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Executive Summary
The purpose of the report is to evaluate the significance of strategic management in driving business growth and the success of the selected UK SME, Evolve Organic Beauty. The selected organisation, company background, vision, mission and objectives were discussed in a clear manner to improve understanding about the business. Evolve’s business environment and competitive position were identified through SWOT, PESTLE and Porter’s five forces framework. Strategic growth choices for the business are evaluated through the integration of the Ansoff Matrix and Porter’s Generic Strategies. Therefore, stakeholders' power and their roles have been identified following the Mendelow Matrix and RACI model. Therefore, the challenges in managing the strategic options, such as supply chain, operational cost, sourcing, and other identified along with recommended solutions to gain sustainable competitive advantages. 
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[bookmark: _yde73u4wfp5i][bookmark: _Toc215150656]1.0 Introduction 
Strategic management is essential in modern business to survive in this competitive market by adopting change dynamics. It optimises resources and makes informed decisions with strategic directions to achieve long-term goals by aligning organisational vision, mission and resources with changing market needs (Henry, 2021). In this context, following an SME of the UK, the discussion will continue to find out effective strategic directions for the business to achieve future growth. Strategic directions and goals will be mentioned, following which strategies will be there to meet business goals. Following a different framework, internal, external market influence, competitive market, and strategic choices would be built. Therefore, stakeholder analysis would be discussed following the RACI model and the Mendelow Matrix. Recommendations will be there following the challenges in implementing strategic choices to improve future business conditions. 
[bookmark: _gm1n17ctirbj][bookmark: _Toc215150657]2.0 Overview of Evolve Organic Beauty 
Evolve Organic Beauty is a British cosmetic brand that offers handmade organic skincare products that are produced from natural ingredients and modern science, which makes it unique. The small batch beauty products of the organisation are high-quality and maximise the freshness of precious butters and oils. The organisation was founded by Laura Rudeo in 2009, and in 2014, the organisation opened its own studio with a small batch of organic beauty products (Evolvebeauty, 2025). The British Beauty Company has a team of over 30 artists and support team members who belong to 12 nationalities (Evolvebeauty, 2025).  It targets to achieve net zero by 2050 and reduce carbon emissions by 50% by 2030. The organisation used plastic, glass and paper packaging that is fully recyclable, as it follows a sustainable business model that balances profit and purpose. 
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Figure 1: Products of Evolve Organic Beauty
(Source: Evolvebeauty, 2025)
[bookmark: _fua876bq6olm][bookmark: _Toc215150658]3.0 Current strategic directions and goals 
[bookmark: _mxy2vd79gypf][bookmark: _Toc215150659]3.1 Vision of Evolve Organic Beauty
The cosmetic brand is born to “lead beauty evolution by establishing new beauty standards where organic purity meets clinical standards” (Evolvebeauty, 2025). It enables people to lead greener and cleaner lives to increase accessibility of products that are accessible, effective and beautiful. 
[bookmark: _6yho2jygu7wb][bookmark: _Toc215150660]3.2 Mission of the business
The mission of the beauty brand is to "sustainable, innovative and science-based skincare products that work in harmony with people’s skin and planet, providing the beauty that can be both highly effective and truly responsible” (Evolvebeauty, 2025). 
[bookmark: _hc05hqckglz9][bookmark: _Toc215150661]3.3 Objectives
· To achieve sustainable and safe resourcing to avoid unnecessary synthetic chemicals
· To make handmade, fresh, sustainable and clinically proven products in small batches to ensure quality and potency, and following this, make products with 95% organic ingredients.
· To reduce carbon footprint by 50% by 2030, while making carbon-neutral operation by 2050 and adoption of eco-conscious packaging (Evolvebeauty, 2025)
· To ensure ethical practice and transparency, following which it became one of the early adopters of B Corp Standards, and the majority was led by women to build an inclusive and diverse culture
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Figure 2: B Corp-certified products of Evolve Organic Beauty 
(Source: Evolvebeauty, 2025)
[bookmark: _su9u3afglb7n][bookmark: _Toc215150662]4.0 Analysis of Environmental Influence and Competitive Positioning 
A business environment refers to internal and external environmental factors that influence the business's operational activities and decisions. Therefore, the SWOT framework helps to analyse Evolve Organic Beauty’s internal environment, the PESTLE framework analyses the external environment, and Porter’s five forces analyse the market competitiveness of the business.  
[bookmark: _46orkozbhdtx][bookmark: _Toc215150663]4.1 SWOT Analysis
	Strengths
· Certified organic and natural ingredients (Evolvebeauty, 2025)
· In-house manufacturing
· Sustainability focus 
· Maintain transparency with the Annual Impact report (Evolvebeauty, 2025)
	Weaknesses
· Limited workforce (Evolvebeauty, 2025)
· Premium pricing
· Supply chain vulnerabilities
· Small product batch

	Opportunities
· Market expansion
· Personalised service
· Enhance e-commerce presence and digital marketing (Novytska et al., 2021)
· Develop a partnership 
	Threats
· Intense market competition
· Regulatory compliance
· Fluctuating demand 
· Economic downturn due to slow GDP growth (BBC, 2025)


Table 1: SWOT framework
(Source: Self-developed)
Discussion
Evolve Organic Beauty’s key strength is its products that are manufactured from certified organic and natural ingredients, with scientific support (Evolvebeauty, 2025). Besides this, its sustainability focus, in-house manufacture of products and maintaining transparency with the Annual Impact report make it trusted and reliable in the marketplace. However, it has a limited workforce, and a small product batch is its weakness, as it becomes a barrier to serving a larger customer scale. Evolve’s high product pricing is due to using premium products, making it unaffordable for low-income people and supply chain vulnerabilities due to natural disasters and ethical sourcing issues, leading to production issues.  Therefore, Evolve has a huge scope to grow and maximise profit generation. The organisation can expand its market, offer personalised service, enhance e-commerce presence and digital marketing and develop a partnership with other cosmetic brands to better target customers and boost sales (Novytska et al., 2021). Several rival cosmetic brands increase market competition, economic downturn, customer demand fluctuation, and regulatory compliance are reducing profit margins of the business. 
[bookmark: _t509gcdnk3w4][bookmark: _Toc215150664]4.2 PESTLE Analysis 
	PESTLE
	Discussion

	Political
	· “Corporate tax rate of SME 19 %” (Gov, 2025)
· “Political stability reduction 0.02%” (Theglobaleconomy, 2025)

	Economic
	· “The inflation rate is 3.8%” (Ons, 2025)
· “Cost of living increases reported by 57% people (Statista, 2025)

	Social
	· Increasing demand for organic products (Statista, 2025)
· “The increasing population recorded 69.3 million people” (Ons, 2025)

	Technological
	· Digital investment market $ 3.03 trillion (Statista, 2025)
· The government supports adopting the latest technology

	Legal
	· “National living wage increased to £ 12.71” (Gov, 2025)
· “Customer Rights Act 2015 protects consumers” (Legislation, 2025)

	Environmental
	· “UK targets net Zero by 2050” (Parliament, 2025)
· “Environment Act 2021 protects the environment” (Legislation, 2025)


Table 2: PESTLE framework
(Source: Self-developed)
Discussion
Evolve Organic Beauty’s eternal environment leads to effective challenges and opportunities for the business. High tax rates and a reduction of political stability reduce business profit margins and create challenges to expand business geographic areas. Increase inflation and reduce people's cost of living increases raw material cost and reduces people's affordability, which reduces evolve pricing and product sales. Oppositely, increasing organic and sustainable beauty product demands and an increasing population can be effective in increasing sales and profit margins of Evolve organic beauty products (Statista, 2025). Besides this, technological advancement and government support for advanced technologies help the business to maintain its product standards and increase business effectiveness. However, the employee pay rise led to financial pressure on Evolve, and the Consumer Protection Act forced the business to perform ethical business operations. On the other hand, the environmental act and net-zero targets of the nation support Evolve’s sustainability goals, net zero by 2050 and operational activities to grow its business (Evolvebeauty, 2025).   
[bookmark: _oosxa1b8vu1k][bookmark: _Toc215150665]4.3 Porter’s Five Forces 
	Forces
	Discussion
	Power

	Competitive rivalry
	The organisation beauty market is highly competitive, where brands like Lush, Neal’s Yard Remedies, Fushi Wellbeing, Green People, and many more with high brand value and market share (Statista, 2025). They give tough competition due to having a strong customer base and loyalty, but Evolve Organic differentiates itself through ethical positioning, sustainable packaging and product attributes. 
	High

	Buyers power
	The availability of green cosmetics, ease of comparing reviews and prices, and low switching costs increase buyers' power. 
	High

	Suppliers power
	The availability of suppliers reduces their power, but the needs of certified organic, sustainable sources and high-quality ingredients might increase their power, which Evolve Organic deals with through its certification and sourcing strategy. 
	Low to moderate 

	Threats of substitutes
	The substitute threats are increasing due to the high demand for sustainable cosmetics, following which all cosmetics brands in the UK are focusing on sustainable practices (Rocca et al., 2022). Evolve Organic Beauty differentiates itself by focusing on a specific market segment that values cruelty-free, vegan and organic products to prevent customers from switching. 
	Moderate to High 

	Threats to the new entrance
	The green cosmetic market in the UK was valued at 274.69 million USD in 2025 and expected to grow at a compound annual growth rate of 2.74% from 2025 to 2030 (Statista, 2025). The growing demand, governmental support and e-commerce are lowering initial investment costs, which increases possibilities to enter new brands. 
	High


Table 3: Porter’s Five Forces
(Source: Self-developed)
[bookmark: _b7eitjoalfam][bookmark: _Toc215150666]5.0 Strategies available for Evolve Organic Beauty and propose a strategy with an explanation 
[bookmark: _n0y000km7jvb][bookmark: _Toc215150667]5.1 Porter’s Generic Strategy 
According to Michel Porter’s competitive advantages of a firm lie in offering differentiated value, being a low-cost producer or combining with market scope that is niche. 
	Differentiation
	This approach is utilised by Evolve Organic Beauty but applies in the niche market. It differentiates itself by using organic and natural ingredients, standard product quality that is appealing in a growing market and an ethical product, but still a specialised consumer base (Evolvebeauty, 2025). 

	Cost leadership
	Evolve Cosmetic focuses on cost efficiency by optimising the supply chain, but the main aim is to deliver high-quality products instead of focusing on price control through effective leadership. 

	Focus
	Focus is the core strategy of the business as they focus on targeting segments who prioritise vegan, organic, environmentally friendly and natural products (Limbu and Ahamed, 2023). 

	Differentiate focus
	It is the most significant quadrant, followed by the SME, as they are not only focusing on serving the niche market but also focus on product differentiation. The business aims to be unique by providing premium quality products to a specific market, justifying a premium price. 


Table 4: Porter’s Generic Strategy analysis
(Source: Self-developed)
[bookmark: _r8w50klij12q][bookmark: _Toc215150668]5.2 Ansoff Matrix 
Ansoff Matrix is a strategic planning tool that guides four growth strategies for business firms based on two key elements, such as product and market.
	Growth strategies
	Discussion
	Risk factor

	Market penetration
	It focuses on selling the current product in the existing market to boost sales (Pereira Ferraz et al., 2024). Evolve can focus on increasing its loyalty programs, promotional activities, developing new pricing strategies and enhancing its distribution channels in its current geographical location to successfully implement a market penetration strategy
	Low

	Product development
	It focuses on introducing new products in the existing marketplace to enhance sales. Evolve needs to focus on increasing its cosmetic product ranges, such as eco-friendly toiletries, body care, haircare and so on, for implementing a product development strategy. Therefore, the strategy will build brand trust and target customers who are seeking variety under the same ethical values   
	Moderate

	Market development
	This strategy focuses on offering current products in a new marketplace to increase sales (Zugay and Zakaria, 2023). Evolve can implement market penetration by focusing on entering new geographical markets to target a new audience base 
	Moderate

	Diversification
	This strategy focuses on launching a new product in a new marketplace to create new demand and sales.  Evolve can implement a diversification strategy by introducing natural wellness products, natural makeup, home care products and so on, outside its geographic boundaries
	High


Table 5: Ansoff Matrix
(Source: Self-developed)
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Figure 3: Ansoff Matrix
(Source: Zugay and Zakaria, 2023)
[bookmark: _8bxxd46bvs5h][bookmark: _Toc215150669]5.3 New strategy following the above framework that would give a sustainable, long-term future 
The Evolve Organic can make long-term sustainable growth following a hybrid strategy, the mix of Porter's generic strategy and the Ansoff matrix. The business has scope to make differentiation focus, market development and product development. The business can expand its product portfolio from its core skin care product to hair care products, eco-friendly makeup and sustainable toiletries to target large customers by meeting their needs and improve lifetime customer value as customers can get all beauty products in one umbrella (Zugay and Zakaria, 2023). It has scope to enter new markets like Germany, France, India, China and others where people highly value green cosmetics to target new geographic segments to improve brand visibility, sales and market position. In Germany, the green cosmetic market is expected to grow 4.53% within the next five years (Statista, 2025). This dual strategy can also be effective in controlling the niche market by meeting their needs. Differentiations will make the brand appealing for customers who value quality, sustainability and ethics while reducing price competition to make healthy competition along with better profit margins (Holt, 2022). Furthermore, following such a strategy, the SME would be able to meet global trends like the demand for sustainable personal care. The business already offers transparency, ethical sourcing, and quality ingredients; market development and differentiations would meet sustainable and long-term goals.
[bookmark: _7lqew5ftym11][bookmark: _Toc215150670]6.0 Stakeholder analysis and critical evaluation of stakeholders and their power 
Evolve has several key stakeholders such as the founder, employees, customers, suppliers, regulators, distributors, investors and external communities. 
[bookmark: _m0c5flwoxnwd][bookmark: _Toc215150671]6.1 Mendelow’s Matrix to analyse stakeholders’ power
Mendelow’s matrix defines different stakeholders' different power and interests through four quadrants.  
	Stakeholders 
	Rationale and their responsibility
	Quadrants

	High Power, High Interest (Key players)
	Founder, investors
	They have high decision-making power and great concern about business growth, profitability and visibility (Chiwala et al., 2025) 

	High Power, Low Interest (Keep satisfied)
	Realtors, distributors
	They have the power to cause trouble and are not interested in business regular operation

	Low Power, High Interest (Keep informed)
	Employee, customer, suppliers, external community
	They have no power to be involved in the decision-making process; however, they have a high interest in business growth, profitability and regular operations (Mints and Kamyshnykova 2021)

	Low Power, Low Interest (Minimal effort)
	Peripheral stakeholders with minor stake, casual acquaintance 
	The stakeholders do not care about the business has no power to influence business decisions and activities 


Table 6: Mendelow Matrix analysis’
(Source: Self-developed)
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Figure 4: Mendelow Matrix analysis
(Source: Chiwala et al., 2025)
Critical evaluation
Evolve pays close attention to key players' needs and involves them in the decision-making process, and delivers them regular updates. Therefore, ignoring this stakeholder's needs and poor engagement can cause damage to the brand identity and business closure. Oppositely, the business focuses on maintaining good relations with stakeholders who have high power and low interest by being involved in making regulations and delivering periodic updates (Mints and Kamyshnykova, 2021). The stakeholders can create problems for the business if they are unsatisfied with the business. Low-power and high-interest stakeholders are managed by the business through keeping them informed, maintaining engagement and appealing for their feedback. However, the collective voice of these stakeholders can damage brand reputations and affect business sales. The business has minimal effects on the stakeholders who have low power and interest, and maintains interaction as needed. 
[bookmark: _s9xtjambt4wd][bookmark: _Toc215150672]6.2 Integration of the RACI model for stakeholder analysis
The RACI model brings clarification in the roles and responsibilities of stakeholders, which prevents confusion and makes individuals accountable (Forbes, 2025). 
	Tasks
	R-Responsible
	A-Accountable
	C- Consulted
	I-Informed

	Product production and development
	The product team and the R&D team are responsible 
	Senior management accountable
	Certification organisations and suppliers
	Customers, employees and marketing teams

	Supply chain and procurement 
	Procurement teams
	Operations manager
	Suppliers 
	Finance and production teams

	Logistics and distribution for new market entry
	Logistic and operations teams
	Operation manager
	Shipping provider and retail partners
	Senior management, sales and finance teams

	Regulatory compliance and certification 
	Quality or compliance officer 
	Senior management 
	Legal advisor and certification firms
	Retail partners and all staff members

	Marketing strategy and launch 
	Marketing team
	Marketing officer 
	Selected loyal customers, sales team and retail partners 
	Sales team, finance and senior management

	Quality monitor and customer feedback 
	Quality and customer service teams 
	Product manager and quality assurance manager
	Retail partners, customers and employees 
	Senior management, product and marketing team


Table 7: RACI Model analysis
(Source: Self-developed)
Following this model, Evolve Cosmetic will be able to enhance accountability, reduce confusion in roles and responsibilities and streamline communications in different functions (Hirmer et al., 2021). However, it may create difficulties while entering a new market as it reduces flexibility and slows down decision-making, which are necessary elements in managing internal operations along with stakeholders. 
[bookmark: _tp2hezhvffdz][bookmark: _Toc215150673]7.0 Challenges encountered by the SME and recommendations 
[bookmark: _pz7sdd4u5yfx][bookmark: _Toc215150674]7.1 Obstacles to implementing strategic directions
Evolve faced several structural and marketing challenges in implementing different strategic directions to pursue business growth. The cosmetic business faces high operational costs as sourcing pure organic ingredients and green packaging is costly and also unreliable. Depends on single organic suppliers leads to supply chain issues for the business. The business faces regulatory compliance, such as safety testing, documentation, financial sourcing, and quality standard maintenance, while focusing on targeting multiple markets. Besides this, marketing, distribution and visibility are one of the major challenges of Evolve as it has a limited budget for marketing and distribution channels, and cosmetic giants have large retail space (Kittisak, 2023). Balancing production scale and quality standard is quite difficult for the business, which is the reason it is unable to produce large-scale productions. On the other hand, Evolve has limited resources, such as workforce, finance and technology, which creates a challenge to focus on long-term sustainable practice and supply chain management. 
[bookmark: _rokbomz03mmk][bookmark: _Toc215150675]7.2 Recommendations following the obstacles for future growth
Stable and diversify the supply chain
Partnering with sustainable packaging suppliers and suppliers with certified organic ingredients to reduce dependency on single-source and help to deal with price volatility and manage supply chain disruption (Igwe et al., 2024). 
Integration of modular and lean production aligns with flexible inventory management
Demand-based ‘just-in-time’ scheduling and small batch production minimise the issue of overproduction, waste generation and high storage cost to ensure freshness and product quality (Proença et al., 2022). 
Prioritise quality, transparency and certification
Sourcing transparency, safety improvement and cruelty-free or organic certification justify premium positioning and develop brand loyalty. 
Adopt D2C (Direct to Customers) channels and digital marketing 
Integration of social media, content marketing, e-commerce and influencer marketing reduces operational cost and improves brand visibility and sales (Yusiana et al., 2023). 
Expansion of product category after testing
Testing product differentiation while launching in a new market in small areas and receiving feedback will help to make further necessary changes to meet customers' demand in future. 
[bookmark: _wkzyvp5sz1av][bookmark: _Toc215150676]8.0 Conclusion
From the above discussion, it has been observed that assessment of the current position is necessary for SMEs like Evolve Organic Beauty to build future strategic options for growth purposes. Following the business visions, missions and objectives, the purpose of the business has been identified. Therefore, SWOT, PESTLE and Porter's Five Forces evaluate business opportunities and threats, following which two strategic options, the Ansoff matrix and Porter’s Generic Forces, have been evaluated. Therefore, integration of RACI and the Mendelow Matrix help to analyse stakeholders' power and responsibility. Therefore, challenges associated with strategic implications were identified along with solutions to make further growth to sustain better market positives with competitive advantages. 
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