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Executive Summary
One of the largest UK internet pharmacies is Pharmacy2U. The company is examined in this study and given recommendations on how to develop and survive as a SME. 
The study begins with Pharmacy2U's business strategy, which uses technology creatively to streamline pharmacy services and make them easier for patients to access. Small businesses like Pharmacy2U need strategic management. This prepares to examine its strategic orientation. 
The report evaluates Pharmacy2U's vision, mission, values, goals, and objectives to determine if its strategic orientation supports its long-term aims. Pharmacy2U's business environment is also affected by legal, political, economic, social, technological, environmental, and technological aspects in a PESTEL analysis. 
A SWOT analysis identifies a company's strengths, weaknesses, external opportunities, and threats. The company learns how to improve and grow. Pharmacy2U's competitive edge is assessed by VRIO's analysis of its resources and skills' value, rarity, copyability, and organisation. 
Growth strategy is discussed using Porter's Generic Strategies, Ansoff's Matrix, and Bowman's Strategic Clock. The key proposals are increasing customer experience, operational efficiency, market growth, following the rules, being environmentally sustainable, and delivering new services. 
The paper concludes with a review of key findings and strategic recommendations. Pharmacy2U's flexibility and inventiveness are crucial in the ever-changing healthcare industry. Pharmacy2U's strong technological platform and customer focus will help them succeed in the SME system despite its issues. 
The proposals aim to help Pharmacy2U achieve long-term development, operational excellence, and market leadership to maintain its online pharmacy leadership. 
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Background on Pharmacy2U
One of the greatest UK online pharmacies is Pharmacy2U. It was founded in 1999 by chemist Daniel Lee. The first online drugstore in the UK, it has developed rapidly as more people shop online for convenience. Pharmacy2U offers prescription buying and delivery, over-the-counter drugs, and doctor consultations. Leeds is the primary dispensing hub for the General Pharmaceutical Council-regulated company. 

Pharmacy2U's business objective is to simplify pharmacy services with technology. Online prescription management and automated dispensing by Pharmacy2U aims to improve efficiency, save costs, and make patient safety and convenience. This method allows them to manage several prescriptions and deliver medicines to patients' homes, unlike normal pharmacies (Onetti, A., Zucchella, A., Jones, M.V., and McDougall-Covin, P.P., 2012).

How SMEs Should Understand Strategic Management 

Pharmacy2U and other SMEs need strategic management. This is especially true in the competitive and restricted healthcare industry. Good strategy management lets SMEs do: 

1. Find and Use Your Competitive Advantages: It enables Pharmacy2U identify its strengths, such as excellent technology and a strong online presence, to beat its offline and online competitors (Lee, D.Y. and Tsang, E.W.K., 2001).

2. Market Change: Healthcare and retail pharmacy rules, technology, and customer behaviour change swiftly. Strategic management can assist Pharmacy2U adapt its company plan to these changes and grow. 

3. Resource Optimisation: Strategic management prioritises tasks that will benefit the organisation and its customers to maximise resource consumption. 

4. Long-term planning involves setting goals and creating a plan to achieve them. Pharmacy2U needs this to maintain gaining funding and flourish. 

Why the report was written 

This research examines Pharmacy2U's strategic orientation and internal and external environments using strategic management tools like PESTEL, VRIO, and SWOT assessments. Important aims include: 

1. Checking the Present Strategy: To see if Pharmacy2U's current strategy matches its corporate aims and external needs. 

2. Finding Strategic possibilities and challenges: To examine how new technologies and legal changes affect Pharmacy2U's business model and identify possibilities and challenges. 

3. Strategic Recommendations: The report will use the analysis to create feasible development and improvement plans for long-term success and sustainability (Onetti, A., Zucchella, A., Jones, M.V., and McDougall-Covin, P.P., 2012).

4.Stakeholder Analysis: To determine Pharmacy2U's optimal strategy and how different groups' goals and needs affect strategic decisions. 

Through in-depth analysis and strategic recommendations, this report will help Pharmacy2U navigate the shifting healthcare market and capitalise on new opportunities. 

2. Current strategy direction 

Pharmacy2U's mission, beliefs, aims, and objectives 

Pharmacy2U seeks to leverage technology to make health care faster, easier, and more accessible. 

Mission: Pharmacy2U strives to improve pharmacy services and ensure clients receive their medications safely, efficiently, and easily. Makri, M., Scandura, T.A. (2010) say Pharmacy2U combines innovative technology with pharmacy services to improve health care.

Pharmacy2U values innovation, patient safety, accessibility, and honesty. These ideals influence everything it does, from filling prescriptions and chatting to consumers to maintaining relationships with healthcare providers and others. 

Goals and objectives: 

Why To offer more UK residents internet pharmacy services so they may shop from home. 

• Use automation and new technology to improve operations and reduce drug errors. 

• To satisfy patients by delivering pharmaceuticals safely, reliably, and quickly. 

• Strengthen ties with healthcare providers to improve patient care. 

Assessing current strategy direction 

Pharmacy2U wants to revamp traditional pharmacies with digital technology. The company maximises its web platform to reach more people, save money, and improve patient care. Important elements of their plan include: 

Going digital: Pharmacy2U tracks prescriptions and patient communications using complicated algorithms and data analysis. The "digital first" approach improves operations and supply chain management. 

• Customer-focused services: Pharmacy2U offers drug reminder systems and expert consultations to improve user experience and help patients stick to their treatment programmes. 

Pharmacy2U is continually striving to develop geographically in the UK and by adding additional services, like the online doctor service it just added. 

Assessment of Fit with Company Long-Term Goals 

Pharmacy2U's strategic strategy is solid, but it might better support long-term goals in several areas: 

1. Market Expansion vs. Regulatory Compliance: Pharmacy2U's rapid growth is commendable, but it makes it difficult to comply with regional health legislation. Compliance while increasing is crucial to avoid legal and reputational issues. 

2.Technological Progress vs. Patient Customisation: Pharmacy2U's business plan relies on technology, yet over-automation could make patient relationships difficult. Technology and personal touch must be balanced to keep patients trustworthy and pleased. 

3. Operational Efficiency vs. Care Quality: Efficiency may compromise care quality. The quality of patient treatment must not be compromised by speed benefits. 

4. Focus on Innovation: Pharmacy2U's long-term goal is to lead the digital pharmacy industry, which matches with its commitment to innovation. It must invest in innovative concepts to stay ahead of the market, especially as regular pharmacies utilise more digital tools. 

Pharmacy2U's strategy plan supports its objective to transform healthcare using technology. For long-term success, expansion, technological dependence, and care quality must be balanced. 

3. Environmental Analysis 

3.1 PESTEL analysis 

PESTEL helps analyse Big Picture issues that may affect Pharmacy2U's strategic path. They are: (Ma, J., Chen, S., Wu, Y.J., and Shu, M., 2021).

Political issues: 

• Healthcare policy changes, such as NHS payments, prescription costs, and online pharmacy laws, affect Pharmacy2U. Government support or opposition of online health care can influence markets and services (McGrath, R.G., 2010).

Online businesses like Pharmacy2U must follow strong data protection standards like GDPR to handle and protect patient data. 

• Brexit: The UK's exit from the EU may modify laws and drug supply chains, slowing delivery and raising costs. 

Economy-affecting factors: 

• Stable economies: When economies weaken, people may spend less on non-essential medical things. It's predicted to influence vital drugs less. 

• Consumer spending: Income fluctuations can alter patients' choices of expensive services or over-the-counter drugs. 

• Competition: Online and brick-and-mortar pharmacies' competitive pricing affects Pharmacy2U's market share and price models. 

Social trends: 

As UK residents age, they need more prescription drugs, which benefits Pharmacy2U's business plan. 

• Health Awareness: People are more health conscious and prefer online pharmaceutical purchases. Helps Pharmacy2U grow. 

• Digital Adoption: More people of all ages are using digital health services. Online pharmacies can reach more people. 

Enhancements in technology: 

• Dispensing Automation: Pharmacy2U fills prescriptions faster and more accurately with robotics and AI. 

• Big Data Analytics: Understanding client behaviour and tailoring services to them can offer you an edge over competition. 

• Telehealth Services: Online chat features increase services to satisfy clients' expectations for complete online healthcare solutions. 

Ideas about the Environment: 

• Sustainable Practices: As individuals grow more environmentally conscious, Pharmacy2U might improve its sustainability by packaging things better and reducing carbon dioxide emissions during delivery. 

Medical and packaging garbage must be properly disposed of. Pharmacy2U must respect environmental laws to minimise its impact (Messick, S., 1996).

Legal issues: 

MHRA and GPC regulations must be followed. Any changes to these regulations can affect operations rights and techniques. 

Internet medicine sales and prescriptions are strictly regulated. Rules violations can result in loss of function. 

Pharmacy2U must understand these PESTEL factors to navigate its external environment and capitalise on its strengths to survive and grow in the highly competitive online pharmacy market (Onetti, A., Zucchella, A., Jones, M.V., and McDougall-Covin, P.P., 2012).

3.2 SWOT analysis 

Pharmacy2U uses a SWOT analysis to evaluate its strengths, weaknesses, opportunities, and threats. A complete breakdown: 

Good points 

Technological Leadership: Pharmacy2U's excellent technological architecture simplifies prescription management and customer service, setting it apart from competing pharmacies. 

Pharmacy2U is one of the UK's largest online pharmacies, thus it can offer low rates and fast service due to economies of scale (Lee, D.Y. and Tsang, E.W.K., 2001).

• Partnerships and collaborations: Pharmacy2U's NHS and healthcare provider partnerships boost client trust. 

Pharmacy2U, the UK's first online drugstore, has strong brand awareness and client loyalty. This retains and attracts clients. 

Bad Points 

Customer complaints regarding delivery delays and other service issues suggest that the company's rapid development has made it tougher to provide good customer service (McGrath, R.G., 2010).

• UK Market Dependence: The business can't reach as many overseas markets or acquire money from a variety of sources because it exclusively operates in the UK. 

• Sensitive Data treatment: As an internet business that handles sensitive health data, any breach or appearance of poor treatment could damage its reputation and client trust. 

Getting opportunities 

• Telehealth expansion: The telehealth market is increasing, so offering more services in this area could help you reach new consumers and generate more money. 

• Growing the market: Going global or opening new UK company areas could reduce market dependence. 

• Partnering with Health Tech firms: Health tech firms can innovate health management and improve service offerings. 

• Ageing Population: UK seniors who need to take their medications regularly are increasingly using Pharmacy2U's convenient delivery services. 

Possible risks 

laws changes: Stricter online drug and data security laws could complicate and cost more. 

Competition: As new companies enter and current pharmacies expand online, the online pharmacy market becomes increasingly competitive (Morris, M., Schindehutte, M., and Allen, J., 2005).

Cybersecurity Risks: As an online platform, hacks could steal customer data and disrupt commerce. 

• Reputation Sensitivity: Service issues and data breaches can immediately affect customer perception and loyalty (March, J.G., 1991).

Pharmacy2U can capitalise on market possibilities and develop sustainably by improving its shortcomings and decreasing its dangers. Pharmacy2U can use this analysis to make strategic strategies and decisions to stay ahead in the online pharmacy business and find new methods to expand and improve. 

3.3 VRIO Analysis 

The VRIO methodology evaluates Pharmacy2U's resources and abilities based on value, uniqueness, imitability, and organisation. Our assessment identifies the company's strategic strengths and areas for improvement. 

Worth of 

• Effective Distribution System: Pharmacy2U's automated prescription processing and filling system saves time, reduces errors, and pleases clients. 

Pharmacy2U has a strong internet presence that makes pharmaceutical services easy to acquire. This benefits customers who appreciate convenience or reside in rural places. 

• Healthcare provider partnerships: These increase service levels and create value through unified care (Morris, M., Schindehutte, M., & Allen, J., 2005).

Rare as hell 

Owned Technology: Pharmacy2U manages its massive prescription and customer database with cutting-edge technology. Not all of its competitors, especially smaller or traditional pharmacies, do this (McGrath, R.G., 2010).

Accreditations and a Well-Known Brand: Pharmacy2U was the first UK internet pharmacy and possesses various healthcare accreditations. This provides the organisation a distinct brand and authority that newcomers struggle to replicate. 

How to Copy 

technical Infrastructure: Pharmacy2U's large and complex technical initiatives are hard to imitate. To develop similar systems, you require expensive technology and experience. 

Brand Reputation and Trust: Competitors can create a brand over time, but it will take time and effort to match Pharmacy2U's customer and NHS trust and market experience. 

Get Organised 

• Resource Use: Pharmacy2U uses its technology and relationships to streamline processes and improve customer service, demonstrating organisational competency. 

The organisation is well-organized when it comes to strategic collaborations with healthcare groups and legal compliance. This keeps the business alive and ahead of the competition (Ma, J., Chen, S., Wu, Y.J., and Shu, M., 2021).

A Brief Analysis 

Pharmacy2U's resources and abilities are well-aligned and managed to beat its competition. The company's infrastructure and brand image are valuable since they're hard and expensive to imitate. Its organisational structure maximises these resources to lead the online pharmacy business. You must improve technology, customer service, and market strategy to maintain this edge. This is crucial as the market becomes increasingly competitive and filled. 

4. Strategic Growth Options 

Pharmacy2U must pick the correct strategic development option to stay competitive. We'll examine several strategic approaches to help Pharmacy2U grow: 

Porter's General Strategies 

1. pricing Leadership: Pharmacy2U may leverage its size and advanced technologies to undercut competitors in pricing. Fighting primarily on price might impair service quality and trust, which are crucial in healthcare, especially pharmacy services (Morris, M., Schindehutte, M., & Allen, J., 2005).

2.Differentiation: Pharmacy2U should differentiate its offerings from competitors. Pharmacy2U might improve its services by improving customer service, patient care, and technology such mobile health apps that work with their service. 

3. Focus Strategy: Pharmacy2U may be able to better serve a niche market, such as patients with chronic diseases who take the same drugs every day, making them more loyal and likely to continue with the company. 

The Ansoff Matrix 

1. Market Penetration: Bold marketing, prizes, and more healthcare providers can help Pharmacy2U expand its online pharmacy market share. 

2. Adding personalised health tracking, subscription health services, or wellness and nutrition guidance could address changing customer needs and strengthen the value proposition (Makri, M. and Scandura, T.A., 2010).

3. Market Development: Global or new UK markets could offer growth opportunities. You might also target senior living centres with specialised services. 

4.Diversification: Pharmacy2U might join similar areas like telehealth to capitalise on the increased demand for online medical services and suit its present business plan. 

Bowman Strategic Clock 

Based on pricing and perceived value, the Strategic Clock offers alternative competitive strategies. The following Pharmacy2U occupations may be best: 

1. Differentiation: (High perceived value) Pharmacy2U should continually adding value with innovative technology, exceptional customer service, and a variety of healthcare solutions. 

2. Focused difference involves targeting a group, like chronic care managers, who value personalised and continuing pharmaceutical assistance. 

Finding Pharmacy2U's optimal growth plan 

Based on Pharmacy2U's current condition, strengths, shortcomings, and competitors, the following strategic proposals are made: 

• Better Differentiation through Technology and Service Excellence: Use technology to personalise the patient experience (like AI-powered medication management apps) and provide excellent customer service to keep patients happy and coming back. 

• International Expansion and New Demographic Targeting: Look for opportunities to grow globally, especially in places with high internet access and favourable online pharmacy laws. Provide tailored services to UK populations that aren't getting enough aid, such as rural residents or the elderly (Lee, D.Y. and Tsang, E.W.K., 2001).

Focused Differentiation in Chronic Care Management: Offer distinct services beyond medication to clients with long-term illnesses. Make sure their prescriptions are synced, refills are automatic, and they can talk to their doctors. 

Pharmacy2U may grow and improve its market while adapting to healthcare trends with these plans (McGrath, R.G., 2010).

5. Analysis of Stakeholders 

To succeed, Pharmacy2U must understand its stakeholders' demands and how they affect its strategy. This section names key players, discusses their goals and power, and discusses how they effect strategic decisions. 

Identify key stakeholders 

1. Customers are Pharmacy2U's key customers, including those who need daily prescriptions and those who want to save time. 

2. Employees: Chemists, customer service agents, IT staff, and managers. All of these persons are crucial to service delivery. 

3. Pharmacy2U buys from medicine and medical supply firms (Messick, S., 1996).

4. Pharmaceutical2U needs current and potential investors to operate and expand. 

5. The GPC, MHRA, and NHS organisations monitor UK pharmacies and their practices. 

A Look at Stakeholder Power and Expectations 

1. Buyers 

• Expect reliable, on-time pharmaceutical delivery, outstanding customer service, privacy, and data security. 

Power: High, because pleased consumers are key to long-term corporate success. Business image and service excellence depend on customers. 

Working for 

• They want fair management, competitive wages, and safe workplaces. 

• Power: Moderate to high, especially competent IT workers and chemists whose knowledge is vital to the firm. 

3. Their Job 

• Expectations: timely payments and long-term contracts. 

Volume and terms of supply affect product offerings and costs, therefore power is moderate. Pharmacy2U can mitigate this by ordering supplies from many sources (Messick, S., 1996).

4. Investors 

Expect long-term success, money, and competent leadership. 

• Power: High since their investments directly effect growth and technical developments (Messick, S., 1996).

5.Leading Authorities 

• Expectations: Legality, morality, and patient safety. 

High power because breaking the rules might result in fines, brand harm, or business failure. 

How strategic decisions affect and affect stakeholder needs 

• Customer Needs: These drive service quality improvements and new technology. Strategic decisions must prioritise customer satisfaction to keep ahead of the competition (Onetti, A., Zucchella, A., Jones, M.V., and McDougall-Covin, P.P., 2012).

• Employee Needs: Influence internal rules, especially training, workplace, and technology rules. Spending on employee happiness boosts productivity and service excellence. 

Supplier relations impact price and cost control. Find many suppliers and negotiate excellent deals to maintain supply lines. 

Investor requirements: Set progress and strategic financial management targets. Growth plans must balance risk and innovative ideas to satisfy investors (Messick, S., 1996).

• Regulatory Compliance: Limits operations and strategy. Following regulators' regulations requires constant spending to ensure compliance. 

When stakeholders and their implications on Pharmacy2U are evaluated, strategic decisions that match internal capabilities and external expectations are easier (McGrath, R.G., 2010).

6. Strategy Ideas 

To help Pharmacy2U achieve long-term growth and operational excellence, the following strategic ideas were made after reviewing its strategic plan, the business environment, and stakeholder feedback: 

1. Improve client experience using technology 

• Use advanced analytics for tailored customer interactions and improved service. Analytics can help you predict client preferences, manage inventory, and communicate better. 

• Create a mobile app: Offer an easy-to-use app that helps customers track orders, get medicine reminders, and talk to chemists or healthcare workers. 

• Virtual Healthcare Services: Offer virtual chats and telehealth collaborations to give consumers full care at home (Messick, S., 1996).

2. Operations efficiency and growth potential 

Automation technology can speed up supply chain processes and reduce human handling time and cost (Makri, M. and Scandura, T.A., 2010).

• Strong Disaster Recovery Planning: Set up data backup and disaster recovery practices to keep service running during cyberattacks and other issues. 

• Add storage rooms to handle more orders rapidly, especially in crucial regions to reduce delivery times. 

3. Growth of Market 

• Expand Geographically: Find ways to serve more European nations with favourable internet pharmacy laws. This can diversify markets and reduce their dependence on the UK (Makri, M. and Scandura, T.A., 2010).

• Target New Customer populations: Customise packaging and dispensing for underserved populations including the elderly and those with long-term illnesses. 

4. Improve industry compliance and connections 

• Regular Training: Train your team on data protection, legal compliance, and customer service to increase service quality and meet industry requirements. 

• Engage with stakeholders: Engage with government and industry groups to stay abreast of rule changes and advocate for better regulations. 

5. Sustainability initiatives 

Eco-friendly Packaging: Use biodegradable or reusable packaging to benefit the environment and satisfy eco-conscious clients (Mayfield, M. and Mayfield, J., 2008).

• Lower Your Carbon Footprint: Use electric delivery trucks or locate the optimal delivery routes to reduce your carbon footprint. 

6. Expanding service offerings 

Increase product offerings. Add cosmetic products, medical gadgets, and health and wellness supplements to reach more customers. 

• Wellness Programmes: Offer food programmes, activity tracking, and mental health services to manage your health (Munizu, M. and Hamid, N., 2018).

Challenges small businesses face when implementing strategies 

Pharmacy2U, a tiny firm, may have limited resources. Prioritise investing in high-return items like new technology and enhanced customer service. 

Change management is crucial when implementing new technologies and methods to ensure employee buy-in and minimise issues. 

• Regulatory Compliance: Regulations can be confusing. You must constantly monitor and participate in regulatory changes to reduce hazards. 

These recommendations are aimed to help Pharmacy2U improve and grow. Technological innovation, consumer satisfaction, and operational efficiency can help Pharmacy2U succeed in the fast-paced healthcare sector. 

For a more detailed study, examine Pharmacy2U's strategic areas. Improved scenario planning, consumer segmentation, and competitive benchmarking. Further thoughts and analyses: 

1. Individualising for each consumer 

In-depth Pharmacy2U consumer data may reveal that each person has different interests, needs, and behaviours. Knowing these things can help you customise services like 

• Personalised marketing: Tailor messages to different age groups, medical needs, and lifestyles. 

• Customised Service Offerings: Create packages for long-term patients, senior clients, or tech-savvy online users (Munizu, M. and Hamid, N., 2018).

2. Comparison to Competitors 

Comparing Pharmacy2U's success to its main competitors reveals its strengths and weaknesses: 

• Service Comparison: Compare Pharmacy2U's price, delivery speed, customer service, and product selection to other providers. 

• Technology: discover how competitors are improving their technology to discover where Pharmacy2U can improve or innovate. 

• Keep customers satisfied and coming back: Analyse Pharmacy2U and its competitors' customer ratings and comments to uncover patterns and ways to improve (Mambula, C.J. and Sawyer, F.E., 2004).

3. Better catastrophe planning 

Pharmacy2U can prepare for market shifts by considering different futures: 

• Rule changes: Plan how you would react if online pharmacies or prescription medications were regulated more strictly. 

• Economic changes: Determine how economic changes will effect consumer spending and plan marketing and pricing modifications. 

Technology disruptions: Consider how Pharmacy2U could employ new tech (Makri, M. and Scandura, T.A., 2010). Consider how AI could improve customised medicine.

4. Partnerships for success 

Partnerships with non-healthcare providers may open new growth opportunities: 

• Tech businesses: Working with tech businesses could increase data analysis, improving patient outcomes and personalisation (Lepak, D.P., Smith, K.G., and Taylor, M.S., 2007).

Working with health insurance providers could enable integrated systems where prescriptions are directly connected to consumer coverage easier to utilise. 

5. International Market Analysis 

Analysis of potential markets is crucial before going global: 

• Market Entry Strategies: Consider franchising, joint ventures, or direct operations, keeping in mind each target country's laws and culture (Mayfield, M. and Mayfield, J., 2008).

• Local Competition: Determine the key companies and their strategy in potential international markets. 

6. Community and environmental responsibility 

Brands may boost their image and retain customers by emphasising sustainability: 

Sustainable Supply Chain: Examine the entire supply chain for greener options. Purchase drugs from fair-labor sellers (Mayfield, M. and Mayfield, J., 2008).

• Community Engagement: Run programmes to inform people about public health, pharmaceutical safety, and proper disposal. 

These in-depth assessments and strategy suggestions can help Pharmacy2U navigate its future, become more agile, and succeed in a fast-changing market. Top of Form

Bottom of Form

[bookmark: _Toc165046841]7. Conclusion
Summary of Key Results 
This paper examined Pharmacy2U's strategic setting, including how it works, how its surrounds evolve, and how different groups affect it. Key findings showed that Pharmacy2U uses technology and fresh concepts to stand out in the online pharmacy sector. Analysts employed PESTEL, SWOT, and VRIO. They demonstrated Pharmacy2U's technology and market leadership. It struggles with regulatory compliance, market saturation, and operational scalability. 
Repeated Strategic Advice 
After a thorough investigation, numerous strategic ideas were offered for long-term growth and operational excellence: 
1. Improving the customer experience with modern technology: data-driven personalisation and an easy-to-use mobile app. 
2. Operational Efficiency and Scalability: Automating supply chain procedures and expanding storage space to handle more goods and faster transfers. 
3. Expanding markets and demographics to reach new customers and reduce risks. 
4. Improving Compliance and Industry Relationships: Engaging more with governing bodies and training workers in customer service and compliance. 
5. Sustainability: Green shipping and packaging to benefit the environment. 
Services diversification: Offering wellness programmes and health products alongside traditional medications. 
Final comments on Pharmacy2U's SME future 
Pharmacy2U can capitalise on the online health services trend. It quickly absorbed new technologies and is continually thinking of new ideas, ensuring future growth. Pharmacy2U must adapt to changing technology, rules, and customer behaviour as the market becomes more competitive. The strategic proposals are aimed to help Pharmacy2U solve current issues and succeed in the SME sector. Pharmacy2U may improve its leadership in the online pharmacy sector and possibly set new benchmarks for service quality by focusing on customer-first innovations, expanding its market reach, and improving its operations. 
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