


B.A. Leadership and Management
Skills for the Workplace
Module Assignment Submission 
Student Name:	Carol Vaughan-Roberts
Student Number:	1604568
Module No:	BMSK6004
Lecturer Name:	Dr. Husam Helmi
Module Title:	Strategic Management for SMEs

Statement of Confirmation of Authenticity
By the act of making this submission, the student declares that this is the work of the student named above. The work has not, in whole or in part, been knowingly presented elsewhere for assessment, or where assessment has been built on a previous assessment, this has been identified. Where materials have been used from other sources it has been adequately acknowledged. If this statement is untrue, the student acknowledges that an assessment offence has been committed.
Attention is drawn to the plagiarism and unfair practice policies of both the University and of ILM.
CONTENTS

EXCIUTVIE SUMMARY	3
INTRODUCTION	4
1	CARIBDIRECT MULTI-MEDIA LIMITED	6
1.1	Mission Statement	6
1.2	Vision Statement	7
1.3	Values	7
1.4	Key Strategies	7
1.4.1	Offering	8
1.4.2	Location	8
1.5	Stakeholders	9
Stakeholder Mapping	10
1.6	Political	10
1.7	Economic	11
1.8	Social	12
1.9	Technological	12
1.10	Environmental	12
1.11	Legal	13
2	PORTER’S FIVE FORCES	13
Buyer Power	13
Supplier Power	13
Threat	14
Competitor Rivalry	14
3	SWOT	15
Strengths	15
Opportunities	15
Weakness -	16
Threats	16
4	VALUABLE-RARE-INIMITABLE-ORGANISED.	16
5	SUSTAINABLE ACCEPTABILITY FEASIBILITY	18
6	KEY FINDINGS	19
7	CONCLUSION AND RECOMMENDATION	20
REFERENCES	23















[bookmark: _Toc19655888]EXCIUTVIE SUMMARY

This report looks at the challenges that SME leaders face daily, such as adapting their skills to overcoming the challenges of macro-economic and foreign exchange markets. CaribDirect’s management has been challenged to stay in control of their strategic operations. This study shows a breakdown of how they deal with the complexity of this situation.
A review of the business’ resources and analysis of their internal and external environment by using the combination of PESTAL, SWOT, VRIO and finally SAFe business tools reveals the true market position of CaribDirect. The combination of abovementioned tools helped them to ascertain how to achieve their goals and maintain a competitive advantage in their industry.












[bookmark: _Toc19655889]INTRODUCTION 

[bookmark: _Toc456901523]Ninety-nine percent of companies in the private sector are small to medium size (SMEs) (Vinck, 2014). There are many challenges faced by SME leaders, such as adapting their skills and tactics to the ever-varying phases of business growth. They need to be able to develop and expand while overcoming the challenges of macro-economic and foreign exchange markets (Vinck, 2014). The leaders have to be general manages and stay in control of strategy, operations, clients, production, and cash flow daily (Vinck, 2014) giving them a holistic understanding of the business.
Strategic management is defined by (Kenton, 2019) as “the management of an organization’s resources to achieve its goals and objectives.”  To achieve this objectives need to be set, it is also necessary to analyse the competitive environment, study the internal organisation (Kenton, 2019). 
Therefore, the need to have clear strategies is paramount in determining the core competencies of the business, in turn, helps with the setting of clear objectives for the company and gives a distinct emphasis on what is essential to them.  Having a strategy also helps to have a better perception of the ever-changing environment. Once the strategy evaluation is done, it can then be rolled out via management throughout the business (Kenton, 2019). It also acts as an aid in understanding and obtaining knowledge of the competition in order to secure the market. Alternatively, to be tactical in the way forward one should then avoid being reactive, this should then result in the rapid growth of the business. 
Within this report, the author looks at one SME, CaribDirect Multi-Media Limited, the company’s vision, mission, key strategies, and stakeholders are examined. They are using tools such as PESTLE analysis which is an acronym for Political, Economic, Social, Technological, Environmental and Legal. It assists in setting up the framework of macro-environmental factors and gives an overview of the different macro-environmental factors taken into consideration in understanding the growth and decline that may occur within the market (Marketing, 2016); this will help track the environment they are wanting to operate within and are planning to launch any new project, product, or service within the Caribbean community. 
They use Porter’s five to determine the economic strength of the business and use the information to adjust the company’s strategy accordingly; this is done by gathering the relevant factors for the Caribbean market and then checking them against Porter’s five forces. Then with the analysis of the findings used to see how they would affect the business. Armed with this information a plan of what changes need to be made to improve and or avoid them affecting the business.
The purpose of a SWOT analysis an acronym for strengths, weaknesses, opportunities and threats is to find ways to improve an organization by developing a full picture of all the circumstances involved that may impact decisions made within a business internal and external to the organisation (Schooley, 2019). SWOT supports the visualisation and identification of internal and external issues that affect a company in accomplishing its goals. The results of the SWOT will disclose the company’s current position and help with the mapping of short- and long-term goals. Look at what the competition is doing, look at their strengths and weakness, see if there is an opportunity, take note of where CaribDirect should stay clear of and where to take advantage of their position.
VRIO analysis an acronym for Value, Rareness, Imitability, Organisation.  VRIO is used to investigate and assess the businesses possessions and abilities to active a competitive advantage via its resources. Then develop the framework and strategies given two different strategies for the business (Knott, 2015). All of which will aid in determining CaribDirect’s suitability, acceptability, and feasibility. The use of the varying techniques is to ensure there are no gaps in knowledge or understandings (Cadle, et al., 2010). 
[bookmark: _Toc19655890]CARIBDIRECT MULTI-MEDIA LIMITED

CaribDirect Multi-Media Limited is a small company whose primary focus is making a connection between businesses in the Caribbean and Caribbean businesses in the United Kingdom. Also connect Caribbean Diaspora on subjects of value and interest to them.  It has an interactive website where its readers are encouraged to send in news of interest, Caribbean stories, poems, and photographs from whatever region of the world they are. The company has an online media and events management portal providing daily articles to a niche global Caribbean market daily; also conducts business events focusing on showcasing Caribbean food and drink to the trade (Roberts, 2018).   
[bookmark: _Toc19655891]Mission Statement 
To present the best of the Caribbean to the world through a variety of relevant media outlets and high-profile events to raise the profile of the Caribbean. Also, to assist export-ready Caribbean food and drink exporters to access the UK market competitively while increasing their value in their respective domestic markets (Roberts, 2018).
[bookmark: _Toc19655892]Vision Statement 
To be the most credible source for Caribbean news and information on the internet by 2025 and be the one-stop business delivering the finest Caribbean food and drink products in the United Kingdom under the Jus' Caribbean Festival brand. (Roberts, 2018)
The company uses three leading communication platforms to engage with the Caribbean community. Online via CaribDirect.com; the aim here is to make the web site a one-stop-shop for people interested in the Caribbean, irrespective of if they are part of the Caribbean Diaspore or Caribbean’s worldwide (Roberts, 2018).  
CaribDirect also have been involved in a Trade Mission which supports and promotes Caribbean trade and investment within the Caribbean by partnering with the Department for Industry and Trade (DIT) formerly known as UK Trade and Investment, consultants and other Caribbean associations who help facilitate the missions.
CaribDirect believe that there is a great need for the Caribbean community to become much more viable in business, fashion, sports, and much more.
[bookmark: _Toc19655893]Values
Work assiduously and honestly to add value to our customers’ products. Provide a trustworthy and high-value service supported by professional guarantees.
[bookmark: _Toc19655894]Key Strategies
Operate within the Caribbean food and drink sector; Pursue influential well placed local and globally located individuals and companies for strategic alliances and or joint ventures;
Fortify the company’s IT and marketing capabilities to ensure projects and products are relevant and at the cutting edge for maximum market appeal.
[bookmark: _Toc19655895]Offering
The company offers an advertising service facilitated by the daily readership of blogs and articles on www.caribdirect.com. The reading audience of approximately 15,000 per month provides an opportunity for advertisers to target the Caribbean as a niche market for certain products and services. This demographic which comprises mainly readers from the United Kingdom Caribbean Diaspora are particularly interested in products related to events, food, drink, and fashion.
Additionally, the company through its food and drink arm, Jus’ Caribbean hosts two major events annually; the Jus’ Caribbean Drinks Pavilion, a strategic partnership between CaribDirect Multi-Media Limited and a world-renown mainstream drinks trade show organiser, aimed at the UK drinks trade market; and Jus’ Caribbean Festival, a self-funded and organised cultural event aimed at the non-Caribbean UK market. This event allows Caribbean food and drinks producers based in the UK to showcase and sell their products to a varied UK audience in an atmosphere of cultural expression including live music, hot food, and cold drinks, stage performances and children’s activities.
[bookmark: _Toc19655896]Location
The company’s office is in Brixton, south London, the home of the now-famous Windrush Generation and some ten miles from one of the world’s most prolific financial centres, London.
The location of CaribDirect Multi-Media Limited is strategic as it serves the multi-cultural Brixton and southern regions while having access to London capital and IT resources, keeping the company in the know with access to up-to-the-minute financial and other innovations and best practice.                                          
[bookmark: _Toc19655897]Stakeholders 
CaribDirect has a wide span of stakeholders starting with the readers and event participants that are located all over the world. As an SME with many areas of business to cover, contractors who are at source are often used to help organise events and cover events in order for them to be published as stories or report following an event and then posted on the website. Facilitators are hired for specific events to give talks and demonstrations on specialist subjects.
In order to put on an event on a large scale and to aid in the promotion of Caribbean products and services, CaribDirect has various business partners. The Caribbean Export department helps facilitate the Trade Missions and helps advise on the import and export of goods for their clients. Media partners aid in the promotion of up and coming events. Local Authorities who help with the provision of venues for events. Discounted or funded venues are also available to hold the events. Caribbean High Commissions who also support by providing venues, attending advising and promoting events to their various United Kingdom constituencies. Imbibe provide the platform for CaribDirect to facilitate the promotion of Caribbean drinks to on-trade buyers.


[bookmark: _Toc19655898]Stakeholder Mapping
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In 
order to get a clear picture of where CaribDirect’s current internal and external environment a PASTEL analysis has been conducted.
[bookmark: _Toc19655899]Political
Media companies irrespective of their size must comply with local political requirements such as the national minimum wage regulations which affect costs. Wages have been increased by just under five percent as of April 1st, 2019 (Moss, 2019). As a member of the National Union of Journalists (NUJ) CaribDirect is governed by the NUJ’s pay guide for freelance journalists which they are expected to adhere to: See rates from (Resources, 2018).
· £160 a day for online news shifts
· £170 a day for newspaper news shifts
· £150 a day for subbing shifts
· £90 for a commissioned online blog post
· £310 per 1,000 words broadsheet print newspaper
· £1000+ page lead in tabloid print newspapers.
Critical to the media industry is the recent regulation governing the management and control of personal information, the General Data Protection Regulation of 2016. A European Union law is specific to data protection and privacy for persons domiciled in the European Union (Licence, 2018). CaribDirect, is a media company that possesses a database of readers, is legally obligated to conform to the dictates of the General Data Protection Regulation.
[bookmark: _Toc19655900]Economic
The economic recession of 2008 dealt a severe blow to the global advertising industry as promotions and marketing became less of a priority for global businesses, and CaribDirect was forced to reduce rates and diversify its offering. The company established the Jus’ Caribbean food and drink concept, in order to survive. 
The whole Brexit scenario has affected CaribDirect’s budget as they have writers who are located in the Caribbean. Although there is an agreed pay rate the movement in the exchange rate has proven to be damaging. The exchange rate between the British pound and the United States dollar on 23rd June 2016 was 1.477 and has fallen since then to 1.275 on the 28th June 2019 (Rudin, et al., 2010). 
[bookmark: _Toc19655901]Social
Within the United Kingdom Caribbean Diaspora is growing exponentially from immigration and organic population growth (Reid-Salmon, 2008). The company realised a more significant opportunity to create awareness for brands curious about the Caribbean market. The concentration on the food and drink sector, one littered with activities and events supported by active social media presented a unique opportunity to reach large heterogeneous and multi-ethnic audiences with a love for food and drink. Grant Bailey quotes “research has found that Caribbean cuisine is the one British people want to try the most” (Bailey, 2018).  
[bookmark: _Toc19655902]Technological
As our audiences become more technologically savvy, their engagement increased through direct messaging via email, Twitter, Instagram and Facebook supported by website contact. These are among the most used modes of platforms for sharing information (Alhabash & Ma, 2017). This information significantly improved CaribDirect’s level of interaction with its global audience thereby increasing the probability of boosting sales through forensic segmentation, targeting and positioning of the brand.
[bookmark: _Toc19655903]Environmental
The mantra of ‘Save the Planet’ by consumers can hardly be missed, and CaribDirect works painlessly to ensure all communication with the blog is done online including the monthly newsletter. Tickets for our events are only obtainable online, and paper use at the office is minimal, documents are not permitted to be printed unless necessary to do so. CaribDirect contributes to the environment by saving trees, reduction to the company’s carbon footprint and eliminating waste maintaining a paperless office, these benefits are pointed out by (Kissell, 2017). 
[bookmark: _Toc19655904]Legal
CaribDirect is by no means immune or exempt United Kingdom regulations and legislation. Our opening hours, taxation, and employment procedures are followed to the letter; including regulations such as the National Minimum Wage Regulations (1999) in the UK.
To further assist in gaining a clear picture to CaribDirect’s current internal and external environment a Porter’s Five analysis has been conducted.
[bookmark: _Toc19655905]PORTER’S FIVE FORCES

The Porters five is used to study the level of opposition within the specific business area worked by developing an establishment’s finances (Kingsnorth, 2016).
[bookmark: _Toc19655906]Buyer Power (Moderate) – The blog section of CaribDirect is more susceptible to the whims of buyers as there are the several Caribbean focused blogs on the internet with similar audience demographics making substitution a real possibility. However, the Jus’ Caribbean food and drink events are less vulnerable as they are unique commanding somewhat of a monopoly position in the market.
[bookmark: _Toc19655907]Supplier Power (Low) – No exposure to adverse supplier action on the blog side of the business as Caribbean bloggers/writers are in abundance and desperate for work. Little to no exposure to adverse supplier action on the Jus’ Caribbean side as the events are the result of strategic collaborations with established mainstream event organisers with long-standing events with thousands of stakeholders.
[bookmark: _Toc19655908]Threat of new entrants (High) – Both sides of the business are vulnerable to competition from financially endowed companies looking to capitalise on the Caribbean market. Barriers to entry into the blogging business are shallow and not significantly high for the Jus’ Caribbean food and drink business. It is challenging to break into the Caribbean market as difficult for companies with black founder to get funding (Dorsey, 2016). It has taken ten years to get to the point CaribDirect is now, others do not have the will power to keep knocking on doors that do not seem receptive.
The threat of substitutes (Moderate) – As the blogging business is not highly specialised and access to web designers and web hosting companies are relatively straightforward, any individual with the passion for writing and funds to create the portal to run the blog can set up and compete as an adequate substitute to the CaribDirect blog. Further, existing media companies interested in increasing their market share in the Caribbean sphere can quickly develop a blog.
Others have started to copy events; and outsourcing caries the risk of contractors unauthorizedly diverting work to themselves originally earmarked for CaribDirect. CaribDirect has to be very strategic in the way in which they outsource work.
[bookmark: _Toc19655909]Competitor Rivalry (Moderate) – The intensity of competition between CaribDirect and others such as The Voice Newspaper, Colourful Radio and Keep the Faith Magazine is such that all parties agree to coexist and at times cooperate on select projects for mutual benefit. Other websites cater to the Caribbean audience; however, they do not seem to be consistent in their offering and hardly ever up to date. Others have started to put on similar events but are coming up short as they do not have the contacts CaribDirect has. 
[bookmark: _Toc19655910]SWOT

[bookmark: _Toc19655911]Strengths - CaribDirect prides itself on having up to date knowledge of the Caribbean market and has kept up to date through their various contacts and partners. They have made it their business to create favourable partnerships with several local authorities through the events they have put on, contracts won and close working relationships. The owners have extensive marketing and promotions experience, which they gained over time, and they are well known for their high standards. They also have years of experience in journalism via assignments conducted in the Caribbean and United Kingdom. It has been of benefit to have a healthy working relationship with the Caribbean High Commissioners both in the United Kingdom and abroad. The owners have seen great benefit to re-educate themselves with the latest business skills (BA in Business Management (Hons) 2019; Which has helped them to organise and conduct strategic planning for the business.
[bookmark: _Toc19655912]Opportunities - CaribDirect plans to dominate the United Kingdom’s market within two years of accessing funding. CaribDirect aims to fill the gap left by the BBC Caribbean in 2011 (BBC, 2011). Become a major player in the United States, Canada, and Europe among Caribbean nationals within five years of receiving funding.
[bookmark: _Toc19655913]Weakness - The opportunity to gain funding for this type of project is low and therefore very hard to run projects planned for which has meant on occasion they have had to cancel; which is not is risky for the company’s reputation. Investment in Caribbean project is very difficult to gain (Asare, 2017), and without funding some projects planned for cannot get off the ground. When outsourcing CaribDirect is at risk of losing business to businesses they have outsourced to; contractors are not always honest. For the scope of work to be done, there is insufficient staff to cover all the areas of business which means at times things are forgotten or just cannot be done as the workforce is not there. CaribDirect covers a broad span of activities but do not have a specialist area of business to focus on to take the lead on of this type of organisation.
[bookmark: _Toc19655914]Threats - The entry level for this type of business is low, leaving the door open to anyone with the skill to replicate the business. Anyone with the right funding and contacts could beat CaribDirect to their goal. Without the continued access to funding until the point of self-sustainability CaribDirect is at threat of folding. Intellectual Property theft or infringement of ideas can hinder the growth.
[bookmark: _Toc19655915]VALUABLE-RARE-INIMITABLE-ORGANISED.

After analysing the findings of the PASTEL, Porter’s five and SWOT the information was used to generate the below VRIO chart. The information gained from this helps set out the strategy and internal analysis. The chart highlights the company’s resources and capabilities, whether tangible or intangible. In doing this the core competencies are brought to light to show where the company is strong in its levels of performance (Jenkins & Williamson, 2016).
	VRIO and Relative firm performance

	Resource
	Valuable
	Rare
	Inimitable
	Organised
	Competitive Implications
	Performance

	Active Social Media
	YES
	NO
	YES
	YES
	Competitive Parity
	Normal

	Global audience
	YES
	NO
	NO
	YES
	Competitive Parity
	Normal

	Writers world wide
	YES
	NO
	NO
	YES
	Competitive Parity
	Normal

	Great knowledge of the Caribbean
	YES
	YES
	NO
	YES
	Temporary Competitive advantage
	Above Normal

	Jus Caribbean Unique
	YES
	YES
	No
	YES
	Temporary Competitive advantage
	Above Normal

	Good Partnerships
	YES
	YES
	NO
	YES
	Competitive Parity
	Normal

	Experienced Journalists
	YES
	NO
	NO
	YES
	Competitive Parity
	Normal

	Educated in Business
	YES
	NO
	YES
	YES
	Competitive Parity
	Normal



For CaribDirect eight resources and capabilities were examined in VRIO with six showing average level of performance. This does not mean they are not good for the business however; they are not giving the business any advantage over the competitors. The two advantages found were of a temporary nature, which is not a bad thing but something that the company needs to be aware of. CaribDirect needs to ensure they stay ahead of the market in these areas. While they are in a position of being ahead of the market, they will need to see what they can do to give themselves a product or service that would give them a sustained competitive advantage or turn temporary advantage into a sustained advantage. (Huang, et al., 2015) state that after conducting their research that “Firms need to have sufficient financial support, generated via a strong market position in the short term, to continuously build, redeploy, and reconfigure their resources and capabilities and then to achieve a better position of technological resources and capabilities for sustaining superior economic rents for a longer period of time.”
[bookmark: _Toc19655916]SUSTAINABLE ACCEPTABILITY FEASIBILITY 
	Sustainable Acceptability Feasibility 

	 
	Weight each point carries
	Remine the same
	Long standing relationship
	Great knowledge of the Caribbean
	Key

	Suitability
	 
	 
	 
	 
	Positive 
	10

	Strengths and weakness
	 HIGH
	1
	10
	8
	Neither
	5

	Opportunities and threats
	 MODERATE
	8
	8
	5
	Negative
	1

	Solve problem
	 HIGH
	2
	7
	6
	
	

	Feasibility
	 
	
	
	
	Weight Key

	Finance
	 HIGH
	2
	7
	4
	High 
	75 to 100%

	Organisation
	 HIGH
	9
	10
	9
	Moderate 
	50 to 74%

	Competition
	 MODERATE
	3
	7
	8
	Low  
	0 to 49%

	Realistic Expectation
	 MODERATE
	2
	7
	8

	Resources
	 HIGH
	5
	5
	5

	Knowledge
	 HIGH
	5
	7
	10

	Ethical
	 HIGH
	10
	10
	10

	Legal
	 HIGH
	8
	8
	8

	Acceptability
	 
	
	
	

	Profitability
	 HIGH
	3
	7
	3

	Financial Risk
	 LOW
	8
	3
	5

	Stakeholders
	 MODERATE
	5
	10
	8

	Total
	 
	71
	106
	97


The table above is showing a portion of CaribDirect’s SAFe analysis chart.
Through conducting a VRIO strategic analysis, it enabled CaribDirect to see their sustainable competitive advantage to their competitors clearly. With this information next is to plan for going forward. To do this they picked critical areas of the business and used the SAFe tool to establish which two areas of the business they should place a high level of panning maintain and excel in those areas.
This tool helps by breaking down each area of the business into three different groups suitability, feasibility, and accessibility (Johnson, et al., 2011); each group has a group of criteria in which each subject area is rated on in its importance to CaribDirect. The business area with the highest score and the area of business the company needs to concentrate on. The idea is to maintain and or become the leader in that area of business amongst the competitors.
From the tool used above CaribDirect will focus on maintaining the lead in holding long-term relationships with the Export Promotion agencies and the like and put in place contractual blocks to potential new entrants entering this arena for the long term.
It is essential to have a backup plan and in CaribDirect’s case because they will continue to gain knowledge of the goings-on in the Caribbean with the idea that they would be the first port of call when requiring reliable information about the region. 
[bookmark: _Toc19655917]KEY FINDINGS

In going through this process, it has clarified the thinking of CaribDirect on the way forward. They have realised they cannot continue to spread themselves all over the place trying to be everything to all Caribbean people. To make the business profitable, they need to prioritise one area of the business by monopolising on their competitive advantages and taking control of that area of business over and above their competitors.
This exercise has solidified the need to use not just run with a business idea; conduct a business health check and analyse the business using the business tools once every quarter. It helps to ensure the business is on track, notifies of any dangers and provides the means to change direction or ensure the company is doing the right thing for the business.
[bookmark: _Toc19655918]CONCLUSION AND RECOMMENDATION

The many challenges that are faced by SME leaders, such as adapting their skills and tactics to the ever-varying phases of business growth are shown here through the example of CaribDirect. They need to be able to develop and expand while overcoming the challenges of macro-economic and foreign exchange markets. CaribDirect’s management has been challenged to stay in control of their strategy, operations, clients, production, and cash flow daily, making it challenging to have a holistic view of the business.
[bookmark: _Hlk19607770]Management needed to take a review of their resources and analyse the internal and external competitive environment to ascertain if they were still on target for the goal and objectives of the business and establish their competitive advantage in their industry. To do this, they needed to go through the process of generating a clear strategy to determine the core competencies of the business, which helped to set clear objectives for the company and give a distinct emphasis on what is essential to them.  The process has acted as an aid in understanding and obtaining knowledge of the competition; place CaribDirect in a tactical position where they can move forward and are not in a situation where they must react to threats, this should place them in a position of rapid growth. 
To achieve this CaribDirect used different business tools starting with a PESTLE analysis which gave them the view of the Political, Economic, Social, Technological, Environmental and Legal environment around them and which all had a unique effect on their area of business. In conducting this exercise, the framework of macro-environmental factors was set and gave them an overview of the different macro-environmental factors they needed to take into consideration to understand the growth and decline that may occur within their market. Hence the importance of conducting this regularly, it aids in the planning of any new projects, products, or services they may wish to launch within the Caribbean community and recognise their core competencies. 
Moving onto the SWOT analysis, which highlighted the ways they needed to improve within the business in developing the full picture of all the circumstances involved that have an impact on the decisions made within a business. Conducting this SWOT analysis helped to provide a visual of the internal and external issues that affect the company, whether they hindered or aided in the accomplishments of goals. The SWOT revealed the company’s current position and has helped CaribDirect with the mapping of their short and long-term goals; to understand what the competition is doing, look at their strengths and weakness, and recognise where opportunities lie.
In conducting the VRIO analysis, CaribDirect was able to determine the area of competitive advantage they have over their competitors; it provides the area of strength.
At this point, CaribDirect was in the position to analyse their findings and prioritise them by ranking each by way of their suitability, acceptability, and feasibility. The competitive advantage that ranked the highest is where they decided to put a strategic plan in place and then focus on that area of business. However, they do have a second plan in place in case of any changes in the external market as it has a significant influence on the way the business is run. External changes can mean the business may have to change internally. 
In using the different business tools, it ensures there are no gaps in knowledge or understanding for the business in their specialist area and armed with this knowledge a plan of strategic changes is made to improve business, make a profit and stay ahead in the market.
It may seem time-consuming conducting all the differing analyses and research to gain the data needed, but in the long run, it can save a lot of pain, finance and even the business itself. 
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