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[bookmark: _Toc152125538]Executive Summary
A top UK vacation park SME, “Verdant Leisure” uses in-depth research to chart its course. The organisation is aiming to capitalise on market possibilities by integrating cost leadership and distinctiveness, using its advantages in operational effectiveness and durability. With an emphasis on stakeholder engagement and ecological responsibility, “the SFA framework” and “Mendelow's Stakeholder Matrix” guarantee the strategy's appropriateness, practicability, and acceptability. A 23-month roadmap for revolutionary transformation is mapped out in a staged implementation plan that includes technology integration, sustainability efforts, and stakeholder involvement. The proposed plan sets the company up for increased competitiveness, broader market appeal, and good partnerships with stakeholders. The organisation risks falling behind the competition, missing out on lucrative market prospects, and alienating key stakeholders if it doesn't implement this plan. To ensure innovation, sustainability, and long-term success for SMEs like “Verdant Leisure”, this strategic study is like a map.
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Notable UK SME “Verdant Leisure” focuses on offering first-rate vacation parks. Customers looking for eco-friendly, one-of-a-kind vacation spots may choose from the company's varied array of parks situated in beautiful settings. In the cutthroat leisure market, “Verdant Leisure” has carved out a solid reputation for itself thanks to its dedication to happy customers and eco-conscious practices (Verdant Leisure, 2020). The SME demonstrates resilience and adaptation in the dynamic SME environment via its strategic emphasis on creativity, efficiency in operation, and stakeholder involvement, which positions it as a vital participant. The company is regarded as an SME as they have employed less than 250 employees in their company and their turnover is less than five million pounds within the financial year.
Strategic decision-making is critical for firms to succeed in today's ever-changing markets. This is especially the case with Verdant Leisure, a major participant in the UK amusement park market. A comprehensive study was conducted, drawing from several sources such as “Mendelow's Stakeholder Matrix”, “Porter's Generic Strategies”, and “the SFA Framework”. The results of this research reveal a potential strategic route that might reshape “Verdant Leisure's” position in the market. Improved operational efficiency, sustainable practises, and market competitiveness are the goals of “the comprehensive cost leadership/differentiation tactics”, which are in line with the company's capabilities and the expectations of its stakeholders. Decisions taken today will determine “Verdant Leisure's” future in a sector where consumer tastes, technology developments, and ecological awareness are all interdependent, as we explore the complex web of strategic insights. Following this all-encompassing strategy plan will lead the organisation to future success by ensuring that creativity, sustainability, and stakeholder happiness all come together.


[bookmark: _Toc152125540]Strategic Development Process
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Strategic analysis (SWOT)
The swot analysis of “Verdant Leisure” for evaluating internal factors is demonstrated in the section. 
Strengths:
· A variety of vacation parks: From trailers to five-star lodges, “Verdant Leisure” runs a wide variety of vacation parks throughout the United Kingdom. It has a leg up in the leisure and hospitality sector because of its variety, which lets the firm serve a wide range of customers.
· Hone focus on long-term viability: “Verdant Leisure's” dedication to ecological responsibility and sustainable practises is commendable, especially in light of the growing importance of sustainability to customers. There is a rising need for ethical and environmentally conscious vacation alternatives, and this emphasis reflects that (Büyüközkan et al., 2021).
· Customer devotion and future purchases: Customer loyalty has grown due to the company's commitment to providing exceptional service and unique experiences. A key component for long-term success in the cutthroat tourist industry is happy, loyal customers who buy from a firm again and again.
· Strategic locations: To make the most of the scenic and popular locations where their parks are located, “Verdant Leisure” carefully considers where to put them. The firm’s offers become more appealing, leading to increased occupancy rates and more customers (Imhanwa, 2017).
Weaknesses:
· Depending on the weather: The weather may have a significant impact on the leisure business. Bad weather, particularly in the UK, might reduce the amount of tourists and money made. This weakness presents a problem for “Verdant Leisure”, which needs backup plans and creative answers to lessen the effect of erratic weather.
· Integration of technology: The degree to which the company is integrated with technology might be a drawback in the fast-changing digital market. Improving operational effectiveness and being aggressive may need investments in current technology including sophisticated “booking systems”, “data analytics”, and “customer relationship management” tools.
· little international presence: Although “Verdant Leisure” is well-known in the United Kingdom, it does not have a large presence on a worldwide scale. This may be a problem in the road because expanding into other global markets might lessen reliance on the domestic economy and open up new avenues for development.
Opportunities:
· Digital marketing and online existence: There are new ways to reach more people when you use digital marketing tactics. In order to attract tech-savvy customers and boost bookings, it is important to enhance the online presence, optimise websites, and use social media.
· Collaborations & partnerships: The reach of the “Verdant Leisure” company may be increased via the formation of strategic alliances with regional companies, tour operators, or digital booking platforms. Businesses may create mutually beneficial marketing campaigns and bundle offerings when they work together (Büyüközkan et al., 2021).
· Serving a variety of clientele: Attracting a broader spectrum of clients may be achieved by exploring new services and facilities, such as thrilling excursions, wellness programmes, or themed events. A further benefit of diversification is its ability to mitigate the effects of economic and seasonal volatility.
Threats:
· Economic downturns: When people's disposable income drops, they may cut down on vacation expenditures, which has a negative impact on the leisure business. The sales and profitability of the Verdant Leisure enterprise are vulnerable to economic risks like recessions and financial crises.
· Updating to regulations: Problems could arise when government rules change, particularly in the areas of health and safety, environmental standards, and tourism  (Imhanwa, 2017). To prevent legal trouble and keep the company's good name, it is essential to keep up with the ever-changing rules and laws.
· Competitive landscape: There is always the risk of intense competition from nearby hotels, vacation parks, and other lodging options. Keeping ahead of the competition requires constant vigilance and the ability to shift tactics in order to distinguish products and enhance consumer experiences.
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The model contains two types of activities, including primary and secondary activities. These activities of “Verdant Leisure” are demonstrated in the following.
1. Primary activities:
· Inbound logistics:
· Positive aspects: One factor that helps keep costs down is Verdant Leisure's mastery of managing the acquisition of materials (efficient supply chain) for its vacation resorts. Besides, establishing and maintaining positive connections with suppliers is essential to ensuring a continuous supply of high-quality products and services (Buttigieg et al., 2016).
· Areas of concern: Supply chain interruptions might affect the company's ability to function if it is too dependent on a small number of suppliers.
· Operations:
· Positive aspects: The vacation parks offered by the firm are a reflection of its operational expertise. Investing in technological advances for park operations helps to provide a smooth customer experience, which in turn benefits highly technological facilities.
· Areas of concern: Efficiency may be negatively impacted by a failure to integrate or optimise operational technology.
· Outbound logistics:
· Positive aspects: Customers may easily reach “Verdant Leisure's” vacation parks thanks to the company's structured distribution system (Bloomberg, 2020). Besides, excellent customer service is a direct result of well-oiled logistics, which in turn boosts consumer happiness.
· Areas of concern: The firm risks losing out on opportunities in foreign markets if its “outbound logistics” are not prepared to accommodate future growth.
· Sales and advertising:
· Positive aspects: “Verdant Leisure” has established a solid reputation as a brand, which has helped to foster client loyalty and bring in new customers. Besides, increased exposure and reservations are the results of well-executed marketing campaigns, whether they take place online or off (Sinha et al., 2021).
· Areas of concern: Failing to adequately promote oneself online might make it difficult to contact tech-savvy audiences and prospective consumers.
· Service:
· Positive aspects: Satisfied and returning customers are the result of well-managed relationships and excellent customer service. Offering a wide variety of services inside the vacation parks improves the experience for customers as a whole.
· Areas of concern: Client happiness might be affected if services are not readily adaptable to different tastes.
2. Supportive activities:
· Infrastructure:
· Positive aspects: Proper maintenance of the infrastructure guarantees an enjoyable and relaxing time for guests.
· Areas of concern: Customer happiness and competitiveness might be affected by facilities that are obsolete.
· HRM:
· Positive aspects: Having a competent staff in areas like management, leadership, and tourism helps ensure that customers get first-rate service. Staff members participate in ongoing training to stay abreast of developments in their field and hone their abilities to provide excellent customer care (Buttigieg et al., 2016).
· Areas of concern: Inconsistent service quality and higher recruiting expenses could result from a high turnover rate.
· The Advancement of technology:
· Positive aspects: Modern reservation systems help streamline the booking process and make it more convenient for customers (Evans, 2019). Decisions are made better with the help of data analytics when it comes to consumer tastes and market tendencies.
· Areas of concern: Innovation and competitiveness can take a hit if people aren't willing to embrace new technology.
· Financial management:
· Positive aspects: Having a solid financial foundation paves the way for growth prospects and smart investments. Besides, optimal allocation of resources and control of costs are outcomes of well-managed finances.
· Areas of concern: Problems may arise during slow times if most of the income is generated at certain times of the year (Evans, 2019).
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External analysis by applying the PESTEL model
The factors of the pestle analysis based on “Verdant Leisure” are discussed in depth to identify opportunities and threats. 
Political:
· Tax rebates and financing for tourism projects are only two of the many incentives offered by the British government to attract tourists (Pan et al., 2019). Since this helps to increase interest in vacations, it's good news for “Verdant Leisure”.
· The political climate of the United Kingdom is favourable to “Verdant Leisure” because of the country's relative calm. When there is political stability, it's easier to develop a tourist-friendly atmosphere.
· Licencing and safety standards are two examples of the many ways the UK government oversees the tourist sector. Because of the potential increases in operating expenses and barriers to new product development, this poses a risk for Verdant Leisure.
Economic:
· Consumer spending on vacations rises in an expanding economy, which is good news for “Verdant Leisure”.
· Investing in additional vacation resorts or amenities might become costlier for the firm if borrowing rates are high (Johnson et al., 2020).
· “Verdant Leisure's” abroad activities are susceptible to fluctuations in exchange rates. The cost of doing business in foreign markets may rise if the pound stays strong.
Social:
· More and more, vacationers are seeking one-of-a-kind experiences (Swarbrooke and Horner, 2012). In response to customers' evolving tastes, “Verdant Leisure” must revise its product line-up and advertising approaches.
· Consumers are starting to realise that their travel choices might have an effect on the environment, which is leading to a rise in sustainability consciousness. Given the company’s dedication to eco-friendly practices, this bodes well for the firm.
· A rising number of Britons are opting for "staycations" instead of traditional vacations. Being one of the most prominent UK suppliers of self-catering vacations, this is great news for “Verdant Leisure” (David, 2023).
Technological:
· “Online travel booking” is on the rise, which presents a problem for “Verdant Leisure” as it facilitates price comparison and the discovery of bargains for clients.
· VR and AR, two examples of emerging technologies, may soon have far-reaching consequences for the travel market (David, 2023). These technologies are evolving, and “Verdant Leisure” has to be prepared to take advantage of them.
· The proliferation of social media platforms makes sense for “Verdant Leisure” as they allow the business to connect with potential new clients and strengthen ties with those it already has.
Environmental:
· An increase in the frequency and severity of severe weather events poses a risk to the tourism sector because it makes travel more hazardous and throws off vacation schedules (Statista, 2023).
· Consumers are seeking out more sustainable vacation choices, reflecting a rising tide of public awareness about sustainability. 
· The increasing expense of running “Verdant Leisure's” vacation resorts is a direct result of the rising cost of electricity.
Opportunities considering the model:
· More and more people in the UK are opting to spend their vacations cooking for themselves. Being one of the most prominent UK suppliers of self-catering vacations, this is great news for “Verdant Leisure”.
· To grow its client base and increase sales in current areas, the company could create innovative new products. Possible examples of this include coming up with different kinds of lodging, providing different kinds of experiences, or aiming for different kinds of customers.
· The Verdant Leisure enterprise is well-positioned to take advantage of emerging opportunities in both local and global markets. Expanding into new areas might be a breeze for this firm because of its well-known brand and unique selling point.
· Build a better website and put money into digital marketing to boost “Verdant Leisure's” online visibility. The firm’s client base and market share would both increase as a result of this.
Challenges:
· The vacation industry in the United Kingdom is quite cutthroat. A wide variety of lodging options, including hotels and Airbnb, compete with “Verdant Leisure” and other holiday park companies.
· The cost of running a vacation resort is on the rise owing to variables including growing salaries and energy prices (Bulatović and Tripković-Marković, 2015). The bottom line of the Verdant Leisure company could take a hit because of this.
· A decline in the economy has the potential to dampen Christmas spending. The income of “Verdant Leisure” would suffer as a result of this.
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Bargaining power of buyers (moderate)
Reasons for moderate power:
· Consumers have many options when it comes to the leisure and travel business, but “Verdant Leisure” is able to retain some of its consumers because of its distinctive offerings and strong brand loyalty.
· Buyers may have considerable bargaining power due to their sensitivity to price, which is particularly true during economic downturns (Bulatović and Tripković-Marković, 2015).
Boosting client devotion:
· The Verdant Leisure enterprise’s dedication to client happiness and relationship management boosts consumer loyalty, which in turn reduces purchasers' leverage in negotiations.
Bargaining power of suppliers (Low)
Reasons for low power:
· To lessen its reliance on any one business and to restrict supplier negotiating power, “Verdant Leisure” probably sources from a varied set of vendors.
· When inputs, such as furniture or maintenance supplies, are standardised, providers lose some of their negotiating strength.
Approaches to negotiation:
· Suppliers' negotiating strength might be further diminished by lengthy agreements and collaborative connections with important suppliers (Moreno-Izquierdo et al., 2016).
Threats of new entrants (low to moderate)
Barriers to entry:
· The high capital intensity of the vacation park sector makes it difficult for new companies to enter the market because of the large initial expenditures needed for facilities amenities, and purchasing land (Benjamin, 2018).
· Large companies like “Verdant Leisure” are able to keep prices low because of economies of scale, which make it hard for upstarts to compete.
Loyalty to Brands and differentiation:
· New competitors have a steep uphill battle to overtake the Verdant Leisure enterprise in the market due to the latter's well-established reputation and devoted client base.
· The variety of products and services offered by the corporation, together with its immaculately kept parks, give it a leg up in the market and make it difficult for new competitors to imitate.
Threats of substitutes (moderate)
Dynamics of substitutes:
· Hotel chains, online rental marketplaces like “Airbnb”, and other similar alternatives pose a modest threat due to the variety of experiences they provide.
· Traditional amusement parks may lose business to more alternative types of tourism, such as cultural or adventure tourism.
Protecting against danger:
· The Verdant Leisure company might set itself apart from the competition by providing a wide range of services.
Industry rivalry (moderate to high)
Factors contributing to rivalry:
· The vacation park sector is quite competitive due to the large number of competing businesses operating within it (Benjamin, 2018).
· During peak travel seasons, seasonal surges may make competition fierce.
Competitive strategies:
· Differentiation: “Verdant Leisure” may differentiate itself by continuing to prioritise quality of service, long-term viability and client pleasure.
· Innovation: In order to stay ahead of the competition, businesses must constantly innovate their services and facilities.
Overall industry competitiveness/attractiveness:
Competitiveness is modest in the vacation park business, where the Verdant Leisure company operates. Even if there aren't many obstacles to entrance and consumers have little leverage in negotiations, the company's competitive edge comes from its well-known brand, unique offerings, and dedicated clientele. Both the medium to high level of intense competition and the moderate danger of replacements have an impact on the attractiveness of the sector. Investing in distinction, client happiness, and innovation is crucial for “Verdant Leisure” to maintain and improve its position.
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	Swot analysis

	Strength:
· Various portfolio on the vacation park.
· Strong brand reputation.
· Concentration on sustainability.
· Location advantages.
· Customer loyalty.
	Opportunities:
· Reliance on weather.
· Shortage of global existence.
· Insufficient technological adaption.

	Weaknesses:
· Digital marketing & online existence.
· Service diversification.
· Collaboration and strategic partnership.
· Governmental assistance.
· Consumer preferences.
	Threats:
· Economic fluctuation.
· Severe competition.
· Changes of regulations.
· Alteration of weather.


(Figure: Swot analysis)
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Porter’s generic strategies based on “Verdant Leisure”
There are some strategies under Porter’s generic model. These strategies considering the company are demonstrated in the following.
1. Cost-Leadership approach
· Verdant Leisure might save expenses by investing in technology that automates processes, enhancing its operational effectiveness and negotiating better agreements with suppliers, among other things.
· Customers who are price-conscious, such as families and those on a tight budget, can be a good fit for “Verdant Leisure”. The business may then market itself as an affordable option and win over new, dedicated customers.
· Increasing operations would help the Verdant Leisure company attain “economies of scale” by distributing fixed expenses across a greater number of units, which would be possible if the firm were to grow (Benjamin, 2018).
2. Differentiation approach
· One thing “Verdant Leisure” might do is work on its USP, or “unique selling proposition”, to set itself apart from rivals in the market. This may include catering to a certain market segment, such as those interested in eco-tourism or high-end vacations, or providing one-of-a-kind lodgings (Tansey et al., 2018).
· The company should aim for high-end clients who are prepared to spend on opulent lodgings and activities. Because of this, the business would be able to increase its profit margins and charge greater pricing.
· “Verdant Leisure” may establish an excellent standing for itself in the market by allocating resources to advertising and marketing, creating a memorable brand name and logo, and maintaining a constant standard of excellence in all of its offerings.
3. Focus group (niche market) approach
· “Verdant Leisure” could target “families”, “couples”, or “business travellers” as their primary market sector. In doing so, it may meet the unique demands of its target demographic with individualised offerings.
· By delivering first-rate goods and services, going above and beyond for customers, and establishing a solid reputation for the brand, “Verdant Leisure” has a great chance of being the go-to supplier in its target market.
· By analysing consumer data and doing market research, the Verdant Leisure organisation may gain a thorough comprehension of its target market. The business would then be able to cater to its client's individual requirements.
4. Hybrid approach
Another option for “Verdant Leisure” would be to adopt a hybrid strategy that draws from each of the three main approaches. For instance, the organisation may choose to differentiate itself in some areas while concentrating on cost leadership in others. As a result, it would be able to meet both its competitiveness requirements and its need to stand out from the crowd.
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1. Suitability:
The possibilities and capabilities of the Verdant Leisure company are well-matched by the combined “cost leadership/differentiation approach”. The cost-effectiveness and distinctiveness of the business are bolstered by its varied portfolio and commitment to sustainability. The approach compensates for shortcomings by providing leeway in determining the optimal ratio of expenses to premium services (Arafat et al., 2020). The competitive nature of the leisure business, with its focus on distinctive products and efficient operations, is a good fit.
2. Feasibility:
· Technical feasibility: “Sustainable practises”, “data analytics” and “reservation systems” that are up-to-date are essential for putting this plan into action. To guarantee an effortless combination of these components, “Verdant Leisure” has to evaluate its technological capabilities.
· Operational feasibility: Adopting sustainable practices, educating employees to provide better client experiences, and structuring contracts with suppliers at a reduced cost are all examples of operational improvements that are necessary for the plan to be feasible (Duarte Alonso et al., 2021). It is critical to evaluate the organization's operational adaptability.
· Financial feasibility: With careful distribution of resources, “Verdant Leisure's” financially stable position enables this plan. Maintaining financial viability requires investments in both technology and sustainability efforts to be balanced.
3. Acceptability:
· Stakeholder acceptance: The level of buy-in from stakeholders may be affected by the amount of training staff need to adjust to new technology and service standards. The firm needs to improve stakeholder buy-in via open dialogue and active participation in strategy development.
· Social Acceptance: The approach is well-received by society since sustainable and unique products and services are becoming more important to consumers (Tansey et al., 2018). Promoting a product or service in an engaging and informative way may help increase its popularity.
· Cultural acceptance: The approach is in line with the current trend towards eco-friendly and one-of-a-kind vacations, which promotes cultural acceptance. Enhancing acceptance may be achieved by informing clients about the cultural dimensions of environmentally friendly practices and outstanding service offerings.
Based on the circumstances, it can be concluded that given “Verdant Leisure's” capabilities and the prospects in the industry, the combined cost leadership/differentiation approach seems like a good fit. Still, it's important to weigh the pros and disadvantages of each, especially when it comes to the technical and operational details. The effectiveness of the strategy's execution depends on the buy-in of stakeholders, workers, and consumers. The focus on long-term viability is in line with people's evolving tastes, which helps gain their approval. Alignment with appropriateness, practicality, and acceptance criteria throughout time requires continuous monitoring and modifications based on input.
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1. Key players (high interest, high power):
· Description: These individuals or groups have substantial influence over “Verdant Leisure's” strategic choices and a vested interest in seeing them through. Members of senior management, important investors, and significant vendors usually fall under this group.
· Approach: The strategy is to win them over by being open and honest with them (Mint and Kamyshnykova, 2019). One way to increase buy-in is to keep people updated on how the plan is doing and how it's improving profitability and sustainability.
2. Keep informed (high interest, low power):
· Description: Local communities, environmental organisations, and government entities are examples of stakeholders having a high level of interest but little influence. Even if they don't have any say in major decisions, their thoughts and feelings may nonetheless have a big impact on how the firm is perceived.
· Approach: The firm has to get everyone talking about sustainable practices by opening up lines of communication. Environmental efforts may get more support when local communities work together.
3. Keep satisfied (low interest, high power):
· Description: This group consists of influential people who have little to no say in the Verdant Leisure enterprise’s strategic decisions. Compliance is essential for operations, and this may include regulatory organisations.
· Approach: The firm might keep in line with all applicable laws and regulations and check that your plan is in line with them. Regulatory stakeholders may be kept happy by providing regular updates on the company's compliance with industry norms (Mint and Kamyshnykova, 2019).
4. Low priority (low interest, low power):
· Description: This class of stakeholders includes those like casual consumers and the general public, who do not have much sway or investment in the outcome. Their influence on the plan is minimal.
· Approach: They should strive to maintain a favourable public image, even while their direct impact is restricted. Brand perception may be improved by well-executed marketing efforts that showcase environmental activities and distinctive services.

[image: ] 
(Source: Mint and Kamyshnykova, 2019)
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Conclusions and Recommendations- Strategic implementation, monitoring and evaluation
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Conclusion
Based on the aforementioned aspects, it can be concluded that “Verdant Leisure's” combined “cost leadership/differentiation approach” shows promise, according to the company's strategic analysis. Aligning with market prospects, this approach leverages strengths in a diversified portfolio and client loyalty, particularly in the context of increased interest in sustainability. To better understand and respond to possibilities and dangers in its external environment, “Verdant Leisure” conducted a PESTEL study, which uncovered the ways in which “political”, “economic”, “social”, “technical”, “environmental”, and “legal” variables affected the company's operations. Technology, people, and infrastructure were the three internal factors that “Porter's Value Chain Model” highlighted as critical to improving operational efficiency. The moderate level of competition in the vacation park sector was highlighted by “Porter's Five Forces Model” industry study, which impacted strategic decisions. The SWOT analysis took into account both internal and external variables, and it showed how to make the most of positives while minimising negatives, taking advantage of chances, and protecting against dangers. The strategic alternative was further improved using “Mendelow's Stakeholder Matrix” and the “SFA framework” to ensure it was suitable, feasible, and acceptable. The integrated “cost leadership/differentiation strategy” strikes a good balance between the needs of stakeholders, the dynamics of the market, and the Verdant Leisure firm’s competitive position and performance.
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The recommended strategic direction: “Integrated cost leadership/differentiation”
· Justification: By integrating cost-effectiveness, distinctive offers, and sustainable practises, this approach plays to the company’s strengths. Because of its congruence with the dynamics of the vacation park sector, which place an emphasis on operational efficiency and distinctiveness to satisfy varied client wants, it is a good fit.
· Porter's generic strategies: Considering this model, the Verdant Leisure enterprise is able to stand out from the competition because to their integrated strategy, which enables them to provide distinctive services at a reasonable cost. In doing so, it sets the firm up to strategically serve both budget-conscious and affluent consumers.
· The SFA framework: Considering this framework, the plan is appropriate since it plays to the business's strengths, can be achieved with a reasonable expenditure of resources, and has the support of key constituents thanks to open dialogue and dedication to green policies.
· Mendelow's Stakeholder Matrix: Based on this aspect, influential parties are pleased by the dedication to environmental efforts, and key participants are satisfied with the alignment between sustainability and profitability. The strategy's compliance with legal standards benefits subjects, who are representing regulatory organisations. The public's perception improves as a consequence of distinctive and environmentally friendly products and services, which benefits the audience as a whole, even casual buyers.
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1. First evaluation (1-2 months):
· The firm might find out all it can about the present state of technology, operating procedures, and sustainable practises.
· It will locate critical problem areas and ascertain which technical and operational improvements are required.
2.  Incorporating technology (3-6 months):
· The firm will put money on state-of-the-art “reservation systems”, “data analytics”, and “CRM software”.
· To make sure new technology is used and integrated smoothly, training programmes should be put in place for employees.
3. Programmes focused on sustainability (7-9 months):
· It will create and execute green activities that will benefit all vacation parks, including recycling more, using less energy, and reducing trash.
· To promote sustainable procurement, it will form alliances with environmentally conscious vendors.
4. Developing the Marketing Campaign (10–12 months):
· It will make advertising campaigns that showcase the sustainable efforts and one-of-a-kind products.
· It will come up with a strategy to get the word out to both internal and external stakeholders about the “integrated cost leadership/differentiation approach”.
5. Engaging with stakeholders (13–15 months):
· The firm will communicate the strategy direction openly with important stakeholders, highlighting how it relates to profitability and sustainability, in order to engage them.
· It will get involved with neighbourhood watch and environmental organisations in its area to solve problems and make friends.
6. Pilot Programme Execution (16-18 months):
· It will put the plan into motion in a trial run at a few vacation spots to see how it goes.
· In order to implement the required changes, it is important to get input from consumers, workers, and communities in the area.
7. Mass deployment (19-23 months):
· After the pilot programme is complete, it will roll out the combined cost leadership/differentiation approach to all vacation parks.
· It will keep a close eye on “operational efficiency”, “customer satisfaction”, and “performance measures”.
8. Monitoring and adaptation (ongoing):
· It will put in place a system of ongoing monitoring to see how well the plan is doing in comparison to important metrics.
· It will make adjustments to the plan in light of comments, shifts in the market, and new developments in the field.
[bookmark: _Toc152125554]Benefits of this proposed strategic direction
· The Verdant Leisure company will be able to attract a wider client base and stand out from rivals by offering unique, excellent experiences at low costs, thanks to its combination of cost leadership and distinctiveness.
· Streamlined Bookings, client relationships, and park management all thanks to technical incorporation and process enhancements, efficiency in operations is raised. Enhanced resource utilisation and financial savings are outcomes of this efficiency.
· Placing an emphasis on sustainability is in line with the changing tastes of consumers and the demands of regulators. Eco-friendly practices showcase “Verdant Leisure” as a company that cares about the environment and society, which in turn attracts clients who share this concern.
· By implementing this approach, the company is able to position itself to serve both budget-conscious and premium market groups (Mint and Kamyshnykova, 2019).
· Building good connections with stakeholders is achieved by open engagement and resolving their issues. Stakeholders are more satisfied and supportive of the plan when important actors, communities, and regulatory authorities all see eye to eye with it.
[bookmark: _Toc152125555]Potential consequences if the proposed strategic directions are not followed
Potential repercussions for “Verdant Leisure” in the event that “the integrated cost leadership/differentiation plan” is not implemented include:
· Loss of competitiveness: In the oversaturated leisure business, falling short of cost leadership and failing to distinguish may be disastrous.
· Missed market opportunities: If the organisation fails to adapt to changing consumer tastes in sustainability and distinctive experiences, it risks losing out on lucrative prospects.
· Stakeholder discontent: Key actors, communities, and regulatory agencies may get dissatisfied if the corporation doesn't show it's committed to good business practises and addresses environmental issues (Mint and Kamyshnykova, 2019).
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VERDANT LEISURE LIMITED

Company number 02548086

Follow this company | File for this company

Overview Filing history People Charges More

Registered office address
10 Mannin Way Lancaster Business Park, Lancaster, England,

LA13sW

Company status

Active

Company type Incorporated on
Private limited Company 12 October 1990
Accounts Confirmation statement

Next accounts made up to 28 February 2024 Next statement date 18 February 2024
due by 30 November 2024 due by 3 March 2024

Last accounts made up to 28 February 2023 Last statement dated 18 February 2023

Nature of business (SIC)

55201 - Holiday centres and villages

Previous company names

Name Period
DUNHAM LEISURE LIMITED 21 Nov 1990 - 18 Oct 2010

EARNTASK LIMITED 12 Oct 1990 - 21 Nov 1990
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