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[bookmark: _Toc68186621]Introduction
Among several renowned water softener companies operating in the UK, Harvey Water Softener Company (HWSC) is one. Established in 1979, this company started serving quality water ranging from big industries to individuals. In this report, the strategic direction and the plans implemented by the management of Harvey will be discussed. How the entrepreneurial objectives of HWSC were achieved by the management will also be discussed with the aid of various journal articles. Further, analysis of the existing resources, a new strategy for the long-term progression of this company including detailed external, internal, and stakeholder analysis will be reported throughout this report.
[bookmark: _Toc68186622]Current Strategic Direction
According to Jofre (2011), the strategic directions are plans to be implemented by the company while progressing towards the company’s vision and goals. These steps ensure effective communication between the employer and employee regarding an employee’s contribution within the company to achieve the overall business objective (Jofre, 2011). This report will discuss HWSC’s objectives, strategies, and actions that need implementing while achieving its goals.
Goal of Harvey Water Softener Company
The aim of HWSC states, “Facilitating consumers with naturally purified water necessary for drinking and washing which consist of the best taste and nutritious value while improving the quality of life of its consumers. Further, becoming a market leader in delivering high value to its shareholders, employees, and customers while acting as a responsible and sustainable corporate entity” (Harvey Water Softeners, 2020).
Actions and Strategies
The goals and strategies of HWSC are discussed as per its objectives are listed below:
Advancement in technological infrastructures
According to Claris (2019), the management of HWSC has invested a big sum into its research and development. In order to deal with the varying needs of its customers and keeping in mind the health of its customers, the company utilises the latest systems and water purification plants to purify water in the most sustainable and economic way possible.


Effective recruitment and training 
The human resources management of HWSC conducts necessary training and development training on a regular basis. The company follows strict and extensive recruitment and selection guidelines while hiring competitive managers for HWSC (Maimuna & Yazdanifard, 2013). This facilitates in creating a culture of improvement and information exchange within the organisation.
Sustainability 
HWSC’s management voluntarily executes the corporate social responsibility (CSR) structure to contribute to the safety of the environment from potential pollution during production. Adding, faulty and less efficient plants with the possibility of causing pollution (noise and land) are serviced or replaced regularly (Harvey Water Softeners, 2019). A policy of safe waste disposal accompanied by sustainable water bottle packaging is also done to aid in the process of sustainability within this organisation.
Market growth
To create high value for its stakeholders, HWSC’s sales and marketing department perform regular market analysis. This aids in securing opportunities to expand their existing market. Further, specific markets with high potential are chosen for the purpose of investment utilising the safety risk management policies which aid in the maximization of equity return on investment of its shareholders (Williamson, 2018).
Advancement of supply chain 
While expanding the operations of the company to potential new markets, HWSC’s procurement management has been continuously evolving the company’s supply chain. Assessments of its suppliers are conducted on a regular basis to evaluate the quality standard of Harvey’s products (Vorst, 2014). Additionally, suppliers offering the high standard products at the cheaper unit prices are included in the supply chain to gain high economies of scale.
Entrepreneurial  and market focused goals
The key market focused goals of HWSC are discussed below:
Market leadership
With HWSC’s aim to lead the water softening business in the UK, the company offers a broad range of water softening services, a wider distributing grid, and lower prices compared to the rival companies in order to achieve a comprehensive competitive edge in the market (Harvey Water Softeners, 2020).
Improve filtration and softening characteristics 
One of the crucial aims of HWSC is to improve the efficiency of its water softening procedures hence improving the quality of its services to its customers (Harvey Water Softeners, 2020). This will be achieved by installing new services to its existing portfolio which includes filtering service of water.
Expanding market share 
In addition, another crucial target of HWSC is to multiply the company’s existing market share in the UK by improving the customer satisfaction of its regular clients. This will further help to attract new customers consequently aiding in the expansion of the service’s portfolio (Harvey Water Softeners, 2020).
Essential business resources 
As per Claire (2019), the necessary resources used by HWSC to achieve its market goals consists of following aspects:
· Investment on HR
· Investment on the finance
· Advancement of existing technology
· Resources on marketing of Human capital resources 
How will HWSC achieve its entrepreneurial  and market focused goals?
The following approaches are adopted by HWSC management to achieve its entrepreneurial objectives:
Financial enhancement: While expanding its investment in research and development, HWSC wants to make a positive difference in quality assured to its customers that is market leadership and extension in market share of water softening industries operating in the UK.
Implementation of Workforce: HWSC has assigned a workforce as per their knowledge and experience meaning more experienced/expert workforce provides premier services. This helps to enhance the satisfaction level of its customers while keeping them tied with the company in the long run.
Efficient marketing: The marketing experts of HWSC employed various digital and social media platforms to promote their cheaper products with higher standards to attract customers (Claris, 2019). Further, HWSC attains effective marketing strategies to meet the existing marketing objectives of the company.
Efficient operational functioning of HWSC
In order to maximise the company’s corporate value, HWSC employs the following operational functions:
Managing operations
According to Choi (2016), managing operations plays a crucial role to align the performances of HWSC’s functional units. This is performed by developing various sustainable ideas and assigning required resources as per value produced by every functional unit.
Finance management
According to Choi (2016), this particular operational function makes efficient distributions of operations vital in providing premier services to HWSC’s new and existing customers.
Human resource management
As discussed by Choi (2016), HWSC’s human resources management creates and employs specific job descriptions and person specifications of individual staff members and maintains them effectively to maximise work efficiency.
Managing of marketing
As stated by Choi (2016), HWSC’s marketing function plays a crucial part to attract and engage clients by interconnecting their individual water softening needs.
Customer service management
Choi (2016) states the vitality of part played by HWSC’s customer service management which response to complaints and reviews in a timely manner. Further, any customer queries and concerns are responded to promptly to avoid any customer dissatisfaction while maximizing the values of organisation’s operational processes.








Management of research and development
[bookmark: _Toc68186623]With a primary purpose to improve the efficiency of services received by customers using advanced systems, HWSC’s R&D management assists in formulating efficient methods to soften water (Choi, 2019). Overall, this allows HWSC’s customers to afford high-quality softened water at a comparatively lower cost in the long run.
[bookmark: _Toc68186624]External and Internal Environment Analysis
[bookmark: _Toc68186625]External environment analysis
As a strategic tool to examine the industry environment, the external analysis allows an organisation to ascertain its threats and opportunities. Shtal (2018) specifies, the study of external factors provides a detailed picture of prevailing trends and forces in the external business environment. This report will discuss PESTEL and Porter’s Five Force analysis to assess the external environment of HWSC.
[bookmark: _Toc68186626]PESTLE analysis
The PESTEL analysis is a strategic tool that is used by marketers to examine and observe the macro-environmental or the external marketing environment factors which can make an impact on HWSC (Woodruff, 2019). The full form of PESTEL is Political, Economic, Social, Technological, Legal, and Environmental factors. The impact of these factors in the running of HWSC is discussed below.
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Figure 1: Image showing the aspects of each PESTEL components (Woodruff, 2019).
Political factors
In the UK, water-related plans and policies are formulated under local authorities. In order to maintain the standard of water served to its general public, these local authorities follow strict tariffs and regulations (WFMJ, 2020). Further, major political factors for HWSC are the local authorities of the UK which are genuinely interested in short-term goal-setting however, they lack plans for long-term operations.
Economic factors
The UK being a country run by taxes, local residents pay an additional cost for the filtration and softening of water that they use on an everyday basis. However, post-Brexit and COVID-19, the financial situation has been in turmoil leading to a change in the purchasing power of local residents (Frontier Economics, 2020). Contrarily though, due to the reduction in tax rates from the UK government, HWSC is hugely favoured as this means the cost price for customers is reduced.  
Social factors
Considering the fact that water is a basic need for human beings, the purification and filtration of water are prioritised by customers in the UK. Even though these services are still very basic, everyone in the country can afford to drink well-filtered and purified water (Stopher, 2020). Consumers are always in search of advanced services at competitive prices while prioritising online water softening services where companies can be trusted based on past reviews from other individuals of the society. 
Technological factors
 The machinery and software used in the purification and filtration of water used in UK-based companies are a result of advancements in technologies in the country. As a consequence of the surge in technologies available, the quality necessity of customers has been enhanced as cheaper, high quality is being served in this competitive UK market. As stated by Williamson (2018), many of these companies invest a huge sum of money in researching and developing more sustainable, efficient technologies in order to exist in this competitive market. Further, HWSC has also been investing in R&D so that high standard water products can be produced quicker and be sold at a cheaper price compared to win the market competition.


Legal factors
The UK government requires every newcomer to follow a set of procedures to establish and run a new company. An individual with basic business knowledge may find these guidelines highly complicated and extensive (Frontier Economics, 2020). HWSC is established following all necessary guidelines and regulations in order to avoid any legal complications while meeting necessary quality standards for the product as well as the human resource management.
Environmental factors
Following the concept of a sustainable business model, HWSC implements the required corporate social accountability structure while disposing of produced waste materials and investing to implement the best environment-friendly procedures within the organisation.
[bookmark: _Toc68186627]Porter Five Forces analysis
This is another strategic tool that educates the business including HWSC regarding the forces which influence ongoing competition within a specific field. Porter's Five Forces analysis allows a company in adjusting its strategies to suit its individual competitive environment while improving the business’ prospective profit margin consequently benefitting in the existing competitive market (Asad, 2012). 
[image: ]The following points will discuss each factors of Porter Five Forces analysis for HWSC:









Figure 2: Image illustration of Porter’s Five Force Analysis (Asad, 2012).
Competitive rivalry: There is moderate competition of similar existing businesses for HWSC in the UK as the number of similar businesses in this industry are few compared to other industries .
Threat of new substitute: As mentioned in WFMJ (2020), there is a potential for substitute products rather than the new entry that is currently being faced by HWSC. However, moderate healthy competition remains in the market for HWSC. 
Threat of new entrants: Due to the existing legal and financial barriers in the UK market, the threat of new entrants remains modest (WFMJ, 2020).
Buyer’s bargaining power: Due to the availability of the product from a wide range of businesses, the water softening companies in the UK provides high bargaining power to its buyers (WFMJ, 2020).
Supplier’s bargaining power: Based on the uniqueness of HWSC and the location of its plant and manufacturing and distribution sites, there is a moderate level of threat to HWSC in existing UK market (WFMJ, 2020).
[bookmark: _Toc68186628]Internal environment analysis
The internal environment analysis allows you to examine businesses’ internal environment while assessing their resources, competitive advantages and competencies. An internal analysis help in identifying HWSC’s strengths and weaknesses at a great insight (Dogaru & Chira, 2013). The SWOT analysis will be performed for HWSC which has identified and discussed its key aspects below:
[bookmark: _Toc68186629]SWOT analysis
The full form of SWOT is strengths, weaknesses, opportunities and Threats. Hence, SWOT analysis is a strategic technique used by a business’s internal management to examines these four aspects (Woodruff, 2019). While evaluating the position of businesses’ competition, this analysis assists companies like HWSC to develop strategic plans. The points below outline the key aspects of HWSC’s SWOT analysis:
[image: Swot analysis of Coca Cola – why use them? – Master Essay Writers]
Figure 3: Image showing the key aspects of SWOT analysis (Woodruff, 2019).
[bookmark: _Toc68186630]Strengths
1. The wide range of products and variation in their type gives more options to customers and engages them further with the product.

2. The competitive price strategy from the company gives it an edge over its competitors among the top water softener giants in the UK (Williamson, 2018).

3. Consumers can have well enough time of 3 months provided by this company to take long-term service decisions about the product subscription.

4. The financial transaction is according to customer needs, as per their convenience, multiple finance options are provided by the company, which are shown below:[image: ]
Figure 4: Table showing multiple finance option of HWSC (Harvey Water Softeners, 2019).
[bookmark: _Toc68186631]Weaknesses
1. The availability of the product is still limited to particular areas of the UK that is Surrey which gives limitations to distribution and services (Harvey Water Softeners, 2020).

[bookmark: _Toc68186632]Opportunities
2. The more than ever concerned consumer behaviour related to water quality rises the demand of these companies to solve hard water issues (WFMJ, 2020). 
3. There are comparatively lesser number of companies to compete in the field of water softeners which gives opportunity to expand the large market segments in UK.

[bookmark: _Toc68186633]Threats
4. Recent geo/political change in Europe and the UK post Brexit has caused the sharp increase in operating cost of water softening which can further increase and could restrain the economic growth.
5. Recent outbreak of pandemic specially in the UK restricted almost every industry to function and it's still troubling this business all along. (Frontier Economics, 2020).

[bookmark: _Toc68186634] Stakeholder Analysis
[bookmark: _Toc68186635]Stakeholders analysis
[image: ]The concerned organization or an individual for the direct or indirect functioning and decision making of the company are the stakeholders. Their own benefits and interest are the main influence to impact the decision making of Harvey water softener company (Varvasovszky, 2012). Below is the explanation of all the links between stakeholder, the company’s organizational structure, and other external factors:
 
Figure 5: Picture showing various stakeholders within a company (Pinheiro, 2015)
[bookmark: _Toc68186636]Internal stakeholders within the HWSC
These stakeholders are related to HWSC within its internal management:
	Employees
	· Expectations: The expectation of employees in Harvey is to get a feasible environment at the workplace to get both professional and personal development and the expectation of rewards in the form of financial aid is also expected for their exceptional effort (Olmedo-Cifuentes & Davies, 2014).
· Power: The company’s decision-making is customer and stakeholder-oriented so the power of employees is not that much of a priority for them.
· Interest: For their personal and professional development, employees also have a keen interest to share their views in the decision-making and policy formation of the company.

	Management
	· Expectations: The major resources to run successful management is to get financial, organizational, and strategic employment policy to run and manage the whole internal operation of Harvey. So, the management of Harvey expects to get these necessary resources for fulfillment of the company’s objectives and corporate goals. (Olmedo-Cifuentes & Davies, 2014).
· Power: The power to use management resources including human resources, research development,  and finance according to the demand and necessity of HWSC to set up a result-oriented strategy is the power within the management.
· Interest: To achieve the operational target and to increase the monetary base on an increased economic scale with highly efficient workforce outcomes are the mainly focused interest of the management.

	Owner
	· Expectations: To generate maximum possible revenue on investment is the main expectation of the Owners for which they expect to increase the profit based on the high scale of the economy by the organizational management.
· Power: Major decisions are made by the HWSC, based on the powerful influence of their owners. From the company’s policymaking to all other organizational decisions such as management to employees are majorly based on the powerful impact of the owners. (Olmedo-Cifuentes & Davies, 2014).
· Interest: Maximum possible expansion of Harvey’s market share is the main interest of Owners apart from which it can also generate high revenue with the expansion is set to be the keen objective of the owners.







[bookmark: _Toc68186637]External stakeholders
Stakeholders below are related to HWSC from its outside company system:
	Customers
	· Expectations: Like any other consumer, HWSC's customers also expect to get the best quality of the product within a minimum possible price range (Pinheiro, 2015).
· Power: For corporate organizations, the customer is the king as they generate the majority of revenue for the company so customers are highly powerful, and they can influence the company to make decisions of quality, operations, technology and finance.
· Interest: Getting effective water softening services from HWSC within the best possible price range is the main interest of customers.

	Investors
	· Expectations: Getting the expected return on their investment in Harvey is the major expectation, the investors are also keen to get all the major information from management which makes the policy of HWSC.
· Power: They are the major provider of financial resources to the company, so they have a powerful impact on policymaking, operations, and organizational management as they have the power to change the fortunes by their change of investment(Pinheiro, 2015).
· Interest: Getting HWSC’s growth record, operational information, and other resourceful data on a regular basis and expecting a maximum return on investment.

	Suppliers
	· Expectations: Getting good business from HWSC with convenient transactions of funds and regular payments with corporations at the time of quality check.
· Power: The power to influence the company is nearly negligible and they also don't have much power to negotiate the applying product or prices due to the highly competitive market of suppliers (Vorst, 2014).
· Interest: Getting expected pay out on a set time period with interest in increment of business and market share is their main interest.

	Government 
	· Expectations: As the government is one of the major stakeholders, so they mainly expect HWSC to operate in an environment-friendly manner and they also expect the company to contribute to the economy by paying taxes and increasing employment opportunities.
· Power: HWSC 's policymaking, and all resources are directly linked with the legal frame set up by the government, so the government is a powerful stakeholder in the company’s development. (Pinheiro, 2015).
· Interest: To get revenue in the form of complete tax returns and also, they have the interest to expand company business further so as to get more employability and also to get the opportunity of foreign exchange.

	Community
	· Expectations:  The community expects the company to provide the best services within society and the growth of the company should be in a sustainable environment.
· Power: Community power is restricted to the external influence of the community as they can only reach the company through government or media so their power might not be influential on the company (Pinheiro, 2015).
· Interest: To generate more jobs, increase the sustainable development and contribution from the company on social causes such as education, environment and health care.



[bookmark: _Toc68186638]Necessity to implement new strategic approach for stakeholders
1. As the goal is to fulfil the interest of all the above-explained stakeholders of HWSC. it's important to provide the desired outcome of their interest and expectation in a completely improved way. The new strategic approach will provide better operation scenarios such as efficient supply chain management (Jofre, 2011).
2. The effect of this will be seen on the economy of scale as it will provide services to the customer at a comparatively lower price to keep them attached to the HWSC, which will further improve the sales and revenue influencing high return on investors equity (Jofre, 2011). This increase in financial resources and revenue will also benefit the government through taxation in various forms of sale, income, revenue, and investment profit. This will eventually lead to more job opportunities in the society and high revenue will also gradually make way for more sustainable development which is eventually going to be beneficial to society.
[bookmark: _Toc68186639]HWSC’s new strategy plan 
The market penetration strategy applied by current HWSC organization has focussed mainly in the market area of Surrey and its surrounding areas only by which the expansion of market due to this penetration strategy halts the growth of the company (Williamson, 2018).

[bookmark: _Toc68186640]Strategy for long term growth
Following four key aspects acquired by HWSC to expand its market share, growth of revenue quality, brand equity etc. (Jofre, 2011).
Market expansion strategy
As the expansion in market share is the necessity for new strategy so starting from metropolitan cities like London and Manchester, HWSC should keep expanding further its services to big cities of UK, by getting the appropriate investors from these cities, they can start the business of HWSC in different parts of Europe. The penetration strategy to first target the industrial zones of these cities with the high demand for water softener services can boost up the business eventually (Joshi & Bang 2018).
Product expansion strategy
The current scenario of HWSC is to provide the service in a more conventional manner. so as to expand in various urban sectors and dense population of metropolitan cities, they need to increase the variety of products such as bottled water services, mineral and purified soft water products which increases the product demands and can eventually boost up the sales as well as revenue (Williamson, 2018). There are several opportunities to boost up the sales as much concerning demands for quality water are coming after the ongoing pandemic.
 

Diversification
Investment of all the resources to focus on water purification might be risky as depending on singular product success is challenging for the growth of the business. So, expansion of its units to diversify for various other products such as the production of hygiene detergents, chemicals for stains and dry cleaners which are already in demand and related to available resources, can give an optimistic growth plan for the future, increase the potential investors and can give an alternative of water softeners to minimize the risk factors (Paulraj, 2012).
Acquisition
To increase the wide range in product variety and to improve the efficiency of supply chain networks accordingly, HWSC management needs to tie up with small and medium industries relevant to softening, cleansing and purification. As this network loop can rapidly expand the business opportunity not only in the UK but also this collaboration with these small sector enterprises can develop a large market share in Europe. Financially vulnerable companies with lesser profit and dodgy management can add up the opportunity for HWSC to get more resources, product range, and further investment (Anand & Lee, 2016). 

New strategy and its sustainability 
Comparing the new business strategy of HWSC with its existing one, the company is fully focused on penetrating the market using new strategies including diversifying products, expanding the range of products, expanding the market and acquiring small businesses of lower capital. The positive influence of the new market penetration strategy can be seen in the limited growth of the company which can be improved in the future (Joshi & Bang, 2018). Further, the chances of market expansion and product portfolio improvement can be achieved by implementing this new strategy. According to Williamson (2018), HWSC has a potential growth of 20-25% within the next year which can increase the satisfaction of its key holders as well. As a consequence of an improved range of product options to the customers, it can potentially improve customer satisfaction and the HWSC’s brand awareness (Anand & Lee, 2016). The next ten years will take HWSC’s market position to a new height if the business focuses on acquiring companies in competition but are worthless value. Maintaining sustainable strategies while taking these steps will further allow HWSC to improve on its overall portfolio. Overall, the new strategy is comparatively more sustainable with full of growth potential as they are based on expanding service and product range while focusing on equity building of the brand also. 



HWSC’s Strategic recommendations
The following strategic amendment is applicable in order to eradicate problems in productivity of the HWSC including inexperienced staff members, limited funding for resources and training, weak market viability and failure of the products. Further, implementing the strategies below successfully would help in the overall, sustainable growth of HWSC in the long run.
New market investors
Money is an absolute key for a company like HWSC who is looking into diversifying its product and market range. Hence, new investors in the business mean chances of convincing a bank for loans are reduced which helps in lowering the expenses consequently maximising the profit of HWSC. The only challenge HWSC needs to tackle is to attract an investor is by convincing other similar businesses to start a joint venture as this comes with huge monetary aid.
Comprehensive market research 
While diversification is necessary for HWSC, comprehensive market research is crucial before launching and expanding the product and market range. The products of high demand producing faster hence needing more supply of manpower compared to products in less demand. Products of low demand can be stopped circulating meaning cost-saving for HWSC leading to the growth of HWSC. Further, broadening HWSC’s field of research to various popular European cities can provide a greater depth of information for the launch of the product and its diversification.
HWSC staff training
Regularly training your staff leads to an increment of a business’s productivity. It helps to improve the quality of work performed, reducing errors, resources, customer dissatisfaction making the business model more sustainable. Training is also a chance for the leaders to find out the problems and recommend solutions to its staff increasing the bonding of employees aiding in business productivity. Further, staff training can be a place to discuss product development, market growth, and other new concepts which can assist to increase the overall performance of HWSC. Training HWSC’s finance team more frequently means the team is up to date with techniques to predict upcoming threats and the cost-effectiveness required to tackle unforeseen circumstances.

Similarly, regular training of staff can result in safer acquisition as the staff’s ability to evaluate the potential of a new business can be understood easily. Overall, a well-trained workforce means a better chance of winning in the market competition for HWSC.

Research and development fund
HWSC’s operations and resource management need to make foremost investments so that new ideas for product diversification and their production can be fuelled. This may include upgrading existing plants and other technologies that already exist with HWSC. This way, HWSC can compete fully with its competitors while winning the competitive edge as it means being able to offer a wider and better range of products to more customers than its competitors. Researching and developing new products as per the feedback from the customers may lead to an increase in brand value, customer satisfaction, and a better chance to stand out in the market.
Right method of marketing 
As the long-lasting and ever-present association of HWSC can only be created with its customers using effective marketing, this company needs to make full use of every marketing strategy they can afford. This will allow HWSC to make associations with potential new customers leading to market expansion and overall profitability of the business. Contrarily, necessary staff training and recruitment, as well as effective budgeting, may be necessary to achieve maximum benefit of marketing strategy.
Managing and lowering potential business risk
While strategizing for potential growth and profitability, an equal amount of risk has to be minimised by HWSC as the new strategies pose a potential risk for the business. As previously identified, some of these risks include poorly experienced team members, lack of funding, limited capture of the market and inadequate market research may cause serious problems for HWSC who is trying to increase its presence in the existing UK market. Hence, HWSC should consider expert advice and perform necessary staff recruitment who are well informed of the risk associated with new strategy formulation at HWSC.
[bookmark: _Toc68186641]Conclusion
Looking at the overall steps taken by HWSC, it can be clearly visualised that this company is strategically targeting to penetrate the UK market by enhancing their market leadership and share growth of the current UK market. Considering the findings from the external analysis conducted by HWSC, the company may face some barricade in implementing their new strategies due to the aftermath of a global pandemic of COVID-19. Similarly, there is a soaring demand for water softening services in the UK market due to the unavailability of quality water within the UK houses and industries. Based on the current analysis, the UK market is limited in terms of companies providing water softening services meaning, HWSC still faces moderate competition from the competitors existing in the current market. As per the SWOT analysis, the ability of HWSC to retain its competitive edge using highly trained manpower and a strong portfolio can be observed.
In addition, the decision-making process is handled swiftly and is influenced by HWSC’s customers, investors, government, and management of the company. They ascertain a stronghold of the final decision taken by the company as well as found by the stakeholder analysis of HWSC. However, as these parties are only interested in the growth and development of the company, this aspect of the stakeholders further assists in the overall development/profitability of HWSC. As found by this study, HWSC needs to divert more attention towards the expansion of its product, the overall market influence, diversification of its product ranges, and acquisition of competitive businesses while focusing equally on the satisfaction of old and new customers. Increasing brand awareness and procurement of comparatively smaller businesses may potentially lead to the build-up of HWSC’s brand equity within the next 10 years.
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