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1. [bookmark: _Toc215587827]EXECUTIVE SUMMARY
This report delivers a strategic analysis of Pharmacy2You, a UK online and community pharmacy operating within the NHS primary care system. It examines the organisation’s internal capabilities and external environment using strategic tools such as SWOT, Value Chain, PESTEL and Porter’s Five Forces. The current strategic direction is reviewed through its implied vision, mission and objectives, alongside the rapidly changing UK pharmacy landscape shaped by NHS funding reforms, digitalisation and demographic pressures.
Using frameworks including Porter’s Generic Strategies, the Ansoff Matrix and Bowman’s Strategic Clock, the study proposes a long-term strategy for Pharmacy2You. Stakeholder expectations are assessed through Mendelow’s Matrix and a RACI analysis. The report ultimately recommends a Focused Differentiation and Service Diversification Strategy—expanding clinical services, enhancing digital capabilities and improving operational sustainability.
Final recommendations are aligned with Triple Bottom Line (TBL) principles to support financial resilience, positive social outcomes and environmental responsibility.
[bookmark: _Toc215587828]2. INTRODUCTION 
Pharmacy2You is a UK-based SME in the community pharmacy sector, providing digital-enabled prescription services. It operates through the NHS Electronic Prescription Service (EPS), allowing patients to manage repeat prescriptions online and receive medications via home delivery (NHS Digital, 2022). As healthcare shifts toward digital platforms and convenience-led service models, Pharmacy2You has positioned itself to meet rising patient expectations for speed, accessibility and reliability.
[bookmark: _Toc215587829]2.1 Products and Services
Pharmacy2You offers:
· NHS prescription dispensing
· Repeat prescription management
· Free home delivery
· Clinical advice and medicines counselling
· Private services (e.g., vaccinations, travel health, screening)
· Over-the-counter medicines
These offerings reflect increasing industry emphasis on pharmacy-led primary care services (NHS England, 2023).
[bookmark: _Toc215587830]2.2 Business Model
Pharmacy2You operates a hybrid SME business model combining:
· Online pharmacy platform for digital prescription processing
· Centralised dispensing hub
· Home delivery logistics
· Community-based clinical services
Revenue is primarily derived from:
· NHS dispensing fees
· OTC and private services
· Clinical service reimbursements
[bookmark: _Toc215587831]2.3 Uniqueness
Pharmacy2You’s key differentiators include:
· Highly efficient EPS-driven operations (NHS Digital, 2022)
· Strong patient convenience model (home delivery, reminders)
· SME-level personalisation and flexibility (Anderson et al., 2021)
· Lower overheads than traditional high-street chains (MarketLine, 2023)
[bookmark: _Toc215587832]3. Appraisal of the Current Strategic Direction and Goals (Vision, Mission, Objectives)
Pharmacy 2You positions itself as an accessible, community-focused online and local pharmacy service supporting patients with convenient access to prescribed and over-the-counter medicines. Although the organisation does not publicly state formal vision or mission statements (as is common among small independent pharmacies), its strategic direction can be inferred from its operations, service design, and communication with customers.
[bookmark: _Toc215587833]Vision 
To become a trusted and easily accessible pharmacy service that provides safe, efficient, and personalised medication support to patients in the local community and beyond.
[bookmark: _Toc215587834]Mission 
To improve patient wellbeing through reliable medicine dispensing, home delivery services, and professional healthcare advice, while ensuring regulatory compliance, safety, and high-quality customer service.
[bookmark: _Toc215587835]Strategic Objectives
1. Expand customer reach by strengthening online services and improving digital accessibility.
2. Improve patient experience through faster dispensing, automated reminders, and enhanced communication.
3. Maintain full regulatory compliance with NHS, GPhC, and MHRA standards.
4. Increase operational efficiency through technology adoption (EPS, stock systems, automation).
5. Build stronger partnerships with local GP practices and healthcare providers.
6. Achieve sustainable financial growth as an SME through cost control, service diversification, and customer retention.
[bookmark: _Toc215587836]4. Environmental Scan and Competitive Positioning 
A comprehensive environmental scan helps assess Pharmacy2You’s strategic position by examining internal strengths and weaknesses and external opportunities and threats. This section applies four major strategic analysis tools—SWOT, Value Chain, PESTEL, and Porter’s Five Forces—as recommended by Johnson, Whittington and Scholes (2020).
[bookmark: _Toc215587837]4.1 SWOT Analysis 
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A SWOT analysis highlights the organisation’s internal capabilities and external market conditions. It is a widely used strategic assessment tool for SMEs due to its simplicity and ability to support strategic decision-making (Gürel & Tat, 2017).
[bookmark: _Toc215587838]Strengths
• Strong digital integration with the NHS Electronic Prescription Service, enabling automated, efficient dispensing (NHS Digital, 2022).
• High convenience through home delivery, increasingly preferred after COVID-19 (ONS, 2023).
• Personalised, relationship-based care typical of SMEs (Anderson et al., 2021).
• Lower operating costs than large chains due to reduced rental and staffing overheads (MarketLine, 2023).
• High agility, allowing rapid technological and process adaptation (Thong, 2019).
[bookmark: _Toc215587839]Weaknesses
• Lower brand recognition compared with large national chains (MarketLine, 2023).
• Heavy dependence on NHS reimbursement, which has declined 25% in real terms since 2015 (PSNC, 2023).
• Limited workforce capacity, increasing vulnerability to staff shortages (GPhC, 2022).
• Reduced supplier bargaining power compared with high-volume buyers (King’s Fund, 2023).
[bookmark: _Toc215587840]Opportunities
• Rapidly expanding online pharmacy market, projected to reach £1.8bn by 2026 (Statista, 2024).
• Ageing population driving higher prescription volume (ONS, 2023).
• NHS-backed expansion of pharmacy-led clinical services (NHS England, 2023).
• AI and automation offering efficiency and error-reduction potential (PwC, 2023).
[bookmark: _Toc215587841]Threats
• Intensifying competition from large digital providers (MarketLine, 2023).
• Growing medicine shortages linked to Brexit and global pressures (King’s Fund, 2023).
• Increasing cybersecurity and GDPR compliance risks (ICO, 2023).
• Inflation pushing up delivery, fuel and labour costs (ONS, 2023).
[bookmark: _Toc215587842]4.2 Value Chain Analysis
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Porter’s Value Chain framework is used to identify activities that create value and competitive advantage (Porter, 1985).
[bookmark: _Toc215587843]Primary Activities
Inbound Logistics
Pharmacy2You relies on wholesalers such as AAH and Phoenix. Supply chain constraints and medicine shortages can disrupt inbound logistics (King’s Fund, 2023).
Operations
Pharmacy2You’s EPS-driven dispensing process enhances operational efficiency and accuracy (NHS Digital, 2022). Operations also depend heavily on skilled pharmacy staff who must meet GPhC clinical standards (GPhC, 2022).
Outbound Logistics
Home delivery is a core differentiator. Demand for pharmacy delivery rose significantly during and after COVID-19, with many patients preferring remote access (ONS, 2023).
Marketing and Sales
As an SME, Pharmacy2You has limited advertising budget compared to large chains, relying more on digital presence and word-of-mouth (MarketLine, 2023).
Service
High-quality, personalised patient counselling increases customer loyalty—a known strength of SME pharmacies (Anderson et al., 2021).
Support Activities
Technology Development
Use of EPS, Pharmacy Medication Record (PMR) systems and emerging automation aligns with NHS digital transformation (NHS England, 2023; PwC, 2023).
Human Resource Management
Staff require continuous professional development to meet clinical and regulatory standards (GPhC, 2022).
Procurement
The organisation must navigate supply chain pressures and fluctuating medicine prices (King’s Fund, 2023).
Firm Infrastructure
Compliance with NHS and MHRA standards ensures safety and governance (MHRA, 2023).
[bookmark: _Toc215587844]4.3 PESTEL Analysis
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The PESTEL framework assesses macro-environmental influences on Pharmacy2You’s strategy (Johnson et al., 2020).
[bookmark: _Toc215587845]Political Factors
· Cuts in community pharmacy funding have intensified financial pressures across the sector (PSNC, 2023).
· Post-COVID health strategy promotes digital transformation, supporting online pharmacies (NHS England, 2023).
· Brexit continues to affect medicine availability and logistics (King’s Fund, 2023).
[bookmark: _Toc215587846]Economic Factors
· UK pharmacy market value exceeds £14 billion (Statista, 2024).
· Inflation increases labour, packaging and delivery costs (ONS, 2023).
· Patients increasingly choose lower-cost generic medicines during economic strain.
[bookmark: _Toc215587847]Social Factors
· Rising prevalence of chronic illnesses such as diabetes and hypertension increases medicine demand (NICE, 2022).
· The ageing population relies heavily on repeat prescriptions (ONS, 2023).
· Public preference for digital and home-based services continues to grow post-pandemic (NHS Digital, 2022).
[bookmark: _Toc215587848]Technological Factors
· Expansion of EPS and NHS App prescription services supports digital pharmacies (NHS Digital, 2022).
· Automation reduces errors and increases dispensing speed (PwC, 2023).
· Cybersecurity requirements are increasing as health becomes more digitised (ICO, 2023).
[bookmark: _Toc215587849]Environmental Factors
· Healthcare organisations face growing expectations to reduce carbon emissions and adopt sustainable materials (DEFRA, 2023).
· Delivery fleets contribute to emissions, encouraging the use of low-carbon alternatives.
[bookmark: _Toc215587850]Legal Factors
· GPhC and MHRA regulate pharmacy practice to ensure safety (GPhC, 2022; MHRA, 2023).
· GDPR mandates strict protection of health data (ICO, 2023).
· Pharmacies must comply with controlled drug legislation.
[bookmark: _Toc215587851]4.4 Porter’s Five Forces Analysis 
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Porter’s model evaluates competitive intensity and market attractiveness (Porter, 1980).
[bookmark: _Toc215587852]1. Competitive Rivalry – HIGH
Large competitors—including Boots, LloydsDirect and Well Pharmacy—dominate market share and invest heavily in digital infrastructure (MarketLine, 2023). High switching ease via EPS increases intensity (NHS Digital, 2022).
[bookmark: _Toc215587853]2. Threat of New Entrants – MEDIUM
While digital pharmacies can enter the market, the sector is heavily regulated by GPhC and MHRA, creating barriers (GPhC, 2022). However, the growth of telehealth platforms increases potential entrants.
[bookmark: _Toc215587854]3. Supplier Power – MEDIUM
Wholesalers control medicine availability and pricing, especially during shortages (King’s Fund, 2023). SMEs have less power than large chains when negotiating.
[bookmark: _Toc215587855]4. Buyer Power – HIGH
Patients can switch pharmacies instantly via EPS nomination and NHS App settings (NHS Digital, 2022). Online reviews further amplify customer influence.
[bookmark: _Toc215587856]5. Threat of Substitutes – LOW to MEDIUM
GP dispensaries and supermarket pharmacies provide alternatives, but only for limited services and population groups (NICE, 2022).
[bookmark: _Toc215587857]5. Strategic Growth Choices for Pharmacy2You 
Small and medium-sized enterprises (SMEs) must adopt growth strategies that leverage internal strengths while responding to environmental pressures (Johnson et al., 2020). For Pharmacy2You, strategic growth must address increasing competition, NHS funding constraints and rising patient expectations for digital health services. This section applies Porter’s Generic Strategies, the Ansoff Matrix and Bowman's Strategic Clock to identify feasible long-term strategic choices, followed by a justified recommendation.
[bookmark: _Toc215587858]5.1 Porter’s Generic Strategies 
Porter (1980) identifies three main generic strategies: cost leadership, differentiation and focus strategies. For Pharmacy2You, cost leadership is largely unattainable due to limited economies of scale and intense price competition from large chains such as Boots or LloydsDirect (MarketLine, 2023). SMEs typically lack the purchasing power and centralised infrastructure required to compete on price (Porter, 1985).
A more appropriate approach is Focused Differentiation, which targets specific patient groups—such as elderly individuals, patients with long-term conditions or those requiring regular medicine delivery—with high-value, personalised care (Anderson et al., 2021). This aligns with growing demand for pharmacy-led clinical services and convenience-based models, particularly among the ageing population (ONS, 2023).
[bookmark: _Toc215587859]Strategic Implication:
Pharmacy2You should pursue Focused Differentiation, enhancing its position as a personalised, technology-enabled pharmacy offering superior patient experience and clinical support.
[bookmark: _Toc215587860]5.2 Ansoff Matrix 
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The Ansoff Matrix identifies four growth pathways: market penetration, market development, product development and diversification (Ansoff, 1957).
[bookmark: _Toc215587861]Market Penetration
Pharmacy2You can increase its share of the online prescription market by strengthening digital advertising, improving NHS App integration and enhancing service reliability. This is feasible as the UK’s online pharmacy sector is expected to reach £1.8 billion by 2026 (Statista, 2024).
[bookmark: _Toc215587862]Market Development
Targeting new segments such as care homes, assisted-living centres and rural patients offers strong potential. These groups rely heavily on repeat prescriptions and benefit from home delivery models (NICE, 2022).
[bookmark: _Toc215587863]Product Development
Introducing new clinical services—such as vaccinations, weight management, blood pressure monitoring and chronic disease support—expands revenue streams and reduces dependence on NHS dispensing fees, which have been declining (PSNC, 2023).
[bookmark: _Toc215587864]Diversification
The organisation could introduce wellness subscription packages, telehealth collaborations or health-check bundles. Digital health diversification reflects broader NHS priorities for prevention and remote care (NHS England, 2023).
[bookmark: _Toc215587865]5.3 Bowman’s Strategic Clock 
Bowman and Faulkner (1997) extend Porter’s work by identifying eight possible competitive positions based on price and perceived value.
Pharmacy2You currently sits closest to:
· Position 4: Differentiation — high perceived value, standard price
· Position 5: Focused Differentiation — high value for specific customer groups
Given rising demand for digital healthcare and personalised medicines advice, strengthening this position offers sustainable competitive advantage (PwC, 2023).
[bookmark: _Toc215587866]Strategic Implication:
Pharmacy2You should avoid low-price strategies (positions 1–3), as NHS reimbursement constraints limit the capacity for price competition. Instead, delivering superior service, convenience, technological efficiency and clinical expertise will support long-term customer loyalty (NICE, 2022).
[bookmark: _Toc215587867]5.4 Recommended Sustainable Strategy
[bookmark: _Toc215587868]Chosen Strategy: Focused Differentiation with Service Diversification
This strategy combines the strongest potential elements from Porter, Ansoff and Bowman:
[bookmark: _Toc215587869]Justification 
1. Aligns with demographic and social trends
The UK’s ageing population (20% over 65 by 2030) (ONS, 2023) increasingly relies on repeat prescriptions and chronic disease management—making targeted services critical.
2. Responds to NHS structural changes
NHS England (2023) encourages pharmacies to deliver more clinical services, presenting revenue opportunities outside traditional dispensing.
3. Reduces financial vulnerability
Diversifying services mitigates the impact of declining community pharmacy funding (PSNC, 2023).
4. Strengthens competitive position
Focused Differentiation builds loyalty through high-value, personalised services that large chains may struggle to replicate (Anderson et al., 2021).
5. Supports long-term sustainability
Technological enhancements such as AI-driven reminders and automated dispensing improve operational efficiency and patient outcomes (PwC, 2023).
[bookmark: _Toc215587870]6. Stakeholder Analysis
Effective stakeholder analysis is essential for SMEs such as Pharmacy2You, as their strategic choices depend heavily on satisfying key regulatory bodies, healthcare partners and patients (Freeman, 1984; Johnson et al., 2020). This section evaluates stakeholder expectations and influence using Mendelow’s Matrix and the RACI model, facilitating identification of the most suitable, feasible and acceptable strategic options.
[bookmark: _Toc215587871]6.1 Mendelow’s Matrix 
Mendelow (1991) developed the Power–Interest Matrix to help organisations classify stakeholders according to their level of power and interest in strategic decisions. This allows targeted engagement strategies that reflect varying stakeholder expectations
[image: ]
[bookmark: _Toc215587872]Quadrant A: High Power / High Interest — Key Players (Manage Closely)
These stakeholders have substantial influence and a strong interest in Pharmacy2You’s operations.
1. NHS England
Controls funding mechanisms and service frameworks, heavily influencing the organisation’s financial sustainability (PSNC, 2023; NHS England, 2023).
2. General Pharmaceutical Council (GPhC)
Holds regulatory authority over pharmacy practice and dispensing standards. Non-compliance risks loss of licence (GPhC, 2022).
3. GP Practices and Primary Care Networks
Essential partners for prescription flows and integrated care pathways. Strong collaboration improves patient outcomes (Anderson et al., 2021).
4. High-Need Patients (e.g., chronic illness, elderly)
Depend heavily on repeat prescriptions and home delivery. Their loyalty is crucial for continuity and operational stability (ONS, 2023).
[bookmark: _Toc215587873]Quadrant B: High Power / Low Interest — Keep Satisfied
These stakeholders have influence but limited direct engagement.
1. MHRA (Medicines and Healthcare Products Regulatory Agency)
Ensures safe medicine handling. Their interest is regulatory rather than operational (MHRA, 2023).
2. Pharmaceutical Wholesalers
Control medicine procurement and pricing. Their decisions affect stock availability (King’s Fund, 2023).
[bookmark: _Toc215587874]Quadrant C: Low Power / High Interest — Keep Informed
These stakeholders care deeply about Pharmacy2You’s decisions but lack formal influence.
1. Pharmacy Staff
Interested in professional development, job security and working conditions. Their engagement improves service quality (GPhC, 2022).
2. Local Community and Carers
Reliant on pharmacy services for health and support needs (NICE, 2022).
[bookmark: _Toc215587875]Quadrant D: Low Power / Low Interest — Monitor
Stakeholders with minimal influence or involvement.
1. Occasional OTC Customers
Their transactions are infrequent and have limited strategic impact.
[bookmark: _Toc215587876]6.2 Stakeholder Expectations and Influence
Stakeholders expect Pharmacy2You to deliver:
· Safe and accurate dispensing (GPhC, 2022)
· Efficient prescription processing (NHS Digital, 2022)
· High-quality patient communication (Anderson et al., 2021)
· Data protection and cybersecurity (ICO, 2023)
· Integrated care collaboration (NHS England, 2023)
Failure to meet these expectations risks reputational damage, regulatory sanctions or loss of patient trust.
Stakeholder influence is highest among NHS England, GPhC and GP practices because they impact funding, clinical governance and prescription flow. These stakeholders must therefore be prioritised when selecting a strategic option.
[bookmark: _Toc215587877]6.3 Suitability, Feasibility and Acceptability of Strategic Options (Based on Stakeholders)
Pharmacy2You must ensure that any strategic option is:
· Suitable — fits the external environment and addresses key threats (Johnson et al., 2020)
· Feasible — achievable with current resources and capabilities
· Acceptable — aligned with stakeholder expectations
The recommended Focused Differentiation with Service Diversification Strategy (Section 5) meets all three criteria:
[bookmark: _Toc215587878]✔ Suitable
· Responds to demographic trends (ONS, 2023)
· Reduces vulnerability to NHS funding cuts (PSNC, 2023)
· Capitalises on digital healthcare growth (NHS England, 2023)
[bookmark: _Toc215587879]✔ Feasible
· Builds on existing digital infrastructure (NHS Digital, 2022)
· Leverages small SME agility (Thong, 2019)
· Requires moderate investment compared with cost leadership strategies
[bookmark: _Toc215587880]✔ Acceptable
· Supported by NHS priorities for pharmacy clinical service expansion (NHS England, 2023)
· Meets regulatory expectations for high-quality care (GPhC, 2022)
· Valued by high-need patients who prioritise convenience and clinical support (Anderson et al., 2021)
[bookmark: _Toc215587881]6.4 RACI Matrix for Strategy Implementation
The RACI framework clarifies stakeholder roles in implementing strategy by categorising who is Responsible, Accountable, Consulted and Informed (Smith, 2005).
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[bookmark: _Toc215587882]Responsible (R)
Pharmacists, Pharmacy Technicians, Delivery Team
These individuals perform key operational tasks including dispensing, clinical checks, and medicine delivery (GPhC, 2022).
[bookmark: _Toc215587883]Accountable (A)
Superintendent Pharmacist / Senior Management
Legally accountable for regulatory compliance, quality assurance, and governance (MHRA, 2023).
[bookmark: _Toc215587884]Consulted (C)
GP Practices, Wholesalers, IT Providers
Their input ensures prescriptions flow efficiently, stock remains available and digital systems function effectively (NHS Digital, 2022; King’s Fund, 2023).
[bookmark: _Toc215587885]Informed (I)
Patients, Carers, Local Community
These groups must be informed of service updates, delivery schedules and clinical support changes (NICE, 2022).
[bookmark: _Toc215587886]6.5 Justification of Strategic Option Based on Stakeholder Analysis
The chosen strategy—Focused Differentiation with Service Diversification—is the most stakeholder-aligned because:
· NHS England benefits from reduced GP workload and enhanced primary care support (2023).
· GPhC requirements for quality and patient safety are met through high-level service delivery (2022).
· Patients value the added clinical support, convenience and personalised service (Anderson et al., 2021).
· Staff gain from professional development linked to new clinical services (NICE, 2022).
· Wholesalers and regulators experience stable, predictable demand and compliant operations (King’s Fund, 2023).
Therefore, the recommended strategy is both feasible and acceptable, and supports long-term organisational sustainability.
[bookmark: _Toc215587887]7. Strategic Recommendations 
Using the Triple Bottom Line (TBL) framework—People, Planet and Profit—this section provides concise strategic recommendations aligned with Pharmacy2You’s chosen strategy of Focused Differentiation and Service Diversification (Porter, 1980; Johnson et al., 2020).
[bookmark: _Toc215587888]7.1 PEOPLE – Improve Patient Value and Social Impact
[bookmark: _Toc215587889]1. Expand clinical services
Introduce vaccinations, health checks and chronic-disease support to enhance patient outcomes and reduce GP pressure (NHS England, 2023; NICE, 2022).
[bookmark: _Toc215587890]2. Enhance digital engagement tools
Use AI reminders, medication-tracking dashboards and automated notifications to improve adherence (NHS Digital, 2022; PwC, 2023).
[bookmark: _Toc215587891]3. Strengthen collaboration with GP practices
Create structured communication pathways to support integrated care and improve prescription flow (Anderson et al., 2021).
[bookmark: _Toc215587892]7.2 PLANET – Improve Environmental Sustainability
[bookmark: _Toc215587893]1. Adopt eco-friendly packaging
Use recyclable or biodegradable materials to reduce environmental impact (DEFRA, 2023).
[bookmark: _Toc215587894]2. Reduce delivery emissions
Introduce electric delivery vehicles and optimise routes to support NHS net-zero goals (NHS England, 2023; ONS, 2023).
[bookmark: _Toc215587895]3. Promote safe medicines disposal
Implement a returns scheme for unused medicines to reduce pharmaceutical waste (MHRA, 2023).
[bookmark: _Toc215587896]7.3 PROFIT – Strengthen Financial Sustainability
[bookmark: _Toc215587897]1. Diversify revenue through private services
Offer paid vaccinations, health screenings and wellness programmes to reduce reliance on NHS fees (PSNC, 2023; Statista, 2024).
[bookmark: _Toc215587898]2. Invest in automation and digital infrastructure
Use automated dispensing and AI-based stock systems to cut costs and improve accuracy (PwC, 2023; King’s Fund, 2023).
[bookmark: _Toc215587899]3. Increase marketing visibility
Strengthen digital marketing, SEO and partnerships to attract new patients and compete effectively in the £1.8bn online pharmacy sector (MarketLine, 2023; Statista, 2024).
[bookmark: _Toc215587900]8. Conclusion 
This report shows that Pharmacy2You operates in a fast-changing healthcare environment shaped by digitalisation, funding pressures and rising patient expectations (NHS England, 2023; PSNC, 2023). The environmental scan highlights strong internal capabilities—such as EPS integration and personalised SME care—alongside external challenges including competition, supply shortages and regulatory demands (NHS Digital, 2022; King’s Fund, 2023; MarketLine, 2023).
Applying SWOT, PESTEL, Porter’s Five Forces and Value Chain analysis indicates that a Focused Differentiation and Service Diversification strategy is most suitable. This aligns with demographic trends, NHS policy direction and stakeholder expectations (ONS, 2023; Anderson et al., 2021; Johnson et al., 2020).
Recommended actions—expanding clinical services, enhancing digital engagement, investing in sustainability and diversifying revenue—support the Triple Bottom Line by improving patient outcomes, environmental responsibility and financial resilience (Elkington, 1997; DEFRA, 2023).
Overall, Pharmacy2You can achieve sustainable growth by continuing to innovate, strengthen partnerships and deliver high-value, patient-centred digital care.
[bookmark: _Toc215587901]References
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