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Introduction
Devanet UK Ltd. was initially established as a company dealing with customized garments and fashion accessories hence changing its operations to mainly dealing with metal hardware engraving and assembling services. Some of the historical events that may have occurred include, the strategic shift as well as the expansion of product portfolio. This report will begin by analyzing Devanet’s Vision, Mission, Objectives, Strategy and Tactics (VMOST). It will then proceed to discover its VRIO analysis, value chain analysis, environmental scan using PESTEL and SWOT frameworks. More subsequent segments will focus on participants’ assessment, the development of new strategies based on strategic development models, as well as the identification of the measures necessary for implementation, and end with the specific strategic recommendations for the company’s further sustainable growth.
[bookmark: _Toc171449238]Vision, Mission, Objectives, Strategy, and Tactics (VMOST)
[bookmark: _Toc171449239]Vision
The company's vission is being the world’s premier company in the provision of customized metal hardware solutions that are highly innovative, of excellent quality and meet the customer’s needs (Devanet, 2024). This long-term objective leads the firm to strive for improving the product portfolio and technological competence to fulfill various customers’ requirements (Dess et al., 2014).
[bookmark: _Toc171449240]Mission
Devanet’s main strategic role is to provide the highest quality, individualized metal hardware products that meet the expectations of the consumers. The company focuses on innovation, quality and the satisfaction of the client’s needs through the implementation of the values creativity, quality workmanship, and client power (Devanet, 2024).
[bookmark: _Toc171449241]Objectives
Specific and measurable objectives in the context of Devanet’s strategic plan include: Market penetration plan to target 20% within the next three years based on current market shares and new product development plan that will involve expansion of more types of customizable hardware plan to achieve at least 95% customer satisfaction (Devanet, 2024). These are clear goals that are consistent with the company’s vision and mission, from which organizational growth and enhancements can be easily pursued (Rothaermel, 2019).
[bookmark: _Toc171449242]Strategy
The overall plan in achieving these goals is through the integration of the technological advancement in the manufacturing and customizing of its products, more focus on marketing especially in segments that it has not ventured in and penetration into international markets. This approach relates to Ansoff’s product-market growth matrix, namely market penetration, product development, and market development (Ansoff et al., 2018).
[bookmark: _Toc171449243]Tactics
For the execution of the strategy, Devanet intends to establish a new manufacturing technique, laser engraving and 3D printing, to enhance the product quality and option of differentiation (Aaker & Moorman, 2023). Also, the company will expand the online advertising and use local and foreign trade fairs, as well as cooperate with international distributors (Peppers & Rogers, 2016).
[bookmark: _Toc171449244]Alignment with Business Operations and Goals
VMOST enhances Devanet’s strategic direction because it takes into account the company’s vision and aspirations as well as its values to guide all business elements (Dess et al., 2014). The vision and mission specify the aim and direction of the firm, while the objectives, strategies, and tactics outline the steps to create continuous enhancement and stronger competitive edge (Freeman, 2010). This alignment makes sure that all business processes are directed towards the sole target of attaining customer satisfaction and the objective of being a market leader in the specialised metal hardware solution business (Steiner, 2010).
[bookmark: _Toc171449245]VRIO Analysis
[bookmark: _Toc171449246]Introduction to VRIO Framework
The understanding of VRIO framework as a strategic tool to decide on the firm’s resources and capabilities to gain the sustainable competitive advantage (Schilling, 2017). VRIO model is an acronym that is derived from Value, Rarity, Imitability, and Organization. These four characteristics are used to define each resource or capability to assess its role in generating competitive advantage (Rothaermel, 2019). If the resource is valuable, rare, inimitable, and if the firm is capable of using the resource, then it results in sustained competitive advantage (Barney & Hesterly, 2019).
Identification of Key Resources and Capabilities
	Resource/Capability
	Valuable
	Rare
	Costly to Imitate
	Organizational Support
	Competitive Advantage

	Advanced Manufacturing Technology
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	Skilled Craftsmanship
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	Customization Options
	Yes
	Yes
	No
	Yes
	Temporary Competitive Advantage

	Strong Brand Reputation
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	Strategic Partnerships
	Yes
	No
	No
	Yes
	Competitive Parity

	Customer Relationship Management
	Yes
	No
	No
	Yes
	Competitive Parity


[bookmark: _Toc171449247]Evaluation of Competitive Advantage
Manufacturing technology as well as talent and skill in production are other strategic assets that sustain competiveness because of their utility, scarcity, and imitability (Peng, 2022). Another factor that gives the company a competitive advantage is brand identity which stems from the constant provision of quality goods to customers for many years. Customization options are valuable and rare but are not very expensive to imitate and can therefore only be considered a source of temporary competitive advantage (Barney and Hesterly, 2019). In CRM, strategic partnerships are among the proven critical success factors; however, they do not conform to all the VRIO criteria and hence create only competitive parity (Peppers & Rogers, 2016). 
 According to the VRIO analysis, the strengths of Devanet are in technology, people, and brand, all of which are resources that can sustain the firm’s competitive advantage. Thus, with the help of these resources, Devanet will be able to sustain its market presence and further develop in the field of customized metal hardware (Dess et al., 2014).
[bookmark: _Toc171449248]Value Chain Analysis
[bookmark: _Toc171449249]Introduction to Value Chain Analysis
Value Chain Analysis is a strategic management tool used in determining activities that are valuable to the customer and hence contributes to the company’s competitive edge (Ackermann & Eden, 2011). Breaking down the company’s actions into primary and support fields of action enables an analysis of how each activity contributes value and where changes could be made to increase value creation (Rothaermel, 2019).


[image: ]
Figure 1 Porter’s Value Chain Model (Source: Rothaermel, 2019).
[bookmark: _Toc171449250]Primary Activities
Devanet's primary activities are integral to its operations and value creation.
1. Inbound Logistics: Its major suppliers include metals and engraving supplies which are purchased from reliable suppliers hence good quality and an assured timely supply (Dess et al., 2014). 
 2. Operations: Today the company has installed some latest technologies of manufacturing and also hires skilled work force to design and manufacture metal hardware products. 
 3. Outbound Logistics: The finished products are transported to the market through a well-organized chain supply system which is vital in delivering the products to the consumers (Wheelen, 2011). 
 4. Marketing and Sales: The specific marketing communication for Devanet involves an online marketing and engaging in trade shows in order to expand the market share and consequently sales (Parnell, 2013). 
 5. Service: The company has a very effective after-sales service policy, with provision for company’s assistance in product modification with an added feature of customer satisfaction surveys (Devanet, 2024).
[bookmark: _Toc171449251]Support Activities
Support activities bolster the primary activities, enhancing overall performance.
1. Firm Infrastructure: Devanet has strong foundations such as effective management systems as well as processes that enhance operation (Devanet, 2024). 
 2. Human Resource Management: It is noted that the company is very focused on attracting and developing a large number of talented craftsmen and other workers, which guarantees the presence of a highly qualified staff (Dess et al. , 2014). 
 3. Technology Development: Devanet prides itself in using state-of-the-art technologies for instance laser engraving and three-dimensional printing crucial in producing high-quality products and services (Rothaermel, 2019). 
 4. Procurement: The orderly procurement processes lead to sourcing of quality materials at reasonable prices hence promoting cost reduction and quality products (Rothaermel, 2019).
[bookmark: _Toc171449252]Strengths and Areas for Improvement
Some of the important resources that the company enjoys are the manufacturing technologies, skilled manpower and sound brand image that create a strong value chain for Devanet. However, there are areas for improvement: 
•Inbound Logistics: To reduce more risks that may come as a result of supply chain disruptions, there is need to improve supplier relations and sources (Rothaermel, 2019). 
 •Operations: Regular reinvestment in the new technologies and the improvement of the production processes is also effective in increasing the production rates and decreasing the costs (Ansoff et al., 2018). 
 •Marketing and Sales: Consumer outreach and interaction can be improved by increasing digital marketing initiatives and using data analysis (Peng, 2022). 
 •Service: Enhancing the extent of customer support services such as web-based and auto-solutions results in better customer satisfaction (Peppers & Rogers, 2016).
[bookmark: _Toc171449253]Environmental Scanning
[bookmark: _Toc171449254]PESTEL Analysis
[image: ]
Figure 2 PESTEL Analysis (Source: Peppers & Rogers, 2016).
[bookmark: _Toc171449255]Political Factors
External forces that affect Devanet UK Ltd. are; Political forces such as government policies and trade regulations (Peppers & Rogers, 2016). This paper shows that the UK has stable politics and bilateral trade agreements that enhance international business. However, Brexit has emerged as a challenge to trading with the EU since it complicates the procedures of both import and export (Rothaermel, 2019). Government assistance towards SMEs in the form of grants and incentives also affect Devanet’s growth prospects. 
[bookmark: _Toc171449256] Economic Factors
The macro-economic factors include inflation rates, interest rates and economic growth that has a direct impact on Devanet (Peng, 2022). The pandemic has affected the economy and the market where consumers have returned to consume more customized products after the pandemic. Nonetheless, there are certain limitations including changes in exchange rates and economic instability as they affect the costs and pricing (Aaker & Moorman, 2023).
[bookmark: _Toc171449257]Social Factors
Industry forces such as costumers’ growing preference for customized and specialty goods are beneficial to Devanet’s operational model. Also, the increasing concern for sustainability and its relation to manufacturing coincides with Devanet’s concentration on quality and sustainable operations (Freeman, 2010). Another factor that affects the need for innovative product development is the shift in consumers’ preferences and other aspects of life (Schilling, 2017).
[bookmark: _Toc171449258]Technological Factors
Laser engraving and 3D printing which are an essential aspect of Devanet are considered technological applications (Peng, 2022). Ongoing investments in new technologies increase production existing capacity and refinement of product differentiation (Schilling, 2017). Also, the increase in electronic commerce and Internet marketing as the means of targeting the customers and increasing market share is also an advantage. 
[bookmark: _Toc171449259]Environmental Factors
Politics or the legal factors affect the company, especially when it comes to the environmental regulations, and the sustainability issues (Peppers & Rogers, 2016). Environmental legal requirements put in place, for instance, the rules regarding waste management or emission limitations are pivotal (Ansoff et al. , 2018). Also, it is crucial to note that practising sustainability or employing environmentally friendly production techniques like utilization of environmentally friendly raw materials and minimizing carbon emissions would benefit Devanet’s brand image in the eyes of the environmentally conscious clientele (Ansoff et al. , 2018). 
[bookmark: _Toc171449260] Legal Factors
As for the legal factors, these comprise the property rights laws, employment laws, and health/safety laws in the way they influence Devanet’s business performance (Peppers & Rogers, 2016). It is important to follow these laws to avoid legal issues and keep business structures sound. Besides, it is crucial to maintain the product quality standards and certification required by the market to gain customers’ confidence (Wheelen, 2011).
[bookmark: _Toc171449261]SWOT Analysis
[bookmark: _Toc171449262]Strengths
There are several internal advantages that belong to Devanet UK Ltd. , such as the use of modern technologies and qualified personnel that allows providing high quality and customization of the production. A solid brand image and focus on innovation add to the competitive advantage of the company (Devanet, 2024). 
[bookmark: _Toc171449263] Weaknesses
Internal threats of Devanet include; the company has relatively low financial capacity compared to its giant competitors; the company mostly relies on the specialized market (Devanet, 2024). These limitations can negatively affect expansion as well as adaptation to changes in the market (Rothaermel, 2019). 
[bookmark: _Toc171449264]Opportunities
Externally, Devanet opportunities include the increasing trend in the consumers’ demand for customized products and the diversification into the export markets. In a similar manner, changes in the digital marketing environment and in the e-commerce markets offer new and fresh opportunities for expanding the customer base (Ansoff et al. , 2018). 
[bookmark: _Toc171449265]Threats
Exogenous threats include; high rivalry from domestic and global players, fluctuating economic conditions, and risks in supply chain (Rothaermel, 2019). Furthermore, the external factors that have been deemed to be problematic are the altered regulations and sustainability that poses a threat that must be managed (Dess et al., 2014).
[bookmark: _Toc171449266]Competitive Environment Analysis: Porter’s Five Forces Analysis
[image: ]
Figure 3 Porter’s Five Forces Model (Source: Porter, 1985).
1. Threat of New Entrants: In the case of the threat of new entrants in the customized metal hardware industry, it can be seen that the threat is moderate (Aaker & Moorman, 2023). Yet, entry barriers for new players are still present; first, since the capital investment and technological expertise are rather high; second, the market is already overcrowded, but the increasing popularity of e-commerce platforms and digital marketing eliminates these issues to a certain extent (Rothaermel, 2019). 
 2. Bargaining Power of Suppliers: The bargaining power of suppliers is moderate and no serious threat to the company. Devanet acquires materials and technologies from suppliers but there are several suppliers for these materials and technology hence the problem of dominant suppliers is avoided (Peppers & Rogers, 2016). Nevertheless, the specialized suppliers remain a main power influencer (Porter, 1985).
3. Bargaining Power of Buyers: The power of buyers is also high as there exists high buyer scope and products from other suppliers can easily be procured (Schilling, 2017). Customer in luxury and customization segment are advance knowning your brand and hence they expect more from your product and get it customized as per their requirements (Dess et al., 2014). 
 4. Threat of Substitute Products or Services: In the case of threat of substitutes it is moderate. As for the remaining strategies and activities there are many substitutes to metal hardware and personalized accessories (Devanet, 2024) Although Devanet is not the only one focused on quality and customization it has a competitive advantage that cannot be easily copied (Rothaermel, 2019). 
 5. Industry Rivalry: Competitive pressure is high and there is strong competition from numerous players from big players to small players category (Aaker & Moorman, 2023). Objectives that are influencing competition comprise innovation, quality, and ability to deliver customised products; hence for Devanet, there is need to bring improvements to its products (Porter, 1985).


[bookmark: _Toc171449267]Stakeholder Analysis
[bookmark: _Toc171449268]Identification of Key Stakeholders
Devanet UK Ltd. has several and multidimensional key stakeholders encompassing the following people; customers, employees, traders and stockholders (Peng, 2022). All the groups are equally important for the company’s operation and management as well as its strategic development.
[bookmark: _Toc171449269]Evaluation of Stakeholder Expectations and Power
	Stakeholder Group
	Interests
	Expectations
	Influence

	Customers
	High-quality, personalized products
	Consistent quality, timely delivery, competitive pricing
	High, as they drive demand and revenue

	Employees
	Job security, fair compensation, growth opportunities
	Competitive salaries, positive work environment, career development
	Moderate to high, as they affect operational efficiency and innovation

	Suppliers
	Long-term partnerships, regular orders
	Fair pricing, timely payments, consistent orders
	Moderate, due to their role in the supply chain

	Investors
	Return on investment, company growth
	Financial performance, strategic direction, transparency
	High, as they provide capital and influence strategic decisions


[bookmark: _Toc171449270]


Management of Stakeholder Relationships
Devanet effectively manages its stakeholder relationships through various strategies:
1. [bookmark: _Hlk171113284]Customers: As for the customer satisfaction, Devanet pays much attention to the quality of the products as well as the services that are provided to the customers (Parnell, 2013). Feedback processes and customer relations activities means that customers’ needs and demands are frequently met (Freeman, 2010). 
2. Employees: Wheelen (2011) identified that the company maintains a good workplace through offering the best and competitive wages and remunerations, insurance and rewarding career advancements. Management training and communication facilitate in the formation of a loyal and professional workforce (Dess et al., 2014). 
3. Suppliers: The company has good supplier relationships to which it offers fair prices and timely payments to develop strong working relations with the suppliers. Threat of entry is low because long term partnerships are sought, which enables the firm to obtain high quality raw materials and technological inputs required for production (Rothaermel, 2019). 
4. Investors: Communicating with investors and providing them with clear updates on financial status and management’s plans and actions maintain investor attention and interest (Schilling, 2017). Another factor is that Devanet’s objectives regarding the sustainable growth and innovation are accomplishing investor goals, thus, investors will continue to support Devanet (Ackermann & Eden, 2011).
[bookmark: _Toc171449271]New Strategy Proposals
[bookmark: _Toc171449272]Strategic Growth Option 1: Expansion into International Markets
In terms of product market development, Devanet UK Ltd. could further direct the company’s activities to international markets with its key competitive advantage being the offered services accompanied by the production of specialized metal hardware and accessories. This strategy entails the development of distribution networks and affiliation with other organizations in the client markets including the European Union, North America and Asia (Aaker & Moorman, 2023). 
[bookmark: _Toc171449273] Justification of Option 1
The following is Wheelen (2011) explaining general strategies for diversification: Extending geographical operations, particularly into global markets, creates vast growth prospects as it is geared towards vaster client base and different market needs. Consequently, the increase in global demands for new products and especially customized products matches Devanet’s strengths, and hence gives the company a competitive advantage. Also, diversification by geography reduces exposure to risks that stem from dependence on the UK and increases the variety of revenues (Ansoff et al., 2018). With the help of the advanced technology and recognized brand, Devanet can successfully invade new markets, and thus can gain constant development (Rothaermel, 2019).
[bookmark: _Toc171449274]Strategic Growth Option 2: Diversification of Product Line
This indicates that Devanet can expand its product range by coming up with new areas such as the green products zone and/or advanced wearable tech (Peng, 2022). Thus, this strategy involves a study and identification of unique products that can address the increasing market need for environmentally friendly and connected solutions (Peppers & Rogers, 2016). 
[bookmark: _Toc171449275] Justification of Option 2
The opportunity generated by diversification shows that expanding its product portfolio can help Devanet meet a wider range of customers’ needs and obtain fewer risks connected with the overfocus on a limited number of specializations (Peng, 2022). Sustainability trends are currently the rage in the consumer market where people are shifting preference to organic products which can be a plus for a company to associate with thus improving its brand value (Schilling, 2017). Moreover, incorporation of smart technology into accessories may appeal to the smart customers to grab some of devanet’s products and this makes devanet to be viewed as an industry pioneer. For this reason, long-term competitiveness gets fostered through meeting new market needs and shifting consumer trends (Steiner, 2010).
[bookmark: _Toc171449276]SAF Analysis
[bookmark: _Toc171449277]Suitability
These two strategies; venturing in the global market and product diversification are the strategies that will work toward implying Devanet’s goal of growth and innovation. Such strategies are appropriate because of the global customer preferences for bespoke products and solutions that are sustainable and integrated with technology to support Devanet’s key strengths (Rothaermel, 2019). 
[bookmark: _Toc171449278] Acceptability
These are okay for stakeholders because they present possibilities of high returns and come close to meeting market demands (Peng, 2022). There is always growth in the level of risk and return because going international diversifies revenues, and product differentiation satisfies consumers’ changing demands benefiting stakeholders by minimizing the emphasis on the stock market performance in some of the diversified operations and satisfying innovation needs (Freeman, 2010). 
[bookmark: _Toc171449279] Feasibility
These are strategic responses that Devanet has the capabilities of executing due to the modern manufacturing technology, dedicated workforce and influence brand image (Aaker & Moorman, 2023). In conclusion, these strength guarantee that Devanet will be in a position to realize the tenable strategies and the wanted results (Schilling, 2017).
[bookmark: _Toc171449280]Strategy Implementation
[bookmark: _Toc171449281]Steps for Implementation
1. Market Research and Entry Planning: Carry out an extensive market analysis in an effort to determine the regions in which the product will be popular and the tastes of consumers. Make a clear plan of entering the target market concerning all possible legal and logistic issues (Ansoff, et al., 2018). 
 2. Partnerships and Distribution Channels: Build strong relationships with distribution channels and wholesalers in selected countries within the global market. Build good and strong model of supply chain management operations to enable efficient distribution (Rothaermel, 2019). 
 3. Product Development: Conduct research to come up with innovative and aesthetic sustainable and intelligent wearable items. Products need to be manufactured to meet both the legal requirements and customer needs (Schilling, 2017). 
 4. Marketing and Promotion: Conduct promotional campaigns and advertisements to create people’s awareness on the brands and products available. Engage in use of online and social media to advertise products as a way of gaining a wider market (Aaker & Moorman, 2023). 
[bookmark: _Toc171449282] Addressing Potential Challenges 
 1. Cultural Adaptation: Hiring local talent in order to manage cultural differences and customers’ behaviour in new territories (Freeman, 2010). 
 2. Regulatory Compliance: In this case, constant research on the various international regulations and legal requirements as well solicitation of legal support in this respect as Clients bear this need (Peppers & Rogers, 2016). 
 3. Supply Chain Management: Risk management strategies involve such actions as creating back-up plans and using different suppliers (Schilling, 2017).
[bookmark: _Toc171449283]Timeline 
· Q1–Q2: Market research and entry planning.
· Q3–Q4: Establish partnerships and develop distribution channels.
· Q5–Q6: Product development and regulatory compliance.
· Q7–Q8: Marketing campaigns and launch.
[bookmark: _Toc171449284]Conclusion
A comprehensive analysis of Devanet UK Ltd. has been done using all the frameworks of strategic management. Following the description of Devanet’s background and development, the analysis of its contemporary strategical positioning by the tools and frameworks including the VRIO analysis, value chain analysis, PESTEL analysis, SWOT analysis, and Porter’s Five Forces framework was provided. Main conclusions include Devanet’s asset in the areas of customization and quality together with the prospects that it can tap into the global markets and value new related products. Strategic management is pivotal when it comes to threat handling including the threat of rivalry and technological changes while at the same time ensuring consistent development of the firm’s key capabilities in Devanet. Thus, effective realization of such strategic recommendations as market expansion and product diversification can ensure sustainable development of Devanet as a company specializing in the production of customized metal hardware.
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