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1. [bookmark: _Toc133203093]Introduction:
The researcher chosen Innocent Drinks Ltd. as the SME (small to medium business) for the purposes of this research. Smoothies, liquids, and other healthful beverages are the forte of this UK-based firm. In 1999, a group of friends set out to make healthy beverage options more widely available to the general public under the name Innocent Drinks. Since then, company's footprint has grown substantially, and it is now among most well-known in the UK's thriving juice and smoothie market (Abdelkafi and Genty, 2012).
Innocent Drinks' current strategic orientation will be evaluated in this study, along with the company's vision, purpose, values, goals, and objectives. In addition, the study will analyse the company's internal and external environments critically using business environmental scanning methods including PESTEL, VRIO, and SWOT. The company's strengths, weaknesses, opportunities, and threats can all be better understood after conducting this study.
The report will also cover the market opportunities for SMEs to expand their operations and will offer a new strategy for the company's long-term success. Potential expansion options will be analysed using Bowman's Strategic Clock, the Ansoff Matrix, and Porter's Generic Strategies. The plan proposal will be assessed in terms of its practicability, appropriateness, and general acceptance (Chahal and Stephens, 2015).
Furthermore, a stakeholder analysis will be performed to assess the expectations of various stakeholders and the influence each group holds. By conducting this research, Innocent Drinks will be able to determine which of its strategy options is most likely to be successful. Taking into account the difficulties small and medium sized enterprises (SMEs) face in putting strategic direction into action (Sajjad and Ahmad, 2019).
[bookmark: _Toc133203094]2.Current Strategic Direction:
[bookmark: _Hlk132391792]An organization's strategic direction is the path it takes to go from where it is now to where it wants to go. Establishing a course of action helps keep the company's leaders and workers committed to their goals. As per company’s website Innocent Drinks' current strategic direction is aligned with its mission statement, which is "to make natural, delicious food and drink that helps people live well and die old." The company's vision is to "be the world's favorite little healthy drinks company." To achieve this vision, Innocent Drinks has set the following goals and objectives:
• To expand its product range by introducing new natural and healthy products. 
• To grow its market share in the UK beverage industry (Innocent Drinks, 2021)
• To increase its international presence. 
• To reduce the environmental impact of its operations.
Innocent Drinks' current strategy is focused on growth and expansion without compromising the company's commitment to producing healthy, all-natural products. The brand has done exceptionally well in the UK market, where it now holds a 15 percent share of the smoothies and juices industry. The company faces a growing competition from other beverage producers who share its focus on natural and nutritious ingredients. If Innocent Drinks wants to maintain its current level of success, it must continue to innovate and release new products that meet the needs and preferences of its target market (Innocent Drinks, 2020).
3. Business Environmental Scanning
Innocent Drinks is well-known in several different markets, including the French, German, and Irish ones. The company faces tough competition from well-established brands as a result of its expansion into the UK market. Innocent Drinks' success in these markets depends on the company's ability to set up dependable distribution networks and promote its goods effectively (Miles, 2012).
One of Innocent Drinks' top concerns is how its business practises will affect the environment. To achieve its goal of becoming carbon neutral by 2022, the company has implemented several measures to reduce its carbon expansion, including the use of energy from renewable sources and the reduction of packaging waste. These actions show the company's commitment to sustainability while also giving it a competitive edge in a market where consumers are more concerned about the impact of their purchases on the natural world (Walker, 2020).
[bookmark: _Toc133203095]3.1 External Analysis: 
Innocent Drinks has created clear aims and objectives to assist it achieve its vision of becoming the most beloved small maker of healthy beverages in the world. These goals and objectives are consistent with the company's mission statement and vision. Despite operating in an increasingly competitive market, the company has laid the framework for future growth and success through its focus on innovation, globalisation, and sustainability.
[bookmark: _Toc133203096]3.1.1 Pestel Analysis:
An organization's impact on the surrounding world is examined through the lenses of political, economic, social, technological, legal, and environmental (PESTLE) variables. In a variety of contexts, it can be utilised to help senior managers and human resources experts make important strategic decisions. By analysing the external factors of the company the below information has developed. 
· Political: (challenge)- When it comes to health and safety, employment, and environmental standards, Innocent Drinks must follow strict guidelines because it works in a heavily regulated business. Politics, which could affect Innocent Drinks' regulatory environment, affect the company's operations (Blyth and Smith, 2020). Changes in government laws, regulations, and taxes could have a major impact on business operations, the supply chain, and financial results. For instance, the company may need to reevaluate its expansion plans, supply chain, and cost structure in light of the uncertainty surrounding Brexit and its potential impact on the UK economy. Innocent Drinks could feel the effects of political unrest in the countries where it does business, particularly in the form of trade restrictions and political issues (Grieve, 2021).
· Economic: (challenge)- Many well-established businesses compete in the UK's beverage market. Innocent Drinks must maintain its competitive edge by providing consumers with premium beverages at affordable costs. Inflation, interest rates, and consumer spending patterns are just some of the macroeconomic issues that might affect the UK beverage business (Inniss, 2013). In order to maintain competitiveness and adapt to market changes, Innocent Drinks must keep an eye on these economic aspects. Profitability could be impacted if customer demand drops for high-priced, high-end drinks during recessions. In addition, the firm must continue to operate efficiently even when raw material costs rise and fall (Bhardwaj, 2018).
· Social: (opportunity)- There is a growing demand for natural and healthy products as consumers become more health conscious. Innocent Drinks can capitalise on this trend to increase its market share. Consumer tastes and cultural movements have substantial impacts on the Innocent Drinks brand (Innocent Drinks, 2021). The company must ensure that its products reflect shifting consumer values, such as those for health and wellness, ethical manufacturing, and environmental responsibility. Innocent Drinks has positioned itself as an ethically sound company by advocating for healthy lifestyles and embracing environmentally friendly practises in business. The company's ability to stay current depends on its ability to recognise emerging societal trends and adapt to them (Kiousis and Kim, 2012).
· Technological: (opportunity)- Innocent Drinks' phenomenal growth can be directly attributed to the ways in which cutting-edge technology has facilitated more efficient manufacturing at lower costs. If the company wants to keep up with the competition, it must continue investing in technology. Optimizing the supply chain and improving the customer experience necessitate the use of cutting-edge technology (O'Rourke and Adams, 2020). Innocent Drinks has invested much in technology over the years, which has helped the company streamline operations, lower costs, and improve the quality of its products. Businesses that want to remain competitive must keep up with emerging technologies such as blockchain and machine learning (Pevzner and Trefler, 2020).
· Environmental: (opportunity)- Innocent Drinks has made significant strides in lowering its environmental impact as part of its commitment to sustainability. However, the company must keep up its environmental practises if it wants to maintain its reputation as a responsible corporate citizen. The company has made environmental responsibility a core value (Innocent Drinks, 2022). Innocent Drinks has implemented multiple initiatives, including as using renewable energy, reducing waste, and sourcing sustainable ingredients, to increase consumer interest and perception. The corporation may differentiate itself from the throng and maintain its advantage over rivals by placing a premium on sustainability. The corporation must keep investing in sustainable practises if it wants to keep its competitive edge and have a smaller ecological footprint (May, 2020).
· Legal: A number of regulations, particularly those concerning food safety and labelling, must be followed by Innocent Drinks. Some of the laws and regulations that Innocent Drinks must follow concern food safety and labelling. The company is responsible for ensuring that all of its products properly labelled and comply with all applicable laws (Food Standards Agency, 2020). It is also important to consider the potential effects of new or revised legislation on Innocent Drinks' operations and supply chain. Breaking the law can result in serious consequences, including fines, jail time, and damage to one's image. Therefore, it is incumbent upon the company to ensure that it is always in compliance with applicable laws (Food and Drug Administration, 2018).
[bookmark: _Toc133203097]  3.1.2 Five force Analysis 
Any sector of the economy can benefit from using Porter's model to analyse industry rivalry and improve long-term profitability.
Industry rivalry: Several beverage companies have taken different strategic stances in order to better compete with one another. Firms in this market compete with one another mostly on the basis of price changes between similar products offered by different companies.
Threat of new entry: This is in addition to minimising the substantial outlay required to transition between roasting methods, install specialised machinery, and build new facilities. In addition, businesses are restricting new entrants by signing exclusive retail chain distribution deals.
Substitute products: Beverage companies that want to survive in the face of competition from new entrants into the market need to produce goods that cater to a wide range of consumer preferences. Competition from non-alcoholic drinks has had little effect on the market share of beverage companies.
Bargaining power of buyer: Since there aren't many different beverage suppliers, consumers have less leverage in negotiations because huge corporations have limited negotiating strength. Firms have responded by developing a strategy of specialisation, which involves developing a great deal of product difference due to pricing variances.
Bargaining power of supplier: To maximise profits, companies in the beverage sector have learned to maximise the bargaining power of their suppliers of raw materials, such as the supply of raw coffee beans used to manufacture coffee with varying flavours.
1.1.3 [bookmark: _Toc133203098]Map:
"A business model environment map facilitates introspection on firm trends and assessment of potential business model evolutions."
[image: Business Environment: Meaning, Types, Why It Matters - Penpoin]
Sources: (Barua and Kaur, 2020)
3.1.4 Life Cycle: 
Every company goes through the same four stages: inception, expansion, maturity, and death. The strategic planning and daily operations of the firm will alter greatly depending on the phase they are now in.
Introduction: After a product has been developed and tested, it must be released to the market where it will be most successful. As a result, this helps bring the product to the intended audience. This is the company's initial effort at raising product awareness in the marketplace. The initial setup process usually ends up costing a lot of money. For instance, the results of a company's market research can make or break the introduction of a new product.
Growth: Market saturation has been achieved at this point. Consequently, the company's profit margin has expanded as a result of the rapid increase in sales. Furthermore, economies of scale are achieved at this stage, allowing enterprises to develop their competitive pricing edge.
Maturity: All items go through a similar "maturity stage." The level of competition between established businesses is exceptionally strong right now. This is because every business is working so hard to keep its current level of market share. Additionally, this is the point at which businesses see the greatest earnings. However, until sales stabilise, growth is slow.
Decline: When this happens, fewer people want to buy the product, and it means fewer profits for businesses overall. The decline could be the result of a change in consumer preferences or the arrival of more cutting-edge alternatives.
[bookmark: _Toc133203099]3.2 Internal Analysis: 
[bookmark: _Toc133203100]3.2.1 VRIO:
As per Pérez-Uribe et al., (2023), to better understand their competitive advantages, businesses can conduct an in-house analysis using the VRIO framework. The VRIO framework is an abbreviation for "various relevant and important indicators of success" for any company. Value, uniqueness, imitability, and structure are all part of it. The data for the VRIO analysis is collected through the annual report and website of the company. 

VRIO Analysis in table format for Innocent Drinks UK:
	Resource / Capability
	Valuable?
	Rare?
	Inimitable?
	Organization?

	Brand reputation
	Yes
	Yes
	Yes
	Yes

	Distribution network
	Yes
	Yes
	Yes
	Yes

	Innovative products
	Yes
	Yes
	Yes
	Yes

	Strong customer base
	Yes
	Yes
	Yes
	Yes

	Patented technology
	Yes
	Yes
	Yes
	Yes

	Skilled workforce
	Yes
	Yes
	No
	Yes



[bookmark: _Toc133203101]3.2.2 Swot Analysis:
SWOT analysis (or SWOT matrix) is a strategic planning and strategic management tool that helps individuals and businesses evaluate the advantages, disadvantages, opportunities, and threats (Strengths, Weaknesses, Opportunities, and Threats) of a given situation. The term "situational analysis" or "situational evaluation" may also be used.
· 
· 



	Strengths
	Weaknesses

	· Innocent Drinks is a popular company that produces healthy, all-natural beverages. Its commitment to making ethical and environmentally friendly products is another strength. The company enjoys substantial market share and name recognition in the competitive UK beverage sector (Hale, 2020).
· Innocent Drinks can be found in a wide variety of places, from grocery stores to cafes to e-commerce sites. It has become an important player in the market. This strategy could help the company reach a wider audience and attract new customers (Kromer, 2020).

	· Innocent Drinks offers a smaller selection of beverages than its rivals. This limits its ability to cater to a diverse clientele (Barua and Kaur, 2020).
· The firm's inability to expand into new areas is constrained by its limited global exposure.
· Their products are slightly more expensive than the competition's since natural and organic materials are more costly to create (Chapple and Godfrey, 2013).


	Opportunities
	Threats

	· The desire for organic and healthy products has increased. Innocent Drinks can capitalise on this trend to expand their market share.
· There is a growing demand for vegan and plant-based products. Innocent Drinks may capitalise on the growing demand for plant-based beverages by expanding the amount of vegan-friendly options in their current product line (Goode, 2020).
· There is hope for economic expansion around the world, particularly in emerging economies where demand is growing for organic and health-oriented products (Schmitt, 2020).

	In the UK, where the beverage industry is very competitive, there are many long-standing companies. Innocent Drinks may struggle to maintain its current market share in light of the emergence of new competitors. The demand for Innocent Drinks' goods could be affected by shifting consumer tastes and behaviours (Kourine and Jones, 2019). 



· The cost of production and the company's ability to turn a profit could be affected by fluctuations in the price of raw materials and ingredients (Dang and Zhang, 2020).
· The company must keep an eye out for new market trends and adapt its product offering accordingly.




Explanation:
· Brand reputation: The success of Innocent Beverages can be attributed in large part to the company's reputable name recognition in the UK soft drink market. It's unusual since so few businesses manage to create such a positive public perception of their brand. A well-established brand's image takes years to cultivate, making it exceptionally difficult to imitate. Due to the uniqueness of the Innocent Drinks brand, it cannot be replaced by buying a similar product from an other company (Pang, et al., 2020).
· Distribution network: Innocent Drinks benefits greatly from its extensive distribution network. This is quite unusual because few businesses manage to maintain such an extensive and well-oiled distribution system. It's hard to copy because it took so long to build up a solid distribution network. Because rival companies cannot match Innocent Drinks' distribution system, it cannot be substituted (Jepson and Wurster, 2012).
· Innovative products: The fact that Innocent Drinks has consistently introduced new and interesting beverages bodes well for the company's future. It doesn't happen often because few businesses are able to regularly develop and provide truly original wares. It's unreplicable because it's hard to re-create a company culture of innovation. Due to the unique nature of Innocent Drinks' offerings, they cannot be replaced by similar products from competing companies (Dodgson, et al., 2012).
· Strong customer base: Innocent Drinks benefits greatly from its committed and enthusiastic client base. Rare because few businesses manage to create such devoted patrons. It's impossible to imitate due to the difficulty of recreating an established clientele. Non-replicable because no other company can provide the same pool of consumers as Innocent Drinks does (Al-Kodmany, 2013).
· Patented technology: The unique technology behind Innocent Drinks' products and procedures is crucial to the company's profitability. This occurs infrequently since few businesses bother to patent their innovations. Because it is difficult to duplicate patented technology, it is unique. Innocent Drinks' patented technology is what makes their product unique and hence impossible to replicate by a rival company  (Innocent Drinks, 2012).
· Skilled workforce: The talented and well-informed staff of Innocent Drinks contribute greatly to the company's prosperity. It's unusual since few businesses are able to recruit and keep such a highly qualified staff. Competitors might easily imitate it by hiring similarly qualified employees. A talented personnel is crucial to any company's success, thus this resource remains priceless and irreplaceable (Chilton, 2012).
4. [bookmark: _Toc133203102]Strategic Growth Choices for SMEs in Markets:
[bookmark: _Toc133203103]4.1 Ansoff matrix:
Since its founding in 1999, The little British company Innocent Drinks has become well-known for its healthy and all-natural fruit smoothies and drinks. Given its current success and prominence, Innocent Drinks must immediately begin exploring new opportunities for expansion and developing a comprehensive plan for the company's future.
Small and medium-sized enterprises (SMEs) often struggle to change their strategic focus due to limited resources. Therefore, Innocent Drinks must prioritise expansion options that are practical and attainable without compromising the brand's basic principles and high quality (Davies, 2018).
Product development: Adding functional beverages like energy drinks and wellness shots to Innocent Drinks' lineup is one option for the company's future growth. The business could reach more people and cash in on the rising demand for functional drinks if it did this. To further expand its market reach and consumer base, Innocent Drinks could think about bolstering its online presence through enhanced digital marketing and the expansion of its online sales channels (Ginsberg and Venkatesan, 2012).
Diversification: Together, these growth options—emphasizing differentiation, vertical integration, international expansion, and the identification of competitive strategies—would constitute a sustainable strategy for Innocent Drinks' long-term future. Innocent Drinks can remain a market leader despite the ever-evolving beverage business by putting a premium on quality and sustainability while also looking into expansion prospects that are both feasible and likely to be successful (El-Gohary, 2016).
[bookmark: _Toc133203104]4.2 Porter's Generic Strategies:
Innocent Drinks might differentiate themselves from the competition by highlighting its dedication to making natural and healthy products, using one of Porter's Generic Strategies. Maintaining a commitment to using only the freshest foods from sustainable sources can help a company stand out from the competition and keep its reputation intact. Potential expansion opportunities for Innocent Drinks, such as entering new markets or creating new products, might be mapped out using the Ansoff Matrix (Kumar and Jain, 2021).
Vertical integration, through the acquisition or partnership of raw material providers like fruit and vegetable farms, is another option for Innocent Drinks' expansion. Innocent Drinks can ensure product quality and reduce supply chain risks by maintaining a steady supply of locally grown, responsibly sourced ingredients.
Innocent Drinks may also consider expanding into new overseas markets as a means of achieving growth. Creating a local supply chain, forming relationships with local distributors, and catering to regional preferences in taste and customs are all viable options. Innocent Drinks may extend its client base and revenue sources by going global.
Innocent Drinks may also consider expanding into new overseas markets as a means of achieving growth. Creating a local supply chain, forming relationships with local distributors, and catering to regional preferences in taste and customs are all viable options. Innocent Drinks may extend its client base and revenue sources by going global (Berthon, et al., 2012).
[bookmark: _Toc133203105]4.3 Bowman Strategy Clock:
Innocent Drinks may want to consider entering the market for plant-based milk replacements as a new growth strategy. As more people adopt vegetarian lifestyles and search for dairy-free alternatives, this would put Innocent Drinks in front of a larger audience. By using locally and sustainably produced ingredients to offer a range of high-quality plant-based milk substitutes, Innocent Drinks can differentiate itself from competitors and attract customers looking for healthier and more ecologically responsible solutions  (Ortega, 2018).
Innocent Drinks stands to gain in a number of ways if it enters the market for plant-based milk replacements. To begin with, it would help the company take advantage of a growing market and reach a wider audience, ultimately increasing its customer base and profits. Second, by using locally and sustainably produced ingredients, Innocent Drinks can build its reputation as a socially responsible business while also maintaining its commitment to environmental sustainability. Third, diversifying the company's offerings would reduce the likelihood that it will come to rely too heavily on any one product. Finally, this new strategy aligns with the current trend toward healthier and more environmentally friendly food and drink options, allowing Innocent Drinks to stay current and adapt to the needs and preferences of its diverse customer base. The company and its customers will both gain in the long term by venturing into the market for plant-based milk alternatives (Atkins, 2020).
Innocent Drinks must build a long-term sustainable strategy by maintaining a focus on quality and sustainability while exploring feasible development opportunities that are in line with the company's core ideals. Organizations can use Ansoff's Matrix and Porter's Generic Strategies to identify areas for expansion and develop a plan for competing successfully in a cutthroat industry.

Definition of Stakeholder: 
Anyone who has skin in the game, or a stake, in how a business, organisation, or initiative is run is considered a stakeholder. One need not be a formal member of an organisation to be considered a stakeholder (Freeman, et al., 2012). Employees, consumers, suppliers, investors, and the general public are all considered stakeholders in Innocent Drinks. Each stakeholder group has varied expectations, interests, and levels of influence. Therefore, it is vital to undertake a stakeholder analysis to identify and prioritise the most critical stakeholders. 

5.Stakeholder Analysis:
 Customers are Innocent Drinks' primary interest group. They require top-tier goods that are biodegradable, organic, and healthful. Customers are also concerned about the ethical and social standing of businesses. Innocent Drinks must use only sustainable materials and methods of production if it is to meet ethical and social criteria (Freeman, et al., 2012).
The company's employees are a key constituency for Innocent Drinks. They expect fair compensation, a safe and healthy workplace, and opportunities to progress in their careers. Innocent Beverages must prioritise its employees' happiness and create a welcoming workplace that fosters innovation and collaboration (Craig and Doherty, 2016).
Suppliers are another key stakeholder category. Innocent Drinks needs to maintain strong relationships with its suppliers to ensure a reliable and sustainable supply chain. In addition, the company must work with suppliers that share its commitment to ethics and environmental responsibility.
In addition to a financial return, investors care in seeing the company grow and expand its operations. Therefore, Innocent Drinks needs to develop a plan for growth that is both sustainable and aligned with the company's values and mission. The corporation needs to openly communicate its growth strategies and economic results if it wants to inspire trust among investors.
The general public is an integral part of Innocent Drinks' stakeholder ecosystem. A company has a responsibility to invest in the neighbourhoods where it operates. Some of these goals include bolstering local economies, reducing negative effects on the environment, and promoting social and environmental initiatives. Innocent Drinks may accomplish this by working with neighbourhood groups, adopting eco-friendly procedures, and lending financial support to volunteer efforts (Mackenzie and Kesler, 2017).
Innocent Drinks must maintain open lines of communication with its many stakeholder groups in order to ascertain and prioritise their needs and wants. This can be achieved through a wide variety of methods, including as polling, focus groups, and keeping an eye on social media. The company's reputation as a moral and socially responsible organisation will rise as a result of its efforts to engage with its many stakeholder groups. Innocent Drinks might increase its stakeholder engagement through the use of a sustainable reporting methodology. To do so, the corporation would need to provide information about its sustainability policies and projects and report on its social, environmental, and economic performance on a regular basis (Serafeim and Grewal, 2016).
 With the use of a sustainability report, Innocent Drinks would be better able to update its stakeholders on its sustainability efforts. Implementing a stakeholder engagement plan is another manner in which Innocent Drinks may improve its stakeholder involvement. Important stakeholders would need to be identified, engagement goals developed, a communication strategy devised, and the results of engagement efforts monitored and evaluated. By implementing a stakeholder engagement plan, Innocent Drinks may increase stakeholder participation in the company's decision-making processes. To sum it up, Innocent Drinks' performance and long-term viability depend on how well the company manages its stakeholders. A company's success depends on its ability to identify and value its various stakeholder groups, maintain constant communication with them, and develop plans and initiatives that meet their needs. This might help Innocent Drinks build trust with its customers and improve its reputation as an ethically sound business (Grewal and Serafeim, 2022).
5. [bookmark: _Toc133203106]Key Strategic Recommendations for the Organization for Future Developments and Implementation:
Based on the analysis, the following are the key strategic recommendations for Innocent Drinks:
1. Diversify the product portfolio: Innocent Drinks is well recognised as the go-to brand for all things natural and good for you. However, in order to survive in the current market, the company should consider expanding its product offerings. One way to accomplish this is to expand availability of products that are vegan, gluten-free, and organic. Innocent Drinks may reach a wider audience of consumers in search of healthier beverage options by introducing new flavours and packaging designs. The business may also look into distributing its products in complementary markets for things like snacks, breakfast cereals, and dietary supplements. With this plan, Innocent Drinks may expand its customer base and boost sales (Olson and Slater, 2017).
Before releasing any new products, Innocent Drinks needs to make sure they fit in with the company's overall mission and values. Market research is essential for every company that wants to know what its customers want and when they want it. It must also factor in the time, money, and effort required to produce and advertise these items. By offering many drinks, Innocent Drinks can spread its risk and lower its dependence on any one item (Luchs, et al., 2016).
2. Expand geographically: Although Innocent Drinks has done well in Europe, the company can do even better by expanding into developing regions like Asia and Africa. The demand for organic and healthy goods is on the rise in these regions as the middle class expands and disposable incomes rise. Innocent Drinks needs to do considerable market research to learn about local preferences and tastes before entering these countries, though (Rau, 2012). The local market has certain needs, and Innocent Drinks should cater to those. The corporation might potentially strengthen its distribution network by forming partnerships with local distributors and merchants. When expanding into new markets, Innocent Beverages must also take local regulations and laws into account (Evans, S., and Plume, 2020).
3. Prioritize sustainability: Innocent Drinks places a premium on sustainability, and as such, it should be at the forefront of the company's strategy. The company must uphold moral and ethical standards in the production and distribution of its products. The organisation should also strive to lessen its impact on the environment by decreasing the amount of waste it produces (Liu, et al., 2021). Sustainable methods can be integrated with the entire Innocent Drinks organisation. The company might, for instance, consume less energy, recycle more, and switch to renewable packaging and power. The company has an obligation to ensure that its vendors share its commitment to sustainability and to encourage them to implement such practises. Innocent Drinks may share its environmental efforts with its customers, investors, and the wider public. The company can use its marketing and communication channels to tell its stakeholders about the importance of sustainability and how it is working to reduce its impact on the environment (Shen and Yuan, 2019).














6. [bookmark: _Toc133203107]Conclusion: 
In order to continue growing and remaining competitive, the company must regularly evaluate its strategic orientation and make any necessary adjustments. Implementing the strategic recommendations made in this report will help Innocent Drinks achieve long-term success and generate value for its stakeholders. These recommendations include expanding into new international markets, diversifying product offerings, increasing customer engagement, strengthening supplier relationships, adopting sustainable practises, and investing in employee development. By being proactive and flexible with its strategic management, Innocent Drinks may be able to overcome the challenges and market uncertainties it faces. The company will be able to take advantage of new growth and innovation opportunities as a result of this.
In addition to the previously indicated strategic advice, Innocent Drinks can focus on a few other areas to improve its position in the market. One of these is using technology to boost productivity and satisfaction among customers. Investing in innovative technologies like automation, machine learning, and artificial intelligence allows Innocent Drinks to improve its production processes, lower costs, and give individualised products and services to its clients.
The social responsibility of Innocent Beverages is an important consideration. Modern shoppers give more thought to how their purchases will effect future generations. Innocent Drinks may differentiate itself from its competitors by adopting sustainable business strategies including using eco-friendly packaging, sourcing ingredients ethically, and reducing its carbon impact. This will increase the company's credibility with eco-conscious consumers and bring in new ones.
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