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Executive Summary

The report has made use of business environment scanning tools like SWOT, PESTLE, and Porter’s Five Forces to analyse the chosen organisation’s internal and external business environment. It also aims to identify the opportunities and threats in the context of the business’s business activities. the report has offered a greater insight into the current strategic management of Milton Sandford Wines Ltd and a stakeholder analysis. It has been identified that a market penetration strategy will be effective for the company to expand its business. In the following report, the strategic recommendations concerning employee training targeted marketing, investment in sustainable practices, and technological integration have been outlined. All these will contribute towards the future development of Milton Sandford Wines Ltd.
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[bookmark: _Toc160186137]Introduction. 
According to Tucci and Roy (2024), strategic management refers to the ongoing process of planning, assessing, and monitoring the required necessities of a company to meet its objectives and goals. The ever-evolving business world requires companies to constantly assess their strategies and modify them to adapt to the external world. This allows companies to assess their present situation and chalk out strategies that can be beneficial for their management. This report will analyse the current strategic direction of Milford Sandford Wines Ltd along with assessing the external and internal factors that can affect the company’s strategic management. Based on the analysis, a stakeholder analysis of the company will be conducted and determine the strategic growth opportunities available for the company. Lastly, it will offer some suitable recommendations that can be useful for the company in its strategic growth. John Winchester founded Milton Sandford Wines Ltd in 1990 and it has its headquarters in Reading, Berkshire (Milford Sandford Wines, 2024). The company is known for its high-quality boutique wines which it offers to restaurants, gastropubs, and hotels across the UK. Its main operation is based in the UK and the number of employees ranges from 11-50 (LinkedIn, 2024). In the financial year of 2022, the company’s revenue amounted to less than $5 million (Endole, 2024). 
1. [bookmark: _Toc160186138]Organization’s current strategic direction.
The vision of Milton Sandford Wines Ltd is to offer the highest quality boutique wine through its exclusive and extensive range of wines to maximise the satisfaction of customers (LinkedIn, 2024). It aims to deliver value, availability, quality, and profitability through its wine offerings. To maintain the top quality of its products, the leaders of the company have taken some specific steps that allow them to achieve this particular objective. For instance, the company works with selected family-run wineries that produce wine for the company (Milford Sandford Wines, 2024). Through regular travels, the leaders discover new wines and expand their carefully selected portfolio enabling Milton Sandford Wines to stay ahead of its competitors and market trends. Careful selection of wine producers has led the company to attain its vision of meeting customer satisfaction through high-quality products. 
In addition to this, the company has also ensured careful consideration to store its products. For instance, its wine cellars maintain a constant temperature of 120C which is the best for wine storage. The wine cellars are also natural making them eco-friendly. As part of its strategic operations, the company also takes greater care to deliver its wines to its clients. The company mainly operates in a B2B business environment where the company sells its products to hotels and restaurants instead of directly selling them to customers. Thus, for the delivery of its products, greater precautionary measures are taken. Through scheduled delivery and carefully coordinated routes, Milton Sandford Wines Ltd ensures optimal efficiency in its product delivery (Milton Sandford Wine, 2024). Furthermore, the company uses a locally recognised quality carrier that is flexible, reliable, and efficient and can easily accommodate the delivery services according to the requirements of its clients. This way, the company meets its values and visions. 
In terms of human resources, the company’s number of employees is significantly fewer as currently, only 11-50 employees work in the organisation. However, this workforce has enabled Milton Sandford Wines Ltd to attain higher performance. Additionally, it offers training sessions to employees to enhance their skills and knowledge in this regard, thus, offering efficient services (Milton Sandford Wine, 2024). On the other hand, the company does not invest heavily in its marketing. As the company is a B2B firm with its clients being the top gastropubs, hotels, and restaurants in the UK, it generally focuses on ensuring higher performance through its operations and services. However, Guenther and Guenther (2022) have presented the view that the payoff of a B2B firm is dependent on competitive dynamics which are not considered directly in general. Thus, it can be beneficial for the company to invest in marketing to create a stronger image in the country.  
2. [bookmark: _Toc160186139]Organisation's external analysis 
2.1 PESTLE Analysis
· Political 
As per the alcohol duty rates in the UK, when a business sells alcohol that contains an alcohol percentage of more than 22%, the tax rate is 31.64 Pounds per litre, which must be paid by the business to the government (GOV.UK, 2024). Therefore, Milton Sandford Wines Ltd. to adjust the alcohol duty rate and maintain their profit margins will need to increase the price of their wines.  Paying a higher alcohol tax rate to the government will require the brand to try otherwise of raising funds for expanding its business channels in the country. However, surging the prices may also upset its customers, which will not make it affordable for many customers in the UK with the rising expenses of the standard of living in the UK. Thus, the company can lose customers if they surge their price or get sued by the government if they do not pay the taxes timely. 
· Economical
The inflation rate in the UK further dropped to 4% in January 2024 after peaking at an all-time high of 11.1% in October 2022 (Statista, 2024). This data signifies that the inflation rate has been going down and is quite low in the country which creates opportunities for Milton Sandford Wines Ltd to source its raw materials at a reasonable and affordable rate in the country and also introduce new variants of its products as the power of expenditure of customers have also increased which will leverage more number of sales for the company helping them earn more profitability and also have savings to further invest in the growth and development of the business in the future.
· Social
It is estimated that nearly about 108 bottles of wine are consumed by an average drinker in the UK in a single year (Wilson, 2019). This data signifies that British People are one of the heaviest drinkers in the world, thus it serves as an excellent opportunity for Milton Sandford Wines Ltd to get potential customers as their prime product is Wine. It will allow the business to leverage more sales in the country and earn more profits favouring it gathering funds for expanding its business in the country. 
· Technological
The UK ranked 16 in 2021 for its digital infrastructures and has been performing quite well in numerous areas of the technological field (CATAPULT Digital, 2021). Thus, the UK is technologically advancement, and conducting business in such a country will leave Milton Sandford Wines Ltd exposed to many new emerging technologies in the market. Thus, by implementing such latest forms of technology, the brand can increase efficiency to raise its productivity and try new digital ways of promoting its products to reach out to a wider target audience in the country raising its brand awareness. It also helps them manage their inventory and finances efficiently with the incorporation of AI then will reduce risks and errors and educate the company about future risks.
· Legal
The National Minimum Wage Act of 1998 states that every employer in the industry operating in the UK is entitled to pay a fair minimum salary to their employees and can only persuade them to work for not more than 48 hours a week (Legislation.GOV.UK, 2024). Thus, Milton Sandford Wines Ltd must abide by this employment law in the UK by offering fair wages and flexibility in the working hours to their employees do not avoid violating their fundamental rights, which otherwise will lead to negative accusations against the company and the company might have to face consequences like paying a huge penalty to the employee or the government. 
· Environmental 
The Environmental Act 2021 of the UK states that every company operating in the business must ensure that the business operations of their business do not harm the natural environment severely (Legislation.GOV.UK, 2021). It can be done by incorporating sustainable means of sustainable business activities reducing waste discharge and harmful pollutants into the environment (Legislation.GOV.UK, 2021). Therefore, Milton Sandford Wines Ltd must adopt sustainable measures for producing wine and packaging it to reduce waste generation and lower its carbon footprints to stay in the loop with the Act and maintain a sustainable brand reputation in the country. 
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Competition in the Industry [High]: The presence of other companies like Vitamin Well Limited, Clarion Wines Limited, and Veg & City Drinks Limited which also offer similar products as those offered by Milton Sandford Wines Limited. It makes the competition in the industry high which the brand needs to sustain by incorporating effective pricing and marketing strategies (Popmanda, 2024). 
Threat of New Entrants in the Industry (Moderate): Getting a license for selling alcohol requires heavy investments and the licensing required is hard to get and is also a very time-consuming process. However, the industry is very profitable which attracts entrepreneurs to try and start a business in this sector. Thus, the barriers to establishment are also quite high. This makes the threat of entrants to be moderate. 
 (
Figure 
1
: 
https://www.mindtools.com/at7k8my/porter-s-five-forces
)Power of Suppliers in the Industry (High): There are about 209 wineries in the UK (Statista, 2023). However, there are 10,954 wine companies in the country (BoldData, 2023). As the ratio suggests the number of suppliers is low with more companies operating in the industry. Thus, it becomes non-negotiable for Milton Sandford Wines Limited to adjust the prices as per their preferences as suppliers are bound to tie up a partnership with the company that offers them a better deal. Therefore, the bargaining power of suppliers in the country is high.
Power of Customers (Moderate): The customers purchasing wine have a higher power of bargaining in the country because several companies sell wines apart from Milton Sandford Wines Limited. However, Milton Sandford Wines Limited is known for producing high-quality boutique wines that offer a unique and royal taste which could make it a unique selling point for the brand to stand out among its competitors as it may lead to a higher switching cost for the customers. Thus, it makes the overall power of customers to be modern in this case.
Threat of Substitute Products in the Industry (High): There can be a lot of substitute products of wine in the market. There are energy drinks and other forms of alcohol like beer, rum, vodka, tequila, and whiskey which can easily substitute the product of Milton Sandford Wines Ltd. This creates an urgency for the brand to diversify its product portfolio so that it continues to grow in the industry.
3. [bookmark: _Toc160186140]Organisation's internal analysis 
3.1. SWOT Analysis
· Strengths
Milton Sandford Wines Ltd is known for sourcing the highest quality boutique wines from across the world that serve to fill the cellars of some top hotels in the UK like Vintage Inns, Original Patty Men, The George, and Sticks and Sushi. Their wine collection is an exclusive one handcrafted and selected by experts that offers royal taste along with a wide portfolio of wines to choose from (MILTON SANDFORD WINES, 2024). Thus, the brand’s operational style and brand reputation are some of the key strengths that help it attract its customers. 
· Weaknesses
As of 2022, the latest turnover for Milton Sandford has been 2.8 million which is below average compared to many companies where the average turnover is around £10 million, and their turnover growth has been in a declining stage as well (Pomanda, 2023). Thus, the lack of financial assets is one of the major weaknesses of the company which will not enable the company to gather any significant funds to improve its business in the country. The company also has a smaller number of employees working for them which is another weakness of it.
· Opportunities
The technological advancement in the country will serve as an opportunity for Milton Sandford Wines Ltd, to invest and incorporate new technologies. It will help the brand increase its productivity levels and help it attract more customers through digital means of marketing to raise its brand reputation and awareness in the country.
· Threats
Several companies also sell wines to customers in the country, like Gft Retail UK Limited, Vitamin Well Limited, Clarion Wines Limited, and Veg & City Drinks Limited (Pomanda, 2024). Therefore, the competition in the industry is high which can be a major risk for the brand if it incorporates effective strategies to overcome those challenges. 
[bookmark: _Toc160186141]Stakeholder analysis.
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Figure 1: Stakeholder analysis of Milton Sandford Wines 
(Source: Created by the learner)
	[bookmark: _Hlk148103617]Stakeholder’s name 
	Classification of stakeholders 
	Impact 
	Influence
	Role 
	Barriers 
	Engagement 

	Shareholders
	Internal 
	High 
	High 
	Invest money into an organisation providing financial security 
	Lack of transparency in the decision-making process can create conflicts of interest leading to withdrawing investment
	Conducting regular meetings and ensuring transparency in policies and operations. 

	Customers
	External 
	High 
	High
	Customers generate revenue and profit for the company. they also create positive word-of-mouth promoting the company.
	Increasing prices of the products of Milton Sandford Wines and decreasing product quality can create dissatisfaction among customers. 
	The company can continue to maintain the highest standards for its products and collect feedback from customers to mitigate their issues. 

	Investors 
	Internal and External
	High
	High 
	They support the company through financial assistance, connections, and valuable insight. 
	Low return on investment (ROI), absence of trust in the company, and more can create barriers.
	Through regular meetings, ensuring high ROI, and effective communication, investors can be satisfied. 

	Board of directors 
	Internal 
	High 
	High 
	They offer valuable insights and guidance to attain the organisational goals. 
	Lack of competency in managing the organisation, and conflicts among the members be major barriers. 
	Efficient and transparent communication, regular meetings, assessment of organisational performance

	Employees 
	Internal 
	High 
	Moderate  
	Managing the day-to-day operations of the company 
	Lack of skills and knowledge, conflicts among them, and such can be barriers. 
	Employee training and recruitment of skilled employees can be useful for the company. 


Table 1: Stakeholder Analysis of Milton Sandford Wines Ltd
(Source: Created by the learner)
Analysis- based on the above table, the major stakeholders of Milton Sandford Wine Ltd include its investors, shareholders, employees, customers, and board of directors. After the assessment of the external and internal environment of the company, it can be derived that market expansion will be the most effective strategy for its growth. In terms of employees, the workforce strength of the organisation is quite limited and to ensure success in its growth strategy, the employees will need to enhance their productivity. In this context, offering training and recruiting skilled employees can be effective. On the other hand, the customers of the company are businesses like restaurants, hotels, and gastropubs (Milton Sandford Wines, 2024). Thus, to apply the proposed strategy, the company will need to establish connections with more restaurants and pubs where it can sell its products. 
Its board of directors includes five members including the owner, John Winchester, and the members have significant expertise and knowledge in this field (Milton Sandford Wines, 2024). They can also benefit from the new strategy as this will increase the company’s visibility although they need to enhance their strategies. Investors and shareholders will benefit from this as penetrating the market by amplifying customer base will enhance their ROI although they will need to invest to establish connections with new customers, marketing purposes, and employee training.  
4. [bookmark: _Toc160186142]The strategic growth choices for SMEs in markets and a new strategy
To devise the strategic growth choice for Milton Sandford Wines, the Ansoff matrix can be utilised. Jintana, Sopadang, and Ramingwong (2021) stated that the Ansoff matrix is a practical and efficient marketing tool used for deliberate judgement about a firm’s growth strategies. It suggests four different strategies namely market penetration, market development, product development, and diversification that can allow a company to grow its business. As per the view of Tien (2020), the market penetration strategy aims to increase the consumption of the existing product in the market to gain a competitive edge. Various methods that can be included in this strategy are increasing the number of sellers, amplifying public relations efforts, enhancing advertising costs, and more. 
Considering that Milton Sandford Wines’ clients include top restaurants, hotels, and gastropubs, for its strategic growth, it will be beneficial for the company to utilise a market penetration strategy (Milton Sandford Wines, 2024). In this case, it will be beneficial for the company to increase its number of customers to make itself more known to its customers. In addition to its current customer base, partnering with medium-sized restaurants, pubs, and bars, in the UK will allow the company to expand its business in the market. As of 2022, the number of pubs and bars in the UK has accounted for 27,650 which is a considerably high number and hence, working with them and offering them its products will be useful for the company to grow its business (IBIS World, 2023). This way, the company will be able to increase its customer base enabling it to generate higher profit. Moreover, a market penetration strategy does not require high financial investment which in tune with its low financial performance will be the most appropriate. However, Peterdy (2024) has stated that this needs companies to increase marketing efforts and streamline the distribution process which can be a challenge considering that the company does not invest much in marketing. 
[bookmark: _Toc160186143]Recommendations 
· Target marketing can be useful in enhancing the brand awareness and visibility of the company. It produces innovative concepts regarding products to meet customer standards (Rosário and Raimundo 2021). 
· Employee training can be useful for enhancing the skills of its current workforce. Sugiarti (2022) stated that training is a short-term educational process that can aid employees in developing their skills. 
· Azam, Khan, and Ali (2023) stated that sustainable practices aid in addressing environmental issues and hence, Milton Sandford Wines Ltd will benefit from enhancing its current sustainable practices.
[bookmark: _Toc160186144]Challenges SMEs encounter in implementing strategic direction. 
Developing targeted marketing strategies 
[bookmark: _Hlk158903163]It is recommended Milton Sandford Wines Ltd. enhance its brand awareness and diversify its customer base with the help of targeted marketing. As explained by Rosário and Raimundo (2021) targeted marketing helps to produce innovative concepts on the services or products depending on consumer standards or needs. Milton Sandford Wines Ltd. while maintaining its B2B focus can partner with selected influencers as a part of its target marketing. This will help the brand to showcase its wines through online content reviews or hosting exclusive events. On the other hand, developing social media strategies as a part of targeted marketing will also help Milton Sandford Wines Ltd. to attract wine enthusiasts and sommeliers.
Ensuring employee engagement through training and developmental activities
[bookmark: _Hlk158903214]It is suggested that Milton Sandford Wines Ltd. invests in employee training and developmental programmes that contribute directly towards increased employee engagement. As proposed by Sugiarti (2022) training is referred to as a short-term educational procedure that makes wise use of organised and systematic processes. Training, on the other hand, is known to benefit employees with an ability to develop abilities, and skills and enhance knowledge to better understand and gain expertise. In the case of Milton Sandford Wines Ltd., investing in employee training programs will help them concentrate on sustainability practice, customer service, and wine knowledge. This, in turn, will also help the organisation to attract and retain a set of highly motivated and knowledgeable workforce thus enhancing brand reputation and customer satisfaction. It will also help the brand to strengthen its workforce minimising turnover rates. 
Investing in sustainable practices 
[bookmark: _Hlk158903284]It is advised that Milton Sandford Wines Ltd. invests in sustainable practices upon partnering with some brands promoting the concepts of sustainable business practices. As mentioned by Azam, Khan and Ali (2023) it is of utmost importance for organisations to design and develop sustainable business practices which help to address the environmental concerns. In such an instance, Milton Sandford Wines Ltd. can partner with some of the prominent eco-friendly wineries in the country and invest in certain sustainable packaging solutions. The brand can introduce recyclable glass and biodegradable materials as its sustainability initiatives. This, in turn, will help Milton Sandford Wines Ltd. to align with environmental regulations and resonate well with the socially conscious consumers in the country thus increasing its sales and revenue. 
Optimising operations and integrating advanced technologies 
It is recommended that Milton Sandford Wines Ltd. encourages the adoption and integration of technologies to optimise its operations. As per Lee et al. (2022), technological integration within businesses helps in enhancing productivity and efficiency within the organisation. It also the businesses to empower their workforce so that they concentrate on high-value activities through leveraging data-driven insights and automating repetitive tasks. For Milton Sandford Wines Ltd., technology integration will help to explore logistics management software so that the brand can optimise its delivery routes and minimise its overall transportation expenses. Implementing a digital age verification system will also help the firm comply with its legal requirements by enhancing the sales processes.
[bookmark: _Toc160186145]Conclusion.
In conclusion, Milton Sandford Wines has maintained its position in the market through its current strategic directions such as ensuring the highest standards, establishing positive relationships with its wine producers, and more. Factors like high tax rates for alcohol companies, high competition, and more will act as barriers although the external environment is considerably favourable for the company. Contrarily, its low financial assets and workforce are its weaknesses. The major stakeholders of the company are investors, the board of directors, customers, and employees, and using a market entry strategy will be the most suitable strategy for its growth. Recommendations for future development include target marketing and employee engagement. 
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The stakeholder analysis indicates that the major
stakeholders of Milton Sandford Wines Ltd are its
customers, employees, shareholders, board of members, and

investors.
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of the proposed strategy.

Contrarily, the investors and shareholders will be required to
invest more financial resources to make the strategy
successful although this will also allow the company to

increase return on investment.




image12.JPG
Proposed Strategy for the Growth of Milton
Sandford Wines Ltd

* Market penetration strategy involves strengthening a firm’s

foothold in the existing market by offering existing products

+ In this expansion strategy, Milton Sandford Wines Ltd can
utilise this strategy to expand its business within the UK.

« There are around 27,650 bars and pubs in the UK which
indicates that the company can offer its wines to these

organisations which will increase its customer base

MARKET
PENETRATION

E

o

N\




image13.JPG
Recommendations

« Target marketing can be useful in enhancing the

brand awareness and visibility of the company.

9 + Employee training can be useful for enhancing the

skills of its current workforce.

« sustainable  practices aid in  addressing

oo environmental issues and hence, Milton Sandford
Wines Ltd will benefit from enhancing its current

sustainable practices
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Conclusion

« In conclusion, Milton Sandford Wines Ltd will face
challenges such as high competition, increased tax
rates, and more while its lack of workforce and

financial assets will create barriers for the company.

« On the positive side, its high-quality products will

be beneficial for the company.
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