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[bookmark: _Toc131079691]Introduction
Altacor is a pharmaceutical company based in the UK that focuses on developing and commercializing innovative ophthalmic products. The company was founded in 2007 by a group of experienced pharmaceutical industry executives and was initially based in Cambridge, UK. In 2016, the company was acquired by Santen Pharmaceutical Co., Ltd., a global ophthalmic company based in Japan. Altacor's product portfolio includes prescription and over-the-counter ophthalmic products for the treatment of a range of conditions, such as dry eye syndrome, glaucoma, and other ocular surface disorders. The company's flagship product is Clinitas, a range of preservative-free eye drops for the treatment of dry eye syndrome (Altacor, 2021). In addition to developing and commercializing its own products, Altacor also provides contract manufacturing services for other pharmaceutical companies, offering expertise in formulation development, manufacturing, and packaging of ophthalmic products. Altacor has a strong focus on research and development, with a team of scientists and researchers working for developing new products and improving the existing ones. The company has collaborated with academic institutions and other pharmaceutical companies for advancing the understanding of ophthalmic diseases and developing new treatments. Its focus on research and development, as well as its expertise in manufacturing and formulation, make it an important player in the ophthalmic pharmaceutical industry (Altacor, 2021). In this report, the strategic direction of Altacor will be discussed by highlighting its vision, mission, values, goals, and objectives. The internal and external environmental analysis of Altacor will be conducted by using various tools such as SWOT analysis, PESTLE analysis, and VRIN. Also, the available growth strategies for SMEs along with a new and sustainable strategy for the long-term future of Altacor will be discussed using Porter’s Generic Strategies, Ansoff Matrix, and Bowman’s Strategy Clock Model. The report will also include a stakeholder analysis for Altacor for evaluating the expectations of different stakeholders. Moreover, it will provide certain recommendations for Altacor for future developments and implementation.


[bookmark: _Toc131079692]Strategic Direction of Altacor 
The strategic direction of Altacor can be identified by highlighting the vision, mission, values, goals, and objectives of the company. 
Vision of Altacor
Altacor's vision is to become a leading global ophthalmic company that is known for improving the quality of life of patients with eye diseases. 
                      
Mission of Altacor
Altacor's mission is to develop and commercialize innovative ophthalmic products that address unmet needs in the treatment of eye diseases, improve patient outcomes, and enhance the quality of life (Johnson et al., 2020).

Values of Altacor
Altacor's values include a commitment to scientific excellence, ethical business practices, patient-centeredness, teamwork, and innovation.

Goals and objectives of Altacor
Altacor's goals and objectives may include expanding its product portfolio through research and development efforts, increasing its global presence by entering new markets and collaborating with other companies, achieving regulatory approval for its products, maintaining high-quality standards in manufacturing and formulation, and ensuring the satisfaction of patients and healthcare providers who use its products (Grant, 2021).







[bookmark: _Toc131079693]Internal and External Environmental Analysis of Altacor 
The internal and external business environment of Altacor can be analysed with the help of various business environmental scanning tools, such as SWOT analysis, PESTLE analysis, and VRIN framework. 
[bookmark: _Toc131079694]SWOT Analysis
SWOT analysis is a strategic tool or method that assists organisations in identifying and assessing the internal as well as external factors that might affect their business operations, i.e., strengths, weaknesses, opportunities, and threats. Conducting a SWOT analysis for Altacor will provide valuable insights into the company’s current position in the pharmaceutical industry and potential areas for improvement (Benzaghta et al., 2021).

Strengths
Strong research and development capabilities: Altacor has a dedicated team of scientists and researchers which has led to the development of effective and innovative ophthalmic products. 

Established distribution network: Altacor has an established distribution network that enables it to reach patients across multiple geographies.

Innovative product portfolio: Altacor specialises in developing and commercialising innovative ophthalmic products, such as preservative-free eye drops for dry eye syndrome.

Strong partnerships with healthcare providers: Altacor has developed strong partnerships with various healthcare providers, which has helped in increasing the visibility and adoption of its products.

Expertise in ophthalmic products: Altacor has extensive expertise in the development and commercialisation of ophthalmic products, which has helped it in establishing itself as a leader in the industry (Phadermrod et al., 2019).


Weaknesses
Limited product portfolio: Altacor has a relatively limited product portfolio compared to some of its competitors, which could limit its revenue and growth potential.

Dependence on a few key products: Altacor’s revenue is heavily dependent on a few key products, which exposes the company to significant risk if these products become less popular or face increased competition.

Limited brand recognition: Altacor has relatively low brand recognition outside of its core markets, which could limit its ability to expand into new geographies (Vlados, 2019).

Opportunities
Growing demand for ophthalmic products: The global population is aging, resulting in a growing demand for ophthalmic products such as those offered by Altacor.

Expansion into new geographies: Altacor has the opportunity of entering new markets where there is a demand for its products.

Development of new products: Altacor has the opportunity of developing new products for meeting the needs of patients with different eye-related conditions. 

Collaborations and partnerships: Altacor has the opportunity of collaborating with academic institutions and other pharmaceutical companies for advancing the understanding of ophthalmic diseases and developing new treatments (Teoli et al., 2019).

Threats
Intense competition: The pharmaceutical industry is highly competitive, with many larger companies with more resources and broader product portfolios than Altacor.

Stringent regulatory requirements: The pharmaceutical industry is heavily regulated and any changes in policies or regulations could impact Altacor’s operations.

Increasing costs of drug development: The increasing costs of drug development and clinical trials could pose a challenge for Altacor (Vlados, 2019).


[bookmark: _Toc131079695]PESTLE Analysis
PESTLE analysis is a tool that helps business organisations in analysing the external factors that can impact their business environment. The PESTLE analysis of Altacor will help in gaining a better understanding of various factors, i.e., political, economic, social, technological, legal, and environmental that might influence the company’s strategic direction (Perera, 2017). 

Political
The pharmaceutical industry is heavily regulated by governments, and Altacor is no exception. Any changes in government policies, regulations, or laws could have an impact on the company's operations. For instance, changes in the regulatory environment around drug approvals and pricing could affect Altacor's ability to develop and commercialize its products.

Economic
Altacor operates in a highly competitive market, with many other pharmaceutical companies offering similar products. Economic factors such as changes in interest rates, inflation rates, and currency fluctuations could impact the company's profitability. In addition, the increasing costs of drug development and clinical trials can pose a challenge for Altacor (Aithal, 2017).

Social
The aging population in many countries is driving demand for ophthalmic products such as those offered by Altacor. Additionally, consumer preferences for more natural and sustainable products could affect the demand for the company's products. Altacor will need to stay attuned to changing consumer trends and preferences in order to remain competitive.


Technological
Advancements in technology have allowed pharmaceutical companies the development of more effective and efficient drugs and treatments. Altacor will need to stay up to date on the latest technological advancements in order to remain competitive in the market. Additionally, data privacy and security concerns are becoming increasingly important and Altacor will need to ensure that it has robust measures in place for protecting the data of the patients (Berisha Qehaja et al., 2017).

Legal
Altacor Pharmaceuticals operates in a heavily regulated industry and is subject to various legal and compliance requirements. The company must ensure that it complies with various laws and regulations, including those related to drug development, manufacturing, and marketing. Any legal or compliance issues could have a significant impact on the business operations and reputation of Altacor.

Environmental
Altacor's products have the potential to impact the environment, particularly through the disposal of packaging and the use of certain chemicals in the manufacturing process. Additionally, climate change could impact the incidence and prevalence of various eye conditions, which could impact the demand for the products of Altacor. The company will need to be mindful of its environmental impact and take steps for mitigating any negative effects (Perera, 2017).
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The VRIN framework or model is used for evaluating the resources and capabilities of a company based on four key attributes, i.e., valuable, rare, inimitable and non-substitutable. The VRIN framework can be applied to Altacor for analysing the resources and capabilities of the company and identifying any potential sources of sustained competitive advantage (Adnan et al., 2018). 


Valuable
The first attribute of the VRIN framework is value. A company's resources and capabilities must be valuable to the company in order to create a sustained competitive advantage. Altacor has several resources that add value, such as its strong brand reputation, customer relationships, and expertise in ophthalmic products. The company's ability of developing innovative products that address unmet medical needs also adds value to its operations, as it allows Altacor for differentiating itself from the competitors and appealing to a wider customer base. The company's value proposition is also driven by its strong corporate social responsibility initiatives, which help improve its reputation and attract talent (Gamble et al., 2019).

Rare
The second attribute of the VRIN framework is rarity. A company's resources and capabilities must be rare for creating a sustained competitive advantage in the market. In the case of Altacor, the company's expertise in the ophthalmology market and its focus on developing innovative products that address unmet medical needs are relatively rare resources in the pharmaceutical industry. While there are other companies that operate in the ophthalmology market, few have the same level of expertise and focus on innovation as Altacor. The company's strong customer relationships are also rare, as they are built over time through trust and reliability, and are not easily replicated by competitors (Huemer and Wang, 2021).

Inimitable
The third attribute of the VRIN framework is inimitability. A company's resources and capabilities must be difficult to imitate for the competitor companies for acquiring a competitive advantage. Altacor’s resources and capabilities are difficult to replicate due to the significant investments required in research and development, clinical trials, and regulatory approvals. Moreover, developing expertise in a specific therapeutic area takes time and investment, and developing innovative products requires a significant amount of research and development. Therefore, the company's resources and capabilities could be difficult for competitors to replicate in the short-term (Bertheussen, 2021).

Non-Substitutable
The non-substitutability attribute of the VRIN framework evaluates whether a company's resources and capabilities are unique and cannot be substituted by other resources. In the case of Altacor Pharmaceuticals, the company's expertise in the ophthalmology market and its focus on innovation could be difficult for competitors to substitute with other resources or capabilities. While competitors may be able to develop products that address similar ophthalmic conditions, they may not be able to replicate the same level of expertise and innovation that Altacor has developed over time.

Overall, the VRIN framework suggests that Altacor has several resources and capabilities that could enable the company for creating a sustained competitive advantage. Altacor’s expertise in the ophthalmology market and its focus on innovation are valuable, rare, difficult to imitate, and non-substitutable resources that could differentiate the company from competitors and create value for its stakeholders. However, Altacor must continue to invest in research and development and adapt to changes in the external environment for maintaining its competitive position over the long term (Adnan et al., 2018).
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For achieving success in the long run, it is essential for business organisations to develop effective strategies for surviving in the fast-paced and competitive business environment. For this purpose, certain strategies must be developed by Altacor for increasing its potential for growth and success (Grant, 2021). This will be executed with the help of various strategic tools, i.e., Porter’s Generic Strategies, Ansoff’s Matrix, and Bowman’s Strategic Clock.

[bookmark: _Toc131079698]Porter’s Generic Strategies
Porter’s Generic Strategies is a strategic framework that assists organisations in identifying the most appropriate approach for achieving sustainable competitive advantage in their respective industries. Altacor, a UK-based company specialising in ophthalmic products, can utilise this framework for determining its optimal strategic approach (Viltard, 2017). The generic strategies are as follows:

Cost Leadership
The cost leadership strategy involves providing products or services at the lowest cost in the market. This is achieved by minimising the production costs, streamlining business operations, and reducing waste. In the case of Altacor, the cost leadership strategy may not be the most appropriate approach as the development and production of pharmaceutical products often require significant investments in research and development, clinical trials, and regulatory compliance. However, the company can still emphasise cost optimisation through the identification of cost-efficient methods for the production and distribution of its products. By keeping its costs low, Altacor can improve its profitability and provide value to its customers through competitive pricing (Islami et al., 2020). 

Differentiation
The differentiation strategy focuses on creating unique and high-quality products or services that stand out from those being offered by the competitors. Altacor can differentiate its products by developing effective and innovative ophthalmic products that provide greater benefits to the patients than those offered by competitors. By investing in research and development, Altacor can create products that are technologically advanced, safe, and more effective in treating eye-related conditions. The company can also differentiate itself by focusing on natural and sustainable ingredients in its products, which is aligned with growing customer preferences for eco-friendly products. By providing unique and high-quality products, Altacor can charge a premium price and acquire a competitive advantage over its rivals (Omsa et al., 2017). 

Focus
The focus strategy involves targeting a specific market segment or niche and tailoring products or services for meeting their needs. Altacor can employ a focus strategy by targeting specific patient groups with unique eye-related conditions, such as those with severe dry eye or age-related macular degeneration. By focusing on these niche markets, Altacor can gain a deeper understanding of patient needs and develop specialized products that cater to their specific requirements. By addressing the unique needs of these niche markets; Altacor can create a loyal customer base and establish itself as a leader in the treatment of specialized eye-related conditions (Greckhamer and Gur, 2021).

In conclusion, while the cost leadership strategy may not be suitable for Altacor given the nature of the pharmaceutical industry, the differentiation and focus strategies can be employed for gaining a competitive advantage in the industry.
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Ansoff’s Matrix is a strategic tool used for identifying growth opportunities for a company by analysing four possible strategies, i.e., market penetration, market development, product development, and diversification. For Altacor, Ansoff’s Matrix can assist in identifying growth opportunities and determining the best course of action for the company to achieve sustainable growth (Dawes, 2018).



Market Penetration
Market penetration involves increasing the sales of existing products in existing markets. Altacor can focus on increasing its market share in its core markets by increasing sales of its existing ophthalmic products. This can be achieved by investing in marketing and advertising campaigns for raising awareness of its products and building stronger relationships with healthcare providers. By focusing on market penetration, Altacor can increase its revenue and profitability without the need for significant investments in research and development or entering new markets (Gurcaylilar-Yenidogan and Aksoy, 2018).

Market Development
Market development involves introducing existing products to new markets. Altacor can focus on expanding its reach by entering new geographies with its existing products. This can be achieved by building partnerships with local distributors and healthcare providers and conducting market research for identifying the unique needs of patients in different markets. By expanding into new geographies, Altacor can increase its customer base and revenue streams while leveraging its existing expertise in ophthalmic products (Cleberg, 2019).

Product Development 
Product development involves developing new products for meeting the needs of existing customers. Altacor can focus on developing new ophthalmic products that address the unmet needs of its existing customer base. By leveraging its expertise in ophthalmic products and making significant investments in research and development, Altacor can create new and innovative products for meeting the needs of patients with different eye-related conditions. This can help to differentiate the company's products from those of its competitors and increase its market share (Tsatsoula, 2018).

Diversification
Diversification involves entering new markets with new products. Altacor can focus on diversification by expanding into new markets with new products outside of the ophthalmic space. This can be achieved through strategic partnerships or acquisitions of companies that have expertise in different therapeutic areas. By diversifying its product portfolio, Altacor can mitigate the risks associated with being too dependent on a few key products and increase its revenue streams (Dawes, 2018).
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Bowman’s Strategy Clock is a strategic tool used for analysing a company’s competitive position in the market and for identifying potential strategies for achieving a sustainable competitive advantage. For Altacor, Bowman’s Strategy Clock can help in identifying the company’s competitive position in the ophthalmic pharmaceuticals market and determining the most effective strategies to grow and compete. According to the model, there are eight potential strategies for companies to compete in a market (Villagrasa et al., 2021).

Low price and low value-added
This is a low-cost strategy that seeks to compete by offering products at a lower price than competitors. However, this strategy requires significant cost-cutting measures and may compromise quality, which could negatively impact Altacor's reputation as a provider of high-quality ophthalmic pharmaceuticals.

Low price
This is a value-driven strategy that seeks to offer products at a price lower than the competitors while maintaining the same level of quality. This strategy requires efficiency in production and cost management while still maintaining high levels of quality, which can be challenging to achieve in the pharmaceutical industry.

Hybrid
This strategy seeks to offer moderate price points with moderate value offerings. This may be a suitable strategy for Altacor as it can maintain a balance between quality and price and appeal to a wider customer base (Villagrasa et al., 2022).



Differentiation
This strategy seeks to offer unique products or services that differentiate a company from its competitors. This strategy can be challenging to implement in the pharmaceutical industry, where regulatory restrictions and complex R&D processes can limit the scope for differentiation.

Focused differentiation
This strategy seeks to offer unique products or services in a specific niche market. This can be a suitable strategy for Altacor to target specific eye-related conditions and develop specialized products that meet the unique needs of patients.

Risky high margins
This strategy seeks to increase prices while maintaining the same level of value offered by competitors. This can be a challenging strategy to implement in a competitive market, and Altacor may need to have a strong brand reputation to justify the higher prices (Echchakoui, 2018).

Monopoly pricing
According to this strategy, a single company tends to control product pricing in the industry. The adoption of monopoly pricing will not be a feasible strategy for Altacor as it has a lot of big competitors in the pharmaceutical industry which has a greater potential of controlling the prices. 

Loss of market share
This is the worst-case scenario in which a company’s performance is either declining or it is taking an exit from the market. Altacor’s market share might decline if its pricing or product strategies are not appropriate or if it strategizes to move to new markets (Mihajlović and Miletić, 2022). 

Overall, by leveraging its expertise in ophthalmic pharmaceuticals and investing in R&D, Altacor can differentiate itself through a focused differentiation strategy. Additionally, the company can balance price and value to appeal to a wider customer base through a hybrid strategy. It is essential for Altacor to maintain its reputation as a provider of high-quality pharmaceuticals and carefully evaluate the potential benefits and risks of each strategy before implementing it. By using Bowman's Strategy Clock, Altacor can develop a comprehensive strategy to achieve a sustainable competitive advantage and grow its market share in the ophthalmic pharmaceuticals market (Villagrasa et al., 2022).





















[bookmark: _Toc131079701]Stakeholder Analysis of Altacor
Stakeholder analysis is a process implemented to identify and analyse individuals or groups who have an interest in or can be affected by an organisation’s project or decisions. Stakeholders may include employees, customers, suppliers, government agencies, and communities. This analysis involves identifying the stakeholder’s level of interest and influence and their potential impact on the organisation’s decisions. This information is then utilised for developing strategies to engage with stakeholders and managing their expectations to ensure a successful relationship with them. The stakeholder analysis of Altacor can be conducted with the help of Mendelow’s Matrix (Wojewnik-Filipkowska et al., 2021).

[bookmark: _Toc131079702]Mendelow’s Matrix
Mendelow’s Matrix is a framework used in business strategies for analysing the relationship between a company and its stakeholders. Altacor is a company that operates in the highly regulated pharmaceutical industry. In this industry, stakeholders have a significant impact on the strategic decisions of the organisation. Therefore, it is essential to evaluate the expectations of stakeholders and their relative power using Mendelow's Matrix for identifying the most suitable, feasible, and acceptable strategic options for Altacor. There are four quadrants in the matrix and each quadrant corresponds to a different stakeholder group and requires a specific approach to addressing their concerns and expectations (Tamam et al., 2021). 

High power, high interest
These stakeholders are critical to the success of the company and have a significant impact on its operations. They include shareholders and customers. Shareholders are the owners of the company, have a significant financial interest in its success, and expect the company to generate a profitable return on its investment. Altacor needs to prioritize shareholder expectations by focusing on increasing profits and maximizing shareholder value through strategic decisions. Similarly, customers are essential stakeholders as they directly consume the company's products. They expect high-quality drugs and therapies that are effective, safe, and affordable. Altacor must prioritize customer expectations by focusing on research and development for creating innovative drugs that address unmet medical needs (Sapapthai et al., 2020). 

High power, low interest
These stakeholders have significant power to influence the company's operations but have a low interest in the company's success. They include regulators and suppliers. Regulators have the power of approving or rejecting the company's products and operations. They expect compliance with laws and regulations related to drug development, testing, and marketing. Altacor needs to prioritise regulatory expectations by maintaining compliance with all applicable laws and regulations. Similarly, suppliers provide essential resources and materials required for drug development and production. They expect fair pricing, timely payments, and a mutually beneficial relationship with the company. Altacor must prioritize supplier expectations by establishing long-term partnerships and ensuring ethical and sustainable sourcing practices (Nguyen et al., 2018).

Low power, high interest
These stakeholders have little power to influence the business operations of the company but have a high interest in the success of the company. They include the employees and local communities. Employees are the backbone of the company, and their contributions are essential to its success. The employees of Altacor expect a healthy, fulfilling, and safe working environment, opportunities for career growth and development, and competitive compensation. Altacor is required to prioritise employee expectations by investing in employee development and retention programs. Similarly, local communities may be affected by the company's operations, such as employment opportunities, environmental impact, and community engagement. They expect the company to act responsibly and contribute positively to the community. Altacor needs to prioritise community expectations by engaging in corporate social responsibility initiatives and sustainable business practices (Tamam et al., 2021).



Low power, low interest
These stakeholders have little interest in the company's success and have little power to influence its operations. They include competitors and other companies in the industry. They include competitors and other companies in the industry. Competitors may have an impact on the company's market share and profitability. They expect fair competition and compliance with antitrust laws. Altacor is required to prioritise competitive expectations by developing innovative products and strategies for differentiating itself from the competitors (Wojewnik-Filipkowska et al., 2021).
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Altacor is a UK-based SME that specialises in developing and marketing ophthalmic products. Like many other SMEs, Altacor also faces various challenges when implementing strategic directions. These challenges include resource limitations, limited access to capital, and a lack of internal expertise. For overcoming these challenges, Altacor needs to adopt a strategic approach that focuses on innovation, market expansion, and efficient resource allocation (Waltz et al., 2019). Some of the key strategic recommendations for Altacor for future developments and implementation are as follows:

Develop a strong innovation pipeline
Innovation is essential for the success of any pharmaceutical company. Altacor is required to invest more in research and development for creating a strong innovation pipeline that includes both incremental improvements to existing products and breakthrough innovations that address unmet medical needs in the market. By developing a strong innovation pipeline, Altacor can differentiate itself from its competitors and acquire a competitive advantage (Henry, 2021).

Expand its geographic presence
Altacor should consider expanding its geographic presence for tapping into new markets and diversifying its revenue streams. This could involve entering new markets through partnerships with local distributors or by establishing subsidiaries in new regions. By expanding its geographic presence, Altacor can reduce its reliance on a single market and increase its revenue potential.

Leverage digital technologies
Another key strategic recommendation for Altacor is to leverage technology. The pharmaceutical industry is rapidly evolving, and technology is playing an increasingly important role in drug development and marketing. By adopting new technologies such as artificial intelligence (AI), big data analytics, and digital marketing, Altacor Pharmaceuticals can improve its efficiency, reduce costs, and reach its target audience more effectively (Hunger, 2020).
Build strategic partnerships
Altacor should consider building strategic partnerships with other pharmaceutical companies, academic institutions, and research organisations. These partnerships could provide Altacor with access to new technologies, expertise, and resources that it may not have internally. By building strategic partnerships, Altacor can accelerate its innovation pipeline, reduce its costs, and improve its competitive position in the market.

Invest in talent
Altacor should invest in talent development and management for building a strong and diverse team that can drive the company's growth. This could involve hiring new talent, developing existing employees through training and development programs, and creating a culture that values innovation and collaboration. By investing in talent, Altacor can build a strong and resilient organisation that can adapt to changing market conditions in the pharmaceutical industry and drive long-term growth (Ansoff et al., 2018).

Efficient resource allocation
Altacor needs to ensure efficient resource allocation by prioritizing its strategic initiatives and allocating its resources accordingly. This could involve conducting a portfolio analysis for identifying which products and initiatives are most promising, establishing clear metrics for measuring success, and regularly reviewing and adjusting its resource allocation based on performance. By ensuring efficient resource allocation, Altacor can maximise its return on investment and ensure long-term sustainability.

Diversify the product line
Another strategic recommendation for Altacor is to diversify its product line. The company currently has a strong focus on eye care products. However, it should consider expanding its offerings for including products related to other medical conditions. By diversifying the product line, Altacor can reduce its reliance on a single product category and increase its revenue streams, thereby, improving its overall business performance and profitability (Wheelen et al., 2017).

[bookmark: _Toc131079704]Conclusion
The report is focused on the strategic management of Altacor which is an SME in the pharmaceutical industry of the UK. It provides a detailed analysis of the strategies adopted by Altacor and the strategies that it must adopt for acquiring a competitive advantage in the long run. The vision, mission, goals, and objectives of the company have been briefly highlighted. Also, the business environment of Altacor has been scanned thoroughly with the help of certain tools such as SWOT analysis, PESTLE analysis, and VRIN framework. The report also provides sustainable strategies for Altacor for the long run with the help of strategic tools and methods, such as Porter’s Generic Strategies, Ansoff’s Matrix, and Bowman’s Strategy Clock. Moreover, a stakeholder analysis is also conducted for evaluating the expectations of different stakeholders of Altacor with the help of Mendelow’s power-interest grid matrix. Towards the end, the report also provides the key strategic recommendations for Altacor for future developments and implementation.
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