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[bookmark: _Toc216719836]Executive Summary  
Naturetrek Wildlife Holidays has been selected in the report, which operates as a UK-based tourism service provider offering tailor-made trips for the customer segments. The internal environment analysis of the company has been conducted, as the company has been offering wildlife tours for the past 30 years. The three frameworks in the form of Ansoff Matrix, Porter’s Generic strategy and Bowman’s strategy Clock Model have been evaluated, out of which it has been highlighted that the company should follow the product development strategy. Additionally, the frameworks such as the RACI model and the Mendelow's matrix have also been evaluated to describe the responsibilities of the stakeholders towards the sustainable strategic options for the company’s long-term success. 
[bookmark: _Toc216719837]Brief introduction of the organisation 
In this report, the organisation, Naturetrek Wildlife Holidays Company, has been selected, which is a specialist tour operator within the UK and offers its customers small-group holidays, tailor-made trips, and cruises. The company provides different services which include wildlife cruises, group-based tours, and expeditions, followed by offering itineraries designed with individual preferences, dates and budgets. In this regard, the holiday programmes of Naturetrek include the most spectacular regions on Earth for birdwatching, botanical tours, whale and tiger-watching holidays, bear and other (Naturetrek, 2025). In addition to this, the business model of this company involves its focus on local integration by working with local communities, along with maintaining sustainability by reducing carbon footprint. Moreover, the company integrates the B2C business model that ensures sustainability along with leveraging nature and wildlife in its core function, while offering high customisation, which highlights its uniqueness. The company has been proud in providing outstanding value and exceptional customer services, tours that are managed and led by the naturalists, along with the widest wildlife holiday choice worldwide (Naturetrek, 2025). Therefore, these services and approaches of working toward sustainability highlight the uniqueness of the business model and services of this chosen organisation. 
[bookmark: _Toc216719838]Goals and strategic direction of Naturetrek Wildlife Holidays
The goals and the strategic direction of the chosen company, Naturetrek Wildlife Holidays, are highlighted within the overall vision, mission, objectives and strategies. Moreover, the core vision of this company includes providing expert-guided and responsible wildlife holidays, along with focusing on the local benefits. The aims of this company include minimising environmental impact by exploring in small groups on foot, involving local communities within the operations, developing and committing to long-term plans of visiting rural areas and others (Aito, 2025). On the other hand, its mission depicts its intentions regarding providing sustainable tourism through prioritising the promotion of wildlife conservation, along with ensuring a responsible process of operations. This illustrates the effort of this company in ensuring environmental sustainability, along with positioning this organisation as a sustainable leader within the tourism sector of the UK. Naturetrek leverages the market mechanisms in supporting biodiversity, rather than treating environmental goods and essentialities as being correlated through government intervention, thereby illustrating the way entrepreneurial coordination in generating socially beneficial outcomes (Villanueva, 2025).
In addition to these, the business objectives of Naturetrek also involve minimising its environmental footprint by partnering with conservation initiatives, ensuring involvement of the communities by employing the local guides. In this context, protection of biodiversity, reducing carbon, and responsible travelling are the three commitments that are centred within the Sustainable Tourism Policy of Naturetrek (Naturetrek, 2025). Moreover, the company also intends to avoid mass tourism by focusing on small groups, which has enabled it to secure an efficient position within the tourism industry. 
[bookmark: _Toc216719839]Analysing the competitive positioning of an organisation through environmental analysis 
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	Strengths
1. Naturetrek Wildlife Holidays operates as a UK-based wildlife tour service provider that offers a variety of destinations with customised options to customers 
2. The company for nearly about 39 years has been organising wildlife tours, which are specialised (Naturetrek, 2025)
3. The tours offered by Naturetrek, while catering to the interests of the niche customers, further help to channel resources towards initiatives of conservation that link with ecological outcomes and economic incentives  (Villanueva, 2025)
	Weaknesses
1. The company is reliant on wildlife tour services only, which fails to appeal to the mass market segments 
2. Other than that, NatureTrek failed to access and retain passionate and skilled wildlife guides for the specialised tours 
3. Significant factors such as lack of diverse skills, lower educational attainment and limited resources act as a challenge to the tour guides (Sun et al., 2025) 

	Opportunities 
1. The company may adopt the opportunity to bring tourism services to other areas, such as cultural and religious tourism, to attract the mass market
2. The company may access wildlife tour guides through different recruitment portals and offer specialised training to the guides to enhance productivity    
	Threats 
1. Competitors of Naturetrek are WorldVentures and G Adventures (Refer to Appendix 1)
2. Thus, such competitors may act as a threat to Naturetrek   
3. Failure to transition towards the mass market segment may restrict the company's revenue and market share 



Table 1: SWOT Analysis of Naturetrek 
(Source: Self-Illustrated)
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[bookmark: _Toc216719843]PESTLE 
	Political 
	The government of the UK sets an ambition to attract 50 million visitors every year by 2030 to bring a change in tourism (Gov.uk, 2025). It may be an opportunity for Naturetrek to get access to more international visitors.   

	Economic
	The GDP of the UK based on the year 2024 is 2.78 trillion British Pounds, which has increased in comparison to the previous years (Statista, 2025). Thus, such increased GDP growth might increase the disposable income of the people, leading to more spending on travel.  It may be an opportunity for Naturetrek to achieve growth in the tourism industry. 
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Figure 1: GDP of the UK
(Source: Statista, 2025)

	Social 
	The international tourism expenditure reached 31.9 billion British pounds during 2024, which was lower than in 2023 (Statista, 2025).  Because of the increased expenditure in tourism, Naturetrek will be able to boost its revenue and profitability by attracting tourists towards wildlife destinations.
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Figure 2: Spending of international tourists in the UK
(Source: Statista, 2025)  

	Legal 
	An important protection for travellers has been incorporated by the UK government through the Package Travel Regulation (PTR). The key protections in PTR include giving a full refund to the travellers and protection against insolvency of the package organisers in case the organiser goes bust, there is a need for repatriation (Service.gov.uk, 2025). The regulation further evaluates the traveller organisations' need to take full responsibility for the travel-oriented services. Failure to prioritise such PTR regulations may result in the imposition of fines and regulatory actions against Naturetrek.   

	Technological 
	The country is thereby committed towards developing a digital economy that supports high-end technologies such as Big Data Analytics and Artificial Intelligence (Trade.gov, 2025). Such technologies may be accessed by Naturetrek to transition towards smart tourism, which will help to create personalised and sustainable travel opportunities for tourists. Other than that, the company may use the technologies to improve the user interface of its website. 

	Environmental 
	The new framework towards the environmental protection of the UK is considered to be the Environment Act 2021 (Clientearth, 2025). The regulation offers ultimate powers to the government to set objectives for water, biodiversity, air quality, and waste reduction to set new binding targets. The alignment may align the environmental regulation with the business practices to be responsible towards the environment and the endangered species.    


Table 2: PESTLE Analysis of Naturetrek 
(Source: Self-Illustrated)
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Porter's Generic strategies have been incorporated to evaluate the strategic options that need to be undertaken by Naturetrek to achieve long-term growth in the market. Differentiation and cost leadership turn out to be the two aspects of competitive advantage in the generic strategy of Porter (Acar, 2024). The differentiation strategy evaluates the capability of the business to bring differentiation over competitors, whereas offering lower prices to the business than competitors reflects a cost leadership strategy. Thus, out of the two sources, Naturetrek should follow a cost leadership strategy to identify the areas in wildlife tourism where it may lower its expenses. Based on a cost leadership focus, the tour service provider may negotiate with the hotel owners to get better deals for hotel fares, from which the company will save expenses. The fundamental aspect of human interaction, which is negotiation, performs an influential role in the areas of personal relationships, business and other aspects (Ali, 2023). 
Other than that, the company should bring a significant reduction in the overall expenses in accommodation by encouraging the clients to share rooms. Naturetrek, instead of digital focus, should rely more on digital presence by using social media marketing to reduce expenses on large-scale events and expensive print advertising. The company should further streamline logistics through route optimisation to identify the shortest and most budget-friendly route for travelling, which will reduce the company's expenses to some extent. There might be an increased need for efficient and streamlined transport logistics due to growth in travel worldwide (Arziyeva, 2024).
The additional strategies in cost leadership should include searching for less-explored wildlife regions to influence consumers to travel to such destinations at a budget-friendly rate. Additionally, the company should make a transition towards culturally, coastal and mountain-oriented tourist destinations to bring diverse options to the customer segments that will be budget-friendly for both customers and the company. Thus, after working on the improvements in cost leadership, Naturetrek will attract the cost-conscious customers by offering services at a more affordable rate than the competitors. The company will earn improvement in the revenue and profitability through enhancement in the customer segments.   
[bookmark: _Toc216719846]Ansoff Matrix  
Ansoff Matrix framework should be applied by Naturetrek as a strategic choice to achieve long term future growth in the travel and tourism industry for a long term. Businesses may achieve growth through market development and market penetration, as well as diversification and product development associated with the Ansoff Matrix (Qomaro et al., 2024).    
The tourism service provider should incorporate the product development strategy of the Ansoff Matrix to incorporate innovation in the tour packages to manage high demand in the wildlife tours. In terms of innovation, the company should use Augmented Reality and Virtual Reality to offer previews of the destinations in a seamless way that will enhance confidence among the customers to book for wildlife tourism. Other than that, AI-enabled chatbots should be used by the company to offer personalised travel recommendations to customers and to resolve customer queries by offering seamless solutions. Technology, by playing an essential role in the tourism industry, offers assistance to enhance daily operations, improve experience for the customers, and make the destination more desirable for individual tourists (Giotis and Papadionysiou, 2022). The company should further use the market development strategy of the Ansoff Matrix to improve operational activities in the diverse landscapes that will improve access and reach to the local professional guides, and will also help the company to manage the identified challenge of limited wildlife guides. The company, in terms of market development, should further bring community-led tours for tourists by engaging in partnership with the indigenous communities and local artisans.      
[bookmark: _Toc216719847]Bowman’s Strategic Clock Model  
The strategic clock model of Bowman should be followed by Naturetrek as another strategic option to be competitive in the changing market for the long term by mapping price against the perceived value. A range of options is evaluated in the strategic clock of Bowman, which helps businesses to position the products and services based on perceived value and price (Mevoli, 2023). Based on Bowman's strategic clock, the company follows the focused differentiation quadrant to offer specialised high-value wildlife tours at a premium rate to the customers.  The company's strength relies on niche market experiences, expert guidance and emphasis on conservation to justify higher expenditure. Therefore, Naturetrek, to maintain its competitiveness in the market, should enhance its customer engagement by using a multi-channel approach, along with which service quality should be maintained. The company should further bring innovation in the itineraries by using Augmented Reality and AI technologies to offer a real-time experience of the tourism destinations that will be offered to the tourists.  
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Based on the individual strategic options, Naturetrek should equip the product development strategy with the Ansoff Matrix Framework to achieve sustainable growth in the tourism sector. Thus, the company, by incorporating innovation in product development, will help to showcase the real-time experiences of the tourist destinations to the customers, which will help to achieve sustainable growth. Other than that, the company, after managing the increased demand for wildlife tourism destinations among the customers through a product development strategy, will help to earn higher revenue and profitability, which will contribute to the company's higher financial performance and sustainable growth. Businesses, due to having higher financial capacity to grow in the market, will achieve better financial performance, which will lead to a higher sustainable growth rate (Erawati et al., 2025). On an additional note, the company, through the product development strategy, should offer personalised recommendations to the customers through the usage of AI-enabled virtual assistants that will influence customers to avail the services. 
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Figure: Stakeholder map of Naturetrek 
(Source: Self-Illustrated)
The key stakeholders associated with Naturetrek will perform the roles to help the company meet its key objectives of sustainability by adopting the strategic option.  Thus, the CEO, Board of Directors and managers will communicate with the investors to get funds to make the usage of high-end technologies in the tourism sector to support innovation based on product development. The board of directors are trusted to monitor decision-making and behavioural operations of the CEO to further protect the interests of the shareholders (Trinh et al., 2022). The investors will offer adequate funds to the company to support the improvement in product development and sustainable growth. The employees who are associated with Naturetrek will use innovative technologies to fulfil customer queries and will offer the best tourism guidance, which relates to the customer's needs. The tour guides will furthermore offer adequate guidance to the tourists regarding the history and in-depth information about the wildlife tourist spots. 
Customers who have a demand towards wildlife tourism destinations will get attracted towards the real-time metaverse experiences offered through the technologies to purchase the tourism service to contribute to the company's revenue and profitability growth. Customers who have second thoughts regarding making a reservation may get extra encouragement for the process through the metaverse experiences (Gursoy et al., 2022). Local authorities and government will engage in regulatory scrutiny to ensure the compliance of the company with the regulations, and the local communities will contribute to the sustainable growth of the company by offering homestays and local products for the tourists. Media Houses will monitor the performance of Naturetrek, and competitors will address the strategies undertaken by the company to enhance its own competitive position.               
[bookmark: _Toc216719851]RACI Application 
The RACI model has been further incorporated to evaluate the expectations associated with the different stakeholders and to identify the power of the stakeholders to make acceptable and feasible decisions. The structured approach, which clearly defines the responsibilities and other roles within the project, is the RACI methodology (Ahmad, 2024). Based on the responsible aspect of the RACI model, the employees, such as the product development team along with the marketing team, will be responsible for the innovation in wildlife packages by incorporating virtual reality, and AI-enabled technologies. The CEO, the managers and the Board of Directors will be accountable for the implementation of strategic options to help the company achieve suitable development, and in case of any failure in implementation, the stakeholders will be responsible. The top-level management will further take consultation from the investors and employees to proceed towards innovation in wildlife tourism to improve service quality for the customers.  Lastly, the stakeholders belonging to the top-level management, such as the board of directors, the CEO, and the management, will be informed about the progress in tourism.        
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The wildlife tourism operator Naturetrek, while engaging in innovation, may face the challenge of technological failure, which may result in negative reviews among customers and loss of customer satisfaction. A proactive risk management strategy should be adopted by the company to address the risks and quickly engage in a risk response plan to counter the incidents to ensure business continuity.  In terms of the tourism industry, risk management is associated with information analysis, including a sequence of procedures and stages (Leonov et al., 2024).  
Other than that, the company may face challenges of limited skill gaps among the employees that may result in failure to use the high-end technologies in a proper way. Thus, the company may fail to offer seamless experiences to the customers through AR and VR technologies. Naturetrek to counter such challenges should offer digital skill-oriented training and development to employees by offering videos and practical demos of using the technologies. A supportive role is played by artificial intelligence towards skill development of the employees in the organisation (D'Costa, 2025). 
Thus, Naturetrek should use AI technologies to improve the quality of training and development opportunities for the employees to successfully implement innovation. Reliance on technologies increases privacy-related risks for Naturetrek due to a lack of property cyber-security infrastructure. Such risks might be managed by the company by using an AI-enabled cybersecurity infrastructure that will proactively manage the cybersecurity-oriented threats.    
[bookmark: _Toc216719853]Conclusion 
In this report, the organisation Naturetrek was selected, along with identifying the overall business strategies, services and operations, while analysing the competitive position through internal and external environmental analysis. Moreover, the evaluation of the strategic choices within the market was also conducted here, followed by the frameworks of the Ansoff Matrix and Bowman's Strategic Clock. Thus, the product development strategy of the Ansoff Matrix should be followed by the company to engage in innovation by using technologies. Other than that, the expectations and role of the stakeholders towards strategic options have been evaluated through Mendelow's Matrix and RACI model.  
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