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Strategic Management for SMEs: A Case Study Report on the Rude Health Company
[bookmark: _Toc170546610]Introduction
SMEs play a very important role in the economy of every country, usually they are admired for their flexibility, adaptability and their contribution towards employment. According to the European Commission, SMEs are the businesses with up to 250 employees and the average annual turnover of EUR 50 million; these organisations are essential in the process of economic development and support of innovations (European Commission, 2020). This report is hence based on The Rude Health Company which is a UK based SME in the production of organic and natural food products. Rude Health was formally established in the year 2005 as a kitchen business but has expanded and become a popular brand within the health food niche focusing on the use of quality and organic products and environmentally friendly business practices (Rude Health, 2023). 
As it will be developed further in this report, the primary objective of this paper is to critically discuss Rude Health’s strategic management issues and suggest the long-term business strategy for its development. The structure of the report is as follows: it starts with an introduction of current state of affairs in Rude Health in terms of its vision, mission and the market-oriented objectives for the strategy. Then, the current business environment of the company and its strengths and weaknesses will be evaluated by employing the PESTLE and SWOT tools. This will involve the identification of the major opportunities and threats that exists in the industry the company operates in by examining the PESTEL factors. After the environmental analysis, the study shall proceed with a stakeholder analysis on the expectations and power map of Rude Health ’s stakeholders. This will assist in showing how the skeleton of interests of stakeholders can be met by strategic undertakings. It will then recommend a new strategic direction for Rude Health based on these models, including the Ansoff Matrix and Porter’s Generic Strategies to support the sustainability and competitiveness of the proposed strategy. 
Last of all, the report will provide recommendations for the further development and application of the strategy to Rude Health based on the issues faced by SMEs while operationalizing the strategies. Throughout the report, relevant academic theories and models will be applied, and evidence from credible sources will be cited to support the analysis and recommendations.
[bookmark: _Toc170546611]The Rude Health Company's Current Strategic Direction
Thus, the vision set by the Rude Health Company is to raise the health standards of people through the consumption of natural organic foods. Their goal is to offer healthy tasty meals that do not contain any additives and preservatives and have no refined sugars and oils. This vision is in sync with the global trends of changing consumption pattern where world’s population is opting for fresh and healthy foods which has been the major driving factor behind their strategic business plans (Rude Health, 2023). The revenues estimates as per Rude Health company information, funding & investors (2005) from 2018 as are presented in the graph below
[image: ]
Figure 1: Revenue Estimates of Rude Health Company

Its strategic direction has recently concerned the scope of the firm’s market presence and the improvement of its entrepreneurial operations. This is the case of market penetration, new product development, and brand building. Their market-oriented objectives are achieved through: variation
1. Product Innovation: Rude Health constantly extends its range by launching those products which can respond to new tendencies in consumers’ diet, for example, plant-based beverages, gluten-free and organic snacks (Rude Health, 2023).
2. Market Expansion: Over the years, the geographical market outlets have gone further than simply supermarkets, or hygienic grocery stores, and now encompasses groceries, supermarkets and others health food stores, both within the domestic market and globally (Euromonitor, 2022).
3. Sustainability Initiatives: Similar to their vision, this brand promotes sourcing that is good for the planet, and has a package design that supports the cause. This is well received by consumers in today’s generation who are conscious about the brands that support the environment.
To achieve these objectives, Rude Health leverages various resources, including:
1. Human Resources: The company develops a staff comprised of competent and dedicated employees with interest in health and the environment. They have nutritionists involved in their team, marketing personnel, as well as supply chain personnel who are in charge of enhancing the innovation and functionality (LinkedIn, 2023).
2. Financial Resources: Rude Health raises money through its income generated from within and through investments from other sources to cater for the research and developmental activities, marketing initiatives and expansion (Crunchbase, 2023).
3. Technological Resources: The company uses the best technology in manufacturing, supply, and distribution methods in order to guarantee quality and timely delivery (Rude Health, 2023).
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In its processing and management of activities and products, Rude Health aims at upholding the best quality products with emphasis on sustainability. They implement the lean manufacturing techniques where their main aim is to reduce as much wastes as possible in the production process (Womack and Jones, 1996). Rude Health supports its vision of health by sourcing organic ingredients and ensuring its packaging is environmentally friendly. This way does not only improve the quality of the product, but also addresses a very important issue to the consumer, environment, therefore, is optimally valuable.
The marketing strategy of the company is to increase the brand awareness and develop relationship with health-oriented consumers. They use electronic communication, social media and other ambassadors to create awareness and get a large outreach (Kotler and Keller, 2016). Here, Rude Health emphasizes on quality and sustainability issues and, thus, can set itself against competitors. Some of the times, their marketing strategies are simple, with focus on; how they source their ingredients and the nutritional values of the products, this way they develop a bond and create confidence in their consumers (Rude Health, 2023).
The HR strategy articulated in the case revolves around organization design, with a particular focus on developing a positive and inspiring organizational culture. To check this aspect, they positively ensure that they offer training programs and career growth to increase the knowledge and efficiency of the employees (Beardwell and Thompson, 2017). Since strategic goals are a great way of letting employees feel as though they are part of the company’s direction, Rude Health has implemented the culture of innovation and collaboration to achieve its goals. It also encourages constant innovation in products and services delivery systems which improves productivity.
Another important decision-making area of the company focuses on perfect management of finances, including both cost control and investing on growth enhancing ways. They invest in resources in R and D to generate better products and diversify their product portfolio (Davila, Epstein, and Shelton, 2012). Also, for marketing and growth, Rude Health strategically handles its finances as it invests in marketing and growth strategies without negatively affecting its stability. This marked approach ensures a sound and long-term strategic planning and thus strategic growth and profitable returns in the long run.
Rude Health maximizes organizational value through a synergistic approach across different functions as presented in the smart art below:

Figure 2: Synergistic Approach
The current strategic plan that Rude Health has adopted is indeed relevant in the current market and in attacking consumer needs given their objective of showing the world how health can be acquired through the use of good quality food products that are sustainable. By leveraging their resources effectively and integrating various strategic initiatives across operations, marketing, human resources, and financial management, the company not only maximizes value but also positions itself for sustainable growth.
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	P
	Political
	The political environment proves to play a more crucial role in the operation of Rude Health. As a result of Brexit, there have been shifts between trade relations in matters to do with import and export. Based on the analysis of the UK’s current legislation, Rude Health can consider the government’s promotion of health-oriented eating habits and environmentally friendly practices as its strengths since it enjoys favourable legislation and can hope for subsidies (BBC, 2021). Nevertheless, political instability and the possible change is the regulator’s policies represent risks to its supply chains.

	E
	Economic
	These are inflation rates, exchange rates and economic growth, affect consumer buying power and hence their expenditure. The latest change in consumer behaviour triggered by the recent economic crisis as a result of the COVID-19 pandemic has have reduced disposable income also known as purchasing power but at the same time consumers have become more conscious about healthy living which will partly benefit Rude Health (Euromonitor, 2022). Moreover, exchange rates are regularly changing and inject influence to the expense of incoming raw materials and therefore has chances to alter the necessary pricing schemes and revenues.

	S
	Sociocultural
	Market environment factors that relate to sociocultural factors include consumers’ preferred shift towards healthy and organic products and its influence in Rude Health. Customers are becoming more conscious of the need to go for organic and natural foods, and this makes them turn to Rude Health. Also, the rise in veganism and gluten-free diets also present other areas to expand brand’s portfolio into (Mintel, 2021). However, it is critical to preserve consumers’ trust and establish a reputation for a brand because any unfavorable information that concerns the quality of a product diminishes the brand.

	T
	Technological
	Technology is a key component of the product innovation and the working of Rude Health. Advanced technological breakthroughs in the food processing and proper packaging techniques allow the company to bring improvement in quality and minimize the harms to the environment. Also, the advancement in tactics, such as e-commerce and improved digital marketing platforms can assist in touching the hearts of more people and therefore sell more (Kotler and Keller, 2016). But, the rates of technology changes are sometimes very high, and it is always difficult to match them while at the same time having to invest in new technologies.

	E
	Environmental 
	The social environment plays an even greater role at Rude Health; climate change and issues that relate to sustainability affect the company’s functionality. The promotion of organic ingredients in the production of the company’s products ensures that consumers are guaranteed products that are friendly to both the environment and themselves, thus enhance the realization of the consumers’ preference towards green products (Porter and Kramer, 2011). But climate change presents some challenges concerning the availability and quality of some raw materials, which distorts the supply chain and the market price of the products. 

	L
	Legal 
	Legal factors such as the law on food hygiene, the law on labeling of Foods and the law on advertising affect Rude Health. For this reason, adhering to strict laws guarantees the products’ safety to be used by the consumers. Nonetheless, with changes in laws, for instance, harsh environmental laws or additional food product requirements, compliance generates elevated operating costs and may have impacts on the processes and product offerings (Rude Health, 2023). 
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	Strengths 
Strong Brand Reputation: Other factors that are perceived by customers to help support their decision to buy more from the company include: Quality, Naturalness and Sustainability, which are the key pillars the Rude Health is famous for (Rude Health, 2023). 
Product Innovation: A major success factor is the firm’s susceptibility of designing new products reflecting the changing trends in consumers’ purchasing habits. 
Sustainability Practices: Consumers care about where products come from and how they are packaged, and consumers who value their environment tend to patronize the Rude Health since it is environmentally conscious as well (Mintel, 2021). 

	Weaknesses 
Dependence on External Suppliers: Rude Health also sources its raw material from external vendors, which exposes the company to fluctuations in the prices and availability of its inputs; this affects the company’s total cost of production (Porter and Kramer, 2011). 
Limited Market Penetration: Thus, it becomes clear that Rude Health does occupy a wider market with the company’s products but there is still room for growth and increased market share dominion notably through the global market. 
Resource Constraints: In relation to this, Rude Health, as an SME may be restricted by resource deficiency, especially in capital and human capital, which hampers the firm’s capacity to expand production and innovation in technologies (Beardwell and Thompson, 2017). 

	Opportunities 
Growing Health Consciousness: There is the steady growth of the concept of health-consciousness amongst consumers which becomes a major step for Rude Health to extend the range of products and markets (Euromonitor, 2022). 
Expansion into New Markets: New geographic markets could be another area where Rude Health can move to because they already have a good reputation as well as an extensive product line. 
Technological Advancements: Investments in food processing techniques and environmentally friendly package designs present the chance for Rude Health to develop the quality of its services as well as production productivity (Mintel, 2021). 

	Threats 
Intense Competition: This makes the health food market a very competitive market because there are many brands in the market contesting for a piece of the market. This could result into lowered prices and hence reduce the amount of profits that companies can make (Euromonitor, 2022). 
Regulatory Changes: Since the organization is affected by innovations in food safety and environmental regulations, such modifications in the operations’ costs lead to adaptations of formulations and production processes. 
Economic Instability: It can be realized that economic changes and consumers buying power influences the revenue and company’s profitability. 
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An analysis of Rude Health and the current business environment established from the PESTLE and SWOT analysis demonstrates that the business operates in a complex and volatile environment. According to the analysis, the company competes in a market where demands for products that promote health and sustainability are on the rise, making it strategic for the company’s brand and products. Yet, they face numerous threats; it ranges from supply chain risks, regulatory issues to competition pressures. As Rude Health is functioning in the constantly changing environment, the RBV theory helps with identification of how they are positioned strategically. According to Barney (1991) RBV states that the resource and capabilities that are valuable, rare and inimitable, and non-substitutable are the sources of a firm’s sustained competitive advantage.
Using RBV to Rude Health, organizational strengths that can be referred to as liabilities include the reputation of the brand, new products on the market, and sustainability practices. These capabilities are well understood with rising customer health consciousness and awareness about the environment, thus helping Rude Health to capture opportunities conveniently. Yet, to maintain such positioning, they are required to reinvent and effectively utilize those unique resources. At the same time, one has to strengthen with respect to supply chain issues and shortages of resources where necessary. As a result, Rude Health can minimize threats that often arise from economic fluctuations or changes within regulations and have flexibility within the supply chain.
Trends include increasing focus on health, as well as advancement in technology and clients’ recognition of sustainability, which will benefit Rude Health due to their strengths in brand image, product differentiation and sustainability. Nevertheless, it is evident that to achieve higher growth rates and maintain competitive advantage, the company has its weaknesses, namely market saturation and a limited resource base. Further, strategies to address threats that originate from economic risks, regulatory issues, and competition must be applied before they become problematic. The analysis of Rude Health’s SWOT shows how the company can build on its strengths and opportunities, while managing its weaknesses and threats, to improve its market position and ensure a steady growth within the transforming health food sector. 
[bookmark: _Toc170546617]Stakeholder Analysis
Customers: Primary stake holders, the customers demand quality, healthy and sustainable food products. These stakeholders appreciate clear and truthful information in their operations and businesses and follow ethical methods when sourcing for materials and manufacturing products (Freeman, 1984). High power since they have a close association with the organizational revenues. They can greatly affect company strategies because of their preferences and buying behaviors.
Employees: There are usually high expectations from the employers that employees want secure employment, opportunities for advancement, and a congenial workplace. They require to be paid fairly for their work, be provided with the chance of professional growth and the organisation’s ethical and sustainable standards (Beardwell and Thompson, 2017). Moderate power because both productive and satisfied employees are essential to meeting the operational goals. General high level of legitimacy and urgency of their claims referring to equal treatment and promotion.
Suppliers: The suppliers also have their own expectations, namely credible trading relations, prompt payments, and balanced collaborations. They are very important in delivering the quality and sustainability of the raw materials (Porter and Kramer, 2011). Somewhat powerful for moderate power especially when they are critical suppliers of raw materials that are special or of high quality. Their reliability affects product quality, and supply chain management for any organization.
Investors: The stakeholders require value creation, profitability as well as good returns on their investments. They include the firm’s management vision, performance and internal/external risks (Hillman and Keim, 2001). Significant power as they have financial muscles and can influence some key strategic plans of the organisation. Are highly legitimate and pressing when it comes to their claims for profit and sound future development.
Community and Environment: Employees and other stakeholders within the environmental expect the company to have least impact on the environment as well as inject socio-economic development within the area. Eco-friendly measures and management of social responsibilities are appreciated all the more (Porter and Kramer, 2011). Growing power as the demands for sustainability from the society and the regulation authorities continue to rise. High legitimacy in their expectations for dealing with the environment and social issues.
Stakeholder Theory (Freeman, 1984) postulates that the interests of all stakeholders should be considered to achieve sustainable success. Being aware of the stakeholders and their expectations and understanding the power relations related to it, Rude Health can strive and become a successful competitor. Further, Agency Theory (Jensen and Meckling, 1976) focuses on the issue of conflict of interest between stakeholders and the firm’s strategic management plan. Stakeholders are the pivotal focus when it comes to organizations; therefore, adopting a plan that focuses on the expectations of the stakeholders will help to avoid conflicts and improve the performance of the organization.
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Currently, Rude Health targets health-conscious consumers in the UK and offers them organic and natural food products. Based on the above analysis, the most effective and optimal strategy for long-term business growth and maintaining a competitive edge is the Market Development strategy with focus on Product Development. By applying the Ansoff Matrix, this strategy is within the Market Development, where known products are offered to new markets. Rude Health can utilize its well-established brand name and existing product assortment to successfully diversify geographically, especially in Europe and North America where there has been a trend towards the consumption of organic and healthy foods (Ansoff, 1957).
Sustainability and Competitive Advantage
Diversified Revenue Streams: These expand the company’s markets and therefore, prevents reliance on one market area in the occurrence of economic hardship or unfavorable regulatory environment in the UK region.
Enhanced Brand Loyalty: According to Kotler and Keller (2016), diversification of product existences like new scrumptious flavours, new packaging sizes and other customers’ meal solutions increase the customer base while customers stayed loyal to products they ate and loved.
Economies of Scale: It is evident that higher production volumes resulting from penetration of wider markets enable companies achieve economies of scale to cut per unit cost and therefore profits are boosted (Porter, 1985).
That focusing on the provision of organic products in the UK is a viable strategy for Rude Health today, however, availability of similar products and increasing competition in the market requires the company’s transformational strategy. The proposed strategy is clearly relevant to existing consumer preferences for health and sustainability, which are applicable to the product specialization of Rude Health’s niche as an international contender in the organic food market. By leveraging existing strengths and addressing weaknesses, such as supply chain optimization and market entry barriers, Rude Health can achieve sustainable growth and maintain competitive advantage in the evolving global market landscape.
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· Enhance Digital Presence: Ensure that the firm deploys a well-developed digital marketing strategy and has a functional e-commerce to cater for the market outside the physical outlets. This approach benefits not only from broadening the market coverage, but also from deepening the customer’s interaction and increasing the brand awareness (Chaffey and Smith, 2021). 
· Invest in Innovation: Relentlessly adapt the product portfolios as consumers’ choice and sustainability expectations change. Utilise universities or new venture companies to develop a good connection with sources of technological advance and materials (Tidd, and Bessant, 2018).
· Strengthen Supply Chain Resilience: Independent sources of supplies and developing back-up strategies so as to counterbalance risks of a flawed supply chain that can bring about strains on product accessibility and satisfactoriness to users (Christopher, 2016). 
· Employee Development and Engagement: Promote staff training, and staff development for skills retention and engagement so as to maintain a pool of knowledgeable staff and enhance the internal environment for sustainability (Armstrong and Taylor, 2014). 
· Monitor Regulatory Changes: Be aware of current legislation governing food safety, labelling, and environmental management. To continue to preserve market competitiveness, organisations have to initiate change to align with new legislations (Porter and Kramer, 2011). 
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Summing up, Rude Health experiences rather complex and significant changes where threats and opportunities are strongly intertwined in the sphere of organic food. From the outcomes of this report, the current strategic approach of Rude Health has been scrutinized while the environmental and stakeholder analyses were performed comprehensively, and the most important recommended strategies for sustainable development of the company were identified. Some of the important points that have been passed in the current update can be mentioned as follows: the company, Rude Health, has a successful brand image and has emphasized on sustainability at a time when people are changing their habits in terms of product consumption in favour of products that are healthier. Market development according to product diversification is also consistent with these trends since our strategy will create additional market segments and chances for becoming more profitable. However, conditions like supply chains risks and regulatory issues cannot be overlooked and always require prevention and planning. Using Rude Health analysis key challenges outwit and opportunities were identified Below are main strategies which if implemented ought to put Rude Health on the right track to overcoming all the challenges thus capitalizing on the opportunities that if not well harnessed will work against them in the global competitive market;
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Integrated Supply Chain Management: By optimizing their supply chain, Rude Health ensures timely procurement of high-quality raw materials and efficient distribution of finished products. This integration reduces costs and enhances customer satisfaction (Christopher, 2016).


Customer-Centric Approach: The company places a strong emphasis on understanding and meeting customer needs. Through market research and feedback mechanisms, they continuously refine their products and services to align with consumer preferences (Solomon, 2018).


Sustainability and Corporate Social Responsibility (CSR): Rude Health’s commitment to sustainability and CSR initiatives strengthens their brand reputation and fosters consumer loyalty. Their efforts in sustainable sourcing, eco-friendly packaging, and community engagement create a positive impact on society and the environment (Porter & Kramer, 2011).
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