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Executive Summary
The aim of the report is to analyse the strategic direction of the company and evaluate the internal and external environment of the organisation simultaneously. The purpose of the report was to evaluate the strategic growth choices available in the market for Cafepod and provide recommendations to the company. The report has done a SWOT analysis, a Vrio analysis and Ansoff’s matrix of Cafepod Coffee Co. to assess its strengths and weaknesses along with the resources of the company that gives them a competitive advantage. Furthermore, the report has done a stakeholder analysis to show which stakeholder has what amount of impact on the company. 
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[bookmark: _Toc109133132]Introduction including brief introduction/overview of the case study based on SMEs context. 
Strategic management of an organisation involves monitoring, planning, analysing and assessment of the requirements of the company to meet (Hittet al., 2019). Moreover, strategic management is significant for the organisation to achieve its objectives and goals smoothly through a proper planning procedure and management approach simultaneously (Ansoffet al., 2018). Since strategic management is important for a company, the assessment and reviewing of the strategies is required for ensuring the success of the company smoothly. In addition to it, strategic management is even important for Small and medium enterprises to ensure their success. This management even helps SMEs like Cafepodto achieve the targets and objectives of the organisations smoothly (Henry,2021). Therefore, this assignment will discuss the strategic decision of an organisation, the external and internal environment of the business and analyse the power and expectations of the stakeholders. Moreover, the task will discuss the strategic growth choice of the small organisation selected and offer key strategic recommendations to the organisation for future development.


[bookmark: _Toc109133133]2. Critically appraise the organizations current strategic direction.
Strategic direction refers to the plans that are required to be implemented to help an organisation successfully meet its objectives. Therefore, having a robust strategic direction is significant for SMEs to achieve the goals and meet the objectives of the organisation smoothly. Moreover, strategic direction is even significant for the management of Cafepod to communicate the significance of the performance and productivity of the employees. This decision even assists the leaders in communicating the importance of the contribution of the employees in the context of achieving the objectives of the business. 
Moreover, the entrepreneurs behind this venture, Brent Hadfield and Peter Grainger even aimed to reach the highest position in the UK coffee crafting and manufacturing industry. Since they are aware of the importance of a cup of hot espresso coffee in the life of coffee lovers, the company focuses on manufacturing high-quality espresso and quality coffee beans or coffee powder as well. Even the mission of Cafepod is to disrupt the monotonous trend of the coffee sector and become one of the primary coffee manufacturing and crafting businesses within afew years. Therefore, to achieve the visions and missions of the company, the organisation has even set up the marketing and operations activities according to that. In the marketing activities of this SME, the company even focuses on online marketing activities and uses social media and other digital platforms to market their new launches. 
Even as per their recent social media posts, they are launching the summer collection of flavoured and crafted coffee to attract coffee lovers during the heat wave and increase the sales of the company rapidly. They post some insightful articles regarding the importance of coffee and the significance of drinking coffee to keep healthy and fit (facebook, 2022). In the marketing activities of the organisation, the company even uses various resources to attract various customers and achieve the target of the company smoothly.Cafepod uses search engine optimisation resources to rank higher in Google's SERP. Since various companies post blogs, articles and other content to attract traffic to the company's website and increase the visibility of the site simultaneously. 
The company crafts quality coffee beans, granulated coffee and espresso to help the citizens of the UK and the coffee lover of the country taste quality coffee smoothly (Cafepod, 2022). The product even conveys the brand value of the organisation smoothly.
Price-
Cafepod follows a niche pricing strategy to set up the price of the products and it makes the brand luxury concurrently (Cafepod, 2022). The price of the products of the company is slightly higher compared to general coffee beans and espresso prices in the country.
Place-
The products of Cafepod are available both in online and offline places. People can purchase coffee from the website, several eCommerce platforms and from supermarkets concurrently.
Promotion-
Cafepod markets its new products and upcoming launches on its social media platforms and other digital media paces to attract customers.  
Physical evidence-
The logo of the company and the excellent packaging of the products stand as evidence of the existence of the brand. 
People-
The employees of Cafepod are efficient and skilled enough to manage the entire coffee manufacturing and delivery procedure efficiently. 
Process-
Cafepod follows the extensive procedure of sourcing roasting and grinding quality coffee beans to manufacture supreme-quality espresso and coffee for the UK market (Cafepod, 2022) 
In addition to it, thecompany even follows intense operational planning to achieve the target and become one of the most important and dominant coffee crafting and coffee manufacturing company within the UK market. Therefore, the organisation even sources quality coffee beans from the lower altitude regions so that the company can produce top-quality coffee and espresso to attract coffee lovers in the UK smoothly and escalate the sales of the organisation smoothly concurrently.As the company collects quality coffee beans from the best regions to craft high-quality coffee beans so that the company can manufacture supreme-quality coffee beans smoothly. The beans collected from lower altitude regions are even perfect for brewing coffee on diverse occasions and different methods simultaneously. Since Cafepod wants to achieve the target of becoming oneofthe most predominant coffee crafting andcoffee manufacturing company within the UK market, the company collects coffee from India, South America, Central America and Indonesiato make quality coffee. 
Cafepod collects UTZ coffee for the Nespresso Compatible Range because the UTZ coffee is harvested and grown in a sustainable way. After that Cafepod follows thetop-quality blending technique using the Q grader's coffee blends. Since Q Grader Programme recognises and certifies the quality coffee blenders within the industry, the aroma and flavours of the coffee stay intact simultaneously (Cafepod, 2022). The organisation follows a slow roasting method to make the coffee perfectly dark and roasted coffee for coffee lovers. Moreover, the company utilises drum roasters to keep the air and heat underneath the beans to make the coffee perfectly roasted and dark (Cafepod, 2022).The human resource of the company selects and interviews efficient and skilled employees for the smooth operation and market planning of the company concurrently. Since the company wants to become the most dominantcoffee crafting and manufacturing company within the UK market, the company requires skilled workers to increase the overall operational activities of the organisation. The HRM of the company even trains the employees to keep them upskilled throughout their employment tenure.  


[bookmark: _Toc109133134]3. a. Using PESTLE and Porters 5 forces, any other environmental scanning tool, provide a critical analysis of the organization’s external environment with the aim of identifying the big picture (i.e., Opportunities and threats)
PESTLE
Political
Political stability index-
The political stability index of the UK is 0.47 (the global economy, 2022). Therefore, this medium stability index is an opportunity for the coffee manufacturing industry and Cafepod as they can implement new rules and regulations smoothly. 
Economics-
Unemployment rate-
The unemployment rate in the UK is 3.9% (Clark, 2022). Therefore, it is a threat for the coffee crafting industry and Cafepod as they have to spend huge resources to retain efficient employees.
Social-
Average household income-
The average household income in the UK is 31400 Pound (ons.gov.uk, 2022). Therefore, it is an opportunity for the coffee manufacturing industry and Cafepod as they can sell their premium products smoothly.  
Technological-
Social media penetration-
The number of social media users in the UK is 57.6 million (Dixon, 2022). Therefore, it is an opportunity for the coffee manufacturing market includingCafepod to promote their products on social media platforms. 
Environmental-
Environmental Act 2021-
The Environmental Act 2021 in the UK instructs SMEs to utilise sustainable products for operation (legislation.gov.uk, 2021). Therefore, it will be an opportunity for the coffee crafting industry and Cafepod as they use sustainable raw materials for manufacturing quality coffee. 
Legal-
Data Protection Act 2018-
The Data Protection Act 2018 of UK instructs the SMEs to control and operate data securely (gov.uk, 2022). Therefore, it can be a threat to the coffee crafting industry and Cafepod if they do not adhere to the law smoothly.  
Porter 5 Forces
The threat of competition-(high)
The independent coffee crafting and coffee manufacturing industry consists of 90 businesses and the main competitors in the market are Nestle UK and Jacob DouweEgberts GB (IBISWorld, 2022). Therefore, the level of threat of competition for Cafepod is high and the company needs to compete with all these competitors to get a robust position in the UK market.
The threat of substitution-(low)
Cafepod follows a unique technique to manufacture quality coffee and the company even sources coffee from India, Indonesia and America to keep the quality of the coffee supreme for coffee lovers. Therefore, not all companies can follow these procedures to craft coffee and the threat level of substitution is lowas well.
Bargaining power of suppliers-(low)
There are hundreds of coffee bean suppliers in the UK market and some of them are PureGustoValentia and FreshDrip One Cup Coffee (PureGusto Coffee, 2022). Therefore, the threat level of the bargaining power of the suppliers is lowand the company can easily change the suppliers and opt for the cheaper one without costing much.
Bargaining power of buyers-(high)
The total number of coffee manufacturing businesses within the UK is 90 which is massive compared to the UK population (IBISWorld, 2022). Therefore, the threat level of bargaining power of buyers is high as they can easily opt for the cheaper alternative.
The threat of new entrants-(high)
The coffee manufacturer and crafting companies need to follow European Union legal requirements to enter the coffee industry of the UK (cbi.eu, 2020). Therefore, the threat level of the new entrant is high as the organisations even have to meet the quality requirements of the coffee beans as well. 
[bookmark: _Toc109133135]b. Using SWOT, VRIO and any other environmental scanning tool, provide a critical analysis of the organization’s internal environment with the aim of identifying strengths and weaknesses
The SWOT analysis is the strategic framework which is used by companies to assess the internal environment and identifies strengths, weakness and opportunities and threats they face.
Strength
The coffee market in the UK is ever-increasing, and the country reported 3.9 billion British pounds for coffee, tea and cocoa beverages (Ridder, 2022). Weekly spending by UK citizens on coffee is 42 ounces per person (Ridder, 2022). It was also observed that the UK alone consumes 95 million cups of coffee per day (Nescafe, 2022). With a domestic market this big, the company cafepod coffee is bound to succeed as there is a heavy demand for the coffee. It was also reported in 2020 that UK consumers spend over 4 billion dollars in street coffee shops, which can be very advantageous for SMEs like Cafepod Coffee. 
Cafepod Coffee has a wide range of products and they provide the very best products which are available which are certified by the UTZ (Cafepod, 2022). They also provide coffee in fully recyclable containers which can attract customers who prefer eco-friendly business in the UK.
Weakness
It was seen in 2020 that the number of coffee shops in the UK was 26,000. This can lead to huge competition within the market and the company has to establish its name in order to take an edge over the rival companies. The city of London boasts the most number of Coffee cafes in the UK which is 3718 (Seymour, 2021). The company is also seen that it is only in 2 locations that it is not spread throughout the UK to have an impact on the customers of the UK.
Opportunities
Since it was observed the people in the UK consume coffee the most, the company has a great opportunity of growing their business here by increasing their services. The company can promote itself on the digital platform which can help the company to garner attraction. The internet penetration of the UK is 94.8% which will help the company to promote its shop on the digital platform (Data Commons, 2022). 
Threats
The most significant threat the company has is from its locations. Cafepod Coffee is only in two outlets, which prevents the company from reaching a greater number of people in the market. The company will have to focus on market penetration to avert these kinds of threats. 
VRIO Analysis
This analysis assesses the resources of the company and then identifies the advantage the resources provide the organisation and it stands for Valuable, Rare, Inimitable and Organised (RamadhanaandWibowob, 2020)
	      VRIO

Resources
	Valuable
	Rarity
	Inimitability
	Organised
	Competitive advantage

	Skilled labour
	Yes
	Yes
	Yes
	Yes
	Sustainable Competitive advantage

	Brand name
	Yes
	Yes
	Yes
	No
	Unused Competitive advantage

	Finances
	Yes
	Yes
	No
	-
	Temporary Competitive advantage


Table 1: VRIO Analysis
The VRIO analysis shows that the skilled labour of the Cafepod Coffee Co is valuable, rare, and inimitable since the workers are skilled, and organised which gives the organisation a sustainable competitive advantage. The employees being skilled, will need much more resources for other companies to imitate the skill set of the employees. The brand name of the organisation is valuable, rare and inimitable, however, it is not organised and does not have a great brand reputation yet. 
McKinsey 7S Framework
McKinsey's 7S framework helps the organisations evaluate a wide variety of situations of the company and assists the company in achieving goals and objectives by evaluating the situations of the company concurrently. Therefore, the seven elements of this framework even include strategy, structure, system, shared values, style, skills and staff. Among these elements, strategy, system and structure fall in the category of hard elements and the soft elements include shared values, staff, style and skills. 
Strategy-
Strategy refers to the tactics and ways that organisations follow to build the plan for future growth and maintain a competitive advantage to stay ahead of their competitors. Therefore, Cafepod even follows robust strategic planning regarding human resources, marketing and operational activities.   
Structure-
Structure refers to the way a company stays organised and the employees within the organisation follow the hierarchy as well. Therefore, in the case of Cafepod, the company follows a hierarchical structure where the CEO of the company stays on the top and the managers and other subordinates build the lower steps of the hierarchy (Cafepod, 2022). 
Systems-
Systems refer to the pattern that the employees follow to get the job done efficiently and perfectly in a timely manner. 
Shared values-
Shared values refer to the goals of the organisation and for Cafepod, it is to manufacture quality coffee. 
Style-
Style refers to the leadership style that the company follows and Cafepod follows a democratic leadership style (Cafepod, 2022).
Staff-
It refers to the strong innovation and communication skills that the employees of Cafepod have.
Skills-
The employees of Cafepod feature strong technical skills that help them manufacture coffee efficiently.  
Ansoff’s Matrix
Ansoff’s matrix is the product market expansion grid which explains the steps that must be taken for the company the development of its organisation. The Ansoff’s Matrix has two by two grids where there are four divisions- a) Market penetration where companies sell existing products in the existing market, b) Market development where companies sell existing products in a new market, c) Product development where the new products are sold in existing products and the d) Diversification where the companies sell new products in the new markets (Werawatta, 2022). However, for Cafepod Coffee Co, the best option is to sell existing products in newer markets where they implement Market Development


[bookmark: _Toc109133136]4. Do a stakeholder analysis and critically evaluate the expectations of the different stakeholders and their relative power.
In the organisation, there are stakeholders who contribute to the company in different ways and the stakeholder analysis assesses the outcomes of its action. There are four prime stakeholders in an organisation which are the Shareholders, Employees, customers and the Supplier (CFI, 2022).
	Stakeholder
	Impact
	Influence
	What is significant to the stakeholder?
	Ways of the contribution of the stakeholder
	Ways of obstruction by the stakeholder
	Strategy to engage the stakeholder

	Shareholders
	High
	High
	The company must maintain a profit which is generated every year.
	The shareholder can invest in the company so that the company can come up with better products and services.
	By denying to invest in the company despite the conditions of the shareholder being met.
	To engage them more in the company decisions and ask for their opinions on the company decisions.

	Employees
	High
	Low
	The employees must be treated fairly and equally by the company superior and paid as much as they work and provide benefits.
	The employees can be efficient in their work, takes the least number of leaves and is hard working. 
	The employees can slack off during their work hours and miscommunicate which can harm the company and decrease efficiency
	The employees must be rewarded for extra products and their grievances must be expressed by their superiors.

	Customers
	High
	High
	The customers must be provided with the best products and services at the best prices possible.
	The customers can contribute to the organisation by availing same or different products which would generate their profit and also by recommending the company to other customers.
	The customers can obstruct the company's operations by not availing of the products and not recommending them to their friends and family which would not garner, new customers.
	The customers must be provided with offers and benefits for their contribution to the company.

	Suppliers
	Low
	Low
	The suppliers must be provided with the best market prices for their best services and communication must be maintained to make the process efficient. 
	The suppliers can provide the resources and raw materials before the deadline at the lowest prices and maintain communications with the employee.
	By delaying the shipment of the orders and raw materials.
	To engage in daily communication about the updates of the delivery processes.


Table 2: Stakeholder Analysis MatrixHigh Influence

Suppliers
Employees
Shareholders
Customers
Low Influence

High Impact
Low Impact

Figure 1: Stakeholder grid
(Source: Created by learners)
For Cafepod Coffee Co, the shareholders have a greater impact as they would invest their money based on the profits they have made this year, and this profit will only be generated if the employees and the customers are able to communicate enough and produce profits. The investors have a high interest in the company and high impacts on the company which makes them significant members. However, employees have a lower influence on company decisions and the other hand have a higher impact on the company. 
The respective interests of the stakeholders of Cafepod can be addressed through the implementation of new strategies within the organisation. Since every stakeholder features separate interests related to the company, incorporating a sustainable strategyhelps the organisation meet the key interests of every stakeholder smoothly. Moreover, sustainable strategieseven increase the overall performance and productivity of the companies. Therefore, the enhanced performance of the organisation helps the stakeholders meet theirinterests swiftly.Cafepod needs to adopt a new sustainable strategy for the well-being of the stakeholders for the following reasons-
Sustainable strategies engage stakeholders and escalate the market valuation-
If Cafepod implements sustainable strategies within the environment of the organisation, the company can increase its market valuation of the company. In addition to it, the company can even escalate the number of sales and marketing activities with the assistance of sustainable strategies(Werawatta, 2022). Therefore, along with the enhancement of the number of sales, the overall income of Cafepod will increase as well. In that way, the interests of the shareholders and employees of the organisation can be met accordingly. 
A new strategy will improve the overall decision-making procedure of the company-
Since an improved decision-making process of Cafepod helps the stakeholders of the company meet their interests successfully, the organisation can incorporate sustainable and new strategies to meet the interests of the stakeholders smoothly. A sustainable strategy even makes the decision-making procedure of the company more transparent and effective simultaneously. Therefore, such a transparent decision-making process impacts the stakeholders positively due to the positive consequences of the event. Since the employees, managers and CEO of Cafepod want to get involved in the fair decision-making procedure, the new strategy of the company helps them meet their interests successfully.  
New strategy enhances communication within the organisation-
It is required for Cafepod to take new strategies for implementing effective communication within the organisation. Since the new sustainable strategy will help the organisation prevent disputes and improve the disrupted operation of the business successfully, the improved scenario and environment of the organisation even enhance the overall communication among the stakeholders simultaneously. 
The new strategy even increases efficient risk management-
Incorporating a new strategy within the environment of the company can help Cafepod manage its risks effectively. Therefore, the efficient risk-management technique of the organisation helps the stakeholders meet their interests successfully. Moreover, the effective risk management capacity of Cafepod will even increase the overall performance and productivity of the organisation smoothly. In addition to it, it will even offer financial assurance to the organisation which helps the stakeholders of the company enjoy financial stability within the organisation. Therefore, every stakeholder of the company including employees, suppliers, customers and the CEO of Cafepodenjoys financial stability within the company due to effective risk management. 
[bookmark: _Toc109133137]5. Discuss available strategic growth choices for SMEs in markets and propose a new strategy and explain why you think it is a sustainable strategy for the long-term future of the organization.
Cafepod can follow Porter’s generic theory to evaluate which strategy is perfect for the organisation and implement the perfect strategy for the growth of the organisation concurrently (Damanpour,2020). Porter's generic theory is a 4 grid theory that helps an organisation take appropriate strategy so that the sustainability of the organisation gets established smoothly. The horizontal axis focuses on the competitive advantage and the vertical axis stresses the scope that a company can take. The 4 grids are cost leadership, differentiation, cost focus and differentiation focus. The cost leadership strategy focuses on reducing the cost of processing and operation so that the company can increase its sales compared to its competitors (Amitand Zott, 2020). The differentiation strategy concentrates on manufacturing products different from the competitors so that the customers choose Cafepod over other coffee businesses available in the UK market.  
The SMEs of the UK need to incorporate one of the easily available strategic growth alternatives to increase the overall performance and productivity of the organisation. Therefore, the selected SME organisation Cafepod can integrate one of the following strategic growth choices within the UK market.
Market penetration-
Market penetration is one of the most important strategic growth choices that a company can incorporate to increase the market share of the organisation smoothly. This market penetration strategy offers a competitive advantage to the organisation as the organisation can go for head-to-head competition with its rivalry while following this strategic growth choice.
Market development-
Market development is one of the most significant strategic growth choices available in the current UK market that SMEs can follow to enter a market and sell the products or services to the target audience within that market concurrently (Voineaet al., 2021). Since Cafepod not only just sell coffee, but also it manufactures flavoured coffee and ensures the quality of the product concurrently. Therefore, the company can try to enter a new market as well.
Market segmentation-
Cafepod can follow this alternative strategy to increase the sales and productivity of the organisation simultaneously. Since there are plenty of coffee businesses and coffee shops within the UK market, Cafepod can find difficulties to penetrate the contemporary coffee industry and increasing the sales of the organisation concurrently 
Therefore, after conducting the analysis of the current market strategies available for SMEs and the internal analysis of Cafepod, it will be better for the company to follow the market penetration strategy as a sustainable strategy for the long-term future effects. The company can even follow different techniques to penetrate the market and drive the sales of the organisation smoothly. Among these techniques, Cfaepod can follow the tactic of offering attractive discounts to attract more customers and increase the sales of the organisation smoothly. moreover, since the market penetration helps the company increase the sales and number of customers of the organisation smoothly, Cafepodcan even lower the price of their premium-quality coffee products so that many people from the UK market feel interested to try their coffee and enjoy the premium-quality taste at the minimal price range. All these tactics in the market penetration strategy will help the organisation drive more customers in the UK market to try their products and increase the number of sales simultaneously.     
Since the market penetration strategy helps the organisation increases the number of sales and the number of customers concurrently, this strategy is sustainable in the long-term for the future of the organisation as well. A sustainable strategy refers to the tactic that helps an organisation increase sales and creates an ever-lasting position in the market concurrently. Therefore, the sustainable strategy needs to be a specific kind of tactic that needs to help the company create a robust position in the concerned industry and stay ahead of the key competitors in the market. Therefore, following all these characteristics of a sustainable strategy, market penetration is a sustainable strategy as it helps Cafepod increase sales and attract more customers simultaneously.    



[bookmark: _Toc109133138]6. Provide key strategic recommendations for the organisation for future developments and implementation, considering the challenges SMEs encounter to implement strategic direction.
Invest in innovation and technology-
SMEs generally encounter the issue of backdated technology while implementing the strategic direction and running the business smoothly (VanderLindenet al., 2018). Therefore, Cafepod is recommended to invest more resources in the innovation and technology field to enhance the performance and productivity of the business smoothly. In addition to it, the company is even suggested to upgrade their existing technology to enhance speed and minimise the time required for completing the task.
Stay aware of the current financial position-
At the time of implementing the strategic direction, SMEs oftentimes face the issue of a lack of awareness regarding their financial position (Jean-Pauland Martine, 2018). Therefore, Cafepod is recommended to review their budget and financial plan to stay aware of their financial position smoothly. Staying aware of the financial position will even help the organisation allocate an appropriate budget for the required sector concurrently.
Enhance value-
The blurred value of the SMEs often hinders the companies from implementing the strategic direction within the organisations smoothly and successfully (Vendrell-Herreroet al., 2018). Therefore, Cafepod is recommended to prioritise its value of manufacturing quality coffee and offering an optimal taste to the coffee lovers of the country over everything. Moreover, if the company enhances its value, the organisation can even enhance the environment within the organisation successfully.


[bookmark: _Toc109133139]7. An inclusive conclusion.
The report has discussed the strategic direction of the company and assessed the external and internal environment of the company using multiple frameworks. In addition to it, the report has even analysed the interests of the stakeholders and their relative power to evaluate the expectations of the organisation concurrently. The report has even discussed the strategic growth choices available in the UK market for Cafepod and provided relevant recommendations to increase the overall performance and productivity of the efficiently. Therefore, as per the findings of the report, the current strategic direction of Cafepod includes efficient operational and human resource activities concurrently. The company even follows a robust and unique operational method to manufacture coffee that stands apart from the competitor’s products. In addition to it, the report has even found out that the external environment of the UK features certain threats to the organisation. However, the company can mitigate those issues by implementing proper strategies and following the perfect objectives concurrently. The report has even recommended that Cafepod invest more resources in the technology and innovation sector and review the financial position of the company effectively. Moreover, the company is even recommended to follow a market development strategy to penetrate a new market and increase the quality of the products simultaneously. 
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