoholic
arinks, and gourmet foods. By using digitaltools and environmentally friendly methods,
the business may keep ifs compeitive edge, get customers more involved, and make.
them more loyal to the brand.

Suppliers/ The producers and dealers who work wilh Milon Sandiord Wines Lid. want [0 be,
treated faity, get paid on time, and work together in a way that benefits both parties.
Distributors: | yynen loaking for  business partner, they look for someone who s honest, consistert,
and dependable. Suppliers and wholesalers are very important 1o the business
because they affect how well the supply chain works and how easily the company can
discuss contract terms. To reach their goals, they need 1o use sustainable buying
methods and encourage relationships that work together. The innovation and diversity
method that was suggested onens.up opportuniies for supply chain optimisation and
strategic relationships. (Kuiala et al, 2022). The company can make sure its supply.
chain works well and i reliable by focusing on being honest, fair, and environmentally
riendiy when dealing with vendors and dealers.

Regulatory Willon Sandford Wines Lid s heavily regulated by alconol industry regulators. This |
Authorities: | fm values legal, safety, and environmental compliance. The organisafion requires
new strategy that emphasises honesty and proactive communication vih reguiators
to address regulatory challenges long-term. The innovation and diversity plan satisfies
legistative standards for legality, ethical marketing, and sustainabilty (Van Rensen ot
al. 2020). Businesses may reduce legal risks, maintain market access, and improve
their reputation by vowing to obey the rules and operate honestly.
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Introduction
Milton Sandford Wines Ltd.

Milton Sandford Wines Ltd is a family-owned small and
medium-sized enterprise (SME) operating in the wine
industry. Founded in 1990

MILTON SANDFORD WINES, (2018)





image13.png
= Regulatio -

ns
Trade .
Policies
Governme -
nt

Stability

Economic
Conditions
Exchange
Rates
Disposable
Income

(Thomas Busch, 2024)

Demogra
phic
Trends
Health
Consciou
sness
Cultural
Factors

Viticulture
Innovation
s

Digital
Marketing
Wine
Production
Technology

Alcohol
Regulation
s

Health and
Safety
Standards

Climate
Change
Sustainabl
e
Practices
Environm
ental
Regulation
s





image14.png
Strengths:

SWOT

Analysis

Opportunities:

Weaknesses:

Threats:





image15.png
Mendelow Matrix

High
LI - Government Regulatory + Major
Bodies Investors/Shareholders
- Suppliers - Key Distributors/Retailers
Low
power - Casual Customers « Local Communities
- Peripheral Suppliers « Industry
Associations/Advocacy
Groups

| lowinterest | High interest

(Kaplan Financial Knowledge Bank , 2020)





image16.png
SUPPORT
ACTIVITIES

Grape

sourcing and f{WinemakingDistribution

Harvard Business School, Nd

Jjto retailers

. Sales promotior

o Inventory

Developing
marketing
strategies.

and customer

managemenfirelationship
¥

PRIMARY ACTIVITIES

managementy

Customer
support and
after-sales
service.

ine
education and
tastings.,

Poter’s value chain





image17.png
Internat
- ~ Market
otz Penetrat

Expansi .
= ion \
E_
commer Product
ce Develop
Expansi ment
Growth 2
Choices
Partners
b Market
hips and Develop
Alliance it

s
& Diversifi /

cation





image18.png
New Strategy
Premiumization and International
Expansion
Key Initiatives:
Premium Product Development
Brand Building and Marketing
International Market Entry
E-commerce and Direct-to-Consumer Sales
Sustainability and Corporate Social Responsibility

Continuous Innovation and Adaptation
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Implementing a new strategy focused on premiumization and
international expansion for Milton Sanford Wines Ltd could face several

C h d | | en g es challenges and limitations. Here are some potential ones:

and
Limitations

Market Saturation
Regulatory Barriers
Cultural Differences
Supply Chain Issues
Brand Recognition

Distribution Challenges
Competition

Economic Factors
Logistical Challenges
Talent Acquisition and
Retention
Environmental Factors
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By implementing the new strategy, Milton Sandford Wines
Ltd can position itself for sustainable growth, strengthen
its competitive position in the global wine market, and
create long-term value for its stakeholders.

Overall the above challenges requires careful planning,
market research, and investment in resources, including
people, technology, and infrastructure. Additionally, the
company should continuously monitor and adapt its
strategies based on market dynamics and feedback from
customers and stakeholders.

Conclusion
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