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Executive summary
This report sheds light on strategic management and planning for the organisation CafePod Coffee Co. CafePod Coffee is considered as a Small and Medium-sized organisation that focused on enhancing strategic decisions for achieving long term success. Organisation's overview and current strategic directions have been highlighted in this report. Besides, external and internal environmental review by conducting PESTEL, Porter's five forces and SWOT environmental scanning tools. The new sustainable strategy for the company is going to be implementing cultural change and building online consumers. The stakeholders have different requirements which are increasing production, sales and maintaining quality for which it is required to improve the employee skills and knowledge and bring technological advancement. Bringing differentiation in the products can be a better way of improving consumer satisfaction and achieving a competitive advantage in the market. While evaluating the stakeholders' engagement, stakeholder mapping has been established, and next, they are further linked with VRIO to enhance the competitive advantage in the market while aligning their resources. Also, value chain analysis, McKinsey 7s model has been established to share the values of the company with every aspect of the company.     
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[bookmark: _Toc56456795]1. Introduction
Strategic management allows companies to be more active in developing a successful business in this current era. Strategic management mainly involves implementing of business goals as well as initiatives that have been undertaken by organisations (Barneyand Hesterly, 2012). This particular management delivers proper directions by enhancing strategic plans for achieving objectives that influence the competitive edge of the organisation. Thus, strategic management is an important aspect for organisations mainly Small and Medium-sized (SME) organisations for developing their business successfully. By implementing strategic plans, SMEs are able to earn more profit value and also contribute economic stability to the nation’s GDP. CafePod Coffee Co organisation has been taken as a Small and Medium-sized organisation for evaluating their strategic direction. This assessment sheds light on a brief analysis of the organisation’s internal and external environment by evaluating SWOT and PESTEL and porters 5 force analysis. A sustainable strategic plan has been developed for achieving long term success within the organisation. 
[bookmark: _Toc56456796]A brief overview of the organisation
CafePod Coffee Co is an independent coffee business which was founded in 2011 by entrepreneurs Brent Hadfield and Peter Grainger. The main purpose of the business is to deliver quality coffee to coffee lovers for earning the maximum amount of money. The organisation CafePod Coffee is considered as the most growing organisation in the UK context (Cafepod.com, 2020). They offer verities range of coffee such as Ground Coffee, Whole Bean Coffee and deliver variety packs of coffee to their customers. In order to achieve success and develop a stable business, CafePod has set its vision that influences their future market. The vision statement of CafePod is to change coffee face across Europe and the UK. A closed coffee market was dominated by Nespresso for 25 years which was opened now for expanding their business. The organisation CafePod become the fastest growing coffee segment in the beverage market and also capitalised their business across the UK market (Cafepod.com, 2020). 

The organisation CafePod started its journey by coffee plantation and making Nespresso capsules using unusual coffees. They tried to enhance their market by offering quality coffee and discounts to their customers. Besides, the organisation offers near about 15% discount for the first order to attract more customers to their store (Cafepod.com, 2020). The revenue of the organisation CafePod has earned almost $70.9K by 2020, that has a huge impact on their business (Cafepod.com, 2020). The coffee firm CafePod provides their delicious blends such as Ristretto, Intense Roast, Brunch Blend, SW18 Daily Grind, Supercharger Espresso as well as Decaf Espresso that make CafePod’s business more attractive towards coffee lovers (Cafepod.com, 2020). Thus, it can be stated that the organisation has earned success and customer base by offering delicious blends and quality coffee. 
[bookmark: _Toc56456797]2. Critically evaluate the current strategic direction of the organisation
In the UK context, CafePod Coffee Co is becoming the fastest growing coffee organisation by offering a 15% discount on the first offer and quality coffee to their potential customers. The mission of the organisation is to develop a good strong coffee organisation by offering quality cup coffee for making coffee lover’s day (Cafepod.com, 2020). In this context, strategic directions have been beneficial for achieving long term success. CafePod involves three core strategic divisions such as CafePod online, CafePod retail and CafePod private level solutions that influence their future development (Cafepod.com, 2020). The business goes for meeting its objectives by providing an online delivery opportunity that can satisfy customers. Focusing on the strategic direction can also help to improve competitive edge as online delivery can save,valuable time of customers (Faulkner and Campbell, 2003). The organisation also focuses upon on selling their coffee blends and Nespresso capsules to retailers such as Amazon, Waitrose and Ocado for promoting business across the UK market and globally .



Starting an online business and selling Nespresso capsules and coffee blends to retailers are responsible for uplifting their current business in the UK context. Another strategic direction is CafePod uses manufacturing licence for making independent coffee brand (Cafepod.com, 2020). These strategic divisions help develop a strong and successful business. A new system “online delivery” has been adopted by CafePod and sells Nespresso capsules to retailers that influence market growth and competitive edge as well (Jones et al. 2003). So, the organisation’s current strategic directions are helpful for enhancing competitive advantage that has a great impact on business (Mintzberg et al. 2008). 





[bookmark: _Toc56456798]3. Critically analysis of organisation’s external and internal analysis
[bookmark: _Toc56456799]External environment analysis (PESTEL)

	Factors 
	Analysis 

	Political factor

	UK is a developed country and many Small and Medium-sized organisations are developed in different areas in UK. The current corporation tax rate has been decreased by 18% by 2020 that has a positive impact on business (Gov.uk, 2020). Due to decline of taxation rate, Small and Medium-sized organisations are capable to reduce product cost that helps to business sales rate. The coffee organisation CafePod has been beneficial for reducing product cost that helps to attract more customers to their store (Cafepod.com, 2020). Foreign Direct Investment (FDI) rate has been declined by 0.96% by 2019 from 2.84% that has negative impact on business. Thus, political factor has impacted moderate on CofePod Coffee business in UK context. 

	Economic factor

	Economic factor is also an important environment factor that influence business development and competitive edge. Gross Domestic Product or GDP growth rate has been declined by -10.2% by 2020 which is expected to reach 6.3% by 2021 [Refer to appendix]. Due to decrease of Gross Domestic Product rate, customers’ purchasing behaviour has also dropped that affect CafePodCoffee business. Customers’ may avoid purchasing high quality and costly product for maintaining simple lifestyle (Cafepod.com, 2020). UK inflation rate was 1.79% that was also dropped from previous year (Statista.com, 2020). So, current economic expansion is poor to maintain SME business growth in UK.     

	Social factor 

	Social factors influence business by enhancing customers’ base and creating product awareness among wide range of customers. UK population has enhanced by 0.87% by 2020 that has positive effect on business (Worldometers.info, 2020). Thus, the organisation CafePodCoffee is capable to attract more customers by offering quality coffee and delicious blends. 

	Technological factor
	UK government invests more than £1.5 bn money to coffee industry for adopting advanced technologies and attractive services to satisfy customers’ (Gov.uk, 2020). The company CafePod goes to meet organisation’s mission and vision by providing online delivery facility to their customers. Due to follow strategic business, CafePodhas achieved long term success in their business (Barney and Hesterly, 2012). 

	Environmental factor
	Environmental factor is also an important external factor that also influences business. UK is capable to enhance carbon emission rate by 81% by 2025 for which environmental pollution rate can be managed successfully. Environmental protection Act 1990 helps to enhance economic stability and environmental condition that create a suitable approach for business enhancement (Legislation.gov.uk, 2020). 

	Legal factor
	All Small and Medium-sized organisations including CafePod must follow some legislation such asEmployment act 1996 and Equality Act 2010 for managing employees’ safety and security along with maintaining equity within organisation (Legislation.gov.uk, 2020). 



Table 1: Pestel Analysis
[bookmark: _Toc56456800]Porter’s 5 force
Threat of new entry: CafePod is one of fastest growing organisations in UK context and also offer Nespresso capsules and coffee blends to customers. So, threat from new entry is low for CafePod (Cafepod.com, 2020). 
Bargaining power of buyers: UK Gross Domestic Product has reduced so customers’ purchasing power becomes low that has affect CafePod’s business development. Customers also avoid high quality and high cost product to safe their money. So, customers’ bargaining power becomes low. 
Bargaining power of suppliers: Presence of coffee suppliers in UK such as Coffee Beans UK and Stafco Coffee, CafePod is able to offer high quality coffee and coffee blends to their customers. Thus, suppliers bargaining power is high. 
Threat of substitutes: Due to presence of stable coffee organisations, threat from substitutes is high for CafePod. 
Industry rivalry: Presence of rivals such as Mamagoto, Casual Dining Group and honeygrow, CafePod is unable to expand their business in a successful way. Thus, industry rivalry is high for CafePod. 

[bookmark: _Toc56456801]Internal environment analysis (SWOT)
	Strengths
	Weaknesses

	CafePod coffee is an independent Small and Medium-sized organisation, mainly offers quality coffee and Nespresso capsules to their customers. This business goes to meet organisational goals by offering online delivery. They also provide several delicious blends such as Ristretto, Intense Roast and Brunch Blend for attracting more customers (Cafepod.com, 2020). This provides huge opportunities regarding enhance competitive edge in UK market.
	In spite of having business strengths of CafePod, weaknesses are also present in their business. Poor technological advancement and limited strategic goals are responsible for hampering business growth. Due to have business weaknesses, rival companies may expand their business in UK context that will be major threat for CodePod (Cafepod.com, 2020).

	Opportunities
	Threats

	CafePod has a scope to implement strategic operations for making competitive business. Thus, CafePod adopts online delivery, sells their products to retailers and use manufacturing licence to create stable business. Therefore, CafePod has enhanced their customer base by 3.4% by offering 15% discount of first order and also delivering quality coffee to coffee lovers.
	Due to poor technological enhancement, the organisation CafePod has faced major challenges in expanding their business. Presence of similar organisations such as Casual Dining Group, Mamagoto as well as honeygrow, CafePod has faced big problems in promoting their business (Cafepod.com, 2020).


Table 2: SWOT Analysis












[bookmark: _Toc56456802]4. Analysis of Stakeholders
Strategic management is an essential factor which is required to maintain to gain better results when it comes to fulfilling the needs of the consumers. Strategic management is vital since it leads to strategic innovation and creativity (Goodman &Dingli, 2013). Strategic management is directly linked with the stakeholders of the organisation, and they are required to be satisfied to gain better business environment within and outside the organisation. A business can have mainly two kinds of stakeholders whose engagement is essential to bring positive effects to the company. They are internal and external stakeholders, and in Cafepod Coffee Company, the stakeholders include shareholders, investors, employees, managers, government, suppliers, and community. Satisfaction should be provided to them so that the developed strategies can influence the business, and the organisation can achieve a competitive advantage in the market (Grant, 2010)
The stakeholders in companies have a different kind of interest; for example, the investors want to gain better profit from the business, the consumers want to get better offers while purchasing the coffee products, and the community wants to have a lower effect when it comes to environmental impact and carbon emission as well as footprints. Fulfilling their needs and requirements are the primary factors that Cafepod needs to concentrate on to gain better results.


		High Manage Closely
Keep Satisfied


	Power 	
Keep informed
Monitor (Minimum effort)


														Low																									Low			Intersest		High
Figure 1: Stakeholders mapping
(Source: Grant, 2010)
High power and High interest
A company needs to fulfil the requirements of the stakeholders, especially if they have a high power level in the company as it brings better value to the company (Johnson and Whittington, 2009). In the case of Cafepod, maintaining the interest of the stakeholders is essential that includes the part of management and investors. Business planning and formulation of strategy is also the responsibility of the administration (Morden, 2016). This factor shows that their interest is required to maintained as they have high power in the company wellbeing. Consumers are also part of the group as they bring value for the organisation while providing them with economic support (Aktoufet al. 2011)
High power and low interest
The government has increased power when it comes to regulating the businesses effectively. The government is the primary source of control when it comes to establishing a legal framework and code of conduct based on which  companies operates. They have low interest in this respect since all they want is to bring transparency in the business activities that they perform (Bowman, 1990). It is required for an organisation such as Cafepod to abide by the rules and regulations that the authority and the government have established. While maintaining them, the company can be in good relation with the parties and effectively establish a sustainable and transparent business strategy. The company can develop its corporate governance strategy based on the rules and regulations created by the authority and the government. 
Low power and high interest
These groups have low power when it comes to influencing the decision-making process of the company. The company Cafepod has stakeholders who have low power despite having high interest. These groups include the employees and the community. The employees work hard to bring forth sustainability and better performance and productivity for the business (Culp, 2012). The company is bound to inform them regarding the organisational activities so that they can remain on the same page. This also goes for the communities as the activities of the business directly affect the wellbeing of the communities, especially when it comes to environmental effect. 
Low power and low interest
In this respect, the stakeholders have low energy as well as low interest since they do not directly influence the work activities of the company. They are required to manage while monitoring their activities and listening, observing as well as communicating with them (Bruce and Langdon, 2009). General public belongs to this sector. The companies shares the good news to them so that they get a prospect about the way the company is operating within the market; they do not share bad news with them. 
[bookmark: _Toc56456803]VRIO framework
VRIO analysis is an essential tool that describes the worth of the company while evaluating the resources and assets that a company possess to make a clear understanding of the position within the business world. While conducting VRIO analysis, the firms are required to exploit their resources so that they can gain a competitive advantage in the market which is essential for managing the stakeholders’ needs (Kull et al. 2016). VRIO analysis mainly occurs based on financial resources, human resources, material resources, as well as non-material resources, for example, knowledge and information. When the research shows that every resource is valuable, rare, non-imitable and organised. The company then can gain a competitive advantage in the market.
Valuable
While analysing the company Cafepod, it can be said that the company possess adequate financial resources as the company has managed to earn $70.9k despite being an SMALL AND MEDIUM-SIZED COMPANY in the competitive market of the UK. When it comes to human resources, the company has successfully established knowledge and information and provide the employees with training and development so that they can gain maximum results and can impress the consumers with their behaviour as well as communication. The company also possess various kind of coffee blends which cannot be achieved with out the tactic elements of unique process knowledge ids deeply rooted within the organisation (Kull et al. 2016). In this respect, it can be said that the resources are valuable as the company has successfully created and established a target market and customer base for their business. This further helps them to achieve a competitive advantage within the market.
Rare
When it comes to material and non-material resources, the company Cafepod emphasises on achieving them. The company operates within the competitive market. In case of investments, it does not possess any special activities that can further provide them with a better position in the market. The human resource of the company is rare since the employees are only part of the company and highly skilled and have the knowledge of the coffee market. They understand the things that are required when it comes to giving the consumers the best policies and the best offers. This process further fulfils consumer demands and bring consumer satisfaction which is one of the most critical factors in achieving competitive advantage. The company Cafepod has rare resources which are not easy to copy and works as a source of gaining a competitive edge in the market (Murcia, 2020). 
Inimtablity
The company resources are inimitable as in terms of material and non-material, the resources are hard to imitate as the top management allocate the resources and formulate the strategies which are required to maintain and gain a better market position as well as reputation in the market. The human resources are capable and hard to imitate as they are effectively trained so that they can give the best performance and benefit the owner of the organisation (Munodawafa and Johl, 2019). In terms of financial assets, it can be said that it is imitable. Overall, the company has successfully allocated its resources and those are aslo inimitable. 
Organised
The company Cafepod has successfully organised its resources in the competitive market as the organisation fully utilise their resources to enhance their market share. They have successfully established their brands which provide different type of coffee within a few years, which is otherwise impossible to achieve except the better application of the resources. They have fully managed their resources so that they can offer the consumers with the best service while providing them with more options when it comes to variety. Hence, the company Cafépod has successfully organised its resources to gain a long-term sustainable advantage in the market.
	Valuable 
	Rare 
	Inimitable 
	Organised 
	Long-term sustainable advantage in the market

	Yes 
	Yes
	Yes
	Yes
	


Table 3: VRIO analysis
(Source:  Kull et al. 2016)
[bookmark: _Toc56456804]5. Strategic analysis
The business strategy is essential to determine to bring a positive effect on the market while linking the objectives and resources within the organisational culture. Since business conditions are dynamic in nature, making strategies based on the circumstances can bring a positive effect on the market while providing the company with long-term sustainable advantages. In terms of Cafepod, it is essential to link the objective and the resources together while creating competencies and capabilities, and it can be achieved through the establishment of value chain analysis. 

[bookmark: _Toc56456805]Value chain analysis
Value chain analysis is considered as a way to analyse the business activities to see whether the company can create a competitive advantage or not. Through establishing a value chain, it can be said that cost leadership can be achieved while offering the lowest price to the consumers to gain a competitive advantage. The company provided the process of differentiation and gave the consumers with a variety of coffee blends based on the quality of the coffee and made the prices depending on that (Cafepod.com, 2020). Value chain analysis is a method that decomposes the firms’ strategical activities and understands their impact on the cost behaviour as well as differentiation (Bhargava et al. 2018). Valu chain is based on five primary activities which include inbound logistics, operations, outbound logistics along with marketing sales and services. The company Cofepod has to maintain a series of exercises to create and deliver their number of activities. This further can improve the efficiency of the company while providing a competitive advantage in the market. 
Inbound logistics
Inbound logistics is the primary stage of gaining materials from the suppliers. Based on the delivery of the raw materials from the suppliers’ end, the design, production and marketing are conducted to provide the company with better abilities in the market that can bring them a competitive advantage (Ruan, 2020). The company Cofepod needs to create an excellent supplier-company relationship so that vale can be added to the products and good quality coffee can be produced to satisfy the consumer needs which further bring better market share and sales for the company. That way, the company can gain a better competitive advantage in the market. While establishing a good relationship with the suppliers, the company can gain better market share in the market. This further helps them to acquire raw materials within the lower price that also can help them to establish cost-effectiveness in the market. 
Operations
In this process, raw materials are turned into final goods. The company Cafepod deals with good-quality coffee blends in the market of the UK for which it is essential to give the highest quality coffee beans so that the best quality coffee can be found. The company try to establish better quality coffee with the help of the talented workers and machines so that the organisation can provide consumers with unique and unusual coffee. The products can easily be enjoyed by consumers from the safety of their homes and can gain high-street coffee shop experiences (Cafepod.com, 2020). This way, the company further can differentiate its product range and achieve better success in the market. 
Outbound logistics
Cafepod has strong outbound logistics as they understand that to reach the maximum consumers, it is necessary to strengthen the manufacturing process and establish a better relationship with the wholesalers and retailers. The vast range of coffee blends can be easily accessible to supermarkets and retailers. The company also has its retail shop called Nespresso. The company gives predominance to the final product distribution to achieve better strategic management and remain competitive in the market (Gikunjuet al. 2018). 
Marketing and sales
The company Cafepod also maintain the marketing and sales of the products so that they can make aware of the products to the consumers. In order to achieve that, they take help of the online marketing efforts and market their products through online marketing that includes Facebook, Instagram and Twitter to reach the maximum number of the consumers. They invest their money in building their webpage while generating SEO so that the consumers can be more aware of the products. 
Service
The support service is required to implement so that the best consumer service can be provided to the consumers. When consumers may face challenges in terms of getting their products or can find the products, not up to their taste, they can give feedback to the company. The company can make the service better to strengthen consumer relations in the market. 

Figure 2:Value chain analysis
(Source: Gikunjuet al. 2018)
[bookmark: _Toc56456806]McKinsey 7s model
The model is useful in determining the changes within the organisation while assessing the design of the company and building strategi competence. This also helps in generating new strategies that further can bring better results when it comes to gaining a competitive advantage in the market. The seven factors of the organisation are divided into seven parts that are categorised as hard and soft elements. 
Strategies are essential to establish steps to achieve identical goals (Alam, 2017). For Cafepod, it is necessary to establish a market that further can effectively enhance the performance of the employees and manage the resources in a better way to gain better market share in the competitive atmosphere while building the best choices. 
Structures are essential, which further describes the way the units within the organisation are related to each other. This is necessary to make healthy as they provide guidance and create strategies based on which the company operates. The system is their established process which needs to be flexible so that the employees feel motivated to work hard and improve their performance in the long run. The company Cafepod needs to invest more resources in the system so that they can gain maximum advantages in the market. The  employees are who make it possible for the business to go as planned while improving their activities and performance. The style is the way they enhance the undertaking, and in this respect, the managers can motivate the employees to improve their style in the market and gain better productivity. It is required to bring a cultural change in the company so that the practical analysis of the values are achieved. Cafepod is needed to invest in the company culture and hire the employees who share the exact value with the company so that effective management of the company can be achieved (Cox et al. 2019). 

Figure 3: McKinsey 7s model
(Source: Cox et al. 2019)
[bookmark: _Toc56456807]SAFe Analysis
The safe analysis is essential for Cafepod to access better market position while maintaining the risks and finding out the most feasible solution for the company. The sated strategies are suitable for the company as it can help the companies in gaining cost-effectiveness as well as differentiation in the market which is suitable. Achieving the process can help in reducing stakeholder disappointment and increase production, which is essential in delivering better sales and marketing. This further can create value and sustainability for the business. The strategy must be feasible as change in the industry can be bring more resources and effectively establish better marketing share in the process, which is achievable. They are acceptable since they can be achieved while fulfilling the needs of the consumers in the market. The stakeholders also implement infrastructure, which is further useful in connection to growth opportunities and completing the strategic capabilities of the company (Goodman &Dingli, 2013). This further shows that Cafepod can successfully establish market share and manage the objectives of the company while linking them with each other in an effective manner to gain a better competitive advantage in the market and expand the business in the UK. 

Figure 4: SAFe analysis
(Source: Goodman &Dingli, 2013)
[bookmark: _Toc56456808]Findings
The company needs to implement the best strategies in the market so that they can successfully gain better market share in the competitive business atmosphere while building their strategic abilities. In the case of Cafepod, the existing strategy, which is cost-effectiveness and differentiation, is working well. In terms of bringing better market abilities, the company need to invest in new systems. For that reason, they can invest in Mckinsey’s 7s model that further can show that they need to establish better marketing strategies and build a new system to generate more profit in the market. That way they don’t  only bring change in the process but demonstrate a better understanding of the market while providing the employees with strong market understanding and build their skills and knowledge in terms of technique and business dealing. It can also effectively establish communication with consumers to understand their needs and requirements. 


[bookmark: _Toc56456809]6. Recommendation of strategy for future development
· The company can develop and invest in the research and development part of the company so that the department can come up with more high-quality blends in the market. 
· The company also needs to implement SAFe to see whether the needs and the requirements are fulfilled by the organisation or not. The company Cafepod can establish market development strategies to come up with the best development solutions. 
· While differentiation in the company products, Cafepod can attract more consumers and offer them value through discounts and offers and give them personalised messages to enhance the satisfaction level of the consumers. 
· Cafepod also can use the target market to create a niche market and its consumer base to serve more consumers and create a competitive advantage in the market. 





[bookmark: _Toc56456810]7. Conclusion
While concluding, it can be said that as a small and medium-sized company, Cafepod is doing well in the strategy. They chose the option of online delivery which further can reach maximum consumers and bring better accessibility which additionally can enhance the chances of long-term success. They can further enhance their systems once they understand the internal and external market through PESTEL and SWOT analysis. While doing PESTEL analysis, it has been seen that the government has invested enough money to bring a green revolution in the coffee business, which further can help them to attain sustainability. Also, implementing SWOT analysis showed that the company could gain opportunity if they sell their products to retailers to gain more market share ,which can give them a better competitive advantage in the UK market. They are required to understand the way they can link the stakeholders with their sustainability, it can be achieved through the development of the strategies that can fulfil the needs of the stakeholders and align the resources with the company culture. This further can bring competitive advantage. Applying McKinsey 7s model can also be useful to get changes in the market and establish better strategies. The company must provide the employees with trainingdevelopment opportunities and build their resources, for example, capital, and assets for the long term so, they can gain a better position in the market. Also, online marketing in value chain analysis can be a better option in managing the business successfully. Consumer satisfaction is another point that the company needs to give importance to,asking for feedback can be a good way to manage the business. Bringing cultural changes while investing in the employees and technology can bring feasibility in the market. Implementing better infrastructure,production facilities as well as performance.  
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