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Executive summary
In the study, it has been evident that the company Whittard of Chelsea is a company in the context of the UK. Followed by the business of tea and coffee shops aspects. It has been evident that the overall strategy of the business has been followed by the industry's competitiveness and the company's innovation-based growth strategy. It has also been evident that the impact of the internal and external stakeholders of the company has created a scope of managing its innovation base practices and growth of product and service development for the company's future growth. On the other hand, the strategic growth options for Whittard have been in the diversification strategy, utilising the Ansoff Matrix. The recommended strategy focuses on product diversification into its product category and expansion, supporting global market expansion depending on underpenetrated regions. Thus, adapting will require developing R&D, regulatory compliance, and regional presence alongside a structured change management process utilizing Kotter’s 8-Step Model. It is stated that competitors may respond by developing innovation as well as pricing strategies, based on Whittard can counter as leveraging product quality, partnerships, as well as customer loyalty.
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[bookmark: _Toc180416326]Task 1: Strategic Plan
[bookmark: _Toc180416327]1. Introduction 
The company Whittard of Chelsea is a British SME specialising in tea, coffee, and hot chocolate. The business administration of this company has a strong emphasis on quality management and craftsmanship as well.  The company was founded in the year 1886, and its headquarters is in the UK. The company also has both a retail and online sales business. The product range of this company is diversified into several categories: hot chocolate and several accessories regarding teapot marks and gift sets (Whittard.co.uk, 2024). The company Whittard is involved in some qualitative brand values and positioning in the market of small and medium-sized Enterprises in the UK. It has the Sourcing of some high-quality ingredients and also has some strict standards and policies regarding its blending of the products as well. The company's innovation is involved in introducing a new syllabus and blending to manage the changing customer preferences in the food and beverage market. This study will develop the analysis based on the company Whittard, following its marketing analysis by applying various models and theories. 
[bookmark: _Toc180416328]2. Organisation’s current strategy
Porter’s five forces
Competitive rivalry
This company has a high range of competitive rivalry in the food and beverage market of the UK.  Following this, it has been identified that the tea and coffee market of the UK is highly competitive and has been impactful to the company’s mission of managing high-quality tea products in its target market. As the other large tea retailers have strategized their business regarding this. 
Bargaining power of buyers
The range of bargaining power of the buyers regarding this company is high as the customers have numerous options for purchasing tea, coffee and other beverages. The price sensitivity factor determines the buyers’ high range of bargaining power (Erdmann et al., 2023). 
Bargaining power of suppliers
The concentration of the suppliers in the Sourcing process of this company, Whittard, is involved in the management of high-quality tea coffees and some other ingredients (Xiao et al. 2022). It has been evident that the power of the suppliers is high in determining the implementation of some exceptional service offerings with innovative solutions in the company. 
Threats of substitutes
The availability of substitutes in the food and beverage sectors of the UK is significant and has become effective in maintaining its vision of being the leading retailer for premium ranges of coffee and tea distribution. Following the growing trend of consumer reference regarding the alternative Ness in herbal products, the range of the substitutes is higher (Scott et al. 2020). 
Threats of new entry
Following the section, it has been identified that the tea and coffee market of the UK has a moderate range of barriers to managing new entries into the market.  managing brand loyalty and loyalty towards the customer base, the investment regarding the new entrance in this sector is highly competitive. 
Mission and vision
The mission of this company is important: to provide exceptional quality tea, coffee, and hot chocolate using some of the finest ingredients from around the world. This company provides some delightful experiences for customers in managing educational and exceptional service innovation through post-steering their culture of providing these beverages (Whittard.co.uk, 2024). On the other hand, the vision of this company is to be one of the leading retailers in the premium tea and coffee production range in the UK and beyond the UK as well.  
[bookmark: _Toc180416329]3. External and internal environment
PESTLE
PESTLE is the framework which is responsible for determining the external environmental factors for a company to identify some key influencing factors on business operations.
Political
The parliamentary system of the UK is constitutional and includes multiple political parties where the prominent features of the conservative party and Labour Party have been found to be evident. Along with this situation, the UK is in the requirement of some new trade agreements where the impact has been found on the tariff and import duties of the company Whittard (Maciejewski et al. 2023). The company's reliance on international supply chains impacts business in an easy process. 
Economic
[image: ]
Figure 1: Inflation rise rate of the UK
(Source: Mason, 2023)
Following the economic factors in the UK, it has been evident that the inflation rise rate in the UK will be 6.7% in 2023, which has been impactful towards the rising cost of research and raw materials in this industry (Mason, 2023). The growth of inflation has impacted the consumer spending power of this company, where the retail sales and food beverages sector group by 2.6% in the financial year of 2023. This factor has indicated the resilience of the food and beverage sector market.  The increasing consumer focus has impacted the coffee segment growth, which was 5.2% in the year 2023 (Maciejewski et al., 2023). The rising costs of natural ingredients have been found to increase after the impact of inflation towards the country.
Social
The growth range of the UK's total population, which has been estimated as 67 million, has been a positive factor in the growing interest in beverage facilities. The growth of tea market in the UK has grown by 84%, given the factor of UK adults drinking tea regularly (Czarniecka-Skubina et al. 2022). It has also been evidence that the society of the UK, following its preference of the customers, has been found to be shifted towards the sustainability protocols by 64% of consumers who have been found to willingly pay for the ethically sourced products in the tea market.
Technological
The growth of the UK's digital infrastructure and e-commerce market has been responsible for penetrating almost the 99% sales rate of the e-commerce sector for the company Whittard of Chelsea. Regarding online retail sales, it has been identified that 26% of the total sales come from the retail sector of this company (Ratchford et al., 2022). Enhancement of the e-commerce market and environment by Hotel Ness is responsible for managing the seamless shopping experience of customers by increasing sales by almost 20% in the sector. The positive factor has also been found in the company's personalised product offering possibilities.
Legal
Following the intellectual property law of the UK, it has been evident that the property technology of the company Whittard has been regulated properly. It has also been evident that the UK MHRA regulations have managed the regulatory complaints of marking and exporting the company.
Environmental
Following the environmental factors of the UK, the net carbon emission rate is an evident factor following the business of Whittard. Evidently, the company should follow environmental Regulation and waste management policies, whereas the UK government invested over £1.5 billion in 2022 (Zandiehet al. 2024). 
Political, economic, social, and technological factors influence Whittard's business operations.
SWOT
	Strength
	Importance
	Weight
	Score

	Strength 1: Innovation in product portfolio
	8
	9
	8

	Strength 2: Strong capability in the R&D department
	7
	8
	9

	Strength 3: The distribution network is high
	8
	6
	7



	Weakness
	Importance
	Weight
	Score

	Weakness 1: Operational cost is high
	7
	8
	7

	Weakness 2: Limited diversification in service categories and products
	8
	7
	7

	Weakness 3: Problem in the supply chain
	8
	8
	8



	Opportunity
	Importance
	Weight
	Score

	Opportunity 1: High demand in the biotechnology market
	8
	7
	8

	Opportunity 2: High market demand for personalised medicine
	9
	7
	9



	Threat
	Importance
	Weight
	Score

	Threat 1: High competitiveness in the beverage sector
	8
	8
	9

	Threat 2: Economy slowdown due to inflation and Brexit
	8
	8
	8


Table 1: SWOT
(Source: Self-developed)
Focusing on the opportunistic factor of the company, it has been evident that the market demand in the food industry has increased in the common years after the race of the COVID-19 outbreak. The growth of the biotechnology market has become a prominent opportunity for Whittard to integrate more advanced technological factors into the company (Prokopenko et al., 2023). This has impacted the company to maintain a strong market presence and has a range of strong product portfolios that have impacted its business operation in the UK. It has also been evident that the range of strong investment in the R&D department and the high range of distribution networks has impacted the company's strategic maintenance and environmental position. The company's threat factors regarding the high competitiveness in the tea sector have been found. In the following days, the industry has also had a high range of operational costs. The operational management of this company has been found to face severe weakness in determining its business value
[bookmark: _Toc180416330]4. Stakeholder analysis
Internal stakeholders
Employees (Low power/High influence)
Expectations: The stakeholders have an expectation towards the categories of work-life balance, Compensation in the competitive factors, and Level of job security.
Influence: The influence of the stakeholders is high for the company's career growth. It has also been evident that the influence of the employees' stakeholders towards this company is impactful in managing the strategies for engagement and empowerment (Lyulyov et al., 2023). The level of R&D investment and some product development processes are also influential for this type of stakeholder. 
Power: Following the growth of the R&D department, the power level of this type of stakeholder is at a moderate level.
Shareholders (High power/Low interest)
Expectations: The expectation level of this kind of stakeholder is related to some price-based factors followed by the company's investment rate and capital growth management.
Influence: The influential factor for this kind of stakeholder is impactful towards the growth of corporate strategy followed by the investment range by the company (DesJardine et al. 2023). It has also been evident that mergers and acquisitions and determining institutional investment have been chosen as effective strategies for these kinds of stakeholders in the Whittard company. 
Power: The power of this kind of stakeholder is high in managing the rate of board competition. 
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Figure 2: Mende low's matrix of stakeholder analysis
(Source: Mendelow, 1991)
External stakeholders
Customers (High interest/High power)
Expectations: These are impactful in managing high pricing and determining innovative pricing strategies.
Influence: These kinds of stakeholders influence the management of strategic goals and determine Whittard's customer satisfaction rate (McGahan, 2023). As well as the growth of revenue regeneration is also influenced by this stakeholder
Power: Having a high level of power, the decision-making of these stakeholders has been highly influential on the product development and service prosecution of Whittard. 
Competitors (Moderated power/High interest)
Expectations: These stakeholders are only expected to determine the strategic position and marketing objectives as well. 
Influence: These strongly influence categorical decisions of the innovation and partnership management of the company Whittard (Freeman, 2023). Therefore, the influence is found in market positioning and strategic decision-making processes.
Power: These have a moderate power rate in determining the rapid requirements of innovation and growth strategy. 
[bookmark: _Toc180416331]5. Strategic growth option 
Following this company's growth options, the appropriate analysis can be done using strategies based on the Ansoff matrix. Following these, the company can implement the three strategies, market development, product development, and diversification, to manage its growth within the market.
[image: ]
Figure 3: Ansoff Model
(Source: Puyt et al. 2024)
1. Market development
Following the findings of PESTLE and SWOT, the strategy of developing the market through expanding the business towards some new segments of markets can be beneficial to manage the growth of this company. The initiation of international market expansion can be an opportunistic factor for this company in leveraging its eCommerce platform through international customers, as the UK government has made huge investments in the R&D department.  In this case, expansion can be taken in the countries of Europe and Asia to manage growth and revenue generation as well (Li et al. 2020). This process can be maximised by targeting some new demographics to manage the Strategies and vision of the company. In this case, the targeted audience can be used as a protocol for younger consumers to analyse their preference for purchasing tea and coffee, following the social factors of the UK. 
2. Product development
It can be said that the development of the product into its existing market can be a potential strategy for leveraging its growth over financial aspects. It can also be beneficial in managing the brand reputation and loyalty of the customers as well (Indarto et al.,2022). The categorisation of the product development strategy towards the company heater of Chelsea can be managed in the introduction of some new product lines. Following the analysis from PESTLE and SWOT of Whittard, the expansion of the products into its existing market can be leveraged by introducing some new flavours with organic options followed by the category of low-caffeine teas and functional beverages (Francl, 2024) as the demand for biotechnological products has grown in the UK. Along with this, the implementation of collaboration and partnership with local producers to create limited editions of the product followed by seasonal ingredients can be an effective growth strategy for this company. 
3. Diversification
The diversification strategy for this company can emerge with it is entering a new market with the introduction of some new products. Therefore, the findings from PESTLE and SWOT of this company have directed to those actions which can be taken regarding creating some retail partnerships where the partnerships can be encouraged through their collaboration with restaurants, hotels and some specified food stores in those markets (Niu et al. 2024). This can emerge with some effective product-related new settings to manage the career growth of the company. The introduction of some new tea or coffee products can be a complementary aspect for diversifying the consideration of the company. In this case, introducing some new baking ingredients, such as gourmet snacks, can effectively manage the company's brand experience. 
The best-suited growth strategy for Whittard of Chelsea, a renowned SME in the UK, is found to include generating new revenue streams into the company, followed by diversification. It can be said that exploration of some new markets regarding its core offerings following the beverages can be effective in managing the brand reputation of the company.  Along with this, product specialisation regarding food items, brewing equipment, and giving items can be some effective leverage for assessing Whittard's competitiveness in the UK market (Qin, 2023). The scope of Geographical expansion can be an effective medium for maximising the company's presence, customer base, and sales. In mitigating risks, the reduction of dependence on core products can be achieved through a diversification strategy. It can be said that reducing reliance on a single category can be managed by determining market fluctuations and absorbing consumer preferences in the beverage industry.
[bookmark: _8v5hwxwjuf9d][bookmark: _Toc180416332]6. Strategic recommendations and change implementation 
1. Product line expansion through diversification
This company's primary recommendation is to effectively develop its product line expansion through managing its diversification. Following this, it can be recommended that boosting the product lines through several categorizations and diversifications among the product options and customised versions of the product can be suitable for managing the growth of this company.  In this case, the emerging path can be taken to manage this recommended feature for the company.
· To manage health-oriented beverages: Through this path, the introduction of herbal teas and functionalities such as detox and energy-boosting facilities can emerge within the company. These products can be aligned with the Wellness of the customers and effectively manage the growing customer trend following the factor of Health and Wellness (Tobias Mortlock, 2023).
· Managing the speciality of the coffee products: To this feature, the expansion of the product lines followed by the coffee beverages can be done within the company.  Through this aspect, introducing some Cold views and premium coffee blending can be an enthusiastic pattern to compete in the contemporary market of food and beverages.
2. Global Market Expansion
A parallel recommendation for global market development has been made by targeting underpenetrated regions like Asia and Europe. This strategy leverages Whittard’s existing product line by allowing the company to scale its operations by capturing new markets.
Key steps:
· Localised Marketing: It includes offering region-specific products to ensure Whittard has been addressing niche research and beverage needs based on these markets (Ige et al. 2024).
· Regional Offices by Distributors: Focused on the regional distribution hubs or partnered based on distributing to develop shipping times, customer service, and technical support in these regions.
· Cultural by Regulatory Adaptation: It can develop an understanding of the legal and cultural environment based on the regions to avoid compliance issues and build trust based on local stakeholders (McClatchey et al. 2024).
Implementation Plan
The successful adoption of these recommendations has been focused on the structured approach using the “Value Chain Analysis framework” by identifying Whittard’s value chain to support diversification through market expansion strategies.
· R&D and Innovation: Expanding the R&D function has focused on product personalisation and services, investing in cutting-edge technologies by speeding up product development.
· Operations and Supply Chain: This can include building or acquiring facilities capable of producing naturally sourced products to ensure that global distribution channels develop product range (Michalscheck et al. 2024).
· Customer Service and Support: Ensure that Whittard’s service teams have focused on training in these new product lines by maintaining the high-quality customer experience is known for (Hunger et al. 2024).
Change Management Strategy
It using Kotter’s 8-Step Change Model has been guiding the company through this transformation:
· Building Sense of Urgency: Communicating the need for diversification and global expansion to employees, emphasising the risks of a competitive biotech landscape.
· Building Guiding Coalition: Based on a leadership team with members from R&D, marketing, regulatory affairs, as well as customer service by championing the change as well as collaborating across departments (Ha and Thanh, 2024).
· Improve Vision and Strategy: It outlines the vision of becoming a leader in food and beverages, based on the market expansion by critical growth pillar. 
· Communicate the Vision: Regularly communicate to provide benefits with the goals of the change through internal newsletters, team meetings, and town halls as transparency among employee buy-in (Carreño, 2024).
· Empower Broad-Based Action: Identify obstacles like skill gaps by providing employees with training and resources and implementing product lines as market expansion strategies.
· Short-Term Wins: Addressing quick wins, like securing new partnerships or launching based on successful products as services, by building momentum (Buriak and Makovoz, 2024).
· Consolidating Gains and Producing Change: Using early successes to fuel further initiatives, like expanding R&D efforts and hiring specialised talent.
· Anchor New Approaches in the change: Ensuring that innovation, customer focus, as well as agility become embedded in Whittard’s culture as reinforcing impacts of continuous adaptation as well as growth (Pulido and Taherdoost, 2024).

Figure 4: Kotter’s 8-Step Change Model
(Source: Pulido and Taherdoost, 2024)
[bookmark: _2oeyxy5oezma][bookmark: _Toc180416333]7. Reaction of competitors 
The respondents of the competitors of Whittard of Chelsea company can be found to focus towards the enhancement of their own product offerings and efforts towards marketing management. It can be expected that the introduction towards similar health-oriented beverages and premium accessories can be captured by them in maximising their market share (Whittard.co.uk, 2024). The aspects of winnings and speciality towards the maintenance of coffee retailers and several promotional activities towards eco-conscious consumers. 
· First, the company should continue by differentiating based on innovation, offering unique, high-quality diagnostic tools as difficult to replicate. 
· Second, Whittard could accelerate based on marketing entry by forming exclusive partnerships with research institutions and players in diagnostics. 
· Third, focusing on customer education and technical support will strengthen customer loyalty for competitors as Whittard’s clients are based on lower prices alone.
[bookmark: _82eife6sbjid][bookmark: _Toc180416334]8. Conclusion 
It can be concluded that Whittard is well-positioned based on the long-term growth of strategic product diversification into food and beverages and services, as well as the global market expansion in underpenetrated regions. The Ansoff Matrix shows that diversification has offered significant opportunities by decreasing dependency based on its core research tool market and tapping into high-growth areas. Thus, adapting this strategy will require investments in R&D, regulatory compliance, and regional expansion by supporting a robust change management process using Kotter’s 8-Step Change Model. It is stated that Competitors are likely to react aggressively. However, Whittard can counter this through innovation, partnerships, and exceptional customer service they do. 
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[bookmark: _Toc180416337]1. Explanation of the strategy
Adapting the diversification strategy for the company Whittard of Chelsea can effectively manage the new adaptation of the current consumer preferences according to the market trends.  It has also been evident that the expansion of the product range can be a responsive factor towards the increasing demand for health-oriented products and sustainability protocols that have been followed by contemporary customers (Jia et al., 2023). Relying significantly towards the diversified product proposition, the increased rate of traditional tea production can be a risk factor for the company.  Following these diversification aspects has been effective in managing market fluctuations and changes in consumer behaviour along with managing the company's overall sales. It has been evident that diversification can be an effective medium in introducing eco-friendly products, such as biodegradable packaging and ethically sourced ingredients for producing organic tea and coffee (Gunduz, 2023). The reinforcement of the brand’s commitment and responsibility towards the environmental and ethical aspects of the company can be managed through the strategy of diversification. 
The scope of more responsible sourcing can be maximised through diversification to secure the company's long-term future. In this case, the company can also be assured of the alignment with partnerships and suppliers regarding prioritising ethical farming and stewardship of environmental factors (Ogawa et al., 2023). The development of consumer trust and loyalty has also been found to be aligned with the company's commitment to social and environmental responsiveness. 
[bookmark: _Toc180416338]2. Recommendations for long-term survival
· Extending the E-Commerce platform for the company through investment into a user-friendly website and mobile application can effectively manage the same place navigation and integration of the customers. The maximisation of customer engagement can also be managed through the accessible medium of social media such as Instagram, Pinterest, Facebook and others (Macca et al. 2024). 
· Creating a more appealing visualisation of the company with content and showcasing the products and recipes can increase customer engagement. These can be influential variables in managing the company's long-term success. 
· The emphasis on sustainability Sourcing by the company heater can effectively manage the alliance-certified products and the company's fair-trade protocols.  True, managing the competitive age in the contemporary food and beverage market through diversified protocols can be an effective medium for this company.
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1. Explanation of the strategy

The adaptation of the diversification strategy for the company Whittard of Chelsea can be effective in managing the new adaptation of the current consumer preferences according to the market trends. It has also been evident that the expansion of the
product range can be a responsive factor towards the increasing demand of health-oriented products and sustainability protocols that has been followed by the contemporary customers (Jia et al. 2023). Relying significantly towards the diversified product
proposition the traditional tea production increased rate can be a risk factor for the company. Following these diversification aspects has been effective in managing the market fluctuations and change in consumer behaviour along with managing the
overall sales of the company. It has been evident that the strategy of diversification can be an effective medium in introducing the eco-friendly products such as the biodegradable packaging and ethically sourced ingredients for the production of organic
tea and coffee (Gunduz, 2023). The reinforcement of the brands commitment and responsibility towards the environmental and ethical aspects of the company can be managed through the strategy of diversification.

Securing the long-term future of the company the scope of more responsible Sourcing can be maximised into the company through the strategy of diversification. In this case the alignment with partnership and suppliers regarding the prioritisation of
ethical farming and stewardship towards the environmental factors can be assured in the company as well (Ogawa et al. 2023). The development of the consumer trust and loyalty has also been found to be aligned with the commitment of the company

in social and environmental responsiveness.

2. Recommendations

It can be recommended that extending the E-Commerce platform
for the company through investment into the user-friendly
website and mobile application can be effective in managing the
same place navigation and integration of the customers. The
maximisation of the customer engagement can be also managed
through the accessible medium of social media such as
Instagram, Pinterest, Facebook and some others (Macca et al.
2024).

Creating the more visualisation of the company in appealing with
some content and showcasing the products and recipes the
engagement of customers can be increased. Those can be an
effective variable in managing the long-term success for the
company.
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« The emphasising factors towards the sustainability Sourcing by the company
heater can be effective in managing the alliance certified products and
managing the fair-trade protocols of the company as well. true managing the
competitive age in the contemporary market of food and beverage the product
offering through diversified protocols can be an effective medium for this

company.
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