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[bookmark: _Toc212656400]Executive Summary
Awan Wholesale is a major UK supplier of an assorted product portfolio of DIY tools, electrical devices, domestic accessories, and seasonal items. Serves retail as well as end-consumer customers- Awan Wholesale will operate under a business-to-business (B2B) platform since it will mainly deal with quality products at reasonable prices. The company is unique due to the vast variety of inventory, service to the customers, and the capacity to fulfil bulk orders to diverse industries.
The strategic plan of Awan Wholesale is based on the vision that it will be regarded as a reliable supplier among UK companies. Its mission is focused on the provision of good service and quality goods, and its objectives are to expand the market and achieve efficiency in operations. However, there is still a possibility to improve the alignment between strategic goals and the dynamic environment of the market. This paper presents the strategic development alternatives, such as market expansion and diversification, which will allow long-term survivability and solve the problems of SMEs in implementing their strategies.
[bookmark: _Toc212656401]Introduction
Strategic management is instrumental in supporting businesses to grow and develop sustainably in the long term. The special challenges of the small and medium-sized enterprises (SMEs) regarding the development and the adoption of effective strategies are based on the limitations of available resources, market rivalry, and the unstable nature of the external environment. The business is Awan Wholesale, which is a British wholesaler of multiple products and services, such as DIY equipment, household supplies, and plays a leading role in its business. The report is a critical analysis of the existing strategic plan of Awan Wholesale and critically assesses the vision, mission, and goals. It also examines the external and internal environment of the company through the various strategic instruments like SWOT, PESTEL, and Porter's Five Forces. On this, strategic expansion opportunities are analysed, and new suggestions are made to ensure the continued success of Awan Wholesale and long-term growth, and ensure that the challenges affecting SMEs more often during the implementation of strategies are countered.
[bookmark: _Toc212656402]Assessment of the present Strategic Direction.
[bookmark: _Toc212656403]Vision
According to the vision statement of Awan Wholesale, its focus would be on being a major wholesaler of quality wholesale products in the UK, to different types of industries in the UK, such as DIY and housewares, among others (Awan Marketing PLC, 2025). Though the company's vision is growth and competitiveness, it would be fruitful to have the company clarify how it will be innovative and capable of following the market innovations. To place it more in the long-term perspective, it would be advisable to broaden the vision to include future concerns such as digital transformation or sustainability.

Mission
Awan Wholesale has a mission of supplying quality wholesale products at a reasonable cost and supported by good customer care. Such customer orientation is at no charge to the general ability of dependability and accessibility by the company (Awan Marketing PLC, 2025). However, to continue along the lines of its development, the mission can be adjusted with a higher focus on digitalisation, further geographical expansion, and sustainability, which are now trending among the contemporary market and customers.

Objectives
The objectives of the business are more geared towards profitability, product line extension, and expansion of the customer base. They are good wishes, and it is not particular to specific goals that should be completed within a certain time span, and tools that would be used in the competitive world (Awan Marketing PLC, 2025). As long as Awan Wholesale has SMART (Specific, Measurable, Achievable, Relevant, Time-bound) goals, it will be less difficult to track its progress.

Strategic Direction and Alignment.
The current strategic direction of Awan Wholesale is operational efficiency and product diversification in order to meet the customer needs. Though the strategy has had a positive effect on the company over the years, it would be limited in the future market trends, such as digital commerce and sourcing globally (Awan Marketing PLC, 2025). The implementation of the strategic course in favour of these outside forces and the focus on innovation, digitalisation, and sustainability may lead to new development possibilities, and it would render Awan Wholesale a competitive company in the long run.
[bookmark: _Toc212656404]Environmental Scan and Competitive Positioning.
[bookmark: _Toc212656405]The External Environment Analysis
[bookmark: _Toc212656406]SWOT Analysis
An advantage of Awan Wholesale is its developed brand position in the UK wholesale market. This brand name is established through constant service delivery and the variety of brands, such as DIY tools, home supplies, etc. It has a good established distribution network that enables it to serve the trade customers well with competitive prices (Pangarkar & Prabhudesai, 2024). Its weaknesses, however, include a limited presence online, and this limits its reach in terms of competing within the rising online shopping platform. As its online rivals continue to pose more threats to its business, Awan Wholesale should intensify its online presence in an effort to defend its share in the market.
The company also has a weakness in its reliance on a limited number of suppliers due to the exposure of the company to supply risks. Any form of interference in such relationships would lead to delays or unnecessary expenses, and this would affect profitability. Despite these internal weaknesses, there are also opportunities that Awan Wholesale can exploit in the increasing demand for green products (Mehta et al., 2025). This presents a diversification opportunity in that the company can add the environmentally friendly products to its line, and these products are in high demand by both consumers and businesses. Their entry into this niche category will also enable them to differentiate Awan Wholesale from others.
The most significant opportunity facing Awan Wholesale is the high level of competition within the wholesale industry. Its competitors are equally resource-endowed, both financially and technically, and are gaining ground fast on their online platforms and better marketing skills. This places a strain on Awan Wholesale to be creative and go digital (Puyt et al., 2024). Economic conditions like fluctuations in the cost of materials and disruption of trade are threats to the business, particularly in the uncertainty of the global supply chain. These external forces, along with the competition, highlight the necessity of Awan diversifying and changing its business strategy to achieve success in the long run.

[bookmark: _Toc212656407]Table: SWOT Analysis of Awan Wholesale
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[bookmark: _Toc212656409]Ansoff Matrix for Awan Wholesale

	Strategy Type
	Application to Awan Wholesale

	Market Penetration
	Increase sales of existing products in the current market through promotional campaigns and loyalty programs targeting retail clients.

	Market Development
	Expand into new markets, including European regions, by leveraging online distribution channels and trade partnerships.

	Product Development
	Introduce new product categories such as eco-friendly household goods and branded DIY tools to meet changing customer preferences.

	Diversification
	Explore strategic alliances or partnerships with other wholesalers to diversify offerings and reduce market dependency risks.



Porter’s Five Forces Model for Awan Wholesale

	Force
	Analysis

	Threat of New Entrants
	Moderate – Entry barriers are low, but Awan’s established supplier relationships and loyal customer base provide a competitive edge.

	Bargaining Power of Suppliers
	Moderate – Suppliers hold some power due to product dependency, but bulk purchasing reduces vulnerability.

	Bargaining Power of Buyers
	High – Buyers have multiple wholesale options, requiring Awan to differentiate through service quality and reliability.

	Threat of Substitutes
	Low to Moderate – Few direct substitutes exist, though online marketplaces like Amazon and Alibaba pose potential competition.

	Industry Rivalry
	High – The wholesale sector is crowded, and Awan faces stiff competition from larger, tech-enabled distributors.





External Environment Analysis
[bookmark: _Toc212656410]PESTEL Analysis
Politically, Awan Wholesale will have to trade in the post-Brexit era that has created new regulations in terms of trade policies, trade tariffs, and regulating imports and exports. The new challenges introduced by these changes have necessitated the sourcing of the European Union to be modified, and supply chain processes need to be tailored to the changes (Tsiu et al., 2025). The stability of the UK government policies and UK political stability can also affect the ability of the company to develop and grow. Awan Wholesale must keep abreast of the political trends and adjust its strategies in order to hedge any risk of changing regulations.
Another significant factor that affects the performance of Awan Wholesale is economic indicators. The current economic recovery caused by the pandemic and the inflationary forces, in turn, would have a natural impact on the demand for wholesale products, as more business operations and consumers would become more conservative in their spending (Malekinezhad et al., 2024). The volatility of exchange rates would also impact the foreign suppliers of Awan, and this would lead to high procurement costs. Therefore, Awan Wholesale should be ready to face changes in the economy, which can mitigate its profitability and market foundation. It is able to alleviate these economic threats by entering new markets or diversifying its product line.
Social trends, including the growing consumer tendency to green products, give Awan Wholesale the chance to include more green products in its product line. The increased environmental awareness leads to demand for green products, and as a consequence, Awan Wholesale should be able to tap into more customers based on the fact that it provides green products (Hamann et al., 2022). The wholesale business is also being changed by technology. To match the rest of the market that implements more technology-oriented approaches to enhance customer contact and simplify the workflow, Awan Wholesale will have to align with e-commerce, Internet promotion, and fact-based strategies to address the competition.

[bookmark: _Toc212656411]Table: PESTEL Analysis for Awan Wholesale
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The Five Forces model by Porter establishes forces that are at work against Awan Wholesale in the wholesale market. Supplier power is moderate; Awan Wholesale has good relations with suppliers; however, the company is susceptible to the disruptions of the supply chain or price rise due to the effect of harmonising its margins (Feng et al., 2021). Conversely, buyer power in the wholesale market is great since consumers can, at their own discretion, compare prices amongst various suppliers. Remaining competitive will require Awan Wholesale to put its emphasis on providing more value in terms of improved customer services and product differentiation.
The wholesale sector is medium in terms of the threat of new entrants. As much as there are no high barriers to entry, a strong brand and stable supply chain require significant capital investment. With its long-term relationships with customers and reputation, Awan Wholesale has an advantage over other competitors because this would provide a buffer against the new entrants. However, there is a threat of new digital wholesalers, particularly with the increase in e-commerce taking up an increasing number of the market (Stocco et al., 2022). The threat of substitutes is also medium with the direct-to-consumer models and online marketplaces providing substitutes to the traditional wholesale market models. Awan Wholesale should be careful about the threats of firms that do not use any wholesalers, as they can sell the product directly to the final consumer.
The level of competition within the wholesale industry has been intense as the industry is very competitive, and many firms are competing in the market. The problem of price wars is quite typical, especially due to the ability of larger organisations with bigger budgets to provide cheaper prices (Pangarkar & Prabhudesai, 2024). To be differentiated, Awan Wholesale would need to emphasise improved customer service, more specialised products, or different value-added services. Awan Wholesale has the potential to continue to sustain its share in the growing competitive market by focusing on its trade-only wholesale business and specialising in high-quality and reliable products.
[bookmark: _Toc212656413]Strategic Growth Alternatives and New Strategy Proposal
[bookmark: _Toc212656414]Strategic Growth Alternatives to SMEs
There are several growth options open to SMEs, such as Awan Wholesale, to expand their business. Market penetration entails expansion of market shares in the existing markets through aggressive pricing, promotion, or customer loyalty (Mehta et al., 2025). On the other hand, product development leads to new products in existing markets, thereby ensuring that firms can differentiate. Such a strategy can help Awan Wholesale diversify its portfolio and benefit from its current position in the market by acquiring new consumers.
[bookmark: _Toc212656415]One of the potential strategies, market expansion, is expanding into new geographical markets or customer groups of Awan Wholesale. It also involves selling to the foreign markets, especially the European market, to see its market share rise (Puyt et al., 2024). One of the methods of risk-reduction is diversification, wherein new products are marketed to new markets, which is a form of insurance as it lowers the dependence on old products. These options provide SMEs with several choices in the area of expansion depending on their resources, risks, and the markets that are available.

Recommended Growth Strategy
The most appropriate growth strategy that Awan Wholesale should employ is market growth. This expansion into the European markets will allow the company to access more customers, and it will not have to change its current products to achieve the same. Therefore, Awan Wholesale will develop in a sustainable and risk-free way (Ghaleb, 2024). The cost leadership generic strategy of Porter can also facilitate such expansion by providing the ability to set competitive prices and maintain the quality of products and customer satisfaction.
It is a long-term strategy because it will capitalise on the advantages of Awan Wholesale, such as efficiency in operations and its market reputation. This cost leadership and expansion to the European markets will enable the company to gain its share in the market incrementally without incurring the expensive restructuring charges (Reardon et al., 2021). The strategy is a balanced approach to growth and the control of risk; it is a sufficiently long-term strategy to prosper for Awan Wholesale.
[bookmark: _Toc212656416]Stakeholder Analysis
Matrix by Mendelow is a power and interest ranking method of the stakeholders. Some of the High Power, High Interest stakeholders in Awan Wholesale would be the senior management, key investors, and essential suppliers (Martins et al., 2022). These have a direct influence on strategic choice and are keys to success in the business. The senior management decides the strategy, investors provide the company with money, and suppliers influence the quality of products and supply, and are therefore very important to the operations.
The High Power, Low Interest stakeholders, such as regulatory bodies and government agencies, have a lot of power to influence the operation of Awan Wholesale but little interest in the day-to-day activities (Tsiu et al., 2025). These stakeholders make sure that the business is functioning in accordance with regulations and the law. Although they typically do not take part in the running of decisions, they have to be close to the organisation to avoid legal issues, besides running the organisation in the right direction.
Low Power, High Interest stakeholders include the customers and local communities. Although they do not have a say, they are highly interested in the products and services of Awan Wholesale (Malekinezhad et al., 2024). The company depends on the purchasing power of the customers to enhance its success in the market, and local communities are affected by the presence and activities of the company. Educating and engaging these segments will build customer loyalty and a good image in society.
Low Power, Low Interest stakeholders such as the general population and media do not play a significant role in the running of Awan Wholesale. Even though they are not directly interested in strategic decisions, they can affect the reputation of the company (Hamann et al., 2022). One would want to stay in touch with their attitudes and maintain a good PR to help offset any negative publicity. Therefore, they need to be informed of any significant changes that are occurring in the company and that they might be interested in.
The RACI matrix will hold viable corners, such as senior management and the operations department, to be accountable for implementing the strategy. The Accountable party, which is usually the CEO, is in charge of the strategy execution and achievement of success (Feng et al., 2021). Advice and opinions are given by consulted parties, such as the department heads and the investors, on both operational and financial issues. The informed parties, such as employees, customers, and suppliers, will be updated on the progress and changes brought by the new strategy.
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Awan Wholesale will be able to enter the online retail business to exploit the expanding e-commerce market. The customer-friendly e-commerce platform will enable the company to access more customers besides wholesale buyers, including individual buyers (Malekinezhad et al., 2024). Exposure can also be expanded by entering into the large online stores such as Amazon or eBay. This change will help decrease the reliance of the company on the traditional method of wholesaling and offer a scalable framework of expansion that incorporates minimal initial capital investment, particularly following the recent advancements of online shopping.

[bookmark: _Toc212656419]Cost Leadership through Operational Efficiency
Cost leadership strategies will help Awan Wholesale to become profitable and competitive. The company shall cut overhead costs by simplifying operating procedures like supply chain procedures, logistics, and inventory management (Tsiu et al., 2025). Technological innovations (data analytics and automated inventory systems) will be able to enhance the operations and make informed decisions. This will assist Awan Wholesale to keep its prices competitive, especially in the price-commodity markets, and survive giant players and even continue growing in the long term.

[bookmark: _Toc212656420]Strategic Alliances and Partnerships.
Forming strategic alliances with key retailers or suppliers will enable Awan Wholesale to overcome the limitations imposed by the lack of resources. Bulk buying negotiations or joint marketing business will give the company better prices and a wider range of products (Martins et al., 2022). The alliances will facilitate brand awareness formation and generate new sources of revenue. These partnerships will enable Awan Wholesale to ride on the shoulders and connections of large organisations and ensure growth and expansion within the market, as well as keep costs low as it continues to grow and increase more cost-effectively.
[bookmark: _Toc212656421]Conclusion
Overall, Awan Wholesale can proceed with growth by adopting strategic suggestions that will not only mitigate against the existing issues but also have the potential to capitalise on the expected opportunities. By increasing its market through online retailing, the company can improve its market base and keep up with the increasing e-commerce market. Enhanced profitability and competitive prices will be sustained by increasing effectiveness in operation with the cost leadership strategies. Strategic alliances, too, will help Awan Wholesale to utilise the external resources, increase the market share, and minimise the risk of operating. The following steps are custom-made to the specific needs of the SMEs and will ensure that Awan Wholesale is on its way to success in the long term, thus enabling it to remain competitive and strong amidst the dynamic environment.
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