Strategic Management for SMEs

Sustainable business strategy – GOODERY LTD












Kamil Kazimierz Lenczowski
Student ID: 2120445
Module: Strategic Management for SMEs
Programme: BA Leadership and Management Skills for the Workplace
BMSW6104
University of Wales Trinity Saint David



Introduction	4
The company strategic direction	5
Critical analyses of external and internal environmental factors	6
PESTEL Analysis of Goodery, and E-commerce Business aspect	7
Political Factors	7
Economic Factors	7
Social Factors	7
Technological Factors	7
Environmental Factors	7
Legal Factors	8
SWOT Analysis of Goodery Ltd, Nottingham	9
Strengths	9
Weaknesses	9
Opportunities	9
Threats	10
Stakeholder mapping and analyses	11
Stakeholder theory (Ed Freeman)	11
Internal Stakeholders	11
External Stakeholder	11
Mendelow’s Matrix	12
Categories in Mendelow’s Matrix:	12
Goodery’s Market Analysis:	15
Internal Capabilities:	16
Comparison of Strategic Models	17
Ansoff Matrix	17
Porter’s Generic Strategic	19
Cost Leadership	19
Differentiation	20
Focus	20
Proposal for a New Strategy and Recommendations for Goodery Ltd	21
Proposal for a New Strategy (ANSOFF MATRIX)	21
Proposal for a New Strategy (Porter’s Generic Competitive Strategies)	21
Recommendations	23
Conclusion	25
Appendix	26
PORTER’S FIVE FORCES	26
References list	28


[bookmark: _Toc171268452][bookmark: _Toc171280871][bookmark: _Toc171281025]Introduction 

This report explores the strategic management practices of Goodery, an SME based in Nottingham employing fewer than 20 people. Goodery operates in the organic food delivery sector, focusing on providing fresh, locally sourced organic produce. The company is dedicated to sustainability, evident through its use of eco-friendly packaging and electric vehicles for deliveries. Goodery's mission is to promote environmental stewardship while supporting local agriculture.
Goodery’s strategic direction emphasises sustainability and market differentiation by aligning with consumer preferences for environmentally responsible businesses. This analysis will evaluate Goodery's current strategies, its internal and external environments using PESTLE and SWOT tools, stakeholder expectations and potential growth strategies. By focusing on these areas, the report aims to demonstrate how Goodery can improve its competitive advantage and achieve sustainable growth.
To ensure sustainable growth and competitive advantage, strategic management is crucial for SMEs like Goodery Ltd.
This report will explore:
· Goodery Ltd's current strategies.
· The internal and external environments using PESTLE and SWOT tools.
· Stakeholder expectations and influences.
· Potential growth strategies to enhance competitive advantage. 

[bookmark: _Toc171268453][bookmark: _Toc171280872][bookmark: _Toc171281026]The company strategic direction
Strategic management adopts planning for the long-term future of the business. Strategic management is the process of defining and executing major goals and plans by an organisation's top leaders. It involves analysing both the internal and external environments to create realistic strategies that improve performance and achieve long-term success. This approach balances theoretical concepts with practical actions, ensuring the organisation effectively address challenges and benefit from the opportunities within its broader economic context (White, C. 2004).
A clearly defined strategic management framework is crucial for a business's long-term success. It is essential to articulate core elements such as the mission and vision in clear statements. Understanding these components helps in grasping the company's objectives and direction. When the mission and vision are well-defined, they provide a clear roadmap for the organisation's goals and strategic initiatives, ensuring alignment and focus across all levels of the business.
Goodery’s vision, "Redesigning the local food chain by increasing organic growing and eating in East Anglia, one veg box at a time" outlines its long-term aspirational goal. This statement reflects the company's broader aim to transform the local food ecosystem and promote organic food consumption in East Anglia.
Similarly, Goodery's mission, "Organic food and everyday essentials delivered fresh from local producers" describes its day-to-day operations and core purpose. It highlights the delivery of fresh organic food and essentials from local producers, emphasising the company's commitment to sustainability and local sourcing.
Goodery Ltd's current strategies align well with its mission and vision. For instance, the company has successfully implemented initiatives like partnering with local farmers and using electric vehicles for deliveries, which reinforce its commitment to sustainability and supporting local agriculture.


[bookmark: _Toc171268454][bookmark: _Toc171280873][bookmark: _Toc171281027]Critical analyses of external and internal environmental factors
Over the time, we can notice a high volume of e-commerce practices becoming more and more familiar. According to the article of the article 70+ eCommerce Statistics and Trends for 2024 written by Devis Sears and Tiffani Anderson, the changing market and trends are crucial for the development of e-commerce. Before the pandemic, consumers preferred physical stores for instant purchases. However, lockdowns triggered a surge in online shopping, changing consumer habits. Now, 90% of Americans primarily use e-commerce for shopping.
Understanding the current e-commerce trends for 2024 is essential for running an online business effectively. Analysing these trends, including product categories, demographics, regions, payment methods, and technologies, will help in adapting business strategies to a rapidly changing market (Sears, D. et al. 2024)
According to Goodery’s case study, they also perform on e-commerce platforms. To illustrate this, the chart above shows the significance of understanding the potential of e-commerce.
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Figure 1: Countries ranking by the retail e-commerce
Goodery`s vision statement stands for "Redesigning the local food chain by increasing organic growing and eating in East Anglia, one veg box at a time," it align with the thoughts of Many businesses.
Sustainability and ethical consumerism are expected to gain further momentum. As consumers become more informed about sustainability practices and the environmental impact of consumerism, businesses will face increasing demands to contribute positively. This may lead to a rise in demand for refurbished or ecological products and influence shipping options, including considerations for carbon offsets, according to insights from Emerging Europe. (Sears, D. et al. 2024)
[bookmark: _Toc171268455][bookmark: _Toc171280874][bookmark: _Toc171281028]PESTEL Analysis of Goodery, and E-commerce Business aspect 
A PESTLE analysis offers valuable insights into a company’s direction, brand positioning, growth goals, and potential productivity risks, such as a pandemic. It helps assess current products and services while guiding the development of new ones. (Parades, R., 2023).
This work aims to help understand the role of strategic planning. Focusing on PESTLE analysis will provide insight into how important these factors can be for the business.
[bookmark: _Toc171268456][bookmark: _Toc171280875][bookmark: _Toc171281029]Political Factors
Local government policies regarding e-commerce, business taxes, and consumer protection regulations impact their business. Additionally, any changes in local regulations related to digital business practices or internet sales can affect Goodery. Political stability and local government support for small businesses and digital transformation initiatives can further influence Goodery's business environment.
These political factors influence Goodery's ability to operate smoothly within Nottingham's local market.
[bookmark: _Toc171268457][bookmark: _Toc171280876][bookmark: _Toc171281030]Economic Factors
Economic conditions in the UK, particularly in Nottingham, significantly influence Goodery's performance. Local economic health, including employment rates and consumer spending power, directly impacts sales (Hayes, A. 2024). Inflation rates and changes in local economic policies also affect operating costs and pricing strategies. The overall economic growth and recovery post-COVID-19 have boosted local consumer confidence and spending, presenting opportunities for Goodery. (ELLISON, J. Goodery n.d.)
Goodery can take advantage of local government support for small businesses by participating in digital transformation initiatives.
[bookmark: _Toc171268458][bookmark: _Toc171280877][bookmark: _Toc171281031]Social Factors
Trends towards supporting local businesses and buying locally sourced products align with Goodery’s offerings. Consumer demand for convenience, health-conscious products, and ethical business practices are critical. (Sears, D. et al. 2024)
[bookmark: _Toc171268459][bookmark: _Toc171280878][bookmark: _Toc171281032]Technological Factors
Technological advancements are vital for Goodery's e-commerce success. Using modern e-commerce platforms, secure payment systems, and efficient logistics management tools improves customer experience and operational efficiency. Adopting technologies such as AI for personalised marketing and customer service can provide a competitive edge. Staying updated with technological trends and investing in the latest tools is essential for maintaining market relevance. (Yildirim, H 2023).
Goodery should invest in modern technologies to refine customer experience and operational efficiency.
[bookmark: _Toc171268460][bookmark: _Toc171280879][bookmark: _Toc171281033]Environmental Factors
Environmental factors are increasingly significant for Goodery. With a growing consumer focus on sustainability, Goodery's commitment to eco-friendly practices, such as using sustainable packaging and reducing waste, resonates well with customers. Compliance with local environmental regulations and active participation in green initiatives can build Goodery's brand image and attract environmentally conscious consumers. (Loredana, E. M. 2017)
[bookmark: _Toc171268461][bookmark: _Toc171280880][bookmark: _Toc171281034]Legal Factors
Legal factors affecting Goodery include compliance with local regulations on e-commerce, consumer protection, data privacy, and business operations. Adhering to laws such as the UK's Data Protection Act 2018 is crucial to avoid legal issues. (Data protection Act 2018) Additionally ensuring that all products meet local health and safety standards is necessary to maintain consumer trust and avoid regulatory penalties.
Conducting a PESTEL analysis provides Goodery with a comprehensive understanding of the external factors influencing their local business environment. By addressing political, economic, social, technological, environmental, and legal factors, Goodery can develop informed strategies to navigate challenges and capitalise on opportunities. This approach will support Goodery's sustainable growth and maintain their competitive position in the Nottingham market area.
A PESTLE analysis helps businesses understand their position, growth goals, and potential risks like a pandemic. It allows them to study the market and competition, evaluate current products, and plan for new ones.
By analysing external factors, PESTLE helps predict changes that can affect the business while being an extension of a SWOT analysis.
· Positive Changes (positive shocks) make the business’ products more attractive and increase sales.
· Negative Changes (negative shocks) make the business’ products less attractive and decrease sales. (Tarver, E. 2022)
Understanding these changes helps businesses protect themselves from risks and take advantage of opportunities. PESTLE analysis is essential for effective strategic planning and business resilience.
Understanding Shocks with PESTLE
Goodery can anticipate changes and prepare:
· Positive Shocks: Government support could increase sales.
· Negative Shocks: Economic downturns or new laws could reduce sales or increase costs.
Regular PESTLE analysis helps Goodery stay prepared for changes, ensuring growth and stability.


[bookmark: _Toc171268462][bookmark: _Toc171280881][bookmark: _Toc171281035]SWOT Analysis of Goodery Ltd, Nottingham
[bookmark: _Toc171280882][bookmark: _Toc171281036]Strengths
Local Focus and Community Support: Goodery emphasises supporting local farmers and ethical businesses in Nottingham and the surrounding areas, creating a strong community connection and loyalty.​ (Goodery)​​ 
Sustainability Commitment: The company uses electric vehicles for deliveries and promotes low waste and zero carbon emissions, aligning with the increasing consumer demand for environmentally friendly practices.​ (Goodery)​​ 
Organic and Ethical Products: Goodery offers a wide range of organic and ethically sourced products, catering to the growing market for health-conscious and ethically minded consumers.​ (Goodery)​
Flexibility and Convenience: Customers can choose from seasonal boxes or build their own, with subscription options and flexible delivery schedules, enhancing customer convenience and satisfaction.​ (Goodery)​
[bookmark: _Toc171280883][bookmark: _Toc171281037]Weaknesses
Limited Geographic Reach: Goodery currently serves primarily the local market in Nottingham and East England, which may limit its growth potential compared to competitors with a broader geographic reach.​ (Goodery)​
Dependence on Local Suppliers: The reliance on local producers can be a weakness if there are supply chain disruptions or if local production cannot meet increasing demand.​ (Goodery)​
Higher Costs: Organic and ethically sourced products typically have higher production costs, which can result in higher prices for consumers and potentially limit market segments. (Goodery)
[bookmark: _Toc171280884][bookmark: _Toc171281038]Opportunities
Growing Demand for Organic Products: The increasing consumer awareness and demand for organic and sustainable products present significant growth opportunities for Goodery. (Goodery)
Expansion of Product Range: There is potential to expand the range of products offered, including more everyday essentials and specialty items, to attract a broader customer number. (Goodery)
Technological Advancements: Investing in advanced e-commerce technologies, personalised marketing, and customer relationship management systems (CRM) can improve customer experience and operational efficiency. (Goodery)
Community Engagement and Education: Engaging with the community through educational initiatives about the benefits of organic farming and sustainable living can further strengthen brand loyalty and customer base.​ (Goodery) 
[bookmark: _Toc171280885][bookmark: _Toc171281039]Threats
Market Competition: The e-commerce market is highly competitive, with larger companies having more resources to invest in technology, marketing, and logistics, posing a threat to Goodery’s market share. (Goodery)
Economic Downturns: Economic instability can impact consumer spending power, leading to reduced demand for premium-priced organic and ethical products (Goodery), however, the results for the consumption of fresh organic food shows that most consumers are prepared to pay a premium of between 5% and 10%. Income and the presence of organic labeling are significant predictors of willingness to pay, while environmental concerns and the place of purchase are not. (Watanabe, A. M. E., et al. 2023)
Regulatory Changes: Changes in local or national regulations related to organic certification, environmental standards or e-commerce operations could increase operational costs and complexity. (Goodery)
Supply Chain Disruptions: Dependence on local suppliers means that any disruption in local agriculture (due to weather, pests, or other factors) can directly impact Goodery's ability to meet customer demand. (Goodery)
By understanding these strengths, weaknesses, opportunities, and threats, Goodery Ltd can develop strategies to benefit from their advantages, mitigate their weaknesses, capitalise on opportunities, and prepare for potential threats in the dynamic e-commerce landscape.


[bookmark: _Toc171268463][bookmark: _Toc171280886][bookmark: _Toc171281040]Stakeholder mapping and analyses
[bookmark: _Toc171268464][bookmark: _Toc171280887][bookmark: _Toc171281041]Stakeholder theory (Ed Freeman)
Stakeholder analysis is a strategic process used to identify and evaluate the individuals or groups that can affect or are affected by the achievement of organisational objectives. This analysis helps to understand the interests and influences of various stakeholders and is crucial in making informed decisions that balance these interests. According to Ed Freeman’s stakeholder theory, a stakeholder is defined as “any group or individual who can affect or is affected by the achievement of organizational objectives.” (Alford, H. 2006)
It is pivotal for Goodery to allocate stakeholders in order to understand their power. 
Stakeholders for Goodery Ltd, can be categorised into:
[bookmark: _Toc171280888][bookmark: _Toc171281042]Internal Stakeholders
1. Owners and shareholders: interested in profits and business growth.
2. Employees: concerned with job security, working conditions and fair wages.
[bookmark: _Toc171280889][bookmark: _Toc171281043]External Stakeholder
1. Customers: people always interested in high quality products or services also customer service.
2. Suppliers: supplier chain will be interested in stable business relationship and payments to be made on time.
3. Local community: interested in all the business contribution to the local economy and environmental practices.
4. Government and Regulators: concerned with compliance with laws and regulations, and tax payments. 
5. Investors and creditors: interested in financial stability and profitability of the business.
6. Competitors: Affected by Goodery's actions and position in the market.


[bookmark: _Toc171280890][bookmark: _Toc171281044]Mendelow’s Matrix
To understand how much influence stakeholders have on the business, use Mendelow’s Matrix which looks at two aspects:
Power: How much they can affect the project.
Interest: How much they want to help and improve the project.
[image: ]
Figure 2: Mendelow's Matrix (Cadle, P. et al. 2014)

[bookmark: _Toc171280891][bookmark: _Toc171281045]Categories in Mendelow’s Matrix:
Low Power, Low Interest: These stakeholders do not have much impact and are not very interested. Keep an eye on them in case their status changes.
Low Power, High Interest: They care a lot but cannot do much to affect the project. Keep them informed and watch their interest.
High Power, Low Interest: They can greatly affect the project but are not very interested. Give them attention to keep them engaged.
High Power, High Interest: They are very powerful and very interested. These are the most important stakeholders and need the most attention to make sure they stay supportive. (Yildirim, H. 2023)
Mendelow's Matrix can be adjusted to fit different needs, such as changing the position of stakeholders if necessary. This flexibility allows organisations to prioritise and manage their stakeholders more effectively by reassessing their level of power and interest over time.
Mendelow’s Stakeholder Matrix for Goodery Ltd
Low
Low
High
INTEREST
POWER
High

X Owners and Shareholders
X Employees
X Customers
X Suppliers
X Local Community
X Government and Regulators
X Investors and Creditors
X Competitors
Stakeholders

Figure 3: Mendelow’s Stakeholder Matrix for Goodery Ltd, prepared by the author

As mentioned, the grid can also show how to treat stakeholders:
[image: A diagram of a four-level performance
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Figure 4: Source UWTSD power/Interest GRID.

	Category
	Stakeholder
	Power
	Interest
	Strategy

	Monitor (Minimal Effort)
	Suppliers
	Low
	Low
	Maintain stable relationships with minimal engagement.

	
	Competitors
	Low
	Low
	Monitor market behaviour.

	Keep Informed
	Employees
	Low
	High
	Keep updated and involved.

	
	Customers
	Low
	High
	Regular updates and engagement.

	
	Local Community
	Low
	High
	Inform about company activities.

	Keep Satisfied
	Investors and Creditors
	High
	Low
	Ensure regular financial and strategic updates.

	Manage Closely
	Owners and Shareholders
	High
	High
	Prioritise their needs.

	
	Government and Regulators
	High
	High
	Maintain close relationships and legal compliance.



Table 1: Summarised table of stakeholders based on their power and interest, suggestion of appropriate strategy for managing each group.
This table effectively categorises stakeholders by their power and interest, and it provides a concise strategy for managing each group.


This work will also look at classical strategy, which is deeply analytical. The patron of this strategy is Michael Porter, who came up with the five forces approach to analyse the market. (Owen, J. 2021) 
Different strategies such as Porter’s Five Forces and the Ansoff Matrix will be compared to develop a market-based strategy.
[bookmark: _Toc171280892][bookmark: _Toc171281046]Goodery’s Market Analysis:
· Current Trends: There is a growing demand for local and organic products, which Goodery Ltd already offers.
· Competitor Analysis: Look at other companies selling similar products, both local businesses and larger national brands such as:
[image: ]
· Customer Insights: Nowadays it is important to listen what customers are saying about products and services to find ways to improve and create new products. (Barron S. B. 2021)


[bookmark: _Toc171280893][bookmark: _Toc171281047]Internal Capabilities:
· Strengths: Goodery Ltd has strong ties to the community, a loyal customer base and a reputation for high-quality products.
· Weaknesses: The company faces challenges like limited production capacity and supply chain issues.
According to the owner of Goodery Ltd strategy, they emphasise the importance of maintaining high product quality and strong community relationships. 
They believe when we buy produce from local organic suppliers, we make a huge difference to the impact our food habits have on the environment and economy of our region. (Goodery.com)



[bookmark: _Toc171268465][bookmark: _Toc171280894][bookmark: _Toc171281048]Comparison of Strategic Models
[bookmark: _Toc171268467][bookmark: _Toc171280895][bookmark: _Toc171281049]Ansoff Matrix 
The Ansoff Matrix, created by the American planning expert Igor Ansoff, is a strategic planning tool that links an organisation's marketing strategy with its general strategic direction. It presents four alternative growth strategies in the form of a 2x2 table or matrix. One dimension of the matrix considers "product" (existing and new) and the other dimension considers "markets" (existing and new). (Loredana, E. M. 2017)
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Table 3: Ansoff Matrix

According to an article of The Use of Ansoff Matrix in the Field of Business, the Ansoff Matrix is a strategic planning tool that helps organisations determine their product and market growth strategy. (Loredana, E. M. 2017). The matrix presents four growth strategies:
Market Penetration: Sell more existing products to the current market.
For instance, Goodery ltd would increase sales in Nottingham through improved marketing and customer engagement, such as loyalty programs and promotions.
Market Development: Sell existing products to new markets. GOODERY LTD would Expand to nearby regions by identifying new market segments and tailoring marketing strategies to attract new customers.
Product Development: Develop new products for the current market.
The way how GOODERY LTD would apply it is, they would create new products, like new flavours or packaging, to meet changing customer preferences and keep the product line fresh.
Diversification: Develop new products for new markets. GOODERY LTD would enter new markets, such as the wellness or health food market, by developing new products that align with these trends. This may involve research and development and forming strategic partnerships to facilitate market entry.


[bookmark: _Toc171280896][bookmark: _Toc171281050]Porter’s Generic Strategic
According to the Harvard Business Review Manager`s handbook pp 261 (2017), once you have a picture of how the changing external world effects your business and what the company or your team looks like right now from the insight, it is time to think about direction for change. Christensen has advocated that strategy teams first prioritise the threats and opportunities they find (he calls them “driving forces” of competition) and then discuss each one in broad strokes. (Anonymous, 2017)
According to the Journal of Business and Management and the article “Porter’s Generic Competitive Strategies” by Ritika Tanwar, Porter's Generic Strategy is a framework that helps businesses gain a competitive edge. It includes three main strategies:
· Cost Leadership
·  Differentiation
·  Focus

 This framework looks at the market size (strategic scope) and the company’s strengths (strategic strength). Porter says it is important for a company to choose one clear strategy to be successful. Companies that try to do everything for everyone often end up 'stuck in the middle' and do not achieve a strong competitive advantage. (Tanwar, R., 2013)
While Porter's Five Forces help companies understand what affects their competitiveness and profits, Michael Porter introduced Porter's Generic Strategies to show how a company can gain a competitive advantage. Those three key points indicate the areas where we should look at. 
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Figure 5: Porter's Generic Competitive Strategies (ways of competing) University of Cambridge

Michael Porter identified three main stages for the companies to be able and compete with others. According to University of Cambridge and their research Porter's Generic Competitive Strategies (ways of competing) explanation of each component is as follows:
[bookmark: _Toc171280897][bookmark: _Toc171281051]Cost Leadership
Cost Leadership is about trying to be the cheapest producer in the market. To achieve this, a company can produce large quantities, which will reduce costs. Another crucial aspect is to be efficient by streamlining operations to save money. Additionally, the company should focus on suppliers and buy cheaper raw materials to reduce costs. As a result of implementing these techniques, such as selling products at lower prices, the company will attract more customers.

[bookmark: _Toc171280898][bookmark: _Toc171281052]Differentiation
Involves making products unique and better than competitors. This can be achieved by creating new, unique products, ensuring high quality, and building a strong, recognisable brand. By offering unique features and high quality, companies can charge higher prices.
[bookmark: _Toc171280899][bookmark: _Toc171281053]Focus
[bookmark: _Toc171280900]It targets a specific group of customers. There are two types of focus strategies: cost focus and differentiation focus. Cost focus means being the cheapest in a small market segment. Differentiation focus means offering unique products for a small market segment, like Rolls Royce, which makes luxury cars for a wealthy clientele. By focusing on a specific market, companies can build strong loyalty among specific customers and face less competition. Rolls Royce offers high-end, customised luxury cars to attract a specific group of wealthy customers.



[bookmark: _Toc171268468][bookmark: _Toc171280901][bookmark: _Toc171281054]Proposal for a New Strategy and Recommendations for Goodery Ltd
To grow and overcome challenges, Goodery Ltd should adopt a multifaceted strategy that incorporates product diversification, market penetration, and regional expansion. According to Dennis Lock in his book of Handbook of Management (third edition, pp. 38-40, 1992), a comprehensive approach to organisational development is essential for sustainable growth. (Lock, D. 1992)
Currently, Goodery Ltd emphasises maintaining high product quality and strong community relationships. The company focuses on sustainability and local sourcing, using electric vehicles for deliveries and partnering with local farmers. To further improve its market position, Goodery should expand its strategies as follows:
[bookmark: _Toc171280902][bookmark: _Toc171281055]Proposal for a New Strategy (ANSOFF MATRIX)
Market Penetration: Increase sales in Nottingham through improved marketing and customer engagement, such as loyalty programs and promotions.
Market Development: Expand to nearby regions by identifying new market segments and adapting marketing strategies to attract new customers.
Product Development: Create new products, like new flavours or packaging, to meet changing customer preferences and keep the product line fresh.
Diversification: Enter new markets, such as wellness or health food, by developing new products aligned with these trends. This may involve research and development and forming strategic partnerships.
[bookmark: _Toc171280903][bookmark: _Toc171281056]Proposal for a New Strategy (Porter’s Generic Competitive Strategies)
Goodery Ltd should adopt a Differentiation strategy by focusing on their unique, high-quality organic products and sustainable practices. Collaborate with local organic farmers to ensure a consistent supply of fresh produce, which will build customer trust and allow for premium pricing. Use electric vehicles for deliveries and highlight this eco-friendly practice in marketing to attract environmentally conscious consumers. Develop innovative products, such as gourmet organic meal kits with locally sourced ingredients, to meet the needs of busy professionals who prioritise health and convenience.( it would be profit if they could apply HelloFresh similar products and services).

Additionally, target eco-conscious and health-conscious customers by tailoring marketing efforts to highlight the health benefits of organic products and the positive environmental impact of sustainable practices. Offer personalised subscription services, such as curated organic product boxes based on customer preferences, to enhance convenience and build long-term relationships. Engage with the local community by hosting organic gardening workshops and partnering with local health clubs for co-branded promotions. This approach will help maintain high standards, ensure customer loyalty, justify premium pricing, and uphold Goodery’s brand integrity.


[bookmark: _Toc171268469][bookmark: _Toc171280904][bookmark: _Toc171281057]Recommendations
Invest in Digital Transformation: Develop a competitive e-commerce platform to improve online customer experience and reach a broader audience.
Improve digital marketing using social media, SEO and email campaigns to attract and retain customers. (Steinbrink, K. 2024)
Carry out data analytics to understand customer preferences and personalise marketing strategies. (Mehta J, 2023)
Expand Geographical Reach: Implement a market development strategy by expanding into nearby regions.
Conduct market research to identify new target areas and tailor marketing strategies to local preferences.
Establish partnerships with local delivery services to ensure efficient distribution in new markets.
Diversify Product Offerings:
Focus on product development by introducing new, health-focused, and eco-friendly products.
Regularly survey customers to identify emerging trends and preferences and innovate accordingly.
Consider seasonal and limited-edition products to create excitement and attract repeat purchases.
Boost Customer Engagement:
Implement loyalty programs and offer incentives to increase customer retention.
Establish a feedback mechanism to gather customer insights and improve service quality.
Engage with the community through events and collaborations with local organisations to strengthen brand loyalty.
Optimise Supply Chain and Operations:
Improve supply chain efficiency by diversifying suppliers and negotiating long-term contracts.
Adopt sustainable practices such as using eco-friendly packaging and reducing waste.
Invest in technology to streamline operations and enhance productivity.
Focus on Sustainability Initiatives:
Maintain and promote eco-friendly practices to appeal to environmentally conscious consumers.
Participate in local and national sustainability programs to enhance brand reputation.
Educate customers about the environmental benefits of choosing Goodery’s products through marketing campaigns.
By implementing these recommendations, Goodery Ltd can strengthen their market position, achieve sustainable growth, and maintain their commitment to quality and community focus. These strategies will help Goodery navigate challenges and capitalise on opportunities in the dynamic e-commerce landscape. However, company should consider to apply more than one strategy on board as combined strategy can be more effective. 

[bookmark: _Toc171268470][bookmark: _Toc171280905][bookmark: _Toc171281058]Conclusion 
Goodery Ltd, a small enterprise in Nottingham, operate in the organic food delivery sector with a strong emphasis on sustainability. The company's strategic alignment with eco-friendly practices and local agricultural support positions it favourably within the market. This report has analysed Goodery's strategic management practices through tools such as PESTLE and SWOT, revealing significant growth opportunities and potential challenges.
The increasing consumer demand for organic and sustainable products presents a substantial opportunity for Goodery. However, the company must navigate competitive pressures and economic fluctuations. To improve their competitive advantage and ensure sustainable growth, several strategic initiatives has been recommended.
First, Goodery should consider expanding their geographical reach to nearby regions, thereby increasing their customer base. This can be achieved through targeted marketing strategies and establishing partnerships with local delivery services.
Second, product diversification is crucial. By developing new, health-focused, and eco-friendly products, Goodery can cater to evolving consumer preferences and create excitement through seasonal or limited-edition offerings.
Third, investing in digital transformation is essential. Improving their e-commerce platform and using advanced technologies for personalised marketing and customer relationship management will improve operational efficiency and customer satisfaction.
Lastly, community engagement and sustainability initiatives should remain a priority. Implementing loyalty programs, gathering customer feedback, and participating in local sustainability programs will strengthen brand loyalty and community support.
By adopting these multifaceted strategies, Goodery can navigate the dynamic e-commerce landscape, improve their market position and achieve sustainable growth. These efforts will not only boost Goodery's competitive advantage but also reinforce their commitment to environmental stewardship and support for local agriculture.


[bookmark: _Toc171268471][bookmark: _Toc171280906][bookmark: _Toc171281059]Appendix 
[bookmark: _Toc171268466][bookmark: _Toc171280907][bookmark: _Toc171281060]PORTER’S FIVE FORCES
According to the article "The Five Competitive Forces That Shape Strategy" (2008) by Michael E. Porter in the Harvard Business Review, Porter's Five Forces is a model that helps organisations analyse their competitive environment. The model examines five key forces:
[image: A diagram of a company's five forces
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Table 2: Porter’s 5 forces source https://www.linkedin.com/pulse/why-porters-5-forces-important-driving-business-manish-prajapat
Threat of New Entrants: This force looks at how easy or difficult it is for competitors to join the market.
For instance, Goodery Ltd needs to look at barriers to entry, like how much money is needed to start and how loyal customers are to existing brands. By building strong relationships with customers and offering unique products, Goodery Ltd can make it harder for new competitors to enter the market.
Power of Suppliers: This looks at how much power suppliers have over prices.
Goodery Ltd can reduce supplier power by having multiple suppliers, negotiating long-term contracts, and building strong relationships with suppliers to avoid depending on just one source. 
Power of Buyers: This looks at how much power customers have to influence prices.
At Goodery ltd they should continuously innovate to offer products that are better than alternatives. By keeping up with market trends and offering high-quality, unique products, Goodery Ltd can make substitutes less attractive.
Competitive Rivalry: This looks at how intense the competition is within the industry.
Goodery Ltd can stand out through unique branding, high product quality, and great customer service. Competitive pricing and strategic partnerships can also help Goodery Ltd stay ahead of rivals.
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