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In the contemporary and dynamic business environment, strategic management no longer appears to be a prerogative of large businesses; it is a necessity for the survival and success of SMEs. The report below will discuss the strategic landscape and the company profile of Devanet UK Ltd, which is a micro-sized manufacturing and wholesale company based in Congleton, Cheshire. The subsequent analysis tests its current position in order to recommend a future strategy that ensures corporate success over the long term.
Formed in 2014, Devanet UK Ltd has made it a presence in the sublimation products that can be personalized segment. Sublimation belt buckles are their unique selling proposition, meaning they really represent what they are all about: personalization and quality. Very much a family-run business, it is very much representative of the resilience and creativity sometimes found in British SMEs that make up 99.9% of the business population according to the Federation of Small Businesses in 2023.
There is hardly any greater emphasized statement than the worth of strategic management for SMEs. According to Analogue and Karami, 2003, p. 78, “SMEs with formal strategic planning processes outperform those without by up to 30% on key financial metrics”. This statistic underlines the strong potential impact that our analysis can make on Devanet UK Ltd.’s future performance profile.
[bookmark: _Toc171315959]Introduction to the company
The history of Devanet UK Ltd (from 2014) is emblematic of the broader trends in UK manufacturing. The company centers on customisable sublimation products spoke to the increasing customer demand for the shipment of personalised goods. It’s a market worth £1.14 billion in the UK by 2026, as per Statista in 2024. This competitive positioning would allow Devanet to differentiate itself in a hot marketplace.
Products also include leather and webbing products, metal hardware parts, and wood products to make giftware and the like as well as for items such as signage. Diversification at this level is in keeping with Porter’s remark (1985, p. 153) indicating that “variety in product lines can create competitive advantage through shared activities in the value chain.”
Although there is no official mission statement provided to the public by Devanet UK Ltd, their business practices appear to exemplify quality, customization, and British craftsmanship. This is consistent with a 2023 Mintel report that found 67% of UK shoppers buy locally made goods when available.
[bookmark: _Toc171315960]VMOST Analysis
Vision: Leading supplier of customized sublimation products in the UK - known for quality, innovation, and customer satisfaction.
Mission: At Devanet UK Ltd, we prepare high-quality, British-manufactured, and customized sublimation products that meet with customer satisfaction while promoting excellence in the British manufacturing industry.
Objectives:
Grow annual revenue by 15% for the next three years.
The range of products will be increased to include a further two new types of sublimation products by the year 2025.
Reach a satisfaction level from the customers of 95% or more by 2024.
Strategy: The strategy that seems to be pursued is that of focused differentiation as postulated by Porter (1980). This is because the firm seems to target small market segments characterized by provision of unique and easily customizable products while at the same time stressing strongly on high quality and British craftsmanship.
Tactics:
Capital investment in the latest sublimation technology in market to enhance the quality and production efficiency.
Exploitation of the possibilities of extending the product catalogue in collaboration with local artisans and designers. End.
Develop and execute an effective digital marketing campaign that will create brand awareness and reach new customer segments.
Critical analysis: While VMOST is manifestly sound in terms of hierarchy for strategic elements, the efficiency and effectiveness of the strategy really relies upon how well it is consistently aligned and executed within an organization. According to Kaplan and Norton, “70% of organizations fail to execute their strategies successfully” (2008, p. 64). So, the challenge for Devanet UK Ltd. would be how to translate such high-level objectives into day-to-day activities while also remaining agile, which generally characterizes a successful SME.
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Table 1: VRIO Analysis of Devanet UK Ltd.’s Resources
	Resource
	Valuable
	Rare
	Inimitable
	Organized

	Proprietary sublimation techniques
	Yes
	Yes
	Yes
	Yes

	Skilled craftspeople
	Yes
	Yes
	Partially
	Yes

	Reputation for quality and British production
	Yes
	Yes
	Yes
	Yes


The VRIO framework, developed by Barney (1991), provides a structured approach to assessing a firm's internal resources. Devanet UK Ltd.’s proprietary sublimation techniques for belt buckles represent a particularly strong competitive advantage. This resource is valuable, rare, difficult to imitate, and well-organized within the company's operations.
The company's skilled craftspeople are another crucial resource. While valuable and relatively rare, the inimitability of this resource is only partial. As Petered and Barney (2003, p. 314) note, "Human resources can be a source of sustained competitive advantage, but they require continuous investment and development."
Devanet UK Ltd.’s reputation for quality and British production is perhaps its most potent resource. In an era where provenance and quality are increasingly important to consumers, this reputation could be a significant driver of customer loyalty and premium pricing.
Critical Analysis: While the VRIO analysis suggests several strong competitive advantages for Devanet UK Ltd, it's important to note that these advantages are not static. As Teece et al. (1997, p. 516) argue, "In fast-changing business environments, there is value in organizational capabilities that enable a firm to reconfigure its resource base." Devanet UK Ltd must continually innovate and adapt to maintain its competitive edge.
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Primary Activities:
· Inbound Logistics: Getting large amounts of good materials from suppliers that are at least near
· Operations: Using custom manufacturing and sublimation processes
· Outbound Logistics: Order fulfillment and delivery of the orders made
· Marketing & Sales: Online and trade shows, word of mouth
· Service: Customer assistance regarding custom orders and post-sales service
Support Activities:
· Firm Infrastructure: Run by the family
· Human Resource Management: Recruiting and training skilled craftspeople
· Technology Development: Utilization of technologies related to sublimation and other customization technologies
· Procurement: Sourcing its basic materials from local suppliers
Porter’s Value Chain model (1985) provides a controlled perspective for carrying out the working of a business and the interrelationship between these activities. Thus, for Devanet UK Ltd, the Operations and Marketing & Sales activities appear to be crucial for value formation.
The uniqueness of its products is directly derived from the company’s custom manufacturing and its sublimation processes. As Porter would state, “” A firm’s value chain and the way it performs individual activities are a reflection of its history, its strategy, its approach to implementing its strategy, and the underlying economics of the activities themselves.”.
In Marketing & Sales, the strong reliance of Devanet UK Ltd on online presence and word-of-mouth referrals reveals the focus on vast customer relations.  This corresponds with the research of Reichheld and Schefter wherein it was cited that “increasing customer retention rates by 5% increases profits by 25% to 95%” (2000, p. 106).
Critical Analysis – While the value chain analysis of the Devanet UK Ltd appears strong and well thought out, it can still be fine-tuned further. Overall, the company could ditch the current inventory management system for a more effective one in improving Inbound Logistics. Some opportunities would be geared at increasing efficiency by investing in automation for some of the production activities and processes. According to Womack and Jones (2003, p. 15), “Lean thinking provides a way to do more and more with less and less. while coming closer and closer to providing customers with exactly what they want.”


[bookmark: _Toc171315963]Environmental Scanning
The process of environmental scanning is vital for Devanet UK Ltd as the basis for understanding the multi-faceted and dynamic business environment. This section makes use of PESTEL and SWOT analyses to help offer a holistic view of the strategic environment of the company.
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Political:
· Impact of Brexit on trade and supply chains (Institute for Government, 2023)
· Government aid for small-scale businesses and British manufacturing (Department for Business and Trade, 2024)
· Changes to be affected by the sheltering trade agreements on import/export rules
The political landscape is a mixed bag for Devanet UK Ltd. Brexit has, without doubt, made trade relations more complicated. The Institute for Government (2023) found that new customs procedures resulted in 56% of UK businesses incurring extra costs. However, there could be something of a silver lining for them in the government’s renewed efforts to support British manufacturing. Its new “Made in Great Britain” marque is recognized and trusted by a further 15% of consumers in 2023 since its launch (Department for Business and Trade, 2024).
Economic:
· Economic uncertainty caused by global events (Bank of England, 2024)
· Fluctuating exchange rates impacting import/export cost
· Inflation pressures on consumer spending and raw material costs
The Bank of England (2024) forecasts that the economic growth for the next year will reach 1.5% of the GDP, which, evidently, is still rather poor. At the same time, inflation is quite a worrying factor, as it stands at 3.2% in the Consumer Prices Index, and the Bank has a target of 2%. Under these circumstances, economic upset will affect the people’s willingness to spend money on non-essential products, such as personalized ones.
Social:
· More demand for unique, one-of-a-kind products (Mintel, 2023)
· Growing consumer interest in wanting to support and buy locally
· Transition into digital shopping and digital customer experiences
The recent consumer trends report by Mintel (2023) indicates that 72% of UK consumers are always willing to pay more for products that are tailored specifically for them. This is an immense increase relative to 58% achieved in 2020. This trend aligns well with the primary goal of Devanet UK Ltd. On top of this, the “shop local” trend has also emanated with 65% of consumers leaning towards purchasing from local businesses (Mintel, 2023).
Technological:
· Technological advancement in sublimation and product personalization
· The growing importance of e-commerce and digital marketing (ONS, 2024)
· Development of AI and machine learning in product development and customer service
The Office for National Statistics (ONS, 2024) states that in the UK, sales through e-commerce have surged to 36% of the share of total retail sales in the country, up from 21% posted in 2020. It only reiterates that this digitalization needs to be enhanced. The rise of advancements in sublimation technology such as the utilization of 3D sublimation printers will tremendously influence an increase in Devanet UK Ltd.’s production capacity.
Environmental
· An increased focus on eco-friendly manufacturing processes.
· Increased consumer pressure for environmental-friendly products and packaging.
· Government regulation on carbon emissions and waste management
As noted from an Environmental Audit Committee (2023) study, 78 percent of UK consumers consider a company’s stance on the environment in making purchase decisions.
Compliances:
· UK standards of manufacturing and safety
· Data privacy regulations for any information regarding the customers
· Potential changes in employment laws impacting SMEs
The legal environment is always changing, with increasing importance in a rapidly changing landscape. In this context, the Information Commissioner’s Office (2023) has seen a 25% increase in the GDPR related fines over the last year marking the practice of maintaining the right data management process.
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Strengths:
· Innovative product line (sublimation belt buckles)
· Brand equity of high quality and Made-in-Britain products
· Flexibility of product line customization
· Good network of local supply

Weaknesses:
· Small product range compared to large competitors
· Potential capacity constraints because of the small size
· Possible overdependence on a niche market
· Limited international market penetration
· 
Opportunities
· Diversification into other product lines also utilizing the company’s competencies
· Utilization of e-commerce in order to sell to more international marketplaces
· Joint ventures with designers or other British brands
· Development of products that are more eco-conscious since interest is growing in this area
Threats
· Increasing competition in personalized products
· Economies are affected by downturns that may cause consumers to spend less on such items
· The globe is struck by events that limit supplies from one country
· The pace of technological change requires very high investment.
PESTEL and SWOT analyses go a long way in giving sufficient insight into the strategic environment of Devanet UK Ltd. Yet, as Mintzberg, et al. (2005, p. 24) warn, “Analysis is not synthesis. Strategic planning is not strategy formation”. The problem for Devanet UK Ltd is the distillation of these insights into workable strategies.
The political BREXIT factor shows implications that equally mean challenges and opportunities at the same time. Although the supply chain would be much more complicated, Devanet UK Ltd may also spiral the “Made in Britain” hallmark in this post-Brexit market. As Cumming and Zahra (2016, p. 687) wrote, “Brexit can create opportunities for UK-based SMEs to strengthen their position in domestic markets and to expand internationally.”
The increasing demand for personalization, as identified in the positive facets of social factors, can be well compatible with the strengths of Devanet UK Ltd. However, the company needs to be taking due care with the threat of increased competition in this area. Relaying it clearly, Kim and Mauborgne (2005, p. 4) identified that “The only way to beat the competition is to stop trying to beat the competition.” It, therefore, follows that the Devanet UK Ltd must develop a new market space rather than struggling in the same market space as others.
The technological factors offer opportunities and threats. For example, while growth in e-commerce allows a more extensive reach in the market, it entails investment in terms of digitalization. To Porter (2001, p. 78), ‘The key question is not whether to deploy Internet technology—companies have no choice if they want to stay competitive—but how to deploy it.
The ecological aspects highlight the growing impetus of sustainability among most business enterprises. Hart (1995, p. 991) states that “strategy and competitive advantage in the next millennium will be based on capacities that enable environmentally sustainable economic activity.” Showing from here, ultimately, the company needs to accept sustainability within its strategic core mandates rather than expect this then to be a sideline issue.
The SWOT analysis reveals that although Devanet UK Ltd has substantial strengths in its market position, it also suffers from weaknesses, as characterized by its small size and narrow product profile. As Barney (1991, p. 99) contended, “firms obtain sustained competitive advantages by implementing strategies that exploit their internal strengths, through responding to environmental opportunities, while neutralizing external threats and avoiding internal weaknesses.” For past Devanet UK Ltd, the example can be that of making use of its strength in customization to stretch into new product ranges on one hand and impact weaknesses on the element of international presence through e-commerce expansion.
However, as Grant (2010, p. 12) warns, “The essence of strategy formulation is coping with competition.” Rising competition in the personalized product market is a threat one cannot afford to ignore. Devanet UK Ltd must innovate and differentiate continuously to stay ahead.
In conclusion, the PESTEL and SWOT analyses prove very instructive, but they assist only at the very initiation of the process of strategy formulation. As Remelt (2011, p. 77) said, “The core of strategy work is always the same: discovering the critical factors in a situation and designing a way of coordinating and focusing actions to deal with those factors.” Devanet UK Ltd will now need to convert these insights into a coherent strategy that addresses these problems and opportunities.
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	Force
	Strength
	Description

	Threat of New Entrants
	Moderate - Low
	Low capital requirements, established brand recognition, customization expertise, and e-commerce lowering geographical barriers.

	Bargaining Power of Suppliers
	Low
	Multiple suppliers, low switching costs, and strong relationships with local suppliers.

	Bargaining Power of Buyers
	Moderate
	Many options for personalized products, low switching costs, unique offerings, and brand loyalty.

	Threat of Substitute Products
	High
	Many alternatives, digital gifts and experiences, non-customized products at lower price points, and emerging technologies.

	Rivalry Among Existing Competitors
	High
	Many players, low switching costs, differentiation through quality and customization, e-commerce increasing competition, and price competition.
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This table summarizes the key stakeholders of Devanet UK Ltd, their expectations, and their relative influence on the company's strategy.
	Stakeholder Group
	Expectations
	Influence
	Rationale

	Employees
	Job security, fair wages, skill development
	High
	Skilled craftspeople are essential for producing high-quality products. Disgruntled or under-trained employees can negatively impact production and reputation.

	Customers
	High-quality, customized products and excellent service
	High
	Satisfied customers generate repeat business and positive referrals, driving sales and growth.

	Suppliers
	Regular volume orders, on-time payments
	Medium
	Reliable suppliers of high-quality materials are crucial for maintaining product quality. However, Devanet may have some bargaining power depending on supplier availability.

	Local Community
	Job creation for locals, support for the local economy
	Low-Medium
	Local job creation fosters goodwill and can enhance brand reputation. However, the impact on the broader community may be limited due to Devante’s size.

	Government
	Compliance with regulations, tax contributions
	High
	Government regulations can significantly impact operating conditions. Non-compliance can lead to fines or even closure.


Explanation:
· The matrix positions stakeholders based on their influence (ability to impact the company) and interest (importance of the company's actions to them).
· High influence stakeholders, like employees and customers, require Devanet UK Ltd to prioritize their needs and concerns in its strategy formulation.
· The government's high influence stems from its regulatory power, while local communities have a lower influence but can still impact brand reputation.
By understanding the expectations and influence of its stakeholders, Devanet UK Ltd can develop a balanced strategy that benefits all parties involved and ensures long-term sustainability.
Critical reflection: As Freeman (1984) has said, the stakeholder theory forwards the notion of managing the relations with the company by all groups involved, which can affect or are affected by the company. For Devanet UK Ltd, this has indeed been of great importance in maintaining some form of equilibrium in its needs, thus securing success over the long term.
The high influence of employees and customers focuses on the necessity of the maintenance of product quality and customer satisfaction. As according to Heskett et al. (1994, p. 164) in its Service-Profit Chain model: “Profit and growth are stimulated primarily by customer loyalty. Loyalty is a direct result of customer satisfaction. Satisfaction is largely influenced by the value of services provided to customers. Value is created by satisfied, loyal, and productive employees.”
However, the company should also consider its effects on the community and stakeholder relations. According to Porter and Kramer (2011, p. 66) in what is known as Creating Shared Value, “Companies can create economic value by creating societal value.”
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Strategic Choice Model: Ansoff Matrix (Ansoff, 1957)
Proposed Strategy: Product Development
Devanet UK Ltd should focus on expanding its product line with its strengths centered around personalization and British manufacturing. This strategy would feed off of previously mentioned opportunities through the SWOT analysis and build on the company’s core competencies.
Key strategy elements:
· Bring out new sublimation-based product line
· Target the home décor product line with items such as personalized wall hangings and coasters
· Mobile accessories in the form of phone covers and laptop sleeves
Enhance the e-commerce functionality
· User-friendly website with sophisticated customization tools
· Efficient order management and fulfillment systems
Collaboration with British designers
· Collaborate with young designers for special, limited-edition collections.
· Collaborate on specific designs for differentiation from others
Introducing sustainable practices
· Using material that is eco-friendly for upcoming products.
· Designing packaging that can be recycled




Critical Analysis: The proposed product development strategy aligns with Ansoff’s (1957) growth matrix. He suggests that companies should grow with the development of new products for existing markets. This way, Devanet UK Ltd will be able to exploit existing customer loyalty delivered to existing markets with an expanded offering.
However, as Christensen (1997, p. xviii) warns in his theory of disruptive innovation, “Companies stumble for many reasons, of course, among them bureaucracy, arrogance, tired executives, poor planning, short-term investment horizons, inadequate skills and resources, and just plain bad luck. But the hypothesis.is that there is a strategically important distinction between sustaining and disruptive technologies.”
That risk—if it is a com­petent organization—might be controlled by adding disruptive innovation elements in product development by Devanet UK Ltd, maybe through some new ma­terials or new manufacturing technologies that might be exploited in reinventing the personalized product market.
Of relevance is the fact that the strategy proposed infuses a focus on sustainability. According to Elkington, in his Triple Bottom Line idea, “Companies need to focus not just on the economic value they add, but also on the environmental and social value they add – or destroy” (Elkington 1998, p. 37).
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Key findings:
Devanet UK Ltd has a conducive background in bespoke sublimation products, especially belt buckles.
Quality and UK manufacturing focus resonates with consumer trends.
Product range can be diversified and explore new markets using e-commerce.
How the proposed strategy of product development helps to overcome the identified opportunities and threats.
Recommendation:
After going through the above analysis, it is recommended to Devanet UK Ltd that its product development strategy should be implemented. This helps the company to take advantage of the following:
Existing strength and reputation
Lower dependency on one single niche by diversifying the product
Alleviate the increasing need for bespoke products with an environmentally sound background
May increase market share and revenue
The potential risks and mitigating factors are:
Risk: Overstretching resources
Mitigation: Introduce new product categories in a phased manner, diligence in sound financial planning
Risk: Loss of focus, diverting attention from core competencies
Mitigation: Alignment with existing competencies in terms of sublimation and customization
Risk: Increasing competition in the new lines of product
Mitigation: Allows uniqueness: market through British manufacturing country and the customization aspect of the product.
Critical Analysis: The suggested strategy corresponds to the following strategic management theories: serves the company’s core competencies: Prahalad and Hamel (1990) and addresses the available market opportunities: Porter (1980), and it is meant to create new value to customers: Kim and Mauborgne (2005).
However, for successful implementation, a high level of management is essential. As put forward by Kaplan and Norton (1996, p. 19), “Measurement matters: ‘If you can’t measure it, you can’t manage it.’” Devanet UK Ltd needs to define the parameters by which success should be measured and to monitor progress on the defined criteria at regular intervals.
The company will also have to be prepared that it may have to alter its strategy amid changing market conditions. Mintzberg (1994, p. 111) says, “Strategies are realized patterns as much as planned perspectives.” Flexibility and responsiveness will be important to long-term survival.
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Key steps to implement the recommended strategy:
Resource allocation:
· Allocate budget for innovation of new products and improvements in e-commerce.
· Assign dedicated team members to the leader in new product initiatives
Communication plan:
· Create an internal communications plan in order to make clear to the entire staff the new direction and obtain their commitment; devise an external communication plan to announce to customers and stakeholders the new offers
Change Management
· Training of employees on new products and technologies
· Implement a feedback mechanism to redress any concerns or suggestions for the transition
Performance Measurement
· Definition of KPIs for new product lines—e.g. sales growth, customer satisfaction
· Periodic update on the progress against strategic objectives
Critical Analysis: Strategy implementation is usually the most difficult part of strategic management, as it is the process through which strategy translates into action.
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The case of Devanet UK Ltd. shows that there are many prospects of development and stability when it comes to the effective management strategy. Using Porter’s Five Force, SWOT and PESTLE analysis also demonstrate the strengths of the company, which include a focus on the niche market and an extensive range of innovative products whereas the threats include economic instability and increased competition. Therefore, by applying the four pillars of the strategic approach, namely diversification, technological upgrade and improvements in its marketing strategies, Devanet UK Ltd. will be in a position to maximize on its strengths while at the same time minimizing on established risks. In addition, the proper setup and enforcement of a comprehensive sustainability plan will not only have the ability to reduce the company’s overall ecological impact but expand their brand appeal and customer loyalty as well. Overall, it is suggested that Devanet UK Ltd. has a good foundation in strategic management planning for the future and is capable of being a long-term and stable corporation in the competitive market environment. 
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