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[bookmark: _Toc213088101]1.0. Executive Summary
This report evaluates Genex, which is renowned for providing quality technology services to its clients. Recently, competitive pressure and rising costs have affected the revenue accumulation capacity of the firm. Therefore, by considering several factors affecting the firm, a differentiation strategy is proposed for the entity. This strategy is expected to increase the portfolio of the company and drive consumer awareness and trust. The analysis also revealed that adoption of a differentiation strategy supported with AI partnerships would enhance the market visibility of Genex and support its long-term growth. However, it requires substantial investment for an SME. So, partnering with a leading technology firm like Microsoft can be fruitful for the brand to ensure the successful implementation of the plan.
[bookmark: _Toc213088102]2.0. Introduction to the Organisation
Genex is a company based in the UK. The organisation provides digital solutions to its customers in the field of software, IT, automation, and technology services (Genex, 2025). The mission of the business is to support entities across various sectors, including healthcare, retail, education, logistics, and finance, with technologies. The combination of technical aspects with an aim to satisfy client needs allows Genex to gain success in the competitive marketplace.
The services of the brand involve providing web services for developing mobile apps, cybersecurity solutions, cloud computing services, IT services, and focusing on developing and implementing software within devices. The business model of the firm is generally B2B. The firm has employed a consultative model, which involves systematically solving business problems. Therefore, engaging with businesses, identifying their challenges, and providing them with personalised digital and software solutions is the main objective of the company. This strategy is further useful for Genex as it supports the development of long-term relations with the clients.
The uniqueness of Genex lies in its affordability, creativity, and ability to adapt to diverse consumer needs. The company ensures operational flexibility and makes customised decisions based on the needs of the businesses. In addition, several advanced technological inputs like automation systems, AI, and analytics are further considered to differentiate the businesses from their competitors. These technologies, along with the intent of the firm to support medium and emerging entities across the UK, indicate their contribution towards the overall economic growth of the society.
[bookmark: _Toc213088103]3.0. Strategic Direction and Goals
Digital transformation is increasing rapidly in the UK. The sector was valued at $35.11 billion as of 2022 and is expected to rise at around 27.7% CAGR in the next seven years (Grand View Research, 2023). The digital sector of the UK further contributes around £160 billion GVA as of 2025 (Taylor, 2025). This provides immense opportunities for firms that focus on using digital technologies. Based on this aspect, Genex insists on creativity and digital transformation using technological solutions. The vision of the firm is to become a leader in global technologies and allow businesses to attain a secure and efficient digital system. The vision showcases the emphasis of the firm on consumer trust and the creation of value. The mission of the company is to align the creativity of employees along with digital technologies to drive overall competitiveness for customers. Based on these aspects, the strategic objectives of the entity are formulated, which are:
· Expansion of consumer base in the UK and across Europe by providing superior digital solutions.
· Improve the technological aspects of the firm by making substantial R&D investments.
· Drive overall customer reach and visibility by formulating partnerships and emphasising promotion.
· Improve the sales services of the brand, gain customer trust, and consistently focus on innovation and learning. 
All these strategic measures are expected to contribute to the growth of the firm in the competitive marketplace. However, Genex is primarily an SME, and the company would need to overcome issues related to financial capabilities and a lack of resources. An analysis of the internal and external environment factors of the entity would provide an overall analysis of the measures the firm can take towards achieving its strategic goals.
[bookmark: _Toc213088104]4.0. External and Internal Environment Analysis
To evaluate the strategic direction of Genex, a concrete external and internal analysis of the firm is required.
[bookmark: _Toc213088105]4.1. External Analysis
An external evaluation involves identifying the macroenvironmental factors affecting an entity (Mc Lintock & Hofmann, 2020). PESTEL and Porter’s Five Forces are used to analyse the technology services sector of the UK.


Table 1: Porter’s Five Forces
	Threat of New Entrants (High)
	The technology service firms of the UK can access software and digital tools at low prices. Also, low barriers make it easy for smaller entities to make investments in the sector.

	Supplier Power (Low)
	Multiple suppliers, like hardware and cloud providers, are available in the UK. Also, alternatives like Google Cloud, AWS and Microsoft Azure are available over the digital platform (Gupta, Mittal & Mufti, 2021).

	Buyer Power (High)
	The low switching costs in the industry allow buyers to switch to alternatives easily (El-Manstrly, 2016).

	Threat of Substitutes (Moderate)
	Automated software and consulting platforms over the internet are available at low subscription charges, but cannot replicate the tailored assistance provided by firms like Genex.

	Intra-firm Rivalry (High)
	Competition in the industry is high with firms like CGI and Capita competing with each other based on consumer-centricity, affordability, and reputation. This is because of low entry barriers, leading to consumers easily switching providers.




Table 2: PESTEL Analysis
	Political Factors
	· The technology sector of the UK benefits from government initiatives like Innovate UK and Digital Strategy 2030.
· Brexit regulations might affect costs and international clients of the firms.

	Economic Factors
	· Marginal growth of GDP with a 1.1% annual change in 2024 can create challenges for the technology sector (O’Neill, 2025).
· Inflation leads to rising operational expenses (Das, 2023).
· Increase in labour costs.
· One benefit for a firm like Genex is that rising costs might lead to firms opting for a small-scale brand to meet their requirements.

	Social Factors
	· The current trend in the UK is to shift towards remote work and digital technologies (Ali, 2021).
· Consumers demand interfaces that are user-friendly and focus on personalisation.
· Improvement in cybersecurity solutions is essential for the company.

	Technological Factors
	· The UK is a country that is adopting advancements in technology extensively like AI, big data, cloud computing tools, blockchain, and IoT.
· The increasing reliance on technology would be useful for firms like Genex to gain a competitive edge in the market.
· Technology is constantly upgrading, and hence, investment in R&D is required, which is costly (Mallinguh et al., 2022).

	Environmental Factors
	· The government of the UK prefers organisations that are focusing increasingly on sustainability (Del Giudice et al., 2017).
· Technology firms need to adopt green practices like paperless operations and responsible dumping of waste.
· Incorporating sustainability measures within the firm can improve the image of a company.

	Legal Factors
	· Technology-related firms in the UK need to maintain adherence to several laws, such as the Data Protection Act of 2018 and GDPR guidelines (Graef & van der Sloot, 2024).
· The failure to abide by the principles can lead to hefty fines and even dissolution of the firm.
· Adherence to intellectual property laws is further required.
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Genex’s internal factors can be evaluated using the SWOT and Value Chain tools. These tools help recognise the growth prospects and challenges facing firms in the market.
Value Chain Analysis: This type of evaluation involves breaking down the core components of a firm to understand how it creates value for the business (Kumar & Rajeev, 2016). The value chain of Genex can be divided into two segments: the supporting and primary activities.
Table 3: Value Chain Analysis
	Primary Activities
	Supporting Activities

	Inbound Logistics: Genex UK insists on attaining its digital sources by engaging in strategic partnerships.
	Procurement: A competitive pricing strategy is achieved when the firm acquires technologies and systems from reputed and efficient partners.

	Operations: To manage the core operations of the firm, like coding, software designing, and testing of systems, agile methods are used. This ensures flexibility and cost-effectiveness.
	Technology Development: Investment in R&D allows Genex to develop support technologies such as data analytics and AI.

	Outbound Logistics: Genex provides maintenance and support to its clients to allow long-term relations to foster.
	HR: Genex hires technically skilled personnel to utilise its systems and guide the clients.

	Sales and Marketing: SEO, digital advertising, and referrals are a few strategies through which Genex promotes its brand.
	Infrastructure: To ensure operational efficiency, the company focuses on constant communication with clients and adopting lean production to mitigate waste and additional costs.

	Service: Emphasis is given on personalised services, technical assistance, and updates.
	








Table 4: SWOT Analysis
	Strengths:
· Personalisation, technical knowledge, and the ability to adapt to diverse client needs are among the major strengths of Genex.
· Broad portfolio comprising automation technologies, cybersecurity, web services, and AI.
· Innovation is appreciated within the firm along with flexible decision-making aspects.
· Loyal consumer base due to the quality services of the company.
	Weaknesses:
· Lack of adequate financial capability to make extensive investment in R&D.
· Not much visibility in the market when compared to rivals, leading to competition.
· Revenue is mainly based on projects of clients.
· Lack of a large employee base that can handle critical projects using their technical know-how.

	Opportunities:
· Increasing demand for AI and digital transformation within the UK, with 72% businesses using digital technologies (Albakri, 2025).
· Adoption of digital tools in the region creates the possibility of an increase in overall customer count.
· Partnerships can enable the firm to enter into new segments and markets.
· Support by the government of the UK for digital creativity.
	Threats:
· Competition is high because entry barriers are low and clients can switch providers.
· Availability of free software and cybersecurity tools online.
· Economic instability in the UK due to the COVID-19 pandemic and inflation, thereby reducing the purchasing capacity of the clients (Victor et al., 2021).
· Currency fluctuations (Bathia et al., 2021).




Genex’s situational analysis suggests that the company is balancing its creative measures, adopting advanced technologies, and trying to meet the personalised needs of the customers. Therefore, the firm attracts niche segments with its technological expertise and invokes trust within the firm. Although to gain further success, there is a need for the brand to engage in partnerships and make more investments in the capabilities of the company.
[bookmark: _Toc213088107]5.0. Strategic Growth Choices and Proposal of a New Strategy
From the environmental analysis, it is clear that Genex encounters competition in the innovative and changing business environment. Therefore, the company needs to adopt certain strategies to overcome challenges and work towards business sustenance. Several models are used for analysing the growth choices of the firm.
[bookmark: _Toc213088108]5.1. Porter’s Generic Strategies
The generic strategies focus on three aspects, which are gaining cost leadership, focus, and differentiation of products (Omsa, Abdullah & Jamali, 2017).
Cost Leadership- The small technological firms of the UK compete with one another based on service quality and prices. However, the small operation scale of Genex would create challenges in revenue generation in case it adopts a cost leadership method.
Differentiation- This generic strategy insists that firms create unusual products and services and add value to the overall portfolio of the company (Acar, 2024). Genex can utilise the strategy to drive the experience of its users, increase its portfolio, and gain a suitable edge over rivals.
Focus- The strategy would allow Genex to focus on a few sectors, from healthcare, technology, and finance, but it would limit the overall market reach of the company.
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Table 5: Ansoff Matrix
	Market Penetration:
Genex can focus on adopting competitive pricing methods and social media promotion to increase reach in the UK. Moreover, providing coupons and discounts to existing clients is a suitable strategy for the brand (Kartomo, 2024).
	Product Development:
Technology firms are attaining increased emphasis all over the globe. Genex can also try to expand its business in regions of the Middle East, Asia, and American States. However, focusing on business expansion with such a small workforce and limited resources would be a challenge for the entity.

	Market Development:
To develop its products, Genex can focus on integrating AI tools and dashboards analysing the security measures in real-time. Automatic AI chatbot assistance to consumers can further expand its reach and showcase the innovative measures implemented by the entity (Kurachi, Narukawa & Hara, 2018).
	Diversification:
This strategy involves the innovation of new offerings for customers (Vogl, 2018). Genex can implement this strategy and develop financial and proprietary products. For example, SPSS, SaaS programs can attract a large business base. The company can further develop software and reach businesses. This strategy is creative, but is risky considering adequate investments need to be made in R&D.



[bookmark: _Toc213088110]5.3. Strategic Clock of Bowman
Bowman’s clock indicates the areas in which a firm can gain a competitive edge over rivals and prevail within an industry (Oshilalu & Amaugo, 2020). As per the strategy clock, several aspects related to price, risk, hybrid strategies, market share, etc., are aspects which allow a company to overpower its competitors. In the case of Genex, the most suitable positions of the clock are:
Position 4 (Differentiation)- Genex can focus on creativity and create value for its consumers. Also, promotion of the quality of services and brand ratings can drive customer interest.
Position 5 (Focus)- Genex can target a niche business segment and target them with premium services. This would help the firm overcome competition for prices in the industry. Moreover, the strategy would help expand the brand portfolio and reputation among the large-scale business clients.
[bookmark: _Toc213088111]5.4. Proposed Strategy
Considering the analysis of the models, the most suitable strategy proposed to Genex is to focus on the differentiation of its products. The company can target specific sectors like healthcare and finance and increase its digital portfolio. For example, AI assistance for patients and analysing healthcare data. This strategy would require the company to invest in advanced inputs like AI and automation. Furthermore, the company can promote the offerings of the strategy on digital and social media platforms such as Instagram and Facebook. This would increase the reach of the brand. However, increasing the portfolio with a differentiation concept required the firm to make substantial investments within the entity. Since Genex operates with a low operational cost margin, the company can engage in strategic partnerships with leading players in the field, like Microsoft and utilise their technologies. Although risks persist for Genex, as failure of the new portfolio can create huge debts and even dissolution of the business. To mitigate the risks, contingency plans like expansion with existing products, such as market development, can be considered by the firm. 
[bookmark: _Toc213088112]6.0. Stakeholder Analysis
This type of analysis is used to understand the interest of different bodies associated with a proposed strategy (Raum, 2018). The RACI and Mendelow’s matrix is used to evaluate the roles of different stakeholders associated with the plan.
[bookmark: _Toc213088113]6.1. Mendelow’s Matrix
High Interest, High Power: The main clients of Genex are the major players of the strategy. Business partners in the industry would influence the differentiation strategy of the brand. Since the partners focus on innovativeness and credibility, increasing the portfolio of Genex would be fruitful for them. The managers also expect profitability from the strategy and hence would provide approval for R&D expenses.
Low Interest, High Power: The partners initiating the change would provide AI tools and expect payments regularly based on the contracts. The regulatory bodies would further be interested in analysing whether the strategy abides by the data protection laws of the UK.
High Interest, Low Power: The workers would be satisfied as training and utilisation of AI tools is essential for their self-development. Also, customers would be interested towards the new offerings of Genex and expect strong services from the brand.
Low Interest, Low Power: The local people in the UK would be concerned regarding the ethical practices of enhancing the overall portfolio, but they do not have adequate power to influence the decisions of Genex.
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Table 6: RACI Matrix
	Responsible
	Teams developing the AI tools and technical employees.

	Accountable
	Investors and senior managers for approving the investment needs and supervising the performance.

	Consulted
	Technology partnerships, regulatory authorities, and customers.

	Informed
	Stakeholders in the community, consumers, and workers of Genex.


Depending on the stakeholder analysis, the differentiation strategy of Genex is suitable as it allows the brand to increase its offerings, create market demand, and attain brand equity, which is important for business expansion. The plan is acceptable as it adheres to regulatory standards and protocols. The plan is feasible as investments are generally made by the strategic partners, and there is no need to allocate hefty capital that can create the risk of bad debts for the company. Although using the strategy, the profits attained would be marginal, the company can earn adequate brand equity and recognition.
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Although unique strategies are developed, the SMEs in the UK fail to ensure the effective implementation of their plans (Wapshott & Mallett, 2018). Therefore, to ensure the success of the differentiation plan, Genex needs to identify a company like Microsoft and enter into a partnership to use the advanced AI and automation tools of the entity. The company can issue shares based on the profits accumulated for the period. In addition, a partnership with local universities can help the company to hire skilled personnel and increase the overall human resource base. This strategy is useful in business expansion and increasing the market reach of the firm. Digital promotion campaigns can further be launched to ensure future developments. Apart from businesses, individual clients do not have adequate knowledge regarding the business proposition of Genex. Influencer strategy can help create awareness and drive interest towards the services of the company. Lastly, a phased process can be used to launch the new strategy, involving the following goals.
· Short-term (1-2 years): Enter into contracts with partners, promote the brand extensively using influencers.
· Medium-term (2-5 years): Launch the differentiation strategy and increase the portfolio of the company.
· Long-term (5+ years): Focus on expanding the business outside the UK.
In case the plan fails, as a contingency measure, Genex should try and adopt a cost leadership strategy and try to attract maximum clients seeking technical solutions from SMEs and hence, improve their capital structure.
[bookmark: _Toc213088116]8.0. Conclusion
Genex is an SME in the UK that provides quality technological solutions to B2B clients. The company has faced intense competitive pressure in the recent past, and so, it intends to adopt a differentiation strategy. This strategy would allow the firm to increase its portfolio, acquire advanced technologies like AI and automation, and drive sales margins. Although significant risks of investment exist in the plan, partnering with a firm like Microsoft can help it overcome the financial pressure and achieve success in its goal.



[bookmark: _Toc213088117]Reference List

Acar, S. (2024) ‘A Review of Porter’s Generic Strategies: Strategy Examples in International Firms’, International Social Sciences Studies Journal, 10(11). Available at: https://sssjournal.com/files/sssjournal/e5935340-8b65-4cf6-a1c1-cf266026257d.pdf (Accessed 1 November 2025).
Albakri, M. (2025) ‘Bridging the Digital Transformation Divide Paradox in UK Business Communities’, In Perspectives on Digital Transformation in Contemporary Business (pp. 1-24). Pennsylvania: IGI Global. https://www.researchgate.net/profile/Mohammed-Albakri-3/publication/384936315_Bridging_the_Digital_Transformation_Divide_Paradox_in_UK_Business_Communities/links/6748f113a7fbc259f1994b98/Bridging-the-Digital-Transformation-Divide-Paradox-in-UK-Business-Communities.pdf
Ali, M. (2021) Remote work and sustainable changes for the future of global business. Pennsylvania: IGI Global.
Bathia, D., Demirer, R., Gupta, R. and Kotze, K. (2021) ‘Unemployment fluctuations and currency returns in the United Kingdom: Evidence from over one and a half century of data’, Journal of Multinational Financial Management, 61. Available at: https://www.sciencedirect.com/science/article/abs/pii/S1042444X21000037 (Accessed 1 November 2025).
Das, R. (2023) Inflation and UK Economy in 2023. Available at: https://www.researchgate.net/profile/Dr-Das-37/publication/372350118_Inflation_and_UK_economy_in_2023/links/6687f335714e0b031548ffc3/Inflation-and-UK-economy-in-2023.pdf (Accessed 1 November 2025).
Del Giudice, M., Khan, Z., De Silva, M., Scuotto, V., Caputo, F. and Carayannis, E. (2017) ‘The microlevel actions undertaken by owner‐managers in improving the sustainability practices of cultural and creative small and medium enterprises: A United Kingdom–Italy comparison’, Journal of Organizational Behavior, 38(9), pp.1396-1414. Available at: https://kar.kent.ac.uk/62934/1/SustainabilityJOB.pdf (Accessed 1 November 2025).
El-Manstrly, D. (2016) ‘Enhancing customer loyalty: critical switching cost factors’, Journal of Service Management, 27(2), pp.144-169. Available at: https://www.pure.ed.ac.uk/ws/portalfiles/portal/22836720/Final_article_30092015_approved_dahlia.pdf (Accessed 1 November 2025).
Genex. (2025) About us. Available at: https://www.genexuk.co.uk/ (Accessed 31 October 2025).
Graef, I. and van der Sloot, B. (2024) The legal consistency of technology regulation in Europe (p. 240). London: Bloomsbury Academic.
Grand View Research. (2023) U.K. Digital Transformation Market. Available at: https://www.grandviewresearch.com/industry-analysis/uk-digital-transformation-market-report (Accessed 31 October 2025).
Gupta, B., Mittal, P. and Mufti, T. (2021) ‘A review on amazon web service (aws), microsoft azure & google cloud platform (gcp) services’, In Proceedings of the 2nd International Conference on ICT for Digital, Smart, and Sustainable Development, ICIDSSD 2020. https://www.researchgate.net/profile/Tabish-Mufti/publication/350126601_A_Review_on_Amazon_Web_Service_AWS_Microsoft_Azure_Google_Cloud_Platform_GCP_Services/links/605391e2a6fdccbfeaed8ff9/A-Review-on-Amazon-Web-Service-AWS-Microsoft-Azure-Google-Cloud-Platform-GCP-Services.pdf
Kartomo, T. (2024) ‘The Role Of Discounts And Promotions In Enhancing Consumer Loyalty’, Marketica: Jurnal Ilmiah Pemasaran, 1(4), pp.181-190. Available at: https://journals.sanusantara.com/index.php/marketica/article/view/189 (Accessed 1 November 2025).
Kumar, D. and Rajeev, P.V. (2016) ‘Value chain: a conceptual framework’, International journal of engineering and management sciences, 7(1), pp.74-77. Available at: https://www.researchgate.net/profile/Dilip-Kumar-12/publication/325110680_Value_Chain_A_Conceptual_Framework/links/5bcd9e71299bf17a1c662b07/Value-Chain-A-Conceptual-Framework.pdf (Accessed 1 November 2025).
Kurachi, Y., Narukawa, S. and Hara, H. (2018) ‘AI chatbot to realize sophistication of customer contact points’, Fujitsu Scientific and Technical Journal, 54(3), pp.2-8. Available at: https://www.fujitsu.com/global/documents/about/resources/publications/fstj/archives/vol54-3/paper03.pdf (Accessed 1 November 2025).
Mallinguh, E., Wasike, C., Bilan, Y. and Zoltan, Z. (2022) ‘The impact of firm characteristics, business competitiveness, and technology upgrade hurdles on R&D costs’, Problems and Perspectives in Management, 20(4), p.264. Available at: https://www.vdu.lt/cris/bitstreams/2ed1e319-5e9f-4d21-956e-179f79bff4e9/download (Accessed 1 November 2025).
Mc Lintock, T. and Hofmann, V. (2020) External environmental analysis–A case study of important factors and challenges. Available at: https://gupea.ub.gu.se/bitstream/handle/2077/64900/gupea_2077_64900_1.pdf?sequence=1&isAllowed=y (Accessed 31 October 2025).
O’Neill, A. (2025) United Kingdom: Real gross domestic product (GDP) growth rate from 2020 to 2030. available at: https://www.statista.com/statistics/263613/gross-domestic-product-gdp-growth-rate-in-the-united-kingdom/?srsltid=AfmBOork3rQ5213F1k0xp6t6mVE1urQPF343w4uKINbUZSe_rWUbIWHU (Accessed 1 November 2025).
Omsa, S., Abdullah, I.H. and Jamali, H. (2017) ‘Five competitive forces model and the implementation of Porter’s generic strategies to gain firm performances’, Science Journal of Business and Management, 5(1), pp.9-16. Available at: https://www.researchgate.net/profile/Sirajuddin-Omsa/publication/321303897_Five_Competitive_Forces_Model_and_the_Implementation_of_Porter's_Generic_Strategies_to_Gain_Firm_Performances/links/67e5d747f966c17052aa53e1/Five-Competitive-Forces-Model-and-the-Implementation-of-Porters-Generic-Strategies-to-Gain-Firm-Performances.pdf (Accessed 1 November 2025).
Oshilalu, A.Z. and Amaugo, A. (2020) ‘Critical strategic analysis forecast: A case study of Post Holdings Buying Weetabix company’, Research Journal of Business and Economic Management, 3(3), pp.35-45. Available at: https://d1wqtxts1xzle7.cloudfront.net/76785659/23D1E0531-libre.pdf?1639862763=&response-content-disposition=inline%3B+filename%3DCritical_strategic_analysis_forecast_A_c.pdf&Expires=1762179289&Signature=Q0WBedUHo4vEcBXVO6MTt3vGU4BXQnsPmnrVqIP4QAZaaFp8odhyueV~yoIzbp5bc2mY-uD3BwqRIxt1BvEDgNzwmsQzw2vArBt5anBnQQqRalfWW3Wr7HN12q~dzQCTRlCpZ4cDhRvKxG28ahF3xyYxNfJXzUd4KYdn7H33UhGeyLc39n9Wpm1yy7cUOLSeEQlimva-39l3x~CbR0i-bOUAIDp4kNOhrpA3lBRxRVnVeQmlm7FW8z7O2BH2t-y-KenAPcQiQeciMOHPKD26d7tE~39l~nUCK6L8TZQCCQpX1ziTRYPf1Phvu6~r-PMiyQy8ZhCvcX2hWtquYVbHYw__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA (Accessed 3 November 2025).
Raum, S. (2018) ‘A framework for integrating systematic stakeholder analysis in ecosystem services research: Stakeholder mapping for forest ecosystem services in the UK’, Ecosystem services, 29, pp.170-184. Available at: https://www.sciencedirect.com/science/article/pii/S2212041617304989 (Accessed 1 November 2025).
Taylor, P. (2025) Digital economy in the United Kingdom (UK) - statistics & facts. Available at: https://www.statista.com/topics/7208/digital-economy-in-the-uk/?srsltid=AfmBOoqG0Oyqgj4rJvQC6-hP84nLyf1UzEt74i2fRwt4q_4DFcHwM3j8#topicOverview (Accessed 31 October 2025).
Victor, V., Karakunnel, J.J., Loganathan, S. and Meyer, D.F. (2021) ‘From a recession to the COVID-19 pandemic: Inflation–Unemployment Comparison between the UK and India’ Economies, 9(2), p.73. Available at: https://www.mdpi.com/2227-7099/9/2/73 (Accessed 1 November 2025).
Vogl, J.D. (2018) Implementing product diversification strategies for small and medium retail businesses' sustainability. Available at: https://scholarworks.waldenu.edu/cgi/viewcontent.cgi?article=6423&context=dissertations (Accessed 1 November 2025).
Wapshott, R. and Mallett, O. (2018) ‘Small and medium-sized enterprise policy: Designed to fail?’, Environment and Planning C: Politics and Space, 36(4), pp.750-772. Available at: https://eprints.whiterose.ac.uk/id/eprint/117710/4/EPC%2016074%20Main%20Doc.pdf (Accessed 1 November 2025).






image1.jpg
Prifysgol Cymru

¥ Drindod Dewi Sant

¥/ University of Wales
Trinity Saint David





