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[bookmark: _Toc181390856]Introduction
A well-known small and medium-sized firm (SME), such as Seagems (seagems.co.uk), founded in 1972, offers personalised services to a diverse spectrum of clientele by combining modern technology with traditional craftsmanship. (Sea Gems) S.G UK benefits the regional economy by stimulating innovation and job creation (Cohen, 2021). 
Charles Rennie Mackintosh serves as an influence for their unique and imaginative designs. Customers looking for a combination of workmanship and creative tradition are drawn to their unique and one-of-a-kind pieces. 

The company's dedication to sustainability and ethical sourcing can offer insights into the UK economy's SMEs. Investigating operational strategies, market positioning, and customer engagement can uncover both opportunities and obstacles. Analysing ethical practices can demonstrate how SMEs adapt to modern needs, emphasising the value of innovation, moral behaviour, and effective marketing tactics in a competitive business (Smith, 2022).

This paper will looking into the following aspect of S.G UK’s Mission and Vision, Critical Appraisal of S.G UK’s Organisational Strategy Using Porter’s Five Forces, PESTLE Analysis, SWOT Analysis, Stakeholder Analysis of S.G, Stakeholder Expectations and Management Strategies, Monitoring Stakeholder Relationships, Strategic Growth Options for S.G, Evaluating Growth Options using Force Field Analysis, Implementation Considerations, Balanced Scorecard Perspectives, Strategic Recommendations for Organizational Improvement Using the VMOST Framework, Competitor Reactions to Strategic Plans and Response Strategies, Strategies to Address Competitor Reactions and a Conclusion.
[bookmark: _Toc181390857]S.G UK’s Mission and Vision
S.G aims to supply high-quality gemstones and bespoke jewellery while promoting sustainability and ethical sourcing (Seagems UK, 2023). Its mission is to become a leading global provider of ethically sourced gemstones while developing a culture of transparency and social responsibility in the gem sector. These guiding principles demonstrate a dedication to ethical standards and customer satisfaction, which are critical in today's socially conscious market.
[bookmark: _Toc181390858]Critical Appraisal of S.G UK’s Organisational Strategy Using Porter’s Five Forces
[bookmark: _Toc181390859] Porter’s Five Forces Analysis
[bookmark: _Toc181390860]Threat of New Entrants                
The threat from new entrants in the gemstone sector is moderate. While the initial cash expenditure for launching a gemstone business may be cheap, building a respected brand takes substantial resources and effort. S.G UK benefits from brand loyalty and established supplier connections, which may dissuade new competitors (Porter, 1980). Furthermore, growing governmental scrutiny of ethical sources creates additional obstacle for entrants. 
[bookmark: _Toc181390861]Bargaining Power of Suppliers                                   
In the diamond industry, suppliers might have significant bargaining power, particularly when it comes to materials that are supplied responsibly. Due to its emphasis on sustainable purchasing, S.G UK is dependent on a small group of suppliers who follow moral guidelines (S.G UK, 2023). Because of this dependence, suppliers have a lot of power, which can influence availability and price. To reduce this risk, the company's strategy must be centred on fostering solid connections with suppliers.
[bookmark: _Toc181390862]Bargaining Power of Buyers                                          
In this industry, buyers also have a lot of bargaining power. Customers are becoming more knowledgeable and aware of quality and ethical sourcing. S.G UK's dedication to offering premium goods obtained ethically fits in nicely with their target market's tastes (Kotler & Keller, 2016). S.G UK must constantly innovate and increase customer loyalty through outstanding service and distinctive solutions because customers can easily switch suppliers due to the availability of competitors.
[bookmark: _Toc181390863]Threat of Substitutes                                                    
The gemstone and jewellery market faces a severe threat from alternatives. Price-sensitive buyers may be drawn to alternatives such as synthetic gemstones and other types of jewellery (Shapiro 2020). S.G UK's focus on distinctive, high-quality products, as well as its ethical sourcing method, can help it stand out. The brand's ability to communicate the intrinsic value of natural, ethically sourced gemstones is critical to neutralising this threat.
[bookmark: _Toc181390864]

Industry Rivalry                                                               
The gemstone industry is very competitive. Numerous established companies and new entrants compete for market share, resulting in price wars and aggressive marketing methods (Porter 1980). S.G UK's emphasis on ethical sourcing and quality can provide a competitive advantage, but it must constantly develop and improve its product line to maintain its market position. Effective branding and marketing techniques will be essential for standing out in a crowded market.
S.G, a prominent player in the jewellery and gemstones sector, faces a constantly evolving environment influenced by internal and external factors. Utilizing PESTLE and SWOT analytical frameworks, we can analyse S.G's strengths, weaknesses, opportunities, and threats.
[bookmark: _Toc181390865]PESTLE Analysis
[bookmark: _Toc181390866]Political
S.G operates in a global market with political stability and trade restrictions, affecting operations like pricing and supply chains. Import levies on gemstones and jewellery can influence pricing, while political connections can affect supply chains, especially for ethically sourced stones (Harrison, 2021). Regulations for the jewellery sector include sourcing, ethical procedures, and consumer protection. Trade policies also influence raw material imports and exports.
[bookmark: _Toc181390867]Economical
The jewellery industry is influenced by economic conditions, with recessionary periods potentially restricting consumer spending on luxury items (Smith, 2022). 
However, recovery periods often lead to increased discretionary income, creating growth opportunities for S.G. Currency fluctuations can impact profitability, especially in overseas transactions, and influence consumer expenditure on luxury items like jewellery(Jones, 2023).
[bookmark: _Toc181390868]Social 
Consumers' preferences are changing towards sustainable and ethically sourced items. S.G can capitalise on this trend by highlighting its commitment to ethical sourcing and supply chain transparency (Taylor, 2022). The increased interest in personalised and bespoke jewellery provides a potential for innovation (Brown, 2023).
Consumer Preferences: There is an increased desire for ethically sourced and sustainable jewellery. Demographics: Target demographics can fluctuate, necessitating agility in marketing methods.
[bookmark: _Toc181390869]Technological
Advancements in technology have transformed retail, especially through e-commerce. S.G can expand its online presence and utilize digital marketing strategies to reach a larger consumer base(White, 2023).
Augmented reality can enhance customer experiences through virtual try-ons (Green, 2022). E-commerce growth requires a strong digital presence and user-friendly website. Innovations in synthetic gemstones and eco-friendly materials could revolutionize product offerings.
[bookmark: _Toc181390870]Legal
For S.G, adherence to international trade laws and regulations pertaining to gemstone certification is essential. The business needs to keep up with any changes to laws pertaining to advertising, consumer rights, and environmental standards (Collins, 2021).
Intellectual property: In a cutthroat market, safeguarding designs and brand identification is essential. Labour Laws: Adherence to labour laws, particularly when production is outsourced.
[bookmark: _Toc181390871]Environmental
The increasing environmental consciousness presents opportunities and challenges for S.G. to attract environmentally conscious customers by implementing sustainable procedures and promoting eco-friendly goods (Adams, 2023). 
However, the business must navigate complex environmental laws controlling gemstone extraction and processing. The increasing demand for eco-friendly production and procurement methods also necessitates sustainable practices, while climate change could cause supply chain disruptions(Foster, 2021).
[bookmark: _Toc181390872]SWOT Analysis
[bookmark: _Toc181390873]Strengths
S.G Brand Reputation and Product Selection

·  Customer loyalty due to reputation for excellence and craftsmanship.

·  Wide product selection caters to luxury and cost-conscious consumers.

·  Good supplier relationships ensure consistent quality.

· Efficient e-commerce platform attracts a larger audience.

[bookmark: _Toc181390874]Weaknesses
S.G' Expansion Challenges
· Reliance on traditional retail may hinder digital expansion.
· Limited global presence, potentially hindering expansion in emerging markets.
· Limited market reach, potentially missing overseas prospects due to UK focus.
· Overreliance on traditional marketing, potentially restricting younger audience engagement.
[bookmark: _Toc181390875]Opportunities
E-commerce Growth Trends
• Expanding online sales channels for larger market reach.
• Emphasizing ethically sourced, sustainable products to attract environmentally conscious customers.
• Providing bespoke services for personalized jewellery to increase client involvement.
• Implementing environmentally friendly operations to attract ethically sensitive customers.
• Partnering with influencers or brands for increased visibility.
[bookmark: _Toc181390876]Threats
Jewellery Sector Challenges
• Intense competition: Firms aim for market share, potentially lowering prices.
• Economic Volatility: Economic downturns can decrease luxury market spending, affecting sales.
• Changing Consumer Preferences: Rapid fashion trends may render existing inventory obsolete.
[bookmark: _Toc181390877]Stakeholder Analysis of S.G
Stakeholder analysis is a vital technique for understanding the many stakeholders engaged in a project or organisation, as well as their interests and impacts. In the case of S.G, a company in the marine gem sector, recognising and managing stakeholders is critical to strategic success and sustainability.
[bookmark: _Toc181390878]Key Stakeholders
S.G' core stakeholders fall into four categories: customers, suppliers, investors, and regulatory authorities.
[bookmark: _Toc181390879]Customers: 
As S.G' end consumers, customers are very interested in product quality, ethical sourcing, and reasonable pricing. They seek transparency in the origin of marine gems and the environmental impact of extraction techniques (Freeman 1984).
[bookmark: _Toc181390880]Suppliers: 
They are essential for providing raw materials. Their main expectation is a stable and prosperous connection. They may also be concerned about payment terms and demand forecasting, which can affect company operations (Miller & Lessard, 2001).
[bookmark: _Toc181390881]Investors: 
Shareholders and venture capitalists have a vested stake in S.G' financial performance. They anticipate a return on investment and clear information about financial health and strategic direction (Evan & Freeman, 1993). 
[bookmark: _Toc181390882]Regulatory Bodies: 
This category comprises government bodies that regulate environmental practices and corporate operations. Regulatory organisations anticipate compliance with rules and regulations, notably in terms of marine gem sustainability practices (Bennett, 2017).
[bookmark: _Toc181390883]Stakeholder Expectations and Management Strategies
[bookmark: _Toc181390884]Customers
Given their strong interest, S.G should actively engage customers through marketing campaigns emphasising ethical sourcing and product excellence. Using social media and client feedback methods can help them keep a loyal consumer base (Kotler & Keller, 2016).
Customer relationship management (CRM) systems help improve engagement by tailoring outreach and responding quickly to enquiries. Regular surveys and feedback loops will allow customers to express their opinions and impact product offers, ensuring that S.G remains in tune with client preferences (Kotler & Keller, 2016).
[bookmark: _Toc181390885]Suppliers
S.G should build excellent ties with its suppliers by making regular payments and including them in the forecasting process. This can improve collaboration and assure a consistent supply of quality materials (Gottfredson, 2005).
Regular meetings and collaborative planning sessions can assist to align expectations and build trust. S.G may also explore developing supplier development programs to improve supply chain quality and reliability (Gottfredson, 2005). This method not only develops connections, but also guarantees that suppliers understand S.G' commitment to ethical business practices.
[bookmark: _Toc181390886]Investors
To achieve investor expectations, S.G must be honest in its financial reporting and involve them in key strategic decisions. Regular updates through newsletters or investor meetings can help build and maintain investor trust (Kramer & Porter, 2011). 

Creating an investor relations website with real-time data on financial performance, market trends, and strategic goals helps boost transparency. Engaging investors in communication through annual meetings, webinars, and updates on sustainable projects can increase their trust and support (Kramer & Porter, 2011).

[bookmark: _Toc181390887]Regulatory Bodies
Compliance is not negotiable with regulatory organisations. S.G should actively engage with diverse stakeholders to ensure that all practices meet regulatory criteria, particularly in terms of environmental sustainability. Regular audits and reporting can show a commitment to compliance (López et al., 2015). 
Proactive communication with regulatory bodies is crucial for staying ahead of compliance requirements. S.G should hire a compliance officer to work with multiple agencies and ensure that all procedures meet or exceed regulatory standards. Participating in marine resource management industry forums can also help S.G position itself as a sustainable practice leader (López et al., 2015).
[bookmark: _Toc181390888]Monitoring Stakeholder Relationships
S.G should continuously monitor stakeholder interactions to respond to changing expectations and power dynamics. Key performance indicators (KPIs) should be created to evaluate stakeholder engagement strategies (Freeman R. E., 1984). Surveys can measure customer satisfaction, assess supplier performance, gather feedback during investor meetings, and conduct frequent audits of regulatory compliance to ensure good standing with authorities and identify areas for improvement.
[bookmark: _Toc181390889]Strategic Growth Options for S.G UK
S.G UK competes in a competitive market where strategic expansion is critical to long-term viability. This paper will look at three potential growth strategies: market penetration, product development, and diversification. Additionally, the Force Field Analysis will be used to evaluate various tactics, finally determining the best alternative for protecting S.G UK's future.
[bookmark: _Toc181390890]Market Penetration
Market penetration entails gaining market share in existing markets. For S.G UK, this could imply increasing marketing efforts, boosting customer service, or implementing competitive pricing methods. By focussing on current customers, the company can improve brand loyalty and sales volume (Kotler & Keller, 2016). However, the risk here is market saturation and probable pricing wars, which might reduce profit margins.
[bookmark: _Toc181390891]Product Development
Product development is to create new items for existing markets. S.G UK could enhance their product line by using eco-friendly materials or innovative technology. This strategy not only corresponds with rising customer demand for sustainability, but it also helps S.G stand out from competitors (Baker & Hart, 2016). Nonetheless, this technique necessitates significant expenditure in research and development, which carries a financial risk if the new items fail to fulfil market expectations.
[bookmark: _Toc181390892]Diversification
Diversification entails entering new markets or product lines. S.G UK could look into similar businesses like sustainable packaging solutions or digital retail platforms. While this method can generate new revenue streams, it is also high risk due to the unfamiliarity with new markets (Ansoff, 1957). The success of diversification is strongly dependent on thorough market research and strategic alignment with the company's core skills.
[bookmark: _Toc181390893]Evaluating Growth Options: Force Field Analysis
To find the optimal alternative, a Force Field Analysis will be performed. This tool enables the identification of the driving and restraining forces that influence each growth plan.
[bookmark: _Toc181390894]Market Penetration
Strong clientele, efficient marketing avenues, and established brand awareness are the main drivers of market penetration.
Market saturation and pressure from competitive pricing are restraining factors.
[bookmark: _Toc181390895]Development of Products
Driving factors include improved brand image, possibility for innovation, and alignment with consumer trends.
High Research and development expenses and the possibility of product failure are restraining factors.
[bookmark: _Toc181390896]Diversification
Motivating factors include risk reduction through multiple revenue streams and new market prospects.
Lack of experience in new markets and high entrance costs are restraining factors.
[bookmark: _Toc181390897]Recommended Strategy
[bookmark: _Toc181390898]Product Development
[bookmark: _Toc181390899]S.G UK's Force Field Analysis suggests product development as the most advantageous strategy. Risks related to R&D expenses are outweighed by factors like innovation and environmental conformity. By offering sustainable products, S.G can strengthen its market position and adapt to emerging trends, as customer attitudes towards environmental friendliness shift. This strategy meets market needs and prepares the business for future trends.
Implementation Considerations
While product development has been recognised as the most strategic growth option for S.G UK, careful implementation is required to ensure success. This includes numerous steps
[bookmark: _Toc181390900]Market Research: Conduct extensive market research to determine specific consumer demands and preferences. Customer engagement through surveys, focus groups, and trend analysis can provide significant insights for product creation (Creswell, 2014).
[bookmark: _Toc181390901]R&D Investment: Use resources wisely for research and development. This includes hiring qualified workers, investing in technology, and forming alliances with sustainable material suppliers. A dedicated sustainability team can encourage innovation while maintaining environmental requirements (Harvard Business Review, 2020).
[bookmark: _Toc181390902]Pilot Testing: Prior to a full-scale launch, S.G should consider pilot testing new items in specific markets. This method enables you to receive input, measure market response, and make necessary changes. Feedback loops can greatly improve product quality and consumer acceptance (Cooper, 2019).
[bookmark: _Toc181390903]Marketing Strategy: Create a complete marketing plan that emphasises the sustainability of new products. Storytelling in marketing initiatives can help to build emotional relationships with customers and increase brand loyalty. Highlighting the environmental benefits can help entice environmentally concerned clients (Kotler & Keller, 2016).
[bookmark: _Toc181390904]Monitoring and evaluation: Establish metrics to track the success of new products once they are launched. Key performance indicators (KPIs) like sales volume, customer happiness, and market share should be assessed on a regular basis. This continual review will assist in identifying areas for improvement and informing future product development initiatives (Kaplan & Norton, 1996).
[bookmark: _Toc181390905]Core Strategy of S.G
S.G' fundamental strategy centres on:
Sustainability is emphasising environmentally friendly practices in resource sourcing and manufacturing processes.
Artisan Craftsmanship: Emphasising handcrafted craftsmanship and distinctive designs that are consistent with their brand's identity.
Market Niche: A distinct demographic interested in nature-inspired, ethically created jewellery.
[bookmark: _Toc181390906]Balanced Scorecard Perspectives
The Balanced Scorecard (BSC) is a strategic management tool that helps organisations transform their vision and strategy into a unified set of performance metrics. Here's how S.G can use the BSC framework from four perspectives:
[bookmark: _Toc181390907]Financial Perspective
Objectives: Increase revenue from online sales and expand profit margins.
Measures: Track sales growth, profit margins, and return on investment (ROI) from marketing campaigns.
Targets: Achieve a 20% increase in online sales year-over-year.
[bookmark: _Toc181390908]Customer Perspective
Objectives: Enhance customer satisfaction and loyalty.
Measures: Monitor customer feedback, repeat purchase rates, and net promoter scores (NPS).
Targets: Achieve a customer satisfaction score of over 90% and an NPS of 50+.
[bookmark: _Toc181390909]Internal Business Processes Perspective
Objectives: Improve efficiency in production and delivery processes.
Measures: Analyse lead times for product delivery and production efficiency metrics.
Targets: Reduce lead times by 15% and increase production efficiency by 10%.
[bookmark: _Toc181390910]Learning and Growth Perspective
Objectives: Foster a culture of innovation and employee engagement.
Measures: Evaluate employee satisfaction, retention rates, and the number of new product ideas generated.
[bookmark: _Toc181390911]Targets: Achieve an employee satisfaction score of 85% and introduce at least five new designs per year.
Strategic Recommendations for Organizational Improvement Using the VMOST Framework
In today's quickly changing business climate, organisations must change strategically to remain competitive. The VMOST framework (Vision, Mission, Objectives, Strategy, and Tactics) offers an organised approach to developing strategic suggestions. Putting emphasis on the implementation of these methods and good change management.
[bookmark: _Toc181390912]Vision and Mission Alignment
The first stage in the VMOST framework is to ensure that the organization's vision and mission are clearly defined and aligned. A compelling vision may motivate employees and stakeholders, whereas a well-defined mission defines the organization's purpose. For example, an organisation may adopt an industry-specific vision of sustainability and innovation. To put this into action, leadership should hold workshops and conversations to develop these statements so that they are understood by all employees (Kotter, 2012).
[bookmark: _Toc181390913] Setting Clear Objectives
Once the vision and mission are established, it is essential to set specific, measurable objectives that align with them. Objectives should be time-bound and realistic. For instance, a company aiming for sustainability might set an objective to reduce carbon emissions by 30% within five years. This objective can be communicated through regular meetings and updates, fostering a culture of accountability (Drucker, 2007).
[bookmark: _Toc181390914]Developing Strategic Initiatives
The next stage involves formulating strategies to achieve these objectives. Strategies should be adaptable and consider market trends and consumer needs. For example, the organization could implement a green supply chain management system to enhance sustainability. This strategic initiative could involve partnerships with eco-friendly suppliers and investments in renewable resources (Porter & Kramer, 2011). 
[bookmark: _Toc181390915] Tactical Implementation
Tactics are the actionable steps needed to execute the strategies. To implement the green supply chain initiative, the organization should develop a detailed action plan that includes timelines, responsibilities, and resources required. Training employees on sustainable practices is also crucial, as it ensures that everyone understands their role in achieving the organization’s objectives (Hiatt, 2006). 
[bookmark: _Toc181390916]Change Management
Implementing these strategies necessitates effective change management. Resistance to change is common; therefore, the organization should adopt a structured change management process. Kotter’s eight-step change model can be particularly beneficial. This model emphasizes the importance of creating a sense of urgency, forming a guiding coalition, and consolidating gains to sustain momentum (Kotter, 2012). Leaders should communicate the benefits of the changes regularly and provide support to employees throughout the transition.
[bookmark: _Toc181390917]Competitor Reactions to Strategic Plans and Response Strategies
Organisations must not only focus on internal strategy, but also anticipate and respond to competitor actions. When an organisation implements new strategic plans, especially those involving innovation or market positioning, competitors are likely to respond in a variety of ways.
[bookmark: _Toc181390918]Anticipated Competitor Reactions
Organisations must not only focus on internal strategy, but also anticipate and respond to competitor actions. When an organisation implements new strategic plans, especially those involving innovation or market positioning, competitors are likely to respond in a variety of ways.
[bookmark: _Toc181390919]Imitation of Strategies 
One common reaction from competitors is to imitate successful strategies. When an organization introduces a new product or service, competitors may quickly develop similar offerings to capture market share. This phenomenon is especially prevalent in industries characterized by low entry barriers and rapid innovation cycles (Porter, 1980). 
[bookmark: _Toc181390920]Price Competition
Competitors may respond to strategic changes by engaging in aggressive pricing strategies. For example, if an organization launches a premium product, competitors might lower their prices to attract cost-sensitive customers, thereby undermining the new product’s perceived value (Kotler & Keller, 2016).
[bookmark: _Toc181390921]Enhanced Marketing Efforts
 Another potential reaction is increased marketing efforts by competitors. They may ramp up advertising campaigns to reinforce brand loyalty among existing customers and attract potential customers who may consider switching to the new offering (Aaker, 1996).
[bookmark: _Toc181390922]Strategic Alliances: 
Competitors might also seek to form strategic alliances or partnerships to bolster their market position in response to new initiatives. By collaborating, they can leverage combined resources and expertise to compete more effectively against the innovating organization (Dyer, Kale, & Singh, 2001).
[bookmark: _Toc181390923]Strategies to Address Competitor Reactions
[bookmark: _Toc181390924]Continuous Innovation: 
To mitigate the risk of imitation, organizations should adopt a culture of continuous innovation. By constantly evolving their product offerings and enhancing customer experiences, they can stay ahead of competitors who may attempt to replicate their success (Teece, 2010). This can include investing in research and development, soliciting customer feedback for improvements, and exploring new market opportunities.
[bookmark: _Toc181390925]Value Differentiation: 
Organizations can counter price competition by emphasizing value differentiation. By clearly communicating the unique benefits and features of their products or services, organizations can justify premium pricing and reduce the impact of competitor price cuts (Keller, 2003). Implementing loyalty programs or exclusive offers can also reinforce customer retention.
[bookmark: _Toc181390926]Agile Marketing Strategies:
 In response to enhanced marketing efforts from competitors, organizations should adopt agile marketing strategies that allow for quick adjustments based on market feedback. This includes leveraging digital marketing tools to reach target audiences effectively and engaging in social media campaigns that promote customer interaction and brand loyalty (Chaffey & Ellis-Chadwick, 2019).
[bookmark: _Toc181390927]Monitoring Competitive Landscape: 
Regularly monitoring the competitive landscape is crucial for anticipating competitor actions. Tools like competitive intelligence and market analysis can provide insights into competitor strategies and market trends, enabling organizations to proactively adapt their own strategies (Fleisher & Bensoussan, 2007).
[bookmark: _Toc181390928]Building Strategic Partnerships: 
To counteract the formation of competitor alliances, organizations can also consider forming strategic partnerships that enhance their market position. Collaborating with complementary businesses can create synergies that strengthen competitive advantage, expand market reach, and foster innovation (Gulati, 1998).











[bookmark: _Toc181390929]Conclusion
S.G a renowned artisanal jewellery company, faces significant competition and must navigate Porter's Five Forces model to maintain its market position. The company can strengthen its market position by leveraging technological advancements and the growing demand for sustainable practices. However, it must also adapt to economic fluctuations and consumer preferences.
S.G can expand its market presence through enhanced e-commerce strategies and a focus on sustainability. However, it must also navigate challenges such as intense competition and changing consumer behaviours. By leveraging its strengths and addressing weaknesses, S.G can position itself effectively in the jewellery market.
Effective stakeholder management is crucial for S.G' success. Understanding the expectations and power dynamics among stakeholders can guide the company's strategies to enhance relationships and drive sustainable growth.
And finally, product development is the most strategic growth avenue for S.G. By investing in new product lines that align with consumer values, implementing thorough market research, investing in R&D, and focusing on effective marketing strategies, the company can capitalize on the growing demand for sustainable products and enhance its competitive edge.
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