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[bookmark: _Toc171275115]OVERVIEW OF THE CASE STUDY BASED ON SME’S CONTEXT
The Rude Health is a company that offers healthy foods to its customers across the UK. The company size in terms of revenue qualifies it as an SME in the healthy foods industry. The business was started in 2005 and operates out of multiple outlets in the UK. As an SME, the business is still in the process of developing into the heights it would like to achieve. The business exclusively offers organic foods that promote the health of its consumers and focuses on sustainable practices (Rude Health, 2024). Moreover, the company introduces the element of deliciousness into its organic foods, which makes its brand rise above the common misconception that organic foods are not delicious. This report discusses the strategic management of Rude Health by first discussing its current strategic direction. The report also investigates the business’s external and internal environments and proposes a long-term strategy that the business can apply to improve its status from an SME to a large business.
[bookmark: _Toc171275116]THE ORGANISATIONS CURRENT STRATEGIC DIRECTION
[bookmark: _Hlk170767948]Strategic direction is important for organisational success as it provides a business with goals and path toward the achievement of the set goals (Barney and Hesterly, 2019). The organisation’s current strategic direction is to position itself as an exclusively healthy food supplier with a high degree of environmental care. As a food business that has branded itself as a healthy food outlet, Rude Health vision is to be known across the country and Europe as a business that offers food that ensures good health and wellbeing for its customers and the planet, and tailors its activities around this vision. To achieve this vision, for example, the business has set out to offer exclusively healthy foods through sustainable sourcing and packaging. 88% of the packaging that the company uses to deliver its orders is made of recycled materials to reduce the business’s impact on environmental degradation. In addition, the business ensures that all its raw materials for the foods it prepares and sells are organic. For example, the almonds sold by Rude Health are sourced from the sunny and rain-rich Sicily and the oats they sell are sourced from home-grown fields (Rude Health, 2024). Sourcing the foods, it offers from organic sources helps in improving the company’s value as it develops trust in customers who want legitimately organic foods.
The company also donates the surplus foods that remains in its stores to FareShare, which further serves its goal to contribute to the sustainability of the planet. The marketing strategy that Rude Health carries out is also tailored to help the business achieve the vision of being a renowned healthy food supplier. On its official website, which is one of the main marketing channels, the business elaborates its dedication to the provision of healthy food by communicating to its customers how it sources its organic supplies. In addition, the company uses images to depict its dedication to supplying healthy foods by showing images of its employees picking and harvesting organic foods (Rude Health, 2024). The company’s dedication to health also extends to its human resource management strategy as it offers it employees free gym services and parental leave policies to optimize their employee wellbeing policies. In addition, the company allows its employees flexible working hours, which further optimizes their emotional and mental wellbeing.
[bookmark: _Toc171275117]PESTLE
[bookmark: _Toc171275118]Political factors 
Political factors have the capacity to affect an organisation’s strategy as they can affect an organisation’s business environment (Lynch, 2018). One of the main political factors that characterize the business’s external environment is The UK government supports healthy eating and businesses that promote healthy lifestyles. The government decision has positively impacted businesses that sell health foods such as Rude Health and negatively impacted businesses that sell unhealthy food that are high in sugar and fats. The Eatwell Guide by the UK government encourages UK citizens to consume products sold by Rude Health, which helps the business acquire more customers (GOV.UK, 2023). Another political factor that impacts Rude Health’s external business environment is Brexit. The political decision by the government to leave the EU caused restrictions of goods and people from EU countries into the UK. As a result, businesses like Rude Health. The business importation of its almonds suffered extra charges caused by Brexit restrictions as it sources them from Italy, which is an EU country. Brexit also caused new restrictions for movement of people from EU countries, which increased the value of labor in the UK by reducing the supply of workers from EU nations emigrating into the UK (Lang et al., 2018).
[bookmark: _Toc171275119]Economic factors
The external environment that Rude Health contends with while conducting its business operations is also characterized by economic factors such as economic downturns. Economic recessions can affect the consumer spending power, which will reduce the ability of customers to buy organic foods. For example, the Covid-19 pandemic caused economic downturn as people lost jobs and some had their businesses close due to supply chain issues and lack of customers (Victor et al., 2021). Consequently, Rude Health business suffered as it took long for people to recover financially and afford the company’s organic foods. In addition, inflation in the UK has caused a rise in cost of living thus reducing the affordability of goods. Inflation in the UK reached a 41-year high in 2022 when it was recorded at 11.1% (Victor et al., 2021). Although the inflation rate reduced in 2023, it has still been high enough to compromise spending power, which has pushed food customers to the cheaper and unhealthy options and away from organic foods.
[bookmark: _Toc171275120]Social factors
One of the main social factors that has affected the food business in the UK is the ageing population. The UK population statistics show that the country’ population is increasingly older as the people over the age of 50 has been increasing from 1981 to 2021. Currently, 38% of the UK population is above 50 years of age and 13.5 of the population is above 70 years (Centre for Ageing Better, 2023). An ageing population typically becomes more conscious of its health, which causes more people to seek healthy foods as opposed to foods that affect their health. Secondly, the social life of people in the UK has recently been characterized by an increasing consciousness for health. People have been increasingly gaining awareness of the impact of unhealthy foods such as sugary and fatty foods as the public health sector has conducted public education on the prevalence of diseases such as hypertension and diabetes, and how they can be prevented by healthy eating (Giles and Brennan, 2015). The healthy food businesses such as Rude Health benefit from the social awareness of the importance of healthy foods as more food customers prefer their products to the unhealthy foods. Thirdly, the external environment for food business is affected by food trends where certain foods become trendy within a given period. When the trend shifts toward healthy foods, healthy foods such as Rude Health benefit from the increased demands.
[bookmark: _Toc171275121]Technological factors
The main technological factor that has impacted the external environment for Rude Health is the rise in e-commerce platforms. E-commerce has revolutionized how food is sold as customers can order food while they are at their homes thus increasing the number of possible orders (Mahammadh, 2015). Rude Health has benefited from e-commerce platforms it has availed an e-commerce platform to its customers who can order its foods as opposed to visiting its stores. Secondly, the rise of digital marketing channels has revolutionized the marketing processes that businesses in the healthy food businesses can apply to market their products. The rise of social media platforms and paid Ads has made it easy for businesses in the food industry to market their products digitally to targeted audiences thus making marketing campaigns effective (Mahammadh, 2015). Rude health has benefited from digital marketing as it has social media accounts with the popular social media platforms such as Instagram, TikTok, Facebook, and Twitter where it posts its products and their prices.
[bookmark: _Toc171275122]Legal factors
The main legal factor that impacts the external environment for Rude Health is the food and safety regulations imposed by the UK government. Businesses in the healthy foods industry are also subject to the Food Safety Act 1990, which establishes the legal framework for food safety, quality and labeling. Rude Health has to meet to meet the obligations established by the above laws and regulations (Willett, 1991). Secondly, Rude Health is subject to employment laws that govern how it conducts its human resource procedures. In the UK, laws such as Health and Safety Act 1972, The Equality Act 2010, and the Employment Relations Act 1999 govern how organisations relate to their employees. Rude Health has to ensure that all of its human resource activities are aligned to the provisions of the said Acts of parliament in order to avoid legal repercussions and reputational damage for mistreatment of its employees. Moreover, the company is subject to future legal changes in its industry and should stay updated on the legal requirements imposed by the government through the UK parliament and the relevant governmental agencies.
[bookmark: _Toc171275123]Environmental factors
Environmental conservation has been at the forefront of the UK environmental activities. The UK government has a five-year carbon budget where it seeks to reduce the emissions the country produces to 965 million tonnes within the period 2033 t0 2037. As part of achieving the plan, the government promotes sustainable business as it has set aside 5 billion pounds to help businesses become greener in their operations (Li et al., 2022). From this fund, the government offers sustainability grants that businesses can apply for and use the money to enhance their sustainability strategies. In addition, sustainable packaging has increased in popularity in the food business as part of the efforts to support environmental sustainability. Consequently, businesses in the UK gain more social approval if they use sustainable packaging for their products. Finally, sustainable sourcing has been promoted in the food market as an important way of ensuring environmental sustainability (Morley, 2021). Therefore, businesses that source from sustainable sources have benefited as their customers consider them to be moral and important for environmental sustainability. Rude Health’s external business environment is characterized by the above-explained environmental factors and the business has been positively impacted as it focuses on sustainable operations.
[bookmark: _Toc171275124] SWOT
[bookmark: _Toc171275125]Strengths
Healthy foods – the exclusively healthy foods that the business sells make it unique from most other food sellers that have unhealthy foods in their offerings. The strength makes the business have competitive advantage over its competitors as it promotes the health and wellbeing of its customers.
Sustainable business practices – Rude Health has sustainable practices such as sustainable packaging and organic sourcing where the environment is preserved. This gives the business an edge as it appeals to the increasing number of customers who care about sustainable businesses.
Attractive HRM practices – the business is unique because of its attractive HRM practices as it offers its employees parental leave and free gym services, which improve the wellbeing of its employees. Such practices are an advantage because they increase the moral level of the workforce thus improving productivity.
[bookmark: _Toc171275126]Weaknesses
Expensive operations – running Rude Health is expensive because organic foods are expensive to source and transport. In addition, storing organic foods is expensive as they do not have preservatives like other unhealthy foods. As a result, the company has to cover high expenses, which reduces its profit margin.
[bookmark: _Toc171275127]Opportunities
Increase in demand for healthy foods – Rude Health has the opportunity for increased demand as people in the UK are increasingly appreciating healthy foods. The company can, therefore, increase its customer base in the near future by tapping into the new customers who want to improve their physical health through dieting.
Government support for sustainable businesses – Rude Health has the opportunity to benefit from governmental regulations and subsidies as the UK government promotes sustainable businesses and healthy foods to encourage sustainable businesses. The company can benefit from this opportunity by advertising its products to the new customers who buy into the government’s plan of promoting healthy eating.
[bookmark: _Toc171275128]Threats 
Competition – the increase in demand for healthy foods in the UK has increased the need for companies that provide such foods. As a result, competition has increased as more people venture into the business to take advantage of the widening market for healthy foods.
[bookmark: _Toc171275129]STAKEHOLDER ANALYSIS
[bookmark: _Toc171275130]Internal stakeholders
Owners – the owners of any business have a vested interest in the success of the business and are responsible for the overall strategic direction and goals (Johnson, 2019). the owners are the main internal stakeholders at Rude Health as they take the financial risk of all the business operations. The owners have multiple interests in their business with the main interest being the generation of profits. As a private business, Rude Health owners have the interest of making money, which can be achieved by generating profits. Secondly, the owners of the business have the interest of developing and maintaining a positive brand name and reputation in order to attract customers and increase the customer base. The interests of generating profits can be addressed by increasing sales volumes while the interest of maintaining a positive brand image can be addressed through effective CRM strategies.
Employees – employees at Rude Health are key internal stakeholders as they carry out the day-to-day tasks needed to enable the business operations. The employees’ main interests include financial renumeration and positive working environment (Starcevich, 2013). The first interest of financial renumeration can be addressed by paying employees a fair wage while the second interest of positive working environment can be addressed by cultivating positive working relations.
Management – the management team is a key internal stakeholder at Rude Health as its members make critical decisions that determine the business’s direction. The management team is interested in achieving business objectives and establishing efficient operations. The two interests can be addressed by putting in place action plans that lead the organisation toward the achievement of the set objectives.
[bookmark: _Toc171275131]External stakeholders 
Suppliers – the suppliers are key external stakeholders as they provide the business with the healthy foods it needs in its inventory. The main interest that suppliers have is the financial compensation they get from supplying the business with their produce. The interest can be addressed by bargaining for a fair market price.
Government – the government runs a number of agencies that are responsible for ensuring that Rude Health adheres to all its legal obligations. In addition, the government has the power to impose regulations and laws that will affect the business’s operations by affecting the external environment (Harrison and St. John, 2014). As an external stakeholder, the government’s main interest is to ensure that the business provides safe food to the UK citizens and adheres to all laws that affect the business. The government’s interests can be addressed by ensuring that all business operations at the organisation are within the law.
Local community – the local community is a key stakeholder as it provides the customers that buy the customers that buy Rude Health’s products. The interest of the local community is to benefit positively from the business by having healthy foods and benefit socially through the business’s CSR programs. The interests of the local community can be addressed by participating in CSR activities in the community and ensuring that the business has the products that the customers want at all times.
[bookmark: _Toc171275132]NEW PROPOSED LONG-TERM STRATEGY BASED ON THE ANSOFF MATRIX
Market Penetration – market penetration is the first step of developing a small business in the Ansoff Matrix. The process of market penetration involves expanding the sales of the existing product and is the safest stage of development (Loredana, 2016). The proposed new long-term strategy recommends that Rude Health begins at this point and expands its sales to the customer base it has created since its inception in 2005. In the proposed strategy, the business can expand its sales in its existing market by employing effective customer relations management. Some of the effective CRM strategies that the business can utilize to improve its sales in its current market include rewarding customer loyalty, customized services where long-term customers receive foods based on their preferred packaging, and creating a welcoming environment for customers who visit the company’s stores (Kim and Mukhopadhyay, 2011). The CRM strategies will enable the business to improve its sales within the existing market as they will lead to more return customers who increase the volume of produce that they buy.
Product Development – product development is the second step in the Ansoff Matrix and it involves introducing a new product into the existing market. The step is riskier than the previously discussed step as it involves the risk of the new product underperforming (Loredana, 2016). The new long-term strategy proposes that Rude Health implements this step after successfully implementing the previous step. Definite targets are important in business operations and strategies should be based on measurable and achievable goals (Mintzberg, 2009). The success of the previous step can be measured by sales volume and the proposed long-term strategy recommends that the business considers it a success when it achieves three times the current sales volume from the existing market. Having achieved the previous step in the strategy, the proposed long-term strategy recommends the introduction of new foods into the existing market. The strategy proposes that the business invests in the required infrastructure to support the new type of produce before introducing them to the inventory. The strategy proposes that this step can be considered a success after successfully introducing five new items in the list of produce that the business offers.
Market Development – the third step in the Ansoff Matrix involves introducing the existing product to a new market. The step is riskier than the previous two steps as it has the risk of the new market rejecting the product altogether (Loredana, 2016). Market development can be achieved by targeting new geographical areas, new demographics in the population such as different genders and age groups. The proposed strategy suggests that the business should implement this step after successfully implementing the previous step. The new strategy proposes that the business begins marketing its products to new geographical areas and to the younger target customers of below 30 years. New geographical areas proposed in the new long-term plan include neighboring countries where the business will intentionally target countries like Belgium, Denmark, and France. The third step of market development can be considered a success after the business has successfully introduced its organic foods in at least two neighboring countries.
Diversification – The final step in the Ansoff Matrix is diversification where a business introduces new products into a new market. The process is the riskiest of all four developmental steps as it involves the double risk of the new product being rejected by the new market (Loredana, 2016). Rude Health can diversify according to the proposed strategy by introducing new healthy foods to new countries within Europe. The proposed strategy recommends a thorough research process to precede the diversification process. The business has the opportunity to introduce new foods into new markets within Europe by investigating the popular organic foods in new markets and introducing them to the people in the identified markets. The step can be considered a success after the business has successfully introduced at least 5 new items into two new geographical areas across Europe.
[bookmark: _Toc171275133]WHY THE PROPOSED NEW STRATEGY IS SUPERIOR TO THE EXISTING STRATEGY
The proposed new strategy is better and more sustainable than the existing strategy because the proposed strategy incrementally leads the business toward expansion and development without straining its financial resources. The plan is based on milestones that guide the business toward expanding its customer base and increasing its revenues, and measures success by business achievements rather than time. The existing strategy lacks the quality of milestones and measurable business goals, which makes it difficult for the business to measure its success. While the strategy of positioning the business as a sustainable based healthy foods distributor is effective as it attracts an expanding customer base, it lacks the logical progression that the proposed strategy presents.
[bookmark: _Toc171275134]CONCLUSION
Rude Health is one of the most well-placed SMEs in the UK as the company’s products of healthy foods and sustainability activities attract a growing market. The PESTLE analysis shows that some of the external factors affect the business positively while some affect it negatively. Similarly, the SWOT analysis shows that the business has strengths and opportunities that it can take advantage to improve its business opportunities in the future. The SWOT analysis has also shown that there are weaknesses and threats that the business has to be aware of and implement strategies to reduce their impact. The proposed strategy based on the Ansoff Matrix can help the business achieve success in the long-term as the strategy proposes a slow and incremental progress for the company based on the four steps provided in the Ansoff Matrix framework. The report proposes that Rude Health should implement the proposed strategy in order to secure its financial future.
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