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[image: ]1.0 Introduction
[image: ]Small and Medium Enterprises serve a great purpose in many developing countries. According to analysis, Small and Medium Enterprises account for most of the businesses globally, and they are essential contributors to the creation of employment together with the economic development of the globe (Berisha & Pula, 2015). Small and Medium Enterprises represent 90% of the businesses on the globe, and they cater to more than 50% of the employment opportunities within the globe. Further studies indicate that formal Small and Medium Enterprises cater for up to 40% of the national income in emerging economies. However, the number tends to shoot even higher if the informal Small and Medium Enterprises are included (Sedyastuti et al, 2020). The objective of this particular report is to identify a small and medium-sized business enterprise which is Brown-Forman Company (199 Employees) and further assess its mechanism of strategic management. 
Overview on Brown-Forman Company
The Small and Medium Enterprise selected for evaluation is Brown-Forman UK, London, a corporation that deals in alcoholic beverages. Brown-Forman Company takes part in the production and supply of alcoholic beverages. It is deemed that this Corporation focuses on offering whiskey, tequila, vodka, liquor, scotch, and whine, among other related alcoholic drinks. The Company's headquarters are in London. (Carruthers, 2020). The owner of Brown-Forman decided to launch a United Kingdom subsidiary on May 1, 2020. Launching this particular subsidiary has helped draw the distribution in-house or close for the first time ever since Brown-Forman Corporation began conducting its operations (Carruthers, 2020). Brown-Forman Company marks the first moment that a firm has complete control of its conduct and operations within the market. 
2.0 Current Strategic Direction
There is a lot that has changed about Brown-Forman Company from when it was formed. However, certain matters concerning the organization's culture have stayed the same, which ensures that the Company's store stays remarkable and maintains the existing customers. Brown-Forman Company is among the organizations that value integrity, trust, respect, teamwork, and excellence, all of which are at the heart of the Company (Carruthers, 2020). It is deemed that each day, this particular organization work and strives toward nothing but the best within the market. 
Brown-Forman Company lays a lot of emphasis on delivering nothing but the best in the market since there is a firm conviction that it reflects the quality of the brands, the Company, and the people. The Company has been focusing on ensuring that it enriches the lives of the people around it by creating value and living value. Similarly, Brown-Forman Company is focused on delivering lasting returns that are sustainable to the shareholders. 
The United Kingdom is the fourth biggest whiskey market in terms of value. It is deemed that the leadership grants the Company an effective platform to substantially record increased relevance and growth of the branch with the consumers within the United Kingdom (Carruthers, 2020). Lawson Whiting, the Chief Executive Officer of Brown-Forman, asserted that the United Kingdom is a critical market for the organization. 
Similarly, it is not all about the wines and spirits of Brown-Forman Company; instead, it is also about the people who have been focused on rendering bold views and will steer the generation of advancement. All of these have resulted in the delivery of highly positive environmental, business, and social impacts. Based on the 2022 annual reports, it has been indicated that Brown-Forman Company is doing pretty well and has been recording positive improvements in its performance compared to the previous years. Because of this, the market base of Brown-Forman Company has been growing every day, and there is hope that the Corporation shall continue with its outstanding services. 
2.2.0 Mission
The mission of Brown-Forman Company is to encourage all the workers of the organization to focus on bringing the best to the place of work. Brown-Forman Company strives and puts in the necessary effort to make sure that it delivers the best to the customers and helps the employees to develop and grow from all the new opportunities and work in a fun industry. Besides the mission statement, several values guide the operations of the Corporation, and among them we have; trust, respect, integrity, teamwork, and excellence. 
2.3.0 Vision
The vision statement of Brown-Forman Company is to enrich the experience of life in the most effective manner and enhance and embrace responsibility in creating beverage alcohol brands that endure and thrive for the future. The vision of the organization is to make sure that the services and products are nothing but the best. From the barrel of distillation to the bottle, the rich history and commitments have collectively laid the basis for the foundation upon which the organization works. The organization has ensured that premium and super premium wines and spirits are available worldwide. 
2.4.0 Entrepreneurial Objectives
Brown-Forman Company has a lot of entrepreneurial objectives, and these are what have enabled the Corporation to remain relevant within the market. One of the Company's objectives is to live a spirit of commitment. The Company's living spirit of commitment is built and spearheaded by their heritage. It is believed that there is a need for the organization to work hard in the present day to make sure that there is a massive change in the future. The Corporation has been in business as a small and medium enterprise for a long time, and through this, it has managed to get and maintain customers from London and other parts of the world. 
According to Brown-Forman Company, for the brand, the employees, the partners, and stakeholders, there is a firm conviction that today is a critical chapter in the tale that the next generation will carry on with writing. Under its able leadership, the Company hopes to inspire all the relevant stakeholders to do their best and make sure that it remains relevant in the present competitive world. What is built by Brown-Forman Company to pass on, demonstrating the spirit of commitment that the Corporation has? 
Since there is a strong belief that it reflects the quality of the brands, the Company, and the people, Brown-Forman Company places a lot of stress on giving nothing but the finest in the market. The Company has been putting a lot of effort into ensuring that generating value and living value improves the lives of those around it. Brown-Forman Company is committed to giving shareholders long-term, sustainable returns like other companies.
Innovative ideas, bold thinking, and creating room for diverse points of view are essential building blocks concerning the operations of the Company. These three aspects have been assisting and spearheading the business to endure the various challenges and manage to thrive through and override all the challenges within the market.  At the moment, Brown-Forman Company has focused on pursuing numerous opportunities to make sure that the business realizes a lot of growth through ceasing all the possible opportunities. This has enabled the business to realize growth, and it has done so with the various values it holds and subscribes to at the forefront. 
3.0 Environmental Scanning
3.1.0 External Environment Analysis
While conducting the external analysis of the Brown-Forman Company, there will be the need to rely on the PESTEL analysis technique and Porter's 5 Forces elements. 
3.1.1.0 PESTEL Analysis
Political Factors
Brown-Forman Company focuses much on producing and distributing alcohol in various parts of the United Kingdom. The government of the United Kingdom has a role in the operations of the Company. The alcohol company is much dependent on the aspect of taxation regulations. It is deemed that Brown-Forman Company is required to adhere to the laws of the UK concerning the production, distribution, and advertisement of the various products that it deals in (IvyPanda, 2019). All the things from the labels on the bottles and the ingredients used in the manufacture of alcoholic drinks demand the government's approval before they are used. 
Penalties regarding the aspect of responsible drinking fall under the constraints or instead the realm of the government. The idea of the government putting strict penalties regarding drinking while driving, for instance, has led to minimal accidents; however, innocent lives are still affected (Frue, 2018). Individuals who are proven to have caused the death of others while drunk is constantly subjected to harsh penalties. Because of this, there are instances where the fear of drinking might crop in, and in the event, the purchases of alcoholic drinks fall. In the United Kingdom, the taxation on alcoholic drinks is not extreme; because of this, the Company can generate remarkable profits. 
Economic Factors
Brown-Forman Company operations are equally affected by numerous economic factors. The alcohol industry is ginormous, but at the same time, it faces saturation from all levels (IvyPanda, 2019). Some of the big companies that have been operating within the United Kingdom for quite a long time often end up competing for shelf space in the stores and for the customers. Brown-Forman Company companies have opted to move into the international market to gain access to a much wider audience. 
This particular move by Brown-Forman Company is sensible and strategic because it will keep increasing its customer base. Since Brown-Forman Company has been in operation it is evident that it has a broader customer base and a better brand reputation. Because of this, it is a victim of minimal competition from the other established and small companies within the UK. 

Socio-Cultural Factors
Brown-Forman Company is equally influenced by different social-cultural factors, both positively and negatively. Alcohol is often advertised in different media. There are instances where one might see various celebrities like football players in the UK playing the role of advertising the different alcoholic drinks. However, many controversies revolve around the use of alcohol and other related products that the Company produces (Frue, 2018). Alcohol is celebrated and appreciated by the members of society who view it as a source of fun; however, some tend to view alcohol as dangerous, and a prominent example concerns religious groups. 
Brown-Forman Company is, in certain instances, at odds with public opinion, and because of this, there are chances that the sales might go down. Alcohol is blamed for moral or religious reasons, together with the negative implications it has on the health of those who abuse it. Most religions within the United Kingdom, predominantly Muslim and Christianity, tend to advocate for the need for individuals to shun drinking alcohol. Similarly, alcohol is blamed for causing numerous health complications such as liver cirrhosis, and because of this, it results in a limited number of customers. 
Technological Factors
The operations of Brown-Forman Company in the production and distribution of alcohol rely much on technology to refine and enable the supply of the drinks (IvyPanda, 2019). It is obvious that without the presence of technology, then there would be no drinks. Brown-Forman Company has one of the best technologies that aid in speedy production and distribution of the different alcohol drinks it deals in. 
The privilege of having an effective technology to facilitate processes like distillation and supply has made the Company stand out and stay relevant in the market even when competitors are numerous. An alcoholic drink is only as perfect as its process, comprising the techniques used to cultivate and harvest the various ingredients (Frue, 2018). For a process to be deemed effective, there is the need to make sure that it lowers matters of costs and, at the same time it, ensures that there is a quality production. 
Environmental Factors
Environmental factors are equally critical external factors that have affected and influenced the operations of Brown-Forman Company. The traditional European alcohol production industry is deemed to suffer from the excess impact of Chinese, Brazilian, and United States products. The state of things within the market has been considered excessively influential when developing premium brands. Environmental factors and laws about recycling and waste management can be an issue that needs to be addressed by the company.
Legal Factors
The operations of Brown-Forman Company in the United Kingdom are greatly affected and influenced by several legal factors. It is clear that the legal factors are linked to programs that focus on ensuring that there are no cases of excessive abuse of alcohol, there are no cases of drinking in public places, and the limitation of the drinking age. In the United Kingdom, individuals under 18 years are not allowed to involve themselves in drinking alcohol (IvyPanda, 2019). Brown-Forman Company is highly affected by an increase in taxes that affect the prices to which the products are sold, and in the event, the number of customers tends to reduce.  
3.1.2.0 Porter's 5 Forces
Bargaining Power of Customers
Bargaining power serves a great purpose when it comes to the operation of businesses. Because of excessive taxation of the liquor companies within the United Kingdom, the companies like Brown-Forman Company are always compelled to sell liquor at high prices to gain profits. Based on the fact that most companies within this particular industry sell the drinks at high prices, and the customers do not have an alternative option, it turns out that their power to bargain becomes limited (StudyCorgi, 2022). Therefore, within the liquor industry in which Brown-Forman Company operates, it is clear that the customers have minimal bargaining power. 
Bargaining Power of Suppliers
The bargaining power of the suppliers within a market or the liquor industry often influences the prices of the inputs. Based on the thorough evaluation of the performance of Brown-Forman Company, it has poor bargaining power. The power of bargain includes matters such as the cost of the raw materials and equipment, wages, the utility expenses, among others. Since the production of alcohol demands a lot of better equipment and technology, the price of the materials tends to be high. This equally influences the final products, such as Jack Daniel, which are often much more sophisticated but expensive. 
Threats of New Entrants
Among the highly profitable industries, there is the brewery industry. Because the liquor industry is exceptionally profitable, most individuals get interested in joining the venture to draw profits. The idea of having a great desire to share the profits within the market often compels people in business to opt to join the industry (StudyCorgi, 2022). However, gaining entry into this particular industry is never easy, and there are a lot of challenges that often accrue. 
Among the significant challenges is the high initial cost of putting up an alcohol company like Brown-Forman Company. Similarly, government requirements on licensing, environmental impact assessment, and quality certificates, among others, often cost. Based on this particular assertion, it is then clear that gaining access to the industry is a complex and costly process, and because of this, there are minimal threats for new entrants. Because of this, it is then prudent to argue that the industry in which Brown-Forman Company operates is not prone to the threat of new entrants.
Threat of Substitutes
Another critical aspect of addressing concerns the threat of possible substitutes for Brown-Forman Company's products. Nowadays, consumers can differentiate between different forms of alcoholic drinks and pick on the one they feel can satisfy their needs (StudyCorgi, 2022). Because of this particular issue, it is evident that nothing can limit their ability to shift from one drink to another.
Brown-Forman Company has several drinks, if the consumers doesn’t  find these particular drinks appealing, they can opt to buy other forms of alcoholic drinks like Four Cousins and Heineken. For Brown-Forman Company to escape the challenge concerning threats of substitutes, there is the need to create a unique and quality beverage that customers cannot compare with other products. 
Rivalry among Competitors
The ability of the customers to switch from a particular brand to another when it comes to buying alcoholic drinks often results in a lot of rivalry among companies within this particular industry (StudyCorgi, 2022). However, Brown-Forman Company has been in operation for a long time and has a good reputation and a better brand name. Similarly, the drinks produced and distributed by Brown-Forman Company are of high quality and offer the customers an incredible spectrum of tastes and flavours. As a result of these operations, Brown-Forman Company has managed to create a competitive advantage within the industry. 



3.2.0 Internal Analysis
3.2.1.0 VRIO Analysis
Value
The specific need that drives a commodity or a product, as in this case, alcohol, has a lot of influence on the ability of the customers to purchase them. Based on the observation of the modes of operation of Brown-Forman Company, it is evident that the employees of the organization are a valuable resource (Harey, 2020). Many of the employees have been well-trained, which often helps foster consistent production and distribution of the different brands of alcohol that the Company deals in. 
Similarly, the patents of Brown-Forman Company are among its valuable resources because they enable the Company to sell its products without facing a lot of competition. Similarly, the mode of distribution and advertisement of the Company's products is considered a valuable aspect. However, the cost of the products is not of value; since production is expensive, the products get sold at higher prices that customers, in certain instances, fail to purchase. 
Rare
According to VRIO analysis, Brown-Forman Company employees are scarce because they have been trained differently and consistently deliver the best customer service (Harey, 2020). Similarly, the patents of the Company were regarded as a rare resource because they were not easily present to the competitors of Brown-Forman Company. Finally, the mode of advertisement and distribution that Brown-Forman Company relies on was equally observed to be rare and reliable. 
Imitable
According to the analysis that was carried out, it was observed that the employees of Brown-Forman Company are not complicated or somewhat challenging to imitate. It is because other companies in this particular industry could equally subject the employees to the same training (Harey, 2020). However, it was observed that the patents of Brown-Forman Company are pretty hard to imitate since they have already been registered, and companies are not allowed to imitate the products and inventions that have been patented. Finally, there is the aspect of distribution which was observed to be quite costly, and the competitors will be required to make a lot of investments to end up with a smooth distribution mechanism like that of Brown-Forman Company. 

Organization
The financial resources of Brown-Forman Company have been arranged and organized to trap value. The resources are used strategically to invest in the appropriate places, especially in areas where there is a presence of opportunities. However, the patents of the Company have not been organized appropriately. It is because Brown-Forman Company is not using the patents to the ultimate potential to gain a competitive advantage in the market. Finally, the distribution network that has been put in place by Brown-Forman Company is well-organized, and the products always reach the customers smoothly and efficiently through all outlets. 
3.2.2.0 SWOT Analysis
The United Kingdom alcohol industry has gone through evolution at all stages, and it is among the industries doing best in the country. It is deemed that the industry has transformed from being a seller's market to a buyer's market. One Company that is doing well in the United Kingdom is Brown-Forman Company, a small and medium-sized business enterprise. Brown-Forman Company has a series of strengths and opportunities that have made it stand out in the market, but at the same time, several weaknesses and threats are affecting the Company. 
Strengths
The presence of an attractive market for wines and spirits within the United Kingdom has been a significant strength. Brown-Forman Company has a broad customer base within the United Kingdom. Similarly, there is the aspect of favorable demographics, which favor the purchase and consumption of alcohol (Bhasin, 2019). Brown-Forman Company has a better reputation and a firm brand name from when it began operations in the United States before putting up a branch in the UK. 
Weaknesses
However, the Company is equally a victim of several threats; among them is the threat of a multiplicity of taxes. The alcoholic industry is a highly taxed area in the United Kingdom. There is the challenge of limiting the advertisement of certain drinks by the government. There is the issue of inter-state transfer charges that are placed on the molasses. Finally, there is a challenge of competition from brands already established in the United Kingdom; LWC drinks Manchester. 


Opportunities
Several opportunities are in the way of Brown-Forman Company. If the Company capitalizes on them, it is evident that it will grow and create a broader network. The presence of a growing customer base embraces drinking alcohol for leisure. Similarly, there is the opportunity of increased disposable income coupled with discretionary spending, which enables people to purchase alcohol (Bhasin, 2019). Finally, there is the aspect of low per capita consumption of drinks within the United Kingdom. 
Threats
Another important aspect within the internal environment of Brown-Forman Company concerns the various threats that the Company is a victim of Religious influence is a threat that hinders customers' ability to buy alcoholic drinks (Bhasin, 2019). The other challenge concerns increased competition from companies and those that intend to join the industry. There is an issue with increased raw material costs and high taxation. There is the threat of inappropriate and unfair government regulations in certain instances. 
4.0 Stakeholder Analysis
4.1.0 Internal and External Environments
Brown-Forman Company has a series of environmental factors that impact or instead affect and influence its operation. Some of these individual factors positively affect the Corporation, while others negatively influence the Company. The external analysis involves the assessment and examination of the industry environment of a corporation, among them factors like competitive structure, dynamics, competitive position, history, and other related aspects.
Numerous economic factors have an equal impact on Brown-Forman Company operations. The alcohol industry is undoubtedly enormous, but it also faces saturation on all fronts. Some large businesses that have been around for a while in the UK frequently find themselves in a competitive situation for both consumer loyalty and shelf space in retail establishments. Businesses like Brown-Forman Company have chosen to expand internationally to guarantee much larger market access.
Brown-Forman Company staff are extremely uncommon since they received unique training and consistently provide the most effective services to clients. Similarly, the Company's patents were seen as a scarce resource because Brown-Forman Company rivals did not have easy access to them. Finally, it was noted that the Brown-Forman Company's preferred promotion and distribution method is uncommon and dependable. A significant advantage has been the lucrative market for wines and spirits in the United Kingdom. Within the UK, Brown-Forman Company has a sizable consumer base. Similar to this, favorable demographics favor the purchase and consumption of alcohol. As a result, Brown-Forman Company has improved its reputation and built a firm brand name since it first started doing business in the U.S. before opening a branch in the U.K.
4.2.0 Key Stakeholders and Interests
The current director of Brown-Forman Company is Andrew Wilby, and his primary interest is ensuring that the employees are serving the organization to the best level to realize profitability. According to Mendelow's matrix, the director has high interest and power. Regarding the shareholders, it is deemed that the Brown family holds approximately 50% of the Company, and the firm's chairperson is George Garvin Brown. These shareholders' interests ensure that the Company is operational and generates profits. According to Mendelow's matrix, the shareholders have high interest and power. Similarly, the employees of the Company are its major stakeholders (Mints & Kamyshnykova, 2019). The Company has always focused on ensuring the employees are well-trained to meet the other competitors' levels. 
The interests of the employees are to serve the Company and ensure that they serve the Company by engaging in quality production. At the same time, the employees are interested in getting recognized, paid, and promoted if they register better performance. According to Mendelow's matrix, the employees have high interest and lower power. Similarly, the other stakeholders of Brown-Forman Company are the customers. These are among the organization's most influential personalities because the Company cannot realize smooth and efficient operations without them. Customers' interests are to get supplied with quality products at affordable prices. According to Mendelow's matrix, the customers have low interest and high power.
4.3.0 Addressing interests in a Sustainable Manner
According to Mendelow's matrix, the shareholders have high interest and power. These particular interests can be addressed by ensuring that the shareholders are involved in the critical decision-making processes of the Company (Mints & Kamyshnykova, 2019). The directors have equally been deemed to have high interests and power; because of this, the director of the Company should be given a chance to make essential decisions in the interests of the Company. 
According to Mendelow's matrix, the customers have low interest and high power. Since the customers are the ones who conduct the purchase of the products, the prices should be set at an affordable cost, and they should equally be allowed to give feedback regarding the services. Finally, the employees have less power but high interest, and because of this, they should be considered and consulted whenever a change is to be made in Brown-Forman Company. The opinion of the employees and the customers need to count, and they should not be regarded as minor parties in the firm's operation. 
4.4.0 Adoption of a new strategy for Stakeholders
Brown-Forman Company needs to adopt a new strategy to promote the benefits and interests of the stakeholders. There is the need to develop a strategy that shall ensure that the major stakeholders of the organization are respected and allowed to make crucial decisions concerning the operation of the Company. According to Mendelow's Matrix, stakeholders have high interest and power within the organization (Mints & Kamyshnykova, 2019). 
The operation of Brown-Forman Company depends on the stakeholders whom, in the event of withdrawal, the Company shall not be functional. Therefore, they should benefit the most since they are the key players, and the business will demand their active involvement to be operational. Similarly, the shareholders have the likelihood of occasioning substantial influence, and they can be the ones to spearhead a specific intended change. Similarly, they must be the ones with the ability to stop the change. 
5.0 Strategic Choices
There are several strategies that Small and Medium Enterprises Businesses need to rely on to grow and remain relevant within the market. The available strategies can be well-comprehended based on the Ansoff Matrix and BCG Growth Matrix. Under the Ansoff Matrix, there are four strategies that the organization can opt to rely on. Among them, we have market penetration, which is considered the most effective approach. It is deemed that an organization should focus on the expansion of the product within the market (Khajezadeh et al., 2019). 
The second strategy is product development, where organizations must bring new products to the market. The third strategy is market development, where the organization can put the existing products in an entirely new market. This can be achieved by adding a new characteristic of the product or new use. Finally, there is diversification where the [image: ]organization can opt to bring into the market a new and unproven commodity that they might not comprehend will work. 
The organization can adopt the strategies provided under the BCG growth-share matrix. The matrix is made up of two quadrats representing a specific combination of relative market share and advancement. Low Growth-High Share, it is posited that organizations need to milk the cash cows for cash and put it back into investment. Secondly, there is High Growth, High Share, where it is deemed that organizations should significantly invest in the stars because they have a lot of future potential (Khajezadeh et al., 2019). Thirdly, there is High Growth, Low Share, where it is deemed that an organization should invest or dump the question marks based on their chances of turning into stars, and finally, Low Share, Low Growth, where companies are urged to divest, liquidate, or reposition the pets. 
[image: ]Based on the discussion conducted concerning the strategies under the BCG Matrix Model and Ansoff's Matrix model, I will advocate for the strategy of market penetration that is provided for by Ansoff. Brown-Forman Company should adopt the market penetration approach because, under the strategy, the focus shall be to expand the sale of alcohol products within the existing market. It is because, in this case, the Company shall be aware that the market is practical and operational, and at the same time, it has minimal surprises for the Company. 
6.0 Strategic Recommendations
The number one recommendation I deem effective is that the Company adopt and implement the market penetration approach. Brown-Forman Company should use the market penetration strategy since the goal of the strategy is to increase the sale of alcoholic beverages within the current market. Because there won't be many shocks for the Corporation in this scenario, the Company will know that the market is functional and practical (Khajezadeh et al., 2019). The challenge the SMEs shall face in the quest to implement this particular strategy is the absence of enough funds to support the business as the Company awaits the customers to familiarize themselves with the products more. 
The other recommendation is that Brown-Forman Company should introduce new but related products in the United Kingdom market. To counter competition and remain relevant within the market, the organization should diversify the products sold. However, this particular initiative should be carried out much more gradually. The challenge associated with implementing this strategy is that the new products introduced may run a risk of lacking customers, and in the event, the Company might suffer loss. 
The last recommendation is that Brown-Forman Company should foster diversification in production and sales. The Company should focus on dealing with different products as this might also help expand the customer base. The challenge associated with this particular approach is that the Company might end up gambling and, as a result, incur a loss. This approach amounts to introducing a completely new commodity that has not been tasted into the market that is entirely new and hard to comprehend. 
7.0 Conclusion
It is evident that this particular report has addressed the present organizational strategic direction of Brown-Forman Company, and it will highlight the mission, vision, objectives, and modes of operation of the Corporation. Another critical aspect of the report has included environmental scanning, in which the report shall address the Company's external and internal environmental analysis. Consequently, the report has shed light on the stakeholder analysis where there will be a need to highlight the different stakeholders of the Corporation and the various powers that they hold. The other important aspect that the report has reflected concerns the strategic growth choices and recommendations concerning Brown-Forman Company. It is therefore evident that the success of Small and Medium Enterprises is highly influenced by both the internal and external environment.
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