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[bookmark: _Toc179475049]Task 01 – Strategic Plan
[bookmark: _Toc179475050]Introduction
The report mainly aims to present the understanding of Pukka Herbs and its strategic location within the UK Food and Beverage industry. By doing a Porter Five Force analysis the report will analyse its current internal and external analysis and stakeholders. The report will also use the Ansoff Matrix to analyse the strategic development for the herbal Pukka Herbs and identify the adequate long-term strategy. Pukka Herbs is the UK based company which was established in 2001. The company has a variety of tea products mainly herbal teas as well as supplements and other product (Pukka Herbs, 2024). 
[image: ]
(Source: Pukka Herbs, 2024)
Meanwhile, the company’s concern is much wider than that of delivering the wellness products; it is to make people realize the importance of living in tune with nature and help them reconnect with the environment. Looking into the overall goal of sustainability, Pukka Herbs seeks to enhance the welfare of its customers, the employees, and the communities as the company’s business choices reflect this goal. 
[bookmark: _Toc179475051]Organization’s Current Strategy
[bookmark: _Toc179475052]Porter’s 5 Forces Analysis 
[bookmark: _Toc179475053]Threat of New Entrants
Organic market is a relatively elastic market, but entry barriers are comparatively high (Howard, 2021). There are positive factors for the Pukka Herbs such as; the association of brand awareness, organic and ethical certifications such as Fair for life and B Corp, and long-term supplier relations. These certifications take lots of time and resources to be acquired thus offering a competitive barrier to the business. Pukka has a steady mission to uphold sustainability and cultivating relationships which establishes the company a good buffer against new entrants as customers view Pukka as a reliable brand focused on being socially responsible.
[bookmark: _Toc179475054]Bargaining Power of Buyers
The buyers’ bargaining power can range from moderate to high in the UK food and beverage industry because of the numerous choices that they can take. Consumers continue to be more aware of their health and consequently demanding not only quality, but also credibility of the business, and the disclosure of information (Hecht et al., 2020). The customers who try Pukka products are usually return customers who are looking for natural, organic snacks that are packaged in eco-friendly manner. Nevertheless, there are a number of new entrants in the wellness segment in recent years which has ensured that consumers had a strong leverage. Certification and long-standing market presence of its brands create a certain level of customer loyalty with the product. However, to sustain this, Pukka needs to launch new products and stoke up consumers’ interest all the time, for to do this, the company needs to be relevant and competitive in an environment that is becoming more and more saturated with new competitors.
[bookmark: _Toc179475055]Bargaining Power of Suppliers
Pukka Herbs acquires its ingredients from the organic farmers all over the world, and they are central to the company’s plans. The bargaining power of suppliers in the organic industry can be high since the quality, premium and certified organic herbs and plants are restricted. The farmers who can offer such high quality and fresher ingredients, especially under fair-trade contracts, have dominant position, especially when climate risks affecting supplies’ chains are taken into consideration. Pukka remains loyal to providing fair wages and sustainable practices which forms a bond with the community making it hard for supply chain disruption. 
[bookmark: _Toc179475056]Threat of New Substitutes
Herbal teas have its rivalry within drinks portfolio, also from functional beverages, plant-based milk, and even healthier soft drinks. Also, vitamins, minerals, and plant extracts from other producers can also be considered as the substitutes for Pukka’s range of wellness products. However, Pukka is in contrast to the majority of competitors concentrating its efforts on the overall health promotion and being environmentally friendly. Organic plants for improving healthier lives are some of the goals that consumers relate with and therefore shields it from the forces of substitutes in this niche (Wittwer and Anderson, 2020).
[bookmark: _Toc179475057]Competitive Rivalry
Food and beverage market of UK is highly concentrated with number of brands both traditional and new players are focusing on organic and plant-based products. Competition is high particularly because many companies and brand name producers are targeting the healthier lifestyle and wellness market (Van Dam et al., 2021). Pukka Herbs major competitors are companies that offer similar products such as; Clipper Teas, Heath & Heather, and Yogi Tea companies, although Pukka also deals with broad health and wellbeing brand such as Holland & Barrett. It is important for the company to sustain its position in the highly competitive market, it is important for it to keep on innovating, either in the line of widening its portfolio, or going deeper into sustainability, by going for things such as carbon neutral production or even increasing the sustainability of the supply chain.
[bookmark: _Toc179475058]Organization’s External and Internal Environment 
[bookmark: _Toc179475059]PESTLE Analysis
[bookmark: _Toc179475060]Political 
· The UK has various business polices which make the country suitable for the food and beverage industry to thrive. 
· Taxes play an important role in the UK in relation to the businesses operating in this country. 
· Most goods and services sold in the UK are subject to Value Added Tax (VAT) at 20%, which means its cost is passed onto the manufacturers, which can affect product pricing models of firms such as Pukka Herbs (Statista, 2024). 
· The organizations should ensure that they are able to cover the additional cost of these taxes so as to be able to continue providing their products and or services in the market; especially when the market is already very competitive and the margins very thin.
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Figure 1: Income tax receipts in the United Kingdom from 2000/01 to 2023/24
(Source: Statista, 2024)
[bookmark: _Toc179475061]Economic
· In the year 2022, the annual growth rate was $99,940 and is expected to have an annual growth rate of 14.25% up to 2029 (Statista, 2024a). This is good to the economic prospects of firms in the sector because there is likely to be a higher inclination towards consumer expenditure on food and beverages. 
· Furthermore, the British economy, which scored 4.35% GDP in 2022, confirms the relative stability and the potential consumers demand increase (Statista, 2024b). 
· In the case of companies such as Pukka Herbs, this increase in overall revenue and the spending power of the consumer stands as a chance to better diversify product offerings and gain a larger slice of the retail customer base. 
· Nonetheless, present inflationary pressures, increase in the prices of ingredients and interruption of supply chain can work to the damage of profitability. 
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Figure 2: United Kingdom: Real gross domestic product (GDP) growth rate from 2019 to 2029
(Source: Statista, 2024b)
[bookmark: _Toc179475062]Social 
· The growth of the food and beverage industry is highly influenced by change in the social factors in the UK. 
· Millennials who currently comprise the largest generation are a key driver of this market, with about 14.5 million millennials in the UK (Statista, 2024c). This generation is immensely conscious about their health and the food they consume and also conscientious consumption. 
· Furthermore, the consumption of organic foods has been on the increase constantly. According to the data for 2022, the sales revenue of organic food and drink in the UK amounted to approximately 2.9 billion British pounds, with constant annual growth (Statista, 2024c). 
· This is consistent with Pukka’s goals of promoting superfoods that are organic and service the planet’s needs. 
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Figure 3: Consumers who actively try to eat healthy in the UK in 2023/24, by generation
(Source: Statista, 2024c)
[bookmark: _Toc179475063]Technological 
· The industry businesses invested £457 million in the field of R&D in 2020 (Statista, 2024d). 
· In particular for the kind of business as Pukka Herbs it is crucial to use technology in farming and supply chain to guarantee high quality of organic remedies. 
· The other technological factor of great importance is e-commerce and digital marketing. The growing popularity of e-commerce is promising for Pukka because it breaks the most traditional brands.
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Figure 4: Research and development expenditure in food, beverages and tobacco product businesses in the United Kingdom (UK) from 2002 to 2020
(Source: Statista, 2024d)
[bookmark: _Toc179475064]Legal 
· The legal factors of UK Food and beverage industry are sensitive, because it involves the issues related to food safety, and the laws related to labeling of the products. 
· Furthermore, because consumers’ awareness has grown and they want to read about the ingredients and the nutritional value of the food they buy, The UK Food Information Regulations include allergens regarding the labeling. 
· As an organic company, Pukka Herbs also faces the regulation on the certification standards of the organic products by the rules on farming, pesticide usage, and overall sustainability of organic. 
· These legal requirements are the strength and the weakness at the same time in the case of Pukka.
[bookmark: _Toc179475065]Environmental
· Today, customers are paying attention to sustainability, for instance, 36% of consumers in the UK are ready to purchase even more sustainably if the products are easily available (Statista, 2024e). 
· Over 60% of consumers also go out of their way to avoid wasting food: consumers are becoming more conscious of the environment. This is because the steady emphasis on the four dimensions of sustainability in business well matches Pukka Herbs’ operations. 
· For Pukka, this means going further with the climate resilience measures already planned and to keep foraging ahead on sustainability. 
· With the help of the regenerative agriculture and carbon neutrality concept, Pukka can reinforce its environmental message and respond to the trends of consumers’ demand.
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Figure 5: Attitudes towards sustainable nutrition in the United Kingdom as of June 2023
(Source: Statista, 2024e)
[bookmark: _Toc179475066]SWOT Analysis
[bookmark: _Toc179475067]Strengths
· Pukka Herbs is a company known for its brand image and does sell organic and fairly sourced products. 
· The mission of the company to foster better organism through organic plants has appealed to a rising population of conscious consumers (Pukka Herbs, 2024).
· The strong bonds with suppliers guarantee that it gets quality raw materials in the long run.
[bookmark: _Toc179475068]Weaknesses
· An advantage of relying on premium organic products is that consumers in this industry are usually high-end and can reduce the reach of the company’s products. 
· Also, since it sources most organic ingredients from global suppliers, it is prescriptively exposed to shocks that are normally associated with climate volatility affecting crops production.
[bookmark: _Toc179475069]Opportunities 
· Growing consumer consciousness about health and beauty, organic products, and plant-based products is a noteworthy business prospect for Pukka. 
· Also, the latest trend of consumers consuming more environmentally friendly products creates a niche position for Pukka to expand its sustainable developments (Han, 2021).
[bookmark: _Toc179475070]Threats 
· It is important to note that the herbal tea and wellness is fairly saturated with major companies as well as the pending companies and up and coming entrants to the markets. 
· Furthermore, availability and cost of organic ingredients, which affect overall costs and the flexibility that can be offered to clients can present challenges as does the changing regulatory environment.
[bookmark: _Toc179475071]Stakeholder Analysis
	
	High Power
	Low Power

	High Interest
	· Suppliers
· Farmers
· Investors/Owners
	· Customers 
· Competitors 

	Low Interest
	· Employees
· Regulatory Bodies
	· Low Communities
· Environmental Groups



Suppliers and farmers are required to source and deliver the raw organic materials for manufacture in compliance with Pukka’s company’s core value of sustainability. While financial shareholders seek monetary profits, business development, and business responsibility concerning ascending sustainability (Karpoff, 2021). Thus, Pukka should sustain a clear channel of communication with these stakeholders, keep them abreast with the company’s sustainability efforts and be clear in its financial management. In addition, co-workers are critical for organizational functioning but do not necessarily need to be motivated by the strategic plan if no steps have been taken to make them do so. 
Customers have showed much interests in Pukka’s products especially those that are organic and sustainability produced. Opponents, who are not as significant, pay attention to all changes in Pukka’s positions on the market and its products. Customers need to be handled in a way that includes but not limited to sustaining product quality, building customer loyalty, and keeping the customers engaged with sustainable messaging and marketing (Chen et al., 2020). While for low power, low interest stakeholders, local communities and environmental organizations their expectations refer to CSR. These stakeholders include members of the society, to whom Pukka needs to provide information, and communicate, on how their expectations of Pukka for sustainability practices can be met as these stakeholders are easy to manage and do not require much efforts from Pukka.
[bookmark: _Toc179475072]Possible Strategic Growth Options for Company
[bookmark: _Toc179475073]Market Penetration
Market penetration targets reuse of currently used products with already existing customers in the same segment (Boyer et al., 2021). The company can improve the level of its online marketing and develop social media campaigns that will conduct messages about its natural and organic food and beverages corresponding to the recent consumer trend in this issue. Furthermore, Pukka can look for business opportunities with other supermarkets and online stores within the UK to enhance distribute reach product for costumer. Pukka can extend personal position in the market by introducing itself in catering popular trends as plant-based diets, wellness lifestyles.
[bookmark: _Toc179475074]Product Development 
According to Marzi et al. (2020), product development consists in innovating by finding new products for current markets. From the normal blending of the herbal teas and forming of supplements to the wellness products such as skin creams, aromatherapy oils, organic confectionery among others, pukka has the opportunity of meeting the increasing market demand for natural and sustainable solutions ahead. It not only diversifies the company product offering but also enables Pukka to maintain social responsibilities to sell organic and environment friendly products. By the introduction of some herbal-based products or incorporation of creative ecological packaging techniques, Pukka can achieve the market status while satisfying the current ethical concern. In addition to that, product development contributes to greater customer loyalty since they are able to provide a variety of product that are suitable for a particular consumer at a certain point in their wellness journey while at the same time the company retains its commitment to sustainability values.
[bookmark: _Toc179475075]Market Development
In the view of Rundh (2023), market development refers to the growth through penetrating new geographically markets with existing product lines. For Pukka Herbs, it can be beneficial to expand to other countries, where the demand for organic and wellness products is on the rise. This strategy helps Pukka to expand its current product portfolio and brand but also provides an opportunity to appeal to new customers. The company can penetrate these markets through appropriate joint ventures, distribution partners or through e commerce portals.
Consequently, Product Development is one of the potent strategies for Pukka Herbs given that the trend towards wellness and sustainability in the brand’s products. Since Pukka will be launching new versions in the market with new product features, such as organic and sustainability aspects, they can be able to pull in more consumers while at the same time retaining the current ones. Enabling new products like recyclable cooking containers or health tonics will keep the company up to date. This will enable Pukka to position its self in the market as brand that promotes health and environmental conservation.
[bookmark: _Toc179475076]Key Strategic Recommendations for the Organization
The key recommendations are based on the above strategic growth strategies which provide significant influence on the growth and development foster the performance of Pukka Herbs.
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Figure 1: Levin’s Change Model
Source: (Rundh, 2023)
Recommendation 1: Strategic Partnerships and Collaboration 
To maximize the company’s exposure, Pukka needs to actively seek cooperation with companies that share their company’s vision and promote a healthy lifestyle, including gyms, yoga studios, and natural health food stores (Rodriguez-Sanchez and Sellers-Rubio, 2020). Additionally, these collaborations can experience very high increases in overall brand awareness and easy entry into new customer bases that are already health-conscious. However, by working together with businesses of a similar selling theme, Pukka can work exactly together or cross-promote emphasizing the compatibility of the products (Kazancoglu et al., 2021). Furthermore, integrating the change management model provides significance in developing strategic partnerships and collaboration with the stakeholders.  
In the unfreeze stage, the firm should engage in a market study that would help the firm identify suitable partners to work with based on the Pukka brand spirit. It is important to involve the stakeholders in discussions to be able to explain the interest everyone has in it which will enhance dedication among the technical workers. In the course of the change phase, Pukka can strike partnership agreements and use marketing promotions involving both brands or more so use health promotions and other campaigns that include both brands (Burnes, 2020). In the refreezing phase, it is recommended that Pukka evaluate the value of these partnerships in line with customers' feedback as well as sales records. Consequently, the results will help Pukka pinpoint effective practices for both its individual marketing and collaboration strategies.
Recommendation 2: Tangible digital sales channels
Pukka to improve its online sales, the company can establish a friendly user e-commerce site tap other online channels like Amazon, and focus on health marketplaces. Moreover, sales strategy will incorporate both a direct to consumer approach and expand the product base of the company into new customer segments, especially the digital-savvy customers (Macassa et al., 2022). In considering the implementation during the unfreezing phase, Pukka needs to assess its current state of compliance, specifically in accessing websites and social media, to consider such user experience issues (Rainero and Modarelli, 2021). In implicating IT and marketing personnel in this evaluation, they will point to matters of concern, including site navigability, page load time, and responsiveness in mobile devices.
Recommendation 3: Sustainable Supply Chain Management: A Model of Investment
Pukka should offer enhanced supply chain sustainability by acquiring ingredients locally, together with making use of environmentally extended packing material (Alexandri et al., 2022). However, decreasing the firm’s carbon footprint this strategy complements the health and environmental consciousness expressed by a large segment of today’s consumers. Moreover, making sustainability a focus can help Pukka set itself apart in the crowded wellness economy even more and create a loyal customer base. In considering Levin's model, during the unfreezing phase, Pukka should seek to learn of the current state of its internal supply chain measurement and management including such factors as carbon footprints, waste generation, and procurement policies. Supplier and employee communication is important at this stage of the process to ensure that the rest of the supply chain is fully on board with Pukka’s sustainability strategy (Sharafuddin et al., 2022). 
However, during the change phase, Pukka can approach the local farmers and other green suppliers to get better quality organic products. Further, investing in innovative, biodegradable, or reusable packaging will improve sustainability factors. In the refreezing phase, an organization such as Pukka should always be checking the effect of change on the supply chain and customer perception (Siems et al., 2021). Moreover, collecting feedback and monitoring the most important indicators will guarantee that sustainability will become an integral value for the company, and, therefore, a constant part of the business, which will positively contribute to the image of the company as a responsible and ethical characteristic.  
[bookmark: _Toc179475077]Reaction of Competitors and Dealing	
In the reaction towards counterfeit product and replicated by the competitors of Pukka Herbs.  However, when a firm introduces market initiatives such as new product development the company is likely to see new strategies from competitors in the herbal tea and wellness industry including Twinings, Yogi Tea, or Clipper among others. In such cases, the firms may retaliate by coming up with similar products to offer their clients, improving their marketing strategies, or developing new price regimes. Some may also focus on selling some specialties (Abd Aziz et al., 2021). To counter these possible competitive reactions, Pukka Herbs has to concentrate on the following strategic areas organic and fairly traded herbs, Ayurveda and Natural Health, and Environmentalism. Pukka can also keep reinforcing this as one of its competitive advantages by ensuring that the company maintains its values as key selling points, especially during campaigns and new product development stages (Nylund et al., 2022). 
Additionally, to counteract with threats in the legal environment that Pukka faces, it should perhaps mention such certifications as Fair for Life, or other organic certifications to create trust among the customers about its high ethical standards, and continued commitment to quality products regardless of the pricing pressure coming from competitors, or their entrance into new products. Moreover, Pukka can enhance its position by increasing the degree of customer interaction. In the view of Papaioannou et al., (2022), individual recommendations for maintaining health or cooperation with personality lifestyle bloggers, and using materials that address the concept of a healthy lifestyle. In addition to the teas, consumers can be engaged in other ways and receive diverse content such as Ayurveda knowledge or herbal well-being from Pukka.
[bookmark: _Toc179475078]Conclusion
This report was based on the strategic growth development for the Small medium enterprises, from which Pukka Herbs is highly integrated in this research. Furthermore, this research includes a vigorous analysis including Porter's five force model, PESTLE, and SWOT analysis, it was found that Pukka has strong brands, is environmentally conscious, and with loyal suppliers. However, the current situation remains that the company needs to try and learn from the highly competitive and mature wellness market. Subsequently, this research also highly emphasizes the key recommendations and strategies to overcome the competitors of Pukka Herbs significantly. 
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[bookmark: _Toc179475079]Task 02 – Poster Presentation		
[bookmark: _Toc179475080]Strategy for long-term adopting sustainable practices
The business level strategy to deliver long-term sustainability to Pukka Herbs is the use of Product Development, Market Penetration, and Market Development strategy with more stress on sustainability (Román et al., 2022). Another advantage of Pukka’s strategy is that targeting sustainability will enhance the company's ability to tap into the developing market for ethical environmentally and organically produced products. Sustainability is a Core Differentiator as organic, plant-based, environmentally friendly products are popular among conscious customers so Pukka Herbs targets people with social sensitivities (Wanja and Achuora, 2020). For sustainability it is not just a fleeting gimmick for healthy business but rather the way new generation consumers are thinking. This means that any time environmental concerns escalate, then Pukka’s products will still be on the market, and in increasing demand. Product Innovation and Diversification strategy, the organization can expand the offered range by offering new types of herbal products, biodegradable packaging, and health products. 
Moreover, satisfy consumer needs for different products but also loyal consumers will be served too. Validating that Pukka will need to continue to build its innovation and create new products that express its sustainability values, Pukka will be able to establish itself as a dominant player in the organic wellness sector. Market Expansion, Market Development, and penetration also take Pukka to new geographical locations where it aims to cater to new customers. Additionally, not only can it maintain its current growth rate today but as more consumers across the world demand organic products due to growing awareness of the effects of our actions on the environment, it can expand to these unexplored areas in the future (Wanja and Achuora, 2020). Therefore at the same time by expanding more of its visibility in the net and sourcing more UK supermarkets, Pukka will be able to capture a wider market in its home country.
[bookmark: _Toc179475081]Key Strategic Recommendation 
[bookmark: _Toc179475082]Short-term Recommendations
1. Strengthen Online Presence and Digital Marketing: Thus, Pukka should pay more attention to its online promotion and using new media available in the form of social networks. It is possible to market Pukka as a brand that practices sustainability and offers environmentally friendly products. Also, working with individuals popular within the health and fitness niche can be used as a way of increasing brand awareness.
2. Partnerships with Local Supermarkets and Online Retailers There is a need for Pukka to engage in more partnerships with supermarkets in the UK and other online stores. Subsequently, cooperation with online shops can also strengthen Pukka’s positioning on the internet market. A rapidly developing channel for purchasing various goods, including the ones that are organic and eco-friendly.
3. Launch Limited Edition Product Lines another way to make consumers interested in the brand during a short period is to launch limited edition products with sustainably packaged items and plant-based wellness kits. This not only motivates the sales but also 'reminds' consumers about Pukka’s environmental responsibility policies.
[bookmark: _Toc179475083]Long-term Recommendations
1. Expand product development with sustainable solutions Pukka should also sustain the investment in its product development activities while embracing sustainability. Having products such as herbal-based skin care, organic sweets, or even re-usable cooking utensils as containers will expand the product range, and that will be online with their mission of producing healthy products that can help conserve the environment. This diversification is also useful for Pukka to create business immunity through the development of long-term consumer needs and demands.
2. International Market Expansion in the long run, Pukka should consider the following possibilities including entering new markets where demand for organic and sustainably produced products increases gradually, namely parts of Europe, North America, and Asia, diversifying its product portfolio. Through the use of joint ventures or online selling in the internet, Pukka can expand its markets and into new locations.
3.  In the context of circular economy, principles should be another sustainable development goal Pukka should follow as part of its sustainable development in the long run. Furthermore, it can range from designing packages to be reusable or created from reusable material and finding partners that will work on the concept of waste management programs.
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