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[bookmark: _Toc25335154]INTRODUCTION 
To achieve sustainable growth and maintain a good production network all over the developing countries, SME plays a very vital role in the market. Economic growth, national income, and employment can only be achieved with the help of developing SMEs. The report includes an understanding about the different management strategies used within the organization for its effective running. Various internal and external factors such as SWOT, PESTEL, Ansoff matrix, value chain analysis, Porter's five forces, etc are also implemented by the organization so as to evaluate the existing environment of outside and within the organization. Apart from this, the stakeholder's analysis model is also evaluated so as to have sustainable growth and development of the firm. Different strategies are well discussed within the report so as to have constant development and growth of the organization for a long time period.
Ella's Kitchen is a company that manufactures organic food for babies and toddlers and sells its products mainly in the supermarket. Currently, the company manufactures 216 food products which are suitable for the age group of 4 months to 3+ year infants. Organic ingredients are used by the company certified under B Crop as well as standards and transparency in the working of the organization is maintained by them.   
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[bookmark: _Toc25335155]STRATEGIC MANAGEMENT FOR SME’S
Strategic management can be termed as an ongoing process wherein planning, monitoring, evaluation, and assessment of various business activities take place within the organization (Rothaermel, 2017). For the business to run successfully, strategic management plays a very crucial role. With the help of strategic management, the continuous growth of the organization could be ensured as well as such strategies are implemented by the organization through which goals and objectives are easily achievable. Systematic planning and management of the activities are undertaken by the managers so that long term, as well as short term plans, could be attained by the organization.
Strategic management is important for the small and medium industry since it helps these organizations an ability to identify the strength and weaknesses they possess so as to make improvements in them accordingly. Different approaches can be used by small and medium industries so that they could make improvements in their performance and achieve their desired goals and objectives. Conducting SWOT analysis is another main part of strategic planning wherein different market dynamics are kept in mind by the managers working within the organization to understand the scenario prevailing within the organization. Proper understanding of competencies can also be undertaken by the organization which further helps the company to focus on weaknesses prevailing (Castrogiovanni et al., 2011). 
There are two main objectives related to strategic management:
· To gain an advantage over the competitors and attain hold over the large market share.
· To work as guidance for the organization’s success and survival as well as bring changes in the working business environment. 
Changes relating to internal environments such as a change in business policies and procedures, taste and preferences of the parents and children should be analyzed effectively by the management and then strategies should be formulated. Reduction in frustration could also be seen if strategic planning is formulated effectively as well as it gives the company a short view about the scenario of business in advance. Various marketing strategies coming up in the market can also be evaluated with the help of the management of the strategies. A sense of security is another main component derived from strategic management. Following are the points through which it could be made clear that SME’s need strategic management:
· For understanding the changes taking place in the environment.
· Meet the competition.
· To form the business proactive rather than reactive.
· To grow the opportunity for the business.
· Set more clear objectives for the business.
· Identify the main areas wherein correction could be bought.
CASE STUDY
The case study is based on the transformation which occurred on the organic baby food market at Ella’s Kitchen and its impact on the partners. Here, the focus is on the marketing approaches and improvement in the food for children made by the organization. The company aims at maintaining the quality of the product with minimal cost. The company has identified the role of five senses that are needed in developing a healthy habit for the children for a lifetime. The benefit to the society is another main aspect kept in mind by the organization while making the brand number 1 in baby food. 
According to the case study, changes should be brought in the internal production of the goods as well as in the services of the company so that good relations with the existing customers could be maintained. Apart from this much emphasis on the healthy eating habits is done by the organization so that good health of the infants and toddlers could sustain. The company also aims at providing a considerable amount of benefit to the society which in turn would help the company to further progress and grow. 
INTERNAL AND EXTERNAL ENVIRONMENT
Ella’s Kitchen has formulated internal as well as external environment effectively which helped it in facing different challenges coming up in the market. The internal analysis includes the SWOT analysis and Vrio analysis while external analysis includes PESTEL analysis and Porter‘s five forces model.


SWOT ANALYSIS
	STRENGTH
· Good quality products are made available to the consumers.
· Innovative products coming up in the market.
· Good image of the brand in the market. 
	WEAKNESS
· More focus has to be given on the approaches and strategies.
· The increasing price of the product.
· Limited flexibility.
· Not competitive in international market.


	OPPORTUNITY
· Growth of the food sector.
· Growing healthy eating habits of the customers.
· Increasing the attention of the media towards the food items.
· Introduction of home delivery.
· The increasing rate of healthy food products.
	THREAT
· Competitors existing in the market for baby products.
· The price of the products differs from competitors' pricing.
· Increasing taxes of edible products.
· Local food stores.
· Fluctuation in currency and various lawsuits implementation.


Through SWOT analysis future assumptions could be made easily by Ella's Kitchen as well as they act as a warning for the company to make improvement. Productive care of the products related to children's care can take place once the identification has been done about the weaknesses and threats of the company. 
Ella's Kitchen has got a huge market share wherein they created the good name of the brand in the mind of parents. They also kept in mind and focused mainly on the health and good quality food so that infants could be protected from harmful chemical intake and foodborne disease. Innovation in the technology was another main concern that was noted by the management working at Ella's Kitchen. Packaging, environment, and concept were well executed by the managers working at Ella’s Kitchen which in turn helped the company in increasing the sale of their product in the market. Coming up with innovative ways to present the food products in the market also acts as an opportunity for the organization since it attracts the consumers towards availing the product (Helms et al, 2010). The organization can also make effective and efficient use of the culturally specific and allergy-free lines in order to grab the attention of the parents towards the products. The only weakness which was faced by the company was the lack of product selection since only baby food was manufactured by them.
VRIO ANALYSIS 
It can be said as a technique through which a company's resources could be evaluated which in turn would provide a competitive advantage over the competitors. Through this analysis, the managers of Ella's Kitchen could easily understand the need for various resources within the organization such as financial, material, human resources and information required for the effective working (Cardeal and Antonio, 2012). There are four dimensions that are kept in mind by the management at Ella’s Kitchen. These are:
Value: It states the price and the worth of the resources that are obtained from the market. The products manufactured by Ella's Kitchen should have value in the market, as well as management, should aim at gaining the opportunities present in the environment so that resources and investment in the food items could be have value (BU, 2019).
Rareness:  It allows the organization to know about the user as well as rare resources left in the market that could be undertaken by them for further productive use. Ella’s Kitchen should aim at making the efficient use of the resources as well as they should aim at coming up with such resources in the market which cannot be easily availed by every competitive firm (Hitesh, 2019). 
Imitability: This states the difficulty which arises while imitating the resources. Ella’s Kitchen managers should form such strategies and plans which could get a huge presence in the market and cannot be easily imitated by its competitors existing in the market (BU, 2019).
Organization: These are those resources that are supported by other existing arrangements and could be used by the organization effectively. The resources could only be acquired effectively when the correct organization chooses imitable resources with its value and rarity along with keeping in mind the strategic plan and budgeting of the resources (BU, 2019).
With the help of VRIO analysis, Ella’s Kitchen would be able to know about its present situation in the market and the prospective improvement they could bring in their working. With the help of proper assessment, various weak areas could be identified by the organization which in turn would help them in making changes in their external and internal processes (Smith, 2019). By the implementation of VRIO analysis resources and capabilities of the organization are determined so that Ella's Kitchen could create a competitive advantage over the competitors present in the market.
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Figure 1 VRIO ANALYSIS
Source- Smith, 2019
Following are the points that should be noted by Ella’s Kitchen for securing its services and the value of the product in the market:
· If the resources which are not valuable to them should be outsourced so that it acts as a value to the others as well as to them since through it they could earn the profit.
· If the resources which are valuable but not rare for the company acts as competition in the market and hence should be handled with care.
· If the resources are valuable, rare as well as expensive to resemble, they act as a permanent competitive advantage for the company. 
PESTEL ANALYSIS
	POLITICAL
	The general elections which were held in May popularly known as the Mumsnet election wherein information and advice are given on parenting to the toddlers' parents became a huge political element. Apart from these various conservative parties which have got ruling in the current market also came forward to implement the significance of young parents having given birth to a new infant.

	ECONOMICAL
	Spending on children on their food habits is often the thing that cannot be reduced and therefore the demand for the children's food product in the market is highly price inelastic. The rise in the food price of the children is one of the main reasons which has affected the economy and has acted as a positive outlook for the industries that produce food for infants and toddlers. 

	SOCIAL
	The percentage of working mothers and fertility rate has been rising every year. Mothers are working either on a part-time basis or on a full-time basis. And therefore demand in the product has been observed that could serve the needs of mothers which could help them to travel with greater ease and comfort.    

	TECHNOLOGICAL
	In order to meet the safety standards in baby food products relating to different types of tests at places, notable changes can be seen in technology. Ella’s Kitchen keeps in mind various measures through which food safety could be maintained by them. WHO is the organization that mainly ensures the safety of food and good quality product to be sold in the market. Various policies and regulations are formed by the organization in order to maintain safety in food products. Safety regarding the various technologies used by the organization is also kept in mind so that food could be free from harmful chemicals and bacteria.

	ENVIRONMENTAL
	Awareness regarding the protection of the environment is another main concern kep0t in mind by Ella’s Kitchen while manufacturing food items for infants and toddlers. The UK has been ranked all over the world for its best environmental performance index. Ella’s Kitchen makes sure that they reduce the emission of the greenhouse effect under a protocol. The organization also keeps in mind that the products manufactured by them get sold at such places which are hygienic and clean as well as are prevented from harmful bacteria and flies.

	LEGAL
	Different rules and regulations have been put up by the UK government regarding the labeling of food products and formulas which are used for the infants at the age of 6 months. The organization also improved and approved that only health and nutrition claims would be allowed on milk manufactured for the infants.  



SEGMENTATION, TARGETING, AND POSITIONING
SEGMENTATION
Since Ella's Kitchen is a business that manufactures organic healthy products for babies and infants in the market along with providing a good and premium quality product, the company aims at creating awareness among the children as well as their parents. The organization managed to advertise along with Nickelodeon for 6 months as well as shared profit with them. Ella’s Kitchen aimed at making the product available in the market with effortless marketing. Segmentation marketing could be further divided into the niche, across the board targeting strategies and multi-segment marketing (Camilleri, 2018). Ella's Kitchen has segmented the marketing two parts mainly children and parents. Children could be attracted by the organization through the taste, color, packaging, and texture of the food products while parents could be attracted by the organization by making them avail of healthy ingredients in the food products (CRAM, 2019). The segmentation strategy used by Ella’s Kitchen acts at a rifle approach for the company since through this, they could manage various marketing mix approaches.
TARGETING
Ella's Kitchen has targeted tech-savvy moms and dads for the sale of the product. The priority for Ella’s Kitchen was to sell organic baby food products to the little ones as well as the parents by making them engage in various activities organized by them which act as a promotional element for the brand and forms a good image in the minds of parents. Ella's Kitchen also uses a digital strategy for having good communication and connecting with the parents and children along with the right information at the right time at the right place (TG, 2019). The brand also shares recipes relating to the parenting and infant diet to the parents along with pictures and monthly questions and a session with a nutritionist. The company also made sure that existing, as well as the new customer, come up for their products on a regular basis (Paul, 2014). TV channels in the morning and traditional TV ads were also targeted to promote the brand by the managers as well as the brand's signature packaging was used so that it could be easily identifiable by the parents as well as by the children (Camilleri, 2018).
POSITIONING
Ella’s Kitchen has positioned themselves with their branding and packaging, tone of voice and the various marketing activities undertaken by them to engage the customers with them. The family values were effectively followed by the organization through which considerable growth of the company could be observed (Camilleri, 2018). Thinking like a toddler was another main concept followed by Ella’s Kitchen so that the various ethical issues could be solved easily by them (Bacon, 2017). Childlike qualities were developed by the employees working within the organization so that their perspective could be changed as well as they could know the needs and desires of the targeted audience. The bold approach towards the development of the product and the use of primary colors was done so as to form an organic presence of the food in the minds of customers as well as on the children.  	
PORTER’S GENERIC STRATEGIES
The main aim of implementing this strategy is to gain a competitive advantage. According to this strategy, there are two basic types of competitive advantage that a firm can have: differentiation or low cost (Tanwar, 2013). And for the firm to achieve above-average performance cost leadership, focus and differentiation should be undertaken. By applying this strategy Ella's Kitchen aims at achieving a constant advantage over the competitors by taking challenges over the famous products and organizations in the market.  
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Figure 2 PORTER'S GENERIC STRATEGY
Source- TU, 2019
Cost leadership: According to this strategy, the organization aims to become a low-cost procedure within the industry. Depending upon the structure of the industry, sources through which cost advantage could be to gain varies accordingly. Ella’s Kitchen has successfully attained cost leadership and had created a sustainable environment in the market (IFM, 2019). The company produces on a large scale which in turn allows them to utilize economies of scale. Standard product is manufactured by the company wherein little difference is acceptable by the targeted users.  Productivity, utilization of resources, bargaining power of the customers, methods of production and usage of technology are well kept in mind by the managers of Ella’s Kitchen (TU, 2019).  
Differentiation: Here, the organization aims at seeking a unique position in the market among competitors as well as provides value to the buyer. The organization attains one or more attributes of the buyer or consumer and aims at uniquely positioning it in the market based on the needs and desires of the targeted customers (IFM, 2019). Ella’s Kitchen always aims at coming up with such food products in the market which could attract the parents as well as the children and attain a unique position in the market among the competitors. New and innovative ideas are bought up by the management working at Ella’s Kitchen along with unique packaging and ingredients in the food items which all the more make the brand unique and easily identifiable.
Focus: This strategy focuses on the narrow competitive scope that lies within the industry. Here, the segment or group is selected and the strategy is formed to tailor their needs and desire. The company here either aims at seeking a competitive advantage over the rivals or creates a different position in the minds of customers (IFM, 2019).     
STAKEHOLDER ANALYSIS MATRIX
This matrix can be termed as a project management tool that is used to determine the actions taken up by the stakeholders in order to achieve the goal of 0of the project. Following are the three types of matrix generally describe the stakeholder’s work within the organization:
POWER INTEREST MATRIX
While analyzing the stakeholder, there are two variables that affect the project:
Power: This states the ability and potential of the stakeholder to bring change in the project. For example, Ella’s Kitchen could bring changes in the authority imposed by the government (Bernie, 2019).
Interest: This states the size of the stakeholder and the goal of the project. 
Higher the interest and power of the stakeholders more will be the investment in the project whereas lower the interest and the power, the company had to monitor its powerful impact on the future as well as on the project.
STAKEHOLDER ANALYSIS MATRIX
According to this matrix, stakeholders are evaluated based on various factors such as the interest of the business, funding available to the firm, values and morals, environment, ownership, religious beliefs, etc. Based on these factors, the power and interest of the stakeholder are decided and the strategies are formulated that could engage the stakeholders within the organization (Bernie, 2019).
	STAKEHOLDER NAME
	CONTACT PERSON
	POWER
	INTEREST
	ENGAGEMENT STRATEGY

	STAKEHOLDER 1
	Customers
	High
	Gain good quality products.
	Meetings and conferences.

	STAKEHOLDER 2
	Employees
	Medium
	Achieve satisfaction level and increase the productivity.
	Round table discussion

	STAKEHOLDER 3
	Suppliers
	High
	Provide the organization with premium quality materials.
	Quarterly meetings.



STAKEHOLDER ENGAGEMENT ASSESSMENT MATRIX
Here, the project management team working at Ella’s Kitchen makes sure that all the activities of the stakeholders are managed effectively while the execution of the project. While planning the project an assessment of the stakeholder’s engagement is done so as to attain the desired output. The following are the five categories that provide support to the project (Bernie, 2019). These are:
· Unaware: Where the stakeholders are not aware about the project as well as its great impact on the organization’s working (Bernie, 2019).
· Resistant: Here, they are well-known about the project but does not support it.
· Neutral: Here, awareness about the project is there but forms no opinion regarding it.
· Supportive: A this point the project is supported effectively by the stakeholders, as well as successful running, which is aimed by them.
· Leading: Here, the stakeholders are actively involved in the project's success and progress and assist the work willingly (Bernie, 2019).
 


ANSOFF MATRIX 
Ansoff Matrix is considered as an important for strategic marketing planning wherein; it can be used for looking opportunities for the growth of the business in terms of creating newer products or for entering into the newer market segments (Dawes, 2018). It is also known as the Product-Market matrix. Ansoff Matrix has various aspects to it which are explained as follows:
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Figure 1: ANSOFF MATRIX
Source: Hussain et al., 2015
MARKET PENETRATION
Under, this strategy the company focuses upon its growth and success by utilizing its present products and services in the present markets. Under this, the organization focuses upon increasing its market share in the present markets that it is operating in (Schawel and Billing, 2018). In this, the growth is achieved by selling a high amount of offerings to the targeted customers. In this Ella's Kitchen sells its baby products that are natural and organic into the existing markets so that it is able to increase its market share.
MARKET DEVELOPMENT
Under, this strategy the organization focuses upon expanding its operations in the newer market segments by taking into consideration the present products and services that it offers along with bringing in minimalistic developments in the products or services (Dawes, 2018). In this, the organization focuses upon foreign markets and newer regions of various countries. Ella’s Kitchen focuses upon expanding its operations by offering various products into the newer market segments. 
PRODUCT DEVELOPMENT
Under, this strategy the organization focuses upon developing newer offerings that are then sold into the market to the targeted customers in the present markets for attaining growth and success. This takes into consideration the extension of the range of the products that are made available to present markets of the organization (Schawel and Billing, 2018). Ella’s Kitchen focuses upon developing new products and sells it into the new markets such as various other countries. 
DIVERSIFICATION
Under, this strategy the company focuses upon growing its market share by launching newer products and services into the newer markets. It is considered as the most uncertain strategy as under this the product and the market development both are needed (Rothaermel, 2017). Under this, the products and services are diversified and introduced into the markets. Ella's Kitchen aims at diversifying its operations by developing new offerings and selling into new markets.
PORTER’S FIVE FORCES MODEL 
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Figure 2: PORTER'S FIVE FORCES MODEL
Sources: Aithal et al., 2016
BARGAINING POWER OF THE BUYERS 
In this the market has the strong bargaining power of the buyers wherein, they demand lower prices along with demanding a high quality of the products from the sellers. Here, if the prices are decreased in terms of the demand, sellers then incur a lower amount of revenues and then high-quality products mean incurring a high amount of production cost (Rothaermel, 2017). This scenario results in a decreased amount of profit levels in terms of the sellers.  
BARGAINING POWER OF THE SUPPLIERS 
In this the market has the robust bargaining power of the suppliers wherein, the suppliers are allowed to sell its products and services at a higher price along with selling raw materials that are of low quality to the targeted customers (Burns and Dewhurst, 2016). This has a direct effect on the profit of the organization because of which it has to pay a higher amount for the materials. Also, under this, there are more number of buyers and less number of suppliers.
THREAT OF NEW ENTRANT 
The market that is profitable and generates profitability usually attracts the newer entrants into the markets. But every new entrant has to face various kinds of barriers to entry into the market such as trademarks, patents, policies formulated by the government, etc. (Mathooko and Ogutu, 2015). Also, every new entrant has to focus upon various aspects before entering into the new markets so that it is able to maintain a foothold in the market.
THREAT OF SUBSTITUTES 
This force is considered as the most threatening because under this the buyers have the option of finding a substitute product or service with more eye-catching prices or maybe higher quality and thus, the buyers have the option of switching from one particular product to the other with adding a minimalistic cost (Rothaermel, 2017). This threat of substitute is present with the sellers as their buyers can switch from one product to the other.
COMPETITIVE RIVALRY 
This force is considered as the major aspect in terms of competitiveness and profitability of the industry. Under the competitive industry, the organizations here have to compete aggressively for the share in the market which provides a lower amount of profits (Burns and Dewhurst, 2016). Also, the rivalry that is possessed among the competitors is due to more competitors, higher exit barriers, the growth of the industry is lower, etc. The management working at Ella’s Kitchen should keep in mind the competitors exiting in the environment and then come up with effective strategies in the market so as to gain competitive advantage. 


	


[bookmark: _Toc25335156]RECOMMENDATION
Through the above discussion on different management strategies it could be concluded that Ella’s Kitchen could implement diversification and market development strategy in its working since the company has got a good brand name in the market, it could bring changes in the existing product such that existing as well as new customers would get attracted towards the product and services effectively. Apart from this, the managers at Ella’s Kitchen should also bring innovation in their products and try to make the food more nutritious and healthy for children which in turn would attract more number of parents towards the product. Competitors existing in the market should be analyzed effectively by the management working at Ella’s Kitchen so that new strategies could be reframed by them in such a way that it creates a competitive advantage and unique position in the market. At the same time, the assessment of the stakeholders should be done in an efficient way so as to ensure the sustainable growth of the company.  
Ella's Kitchen should also aim at managing the segments which they have divided effectively so that the needs and wants of the targeted segment could be met with greater ease. Changes should be made in their products in such a way that helps them as well as the environment. Usage of raw material, as well as ingredients needed to manufacture the food, should be maximum enough to attain the value in the market among parents. Fuller utilization of resources should be undertaken by the management at Ella’s Kitchen and the resources which are of no use to them should be outsourced so that profit could be maximized.

[bookmark: _Toc25335157]CONCLUSION
Management of the strategies and its proper implementation allows the organization to grow and prosper on the long run. Small and medium-sized industry increases the economies of scale and allows the consumer to avail new and innovative products effectively. Ella's Kitchen has made maximum use of various strategies and techniques in its operations which have helped them in increasing their sales and making the targeted consumer about the brand. From the above discussion, it can be said that strategic management plays a crucial role in the organization's growth and progress within the market. Various internal, as well as external strategies, are undertaken by Ella's Kitchen such as stakeholder's matrix, STP, Porter's generic and five forces, SWOT analysis, PESTEL, etc which all the more helps the organization to attain sustainable growth and development in the market among competitors. The importance of resources available in the market is also kept in mind by the management working at Ella’s Kitchen so that they could be used maximum and help the organization in gaining profit.   
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