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Strategic Management for SMEs 
[bookmark: _Toc68115178]Introduction
Small and Medium-Sized business Enterprises (SMEs) are very important for the economy. From small tech firms and local retailers, the majority of companies that operate within the boundaries of the UK are SMEs. SMEs are defined as independent businesses that have less than 250 employees and an annual turnover of less than €50 million or an annual balance sheet whose total does not go beyond €45 million in the context of the UK and the rest of Europe (Afrifa and Berchie, 2019). There are two forms of businesses that operate within the context of the small-scale segment. The first type is the traditional cottage, also known as household industries, usually located in semi-urban or rural areas and mainly offer employment on a part-time basis. The second form of SMEs is considered to be technologically oriented and innovative. They initiate creative solutions to problems that are in existence in society. Innovative SMEs introduce new concepts or means of doing things hence providing quick solutions to global challenges.
SMEs are considered to be the pillar of many economies in the world since they create employment opportunities, drive growth and launch new markets. Due to the fact that SMEs are more customer-oriented or based on meeting the needs of the specific customers, they are more likely to survive during serious economic downturns (Christensen and Poulfelt, 2006). SMEs need to adopt strategic management in their operations for them to realise growth in revenue and profitability. Strategic management, which is defined as the systematic analysis of internal and external factors to an organisation that offers a basis for sustaining optimal business operations, will assist SMEs to gain an edge in the market and prepare them to handle stiff competition in a strategic manner (Moreno and Casillas, 2007). This report will highlight the strategic management approaches that SMEs can apply to remain relevant and competitive using a case study of an SME based in the UK. The selected SME is The Bowler, which is a meatball selling food truck based in the city of London.
[bookmark: _Toc68115179]The Bowler’s Current Strategic Direction
The Bowler is a food truck shop that moves in various locations across the city of London to offer its products to its many clients. The business was established in 2011 by its founder, Jez Felwick. The founder acquired the knowledge of cooking at the organic farm and cookery school located in Ballymaloe near Cork. The idea of the food truck came later, after a visit to the United States (Felwick, 2021). He began by undertaking supper clubs for family members and friends before acquiring the van on eBay. At the time of its launch, The Bowler was among the first food trucks in the UK and specifically the city of London. The business has greatly expanded over the years and it is making appearances in summer festivals, markets, private events and film sets throughout the UK. The main objective of The Bowler is to be the most preferred food truck that offers the best quality meatballs in the city of London and its environs(thebowler.com.2021). It strives to be the famous food truck for hire during major events and festivals.
In its quest to achieve its goals and objectives, the food truck company has been offering unique and quality products using its uniquely branded van. The distinctively branded van of the business is known as The Lawn Ranger owing to its lawn-looking appearance. The business specialises in making meatballs that contain a free range of meats as well as fresh and seasonal veggies. The food truck engages in making three types of foods namely meatballs, bread and vegballs (Meatballs – the global favourite, 2013). The meatballs are made from a wide variety of meat such as beef, pork, chicken and lamb. The meats used by the business are of great quality obtained from whole cuts and dropped in fresh sauces served with sides that include bulgur wheat, artisan bread or wild rice. The vegballs comprise spinach, chickpeas, ricotta, chipotle and black beans. The business has teamed up with specific bakeries in the city that produce potato buns, handmade whole-meal pitta, polenta topped subs and delicious brioche. Besides the food products, the business sells a cookbook termed The Bowler’s Meatball Cookbook, which comes in seven different languages. In its revolutionary cookbook, The Bowler presents a mix of delicious flavours from the street to the homes of its clients with a wide range of recipes. With over 70 ballistic ideas that incorporate original sides, salads, and sauces, each of its recipes offers a great taste to its customers. The business has gained recognition in many media outlets such as CNN and the Telegraph, which listed it among the best food stalls in the streets of London.
To increase its profitability and customer base, the business has a huge presence on the major social media platforms, namely Twitter, Facebook and Instagram. It uses the platforms to promote its products in addition to its clients to make orders, know its physical locations and upcoming events. The interactive platforms are updated frequently to allow current and potential clients to obtain current information regarding its operations. In addition to social media platforms, the business has a fully operational website that provides all the relevant information needed by the customers. The platform allows them to place their orders by stating the type of the event, foods to be prepared and the preferred set up. The customers are supposed to provide all the specific aspects of the events that they wish to be served by The Bowler, including their personal information such as name, address and geographic location.



[bookmark: _Toc68115180]Critical Analysis of The Bowler’s Internal and External Environments
[bookmark: _Toc68115181]SWOT Analysis
Table 1
	STRENGTHS
	WEAKNESSES

	1.      Location Flexibility
The firm is able to move from one point to another at the convenience of their customers.  As a result, it is able to reach out to its customers at specific events and forums.
2.      Fast services
The Bowler prides in its quick service to the customer who does not have to wait for a long time to be served.
3.      Fresh and innovative food products
The business offers a wide range of food products that meets the needs of its diverse clients. The meatballs are prepared and served in an innovative manner.
4.      Favorable pricing
The food products are sold at reasonable prices that are affordable for many customers.
5.      High brand recognition
The Bowler’s brand is known all over the UK due to the unique branding of its van.
6.      Online selling and marketing
The firm has a stable online presence through its social media platforms and website.
7.      Strategic partnerships
The Bowler has partnered with specific bakeries that present it with whole wheat products that it uses to make it meat balls. It has engaged in close working relationships with specific meat suppliers.
	1.      Costly food ingredients
The ingredients that the business uses are increasingly becoming costly, and this is likely to increase the prices for the meatballs, which will in turn reduce the number of customers buying the products.
2.      Limited funds to scale-up operations
The business organization is not in a position to get more vans due to lack of enough capital.
 
 

	OPPORTUNITIES
	THREATS

	1.      Emerging business
Food truck business is considered to be one of the emerging businesses. The market is considered to be highly competitive but has not yet been overcrowded. New firms getting into the market have an opportunity to partake of the profits provided that they are able to offer quality services.
2.      Partnership with local clubs and bars
Majority of clubs and bars offer only drinks to their customers. By making deals with them, The Bowler will be able to widen its customer base by selling to the customers in the bars and clubs.
3.      COVID-19 pandemic
The lockdowns and other COVID-19 virus spread prevention initiatives present unique opportunities for the business. This is due to the fact that most people are stuck at home; hence, they only rely on home delivery of food products to their doorsteps.
 
	1.      Ease of duplication
Considering that there are no copyrights involved in the business, it is possible to duplicate the operations of the business. Due to low barriers to entry, competitors can easily come into the market and engage in the same business model that The Bowler operates.
2.      Legal requirement
In some locations in the UK and European Union, obtaining permits to operate food truck business is not easy. Moving around some cities and offering food to everyone may lead to serious lawsuits if proper permits are not obtained.
 
 


[bookmark: _Toc68115182]Conclusions on the SWOT Analysis
From the SWOT analysis of The Bowler, it is evident that the business is currently doing well in its operations as evident by its strengths. Despite its small-scale operations, the business is registering high profitability (Lee et al., 2020). The business has a huge capacity for future expansion due to many opportunities presented by the COVID-19 pandemic and partnerships with local bars and clubs. Stiff competition that is likely to emerge due to the easy duplication of the business model threatens the survival of the business. Bowler needs to identify more avenues for differentiating its products to widen its customer base. Limited financial capacity is likely to hinder the expansion of the business. To increase its financial position, the business needs to explore various options of funding that are available to SMEs in the UK such as government grants, funding through venture capital, invoice financing, asset financing, peer-to-peer funding, crowdfunding among other options.


[bookmark: _Toc68115183]PESTLE Analysis
The PESTLE analysis of The Bowler will analyse the political, economic, socio-cultural, technological, legal and environmental factors and their impact on the daily operations of the business (Naudé, 2011). PESTLE analysis considers the external environment that the business has little control over but directly affects its operations. The business must strive to adapt to every change that takes place in its external environment.
[bookmark: _Toc68115184]Political Factors
[bookmark: _Toc68115185]Food Safety Controls of the Government
Various governments have strict rules and guidelines regarding the sale of food products which businesses dealing with such products must comply with (Meikle and Willis, 2003). Due to many scandals and issues that face food safety, The Bowler will need to work hard towards building the trust of customers towards its products. Government controls are very essential and have a huge impact on the operations of the business.
[bookmark: _Toc68115186]BREXIT
As a result of BREXIT, The Bowler will not find it easy to operate in the European Countries before engaging in a series of contracts and negotiations. The situation is likely to affect the geographical expansion of the company outside the boundaries of the UK.
[bookmark: _Toc68115187]Economic Factors
[bookmark: _Toc68115188]Inflation Rate
An increase in the inflation rate due to the impact of the BREXIT and COVID-19 pandemic in the UK economy has had a direct impact on the prices charged for the ingredients and foodstuffs. As a result, the menu prices will have to increase and price-sensitive customers are likely to refrain from purchasing the meatballs and other food products made by The Bowler.
[bookmark: _Toc68115189]Disposable Income of the Consumers
Disposable income is defined as the income that remains after all the deductions such as social security and taxes have been made (Abeywardhana, 2016). The food products sold by The Bowler can be considered to be luxurious for some customer; hence, a decline in their disposable income will reduce their ability to buy, leading to a decline in profitability.
[bookmark: _Toc68115190]Socio-cultural Factors
The social environment is a macro-element that defines the behaviour of consumers and the mindset of the community regarding the food truck business (Clifton et al., 2010). Changes in the level of education, social structure, talent availability, lifestyle innovation, and the social-class structure will have a direct impact on the business operations of The Bowler. An increase in health consciousness among the UK population means that majority of the people prefer organic food products as opposed to junk foods. The situation has a direct impact on the menu and the cookbook being sold by the business. The Bowler focuses on customers who have busy lifestyles and students who have to balance between their studies and short breaks for their meals.
[bookmark: _Toc68115191]Technological Factors
Technology is considered to be the most dynamic element of the PESTLE analysis. Quick advancement in technology will have a direct impact on the food truck business (Kotzian, 2016). The Bowler applies technology in the ordering process by allowing its customer to make their orders through its website and various social media platforms. Through the platforms, the business can establish the specific tastes and preferences of the consumers by allowing them to share their views and opinions using the chat platforms.


[bookmark: _Toc68115192]Legal Factors
Legal factors entail the rules and regulations that guide the operations of business activities in various geographic jurisdictions. They include permits and authorizations that must be obtained before engaging in business activities. The Food Standards Agency (FDA) outlines specific standards that all businesses dealing with food products must comply with (Clarke and Flitcroft, 2008). They send their officials to check various food items in terms of their quality and hygiene conditions in which the foods are prepared as well as the cleanliness and qualification of the staffs. Being a mobile food truck, The Bowler has to comply with the rules set in every city and location where they intend to operate.
[bookmark: _Toc68115193]Environmental Factors
Every impact on the environment is regarded to be very crucial for all business operations. The Bowler is deeply concerned about the preservation and protection of its internal and external environment. The business packages its products using materials that are biodegradable thus do not have a long-term effect on the environment.
[bookmark: _Toc68115194]Conclusion of the PESTLE Analysis
The PESTLE analysis for The Bowler indicates that the business is trying its best to adapt effectively to its external environment. The business is focused on handling the issues in its political environment such as BREXIT, which will affect its desire to expand to various locations within Europe. The social-cultural factors regarding health and fitness are quickly changing the food industry in the UK (Patton and Worthington, 2003). The Bowlers must focus on addressing the specific needs of the customers who are mainly millennials and people working on strict schedules. The technological aspect in the food industry is quickly changing, and the business needs to adopt the latest forms of technology that are considered to be friendly to the environment. 
[bookmark: _Toc68115195]Stakeholder Analysis
Stakeholders are defined as people or groups that have an interest in the failure or success of the organisation. They can have a direct or indirect impact on the actions, policies, and objectives of the organisation. Stakeholders are not ranked equally as some are considered to be more important to the business organisation than others (Anastasi, 2018). Their ranking is based on their level of interest and power in regard to the operations of the business organisation. Bowler’s stakeholders are the customers, suppliers, employees, government, financiers, competitors, and the local community.
[bookmark: _Toc68115196]Customers
The Bowler regards its customers as its top priority stakeholders that are deeply interested in the quality of the goods and services as well as the pricing that the business offers. The customers are considered to be the most significant stakeholders due to their direct determination of the revenues and profits of the business based on their level of purchases and demand. The customers have a high power since they can dictate the price of the products through the natural forces of demand and supply. As a result, The Bowler ensures that its products are of high quality as well as transparency in their communication with the customers. For example, The Bowler publishes detailed facts regarding the various recipes in its cookbook.
[bookmark: _Toc68115197]Employees
The employees of The Bowler form the second-priority group of its stakeholders. The major interests of the stakeholders in this category are fair compensation in terms of salaries and wages and job opportunities. The employees are significant because they have an impact on how The Bowler performs in terms of efficiency of services, quality of services and overall productivity. However, the employees have moderate power in that their ideas can be incorporated in the overall decision-making process while at the same time they can resign from their business at any time.
[bookmark: _Toc68115198]Local Community
The Bowler recognizes the important role that the community plays as one of its stakeholders. The local community refers to the people living or working in the specific locations where the business operates. The interest of the local community stakeholders is support for development in the community. The local community has a major impact on the operations of The Bowler in terms of their influence on the perception of both the employees and customers. The firm addresses the interest of this group of stakeholders by engaging in environmental preservation and protection measures by using packaging materials that are environmentally friendly and minimising waste during cooking and serving. The local community has low power since they are not involved in the decision-making process of the firm.
[bookmark: _Toc68115199]Financiers
Financiers refer to the organizations that issue funding for the business at the point of its establishment or meeting its continuous demand for funds (Levy and Powell, 2005). They include the local financial institutions such as commercial banks, government bodies that issue grants to SMEs, and venture capitalists. Their interest is repayment of borrowed funds with interests. The Bowler addresses the interests of its financiers through an increase of its revenue to repay the loans with interest and expanding its operations. The financiers have high power and low interest in the decision-making and operations of the business. The high power is present because the business cannot undertake its operations if it is not funded properly.
[bookmark: _Toc68115200]Suppliers
Suppliers are the companies or organisations that provide The Bowler with goods that they used to make their food products. The interest is to ensure the quality as well as quantity of the food from the suppliers and delivery schedules. The suppliers have moderate power and interest in the firm. The Bowler has entered into a partnership with some suppliers to ensure timely delivery of quality goods for its use.
[bookmark: _Toc68115201]Competitors
The Bowler is faced by many competitors including the local restaurants in the region where it operates, other food truck businesses and retail outlets that sell food products. The competitors have low power but very high interest in the business operations of The Bowler. The interest of the competitors is the poor performance of the firm in terms of low quality food products and high prices that droves away customers. The Bowler addresses the interest by charging favourable prices for its products and offering high-quality foods.
[bookmark: _Toc68115202]The Government
The government refers to the ministry of health and other government authorities that sets the health standards to be met by the firm before it undertakes its operations. The interest of the government is the taxes that they collect from the business. The government has very high power and low interest in the business.
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Figure 1
[bookmark: _Toc68115203]Strategic Growth Choices for SMEs
Growth is usually determined in terms of an increase in revenue, assets or profits. SMEs have several strategic growth choices in the market that they can adopt to increase their market base and competitive advantages. Well-known strategies that have proved to be effective for SMEs in their quest for growth can be either organic or in-organic growth strategies (Kapur, 2012). Organic growth strategies are focused on building in-house competencies, investing more to create more competitive advantages, and becoming more innovative in terms of products and services through differentiation. SMEs that intend to adopt organic strategies measure their level of success through various means which include customer satisfaction metrics, financial metrics, logistics, and supply chain metric and product quality metrics. In-organic growth strategies refer to increasing output and market share through the acquisition of new business opportunities using mergers, acquisitions, and takeovers (Hirsch-Kreinsen, 2008). The strategies will assist in lowering competition in the market and instantly add to the number of already existing brands as well as product lines. The SMEs will achieve economies of scale, which refers to the benefits that accrue to firms as a result of large-scale operations. The businesses will be able to gain access to new customer bases and be able to add new geographical locations to their areas of operation.
The Bowler is currently pursuing organic growth in which it aims at growing through expansion of its internal aspects. The business is keen on increasing its revenue and profitability by widening its operations beyond the major cities of the UK into neighbouring countries. It will take the organisation a long period to attain meaningful growth through the current strategy. The long-term growth strategy that the organisation can apply is an in-organic strategy through a merger. A merger is defined as the coming together of two similar businesses under single ownership. The best form of merger for the business is a lateral merger in which it combines with another food truck company (Prowle and Lucas, 2016). A merger will result in the creation of synergies in which costs of production will be reduced and efficiency of production will improve. The merger will enable The Bowler to accelerate the winning of its position in the market.
[bookmark: _Toc68115204]Key Strategic Recommendations for The Bowler
[bookmark: _Toc68115205]Venturing in New Products and Tastes
Even though The Bowler is currently offering a variety of products, the company needs to diversify and differentiate further to increase its product offering in the market. The business can increase its market share by expanding its product offerings, which will meet the diverse tastes and preferences of the consumers.
[bookmark: _Toc68115206]Stakeholder Management Strategies
The management needs to actively monitor and acknowledge the legitimate concerns raised by key stakeholders and taking into consideration all their interests in the decision-making process. The management should adopt codes of conduct and processes that are sensitive to the capabilities and concerns of each group of stakeholders (Devins, 2013). Listening and engaging openly with the stakeholders should be the focus of the management to understand the risks that they assume due to their involvement with the business. The Bowler’s management needs to operate cooperatively with other entities in both the private and public sectors to minimise all risks associated with the business operations.
[bookmark: _Toc68115207]Strategic Use of Technology
To increase the efficiency of its operations and to appeal to many customers through quick service delivery, The Bowler needs to incorporate the latest forms of technology in its operations. Technology provides a quick and easy platform for gaining a competitive advantage and becoming more relevant in the market. The types of technology include Artificial Intelligence in the form of chatbots and smart kiosks. Chatbots is a form of AI technology that presents customers with a new interface that contains their favourite food brands as they make their orders (Mallett et al., 2018). Chatbots are considered to be fully automated systems that have taken away the need to have someone responding to phone calls or making customers wait while on hold. The chatbots will come in handy in trying to attract or engaging more with millennials and Z customers since the system allows them to make use of emojis in their texts to symbolise specific foods when making orders. Short Messaging Services (SMS) chatbots are likely to become the main medium of communication as the majority of the UK population adopts the use of smartphones. The chatbots should allow the customers to make their orders, having their orders for delivery at their doorsteps, complete customer focused surveys, and add their reviews.
The smart kiosk is another AI technology that is part of self-service technology. The technology is likely to offer customers a means of ordering food using a digitised menu. AI drives the technology of smart kiosks based on the recommendation of products in line with the preferences of the consumers (Salam, 2019). Customers will also be in a position to select various options such as more sauce or extra salt in the meatballs. The Bowler should adopt the use of digital inventory tracking that will assist it in the reduction of wastes and costs. The ability to track all inventory with a high degree of accuracy leads to fewer wastes being witnessed and more sales being experienced. The technology will also save time, especially when making comparisons with manual systems of inventory management that the business is currently using.
[bookmark: _Toc68115208]Conclusion
SMEs form the backbone of the UK's economy. Because SMEs are more customer-oriented or based on meeting the needs of the specific customers, they are more likely to survive during serious economic downturns as indicated. The Bowler, which is an SME dealing with food truck business within the city of London and nearby locations, is an example of an enterprise that has stood the test of time since its inception in 2011. As presented in its SWOT and PESTLE analysis, the business has great prospects for future growth and expansion provided that it makes use of the available opportunities and adopts proper strategies aimed at minimising the impact of the threats that it is facing. The latest forms of technology such as AI present the business with great avenues for improving the quality of its service delivery and achievements of its short-term and long-term goals.
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