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[bookmark: _Toc134199669]Introduction
This report aims to provide a comprehensive understanding of small and medium-sized enterprises (SMEs), their operational strategies, and their efficacy in achieving their objectives. Through a detailed analysis of the organisation's internal and external factors, the report seeks to identify areas of improvement and provide recommendations for growth and positive development.

The report's methodology includes an in-depth investigation of the current strategies employed by the organization to achieve its goals, as well as a review of its performance to determine its effectiveness. The report also considers the prevailing market conditions and the organisation's position within the industry to examine its current situation.

Based on the findings of the report, recommendations will be made for potential strategies and improvements that the organization can implement to optimise its performance and achieve its objectives. These recommendations will be grounded in evidence-based analysis and will consider the unique circumstances of the organization and the industry in which it operates.

The Skinny Food Co has been selected as the subject of this report, and it has been ascertained that it is a small and medium-sized enterprise (SME) based on the organization's number of employees and financial performance. The UK Government defines an SME as an organization with fewer than 250 employees and an annual turnover of less than €50 million or a balance sheet total of less than €43 million (UK Government, 2021).
According to Companies House (2023), The Skinny Food Co reported a turnover of £19,164,529 in the financial year 2021-2022, with a profit of £7,930,822. These figures clearly demonstrate that The Skinny Food Co meets the criteria for an SME as defined by the UK Government.

By establishing The Skinny Food Co's status as an SME, this report lays the foundation for analysing the organisation's operational strategies and evaluating its potential for growth and development. 

[bookmark: _Toc134199670]PESTLE
The PESTLE analysis framework is a widely used tool for identifying the external factors that may impact an organisation or product. It can assist in determining a company's future growth potential and is used by organisations of various sizes. This framework is particularly useful when making critical decisions or launching new products, as it helps anticipate the best strategic direction and develop a sustainable and strong organisation. 
The PESTLE model consists of six external factors that are analysed, including political, economic, socio-cultural, technological, legal, and environmental factors (Marmol, Feys, B., & Probert, C., 2015).  

Political factors such as new regulations and changes in financial policy can have a direct impact on organisations, making it significant to stay up to date with any government changes that may affect the company's well-being.

Economic factors, such as tax rates and economic growth, can be challenging to change, but staying informed about changes can help organisations prepare for any variations. 

The socio-cultural factor involves understanding customer behaviour and preferences to meet their specific needs, which can help organisations maintain customer satisfaction.

The technological factor identifies the latest technology suitable for the chosen business, the innovation on the market, and how they can affect the organisation. 
Legal factors identify the regulations for the country where the business is based, which, if well understood, can help protect the organisation from various problems or legal attacks. 

The environmental factor is significant because climate change and awareness of it can directly impact the organisation's well-being. Clear views on how to create an environmentally friendly organisation can help organisations keep their stakeholders satisfied.
(Brighthubpm, 2010).


Analysing all these factors can help identify opportunities and threats for the organisation, allowing for better forecasting of the future and informed decision-making for business growth. The framework helps the company create different scenarios, allowing the strategic team to develop solutions for each problem, ensuring the company is ready for different situations they may face.

However, one significant disadvantage of using the PESTLE analysis is that the reality may differ from what has been predicted in the analysis. Additionally, in many cases, it is impossible to predict exact numbers or facts, which can be a disadvantage when using this tool.

Despite a few disadvantages, PESTLE is a strong tool that helps organisations analyse external factors that impact their operations and create strategies for good performance and growth.

[bookmark: _Toc134199671]PESTLE for Skinny Food co
[bookmark: _Toc134199672]Political factor
One of the significant political factors that can affect an organisation is related to food and food safety labelling. The food industry is subject to various changes, such as regulations related to ingredient restrictions or mandatory information that companies need to display on their product labels. These restrictions and requirements are often subject to frequent changes, which necessitates that companies stay up to date with these developments and adapt their labelling practices accordingly. Failure to comply with these regulations can lead to penalties, legal issues, and reputational damage for the company.

In addition, another critical political factor related to food labelling is the requirement for packaging to indicate the nutritional value and other essential information about the product. This information helps consumers make informed decisions about their purchases and promotes transparency in the industry.

Furthermore, the address of the organisation displayed on the label is another political factor that affects companies in the food industry. In October 2022, it became mandatory for organisations to display their address on product labels. This requirement allows customers to contact the manufacturer or supplier directly in case of any complaints or concerns, promoting accountability and transparency in the industry.
(Food Standards Agency, 2021).


[bookmark: _Toc134199673]Economic Factor
Inflation and economic crises are external economic factors that can significantly affect organisations, especially those in the food industry, such as the Skinny Food Co. The increase in food insecurity, coupled with rising costs, has resulted in a significant challenge for many individuals and families, leading to reliance on food banks.

In response to these economic factors, the organisation must adopt effective strategies to maintain their prices low, while ensuring the quality of their products. One way to achieve this is by sourcing ingredients from suppliers that offer competitive prices. However, identifying such suppliers can be a challenging task, and may require considerable effort and resources.
(Lords Library, 2021).

[bookmark: _Toc134199674]Socio-cultural factor
The food market should offer more sugar-free and healthy snack options. Studies have found that people in the UK consume more sugar than recommended, but they are also trying to maintain a healthy lifestyle. However, busy schedules and limited product availability can make it difficult to achieve this balance (Food Standards Agency, 2021).
There has been a shift towards vegetarian and vegan diets, and Skinny Food co is benefiting from this trend since 80% of their products are vegan. Many people believe that low-sugar products have poor taste and quality, so the organisation must focus on creating recipes that are both healthy and delicious to satisfy customers (The Skinny Food Co, n.d.).

[bookmark: _Toc134199675]Technological factor
Skinny Food Co can be impacted by various factors that can affect its operations and success. One of these factors is the online sales platforms, which enable the company to expand its reach and increase sales. Social media platforms can also be used to promote the company's products and reach a wider audience.

Moreover, an important technological factor that can influence the organisation is the packaging of its products. The increasing awareness about the environmental impact of plastic packaging on nature and climate change has become a crucial concern for many consumers. The packaging used by Skinny Food Co is made from pre-used resources and is fully recyclable, reflecting the company's commitment to sustainability (The Skinny Food Co, 2021).

[bookmark: _Toc134199676]Legal factor
In the food industry, complying with legal factors is crucial for an organisation's success. Skinny Food Co is not an exception. Food safety regulations must be adhered to, and the organisation must ensure that their products are safe for consumption. Additionally, employment law must be followed to ensure that employees receive at least the minimum wage and are protected under safety and anti-discrimination laws. 
These regulations are essential to maintain the organisation's success. Labelling law is also crucial, and the organisation must comply with the regulations regarding ingredients, allergens, and nutritional values on their product labels. Failure to comply with these legal factors can lead to negative consequences and compromise the organisation's success.
(Food Standards Agency, 2021).


[bookmark: _Toc134199677]Environmental Factor
In recent years, climate change has emerged as a significant factor that can impact Skinny Food Co's operations. Extreme weather conditions such as heavy rain or droughts can disrupt the supply of raw materials needed for their products. This puts the quantity and quality of raw materials at risk.

Waste management is another important factor that can affect the organisation. Proper waste management is essential for reducing their environmental impact and ensuring sustainable operations.

In addition to waste management, sustainable packaging and sourcing are crucial factors. The organisation must use recyclable and environmentally friendly packaging materials. It can also benefit from sourcing raw materials from local producers or those with environmental certifications to positively impact the environment.
(Environmental Protection Agency, 2021).

Skinny Food Co is affected by various factors that can have both positive and negative impacts on its operations and success. The political, economic, socio-cultural, technological, legal, and environmental factors have a significant role in shaping the company's business model and operations. 
While opportunities exist in the form of expanding the product range and using social media to reach a wider audience, threats such as changing food labelling regulations and economic crises must be managed effectively. The company must also ensure that it complies with legal and environmental regulations and adopts sustainable practices to minimise its impact on the environment.




[bookmark: _Toc134199678]Porter’s five forces

Porter's Five Forces is a well-known framework that is used to evaluate the industry and determine whether it is profitable to enter or exit the market. This model analyses five different forces that can impact a business's success in a particular industry.

The first force is the threat of new entrants, which assesses how easy it is for new competitors to enter the market and how they can challenge the existing businesses. 
The second force is the bargaining power of suppliers, which evaluates the impact suppliers have on pricing and how they can affect the industry. 
The third force is the bargaining power of buyers, which assesses how buyers can influence the business regarding price and quality. 
The fourth force is the threat of substitutes, which evaluates how new products or services can replace existing ones on the market. 
Finally, the fifth force is rivalry among competitors, which analyses the competitors and how businesses can compete for market share and profit.

Using this model, businesses can gain a better understanding of the market and develop strategies that are aligned with the organisation's goals. For example, the business may consider vertical or horizontal integration to gain more control over the supply chain or reduce the bargaining power of suppliers by finding new suppliers that can offer a better price. Overall, Porter's Five Forces is an essential tool for businesses to analyse the industry and make informed decisions about their strategies.
(DOBBS, M.E., 2014)

[bookmark: _Toc134199679]Porter’s five forces for Skinny Food Co

Threat of new entrants: In the food and grocery retail industry, the possibility of new entrants is a concern for existing businesses, but it is not an easy feat to enter this market. The high investment needed for product development and the risks involved create significant barriers for new entrants. Skinny Food Co, for instance, has already established their distribution channels and partnerships with various retailers. This creates additional obstacles for new entrants to gain access to the market. Therefore, although the threat of new entrants exists, the entry barriers make it challenging for new businesses to establish themselves in the food and grocery retail industry (Corner, I., 2021).
Bargaining power of suppliers: In the food industry, suppliers hold moderate to high bargaining power due to the scarcity of certain products or raw materials. However, Skinny Food Co has an advantage because of their unique products. They can source alternative products or even create their own raw materials to produce their products. As a result, Skinny Food Co has some degree of bargaining power.

Bargaining power of buyers: In the food industry, buyers generally have a moderate to high bargaining power due to the high competition among companies offering similar products. However, Skinny Food Co has managed to create a loyal customer base by offering unique products, which gives them some leverage in bargaining with buyers. This means that Skinny Food Co can negotiate prices and terms with buyers to a certain extent, giving them some degree of control in the market.
The threat of substitutes refers to the possibility of customers switching to alternative products or services. In the food industry, this threat is moderate to high as there are many similar products available. However, Skinny Food Co has differentiated itself by offering a variety of sugar-free and gluten-free products, including sauces, biscuits, and protein bars, which is uncommon in the market. These products cater to customers with specific dietary needs such as those with diabetes or those seeking a healthy lifestyle. Therefore, Skinny Food Co has established itself as a unique and hard-to-substitute brand (Corner, I., 2021).

Competitive rivalry: In the food industry, competition is high, and many companies are competing for market share. Skinny Food Co has positioned itself as a strong competitor by offering high-quality products at competitive prices. Their unique product offerings, such as sugar-free and gluten-free options, set them apart from competitors and attract customers who have specific dietary needs. Overall, Skinny Food Co is a strong player in the competitive food market (MarketLine, 2020) .
In conclusion, Skinny Food Co operates in a highly competitive food and grocery retail industry, where the threat of new entrants and substitutes, as well as the bargaining power of suppliers and buyers, creates challenges for businesses. However, Skinny Food Co has successfully established itself as a unique and strong player in the market by offering high-quality, affordable, and innovative products, such as sugar-free and gluten-free options. By having its distribution channels and loyal customer base, Skinny Food Co has managed to gain some bargaining power over buyers and suppliers. Despite the high competition, Skinny Food Co's strategic differentiation and competitive pricing make it a promising player in the food industry (MarketLine, 2020) .
(MarketLine, 2022).




[bookmark: _Toc134199680]VRIO

The VRIO framework is a useful tool for conducting internal analysis of a company to identify its resources and capabilities. The acronym stands for Valuable, Rare, Imitability, and Organisation. 
Value assesses whether the company's resources and capabilities can contribute value to its products or services. 
Rarity evaluates how unique the company's offerings are compared to its competitors. 
Imitability determines how easy it is for competitors to replicate the company's products or services. 
Organisation criterion examines whether the company is organised and has the necessary resources to create and improve value. 
By applying the VRIO framework, companies can identify their strengths and weaknesses, which can guide their strategic planning and decision-making.
(LIN, C., HUA-LING, T., YA-JUNG, W. and KIANG, M., 2012).

[bookmark: _Toc134199681]VRIO for Skinny Food Co
[bookmark: _Toc134199682]Value
Continuous research and development is a valuable resource that adds significant value to an organisation. For Skinny Food Co, the company's commitment to creating new and improving existing products has helped them maintain their success. They conduct multiple tests to ensure the taste of their products meets high standards before bringing them to market.
Furthermore, the company's brand image and reputation have added value to their business. Their commitment to offering sugar-free or low-sugar products has earned them a good reputation in the market. Few companies in the food industry can offer great taste while maintaining a healthy diet.
The company's strong online presence is another valuable resource that adds value to their products. The website is user-friendly and attractive to consumers, making it easy for customers to find and purchase their products online.
Lastly, Skinny Food Co's distribution channels have added value to their business. Their products are now available in multiple supermarkets such as Morrisons, LIDL, Aldi, Holland and Barret, B&M and Home Bargains. This wider availability makes it easier for customers to access their products in their local stores.
(The Skinny Food Co, n.d.).

[bookmark: _Toc134199683]Rarity
Skinny Food Co's product offering of gluten-free, sugar-free, and low-calorie products is unique in the market, making them a rare resource. Additionally, the company's wide range of products and unique recipes give them a competitive advantage and make it difficult for competitors to replicate their products. As a result, Skinny Food Co has a rare and valuable resource that contributes to their success in the market.
(CornerFinance, 2021).

[bookmark: _Toc134199684]Imitability
Skinny Food Co has developed its products' recipes using unique formulas that set them apart from their competitors. While many competitors offer sugar-free or gluten-free products, Skinny Food Co's products are not only healthy but also have a great taste, making them difficult to imitate.
However, their brand image and reputation can be copied by competitors who invest in branding, making it harder for Skinny Food Co to maintain its competitive advantage. To stay ahead, the company invests in research and development to improve its products and bring new ones to the market, but their competitors are also doing the same, making it easier for them to be imitated.
One advantage Skinny Food Co has is its distribution channels, which make their products widely available through partnerships with various supermarkets. While this too can be replicated by their competitors, it still gives them an advantage.
Overall, to maintain its competitive advantage, Skinny Food Co needs to continue to innovate and focus on differentiation to set itself apart from the competition.

[bookmark: _Toc134199685]Organisation 

Skinny Food Co has a well-organised structure and processes that enable the company to effectively capture and add value to the organisation. This is demonstrated by their innovative products and extensive distribution channels, which highlight their ability to maintain a competitive advantage in the market. Overall, the company is well-managed and utilises its resources and capabilities to maximise value for consumers and generate profits.
(The Skinny Food Co, n.d.).

In conclusion, Skinny Food Co is a well-managed company that has a competitive advantage in the market due to its unique product offering, strong brand image, and wide distribution channels. The company's focus on continuous research and development to improve its products has resulted in a range of healthy and great-tasting products that are not widely available in the market.

However, there are weaknesses that the company should address to maintain its competitive advantage. Firstly, the company's brand image and reputation can be imitated by competitors who invest in their branding, making it challenging for Skinny Food Co to maintain its differentiation. Secondly, although their unique formulas used to create their products are hard to replicate, their competitors can easily replicate their distribution channels. Lastly, their competitors are also investing in research and development, making it easy to imitate Skinny Food Co's products.

There are opportunities for Skinny Food Co to improve and maintain its competitive advantage. The company can focus on differentiating its brand image and invest in marketing to create a more loyal customer base. The company can also focus on creating new innovative products and continue to invest in research and development to stay ahead of their competitors. Furthermore, the company can explore expanding into new markets and partnerships with other retailers to further widen their distribution channels.

[bookmark: _Toc134199686]SWOT for Skinny Food Co
Strengths:

Unique and innovative products that are gluten-free, sugar-free, and low-calorie.
Strong brand image and reputation for offering great-tasting, healthy products.
Well-organized distribution channels and partnerships with major supermarkets.
Investment in Research and Development to improve and create new products.

Weaknesses:
Vulnerability to competition that can imitate their brand image and distribution channels.
Overreliance on sugar-free and low-sugar products that could be affected by changes in consumer preferences.
Limited resources and potential lack of scale compared to larger competitors.

Opportunities:
Expanding their product line to include more diverse and innovative offerings beyond sugar-free and low-sugar products.
Building on their successful partnerships with supermarkets to expand their distribution channels internationally.
Investing in marketing and brand awareness to increase their market share and consumer base.

Threats:
Competition from established and emerging players in the health food industry.
Changes in consumer preferences and dietary trends.
Economic and market conditions that could affect consumer spending habits.

[bookmark: _Toc134199687]Ansoff Matrix
Ansoff Matrix is a strategic tool used to analyse a company's growth potential by exploring various product and market development options (Peterdy, K., 2023). 
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Market penetration is a strategy that focuses on market share of a product that already exists on the market or of a service (Kenton, W.,2023). For Skinny Food Co, this strategy would involve increasing sales of their current products in their current markets.
One way for Skinny Food Co to penetrate the market is to extend their distribution channels, they can sell their products in more supermarkets or online platforms. Skinny Food Co already contributes with some supermarkets (The Skinny Food Co. (n.d.), but they can look to expand by selling their products in smaller, local supermarkets or online on places like Amazon or Ocado.
Another way to penetrate the market is to increase brand awareness trough social-media advertising, partnership with various influencers or even traditional marketing methods like radio or TV. By doing this, Skinny Food Co can reach more customers, and, in this way, they can increase the market share.
Market development is a strategy that allows to use the same product, and to look for new markets where the product can be sold. This includes new use of the product or expanding geographic area where the product is sold (What is market development, 2021).
Skinny Food Co can start selling their products in new geographical areas, for example they can start selling their product outside of the UK.
Another opportunity for market development is to consider entering new markets, for example they can enter the vegan market, and organic market.
They can start developing more organic products which will be a great opportunity for market development.
In order to implement this strategy, the company will need to do market research in order to identify potential markets or segments where the company can sell their products.
Product development is a strategy that involves staying on the same market but developing new products or improving the existing ones. An important thing to take into the account is to ensure that the product fits with the brand (What is Product Development, 2021).
One way of implementing product development is to bring new products on the market. Skinny Food Co may consider creating keto products, paleo products, plant-based products and in this way the company will meet costumer need of having healthy products suitable for their dietary requirements or their preferences.
 Another way of implementing this strategy is to improve the existing products by adding new flavours, new taste or by adding nutritional value. The company can use the customer feedback to understand where they can improve their existing products, in this way the company will be able to retain its loyal customers.
Diversification is a strategy that involves entering new markets that are not related to the current business activities, this also can be a new industry for Skinny Food Co (Williams, A., 2023).
Skinny Food Co can diversify by creating food supplements, by creating protein powders or healthy ready meals. However, diversification can be risky as the company is entering new and unfamiliar markets for them, so they may not have any competitive advantage.
It is very important for the organisation to conduct a market analysis in order to understand who their competitors are and what is their potential on the market. Company will need to ensure that they have enough resources and capabilities to enter the new market.

[bookmark: _Toc134199688]Stakeholder analysis
Stakeholder analysis is a tool used to identify and to assess the influence and the interest of the stakeholders on the organisation (Brugha, R., 2000).
One of the most important stakeholders for Skinny Food Co are its customers. They have a high interest and a high influence on the company. Their interest in to buy low-calorie and healthy products that taste good and have an acceptable price.
Employees of Skinny Food Co are important stakeholders for the company. They have high interest and high influence on the organisation, and their contribution in very important for the company’s growth. They are interested in fair pay, job security, opportunities for career development.
Shareholders are those stakeholders with high interest and high influence. Their interest in Skinny Food Co is the company’s growth and high revenue. They want the company to grow and to increase profitability.
Suppliers have a high interest and a high influence. They are interested in supplying raw materials and building long-term relationship with Skinny Food Co. They influence is also high, the ready product is directly affected by the supplier’s price for the raw materials.
 Regulators are important stakeholders for Skinny Food Co. They are interested in company’s compliance with the food regulations, and they have a high influence. 
Competitors are those stakeholders who are interested in company’s market share. They have an interest in the company business model and to replicate their products.
Local community is also a shareholder that has an interest in the organisation. Their interest is to keep the environment safe and the employment opportunities.

[bookmark: _Toc134199689]SFA (Suitability, Feasibility, Acceptability) 
Suitability: Market penetration, market development, and product development strategies are suitable for Skinny Food Co as they leverage the company's existing products and target existing markets, reducing risks. Diversification is less suitable due to potential risks.

Feasibility: Market penetration, market development, and product development strategies are feasible for Skinny Food Co with current resources and capabilities. Entering new markets requires market research. Diversification requires significant investment in new capabilities and resources.

Acceptability: Market penetration, market development, and product development strategies align with Skinny Food Co's values and goals. Diversification may not be acceptable to some stakeholders.

Recommended strategic direction: Focus on market penetration and product development by extending distribution channels, increasing brand awareness, introducing new products/flavours, and potentially entering new markets with existing products. This leverages existing strengths and resources while reducing risks associated with market entry.

[bookmark: _Toc134199690]Conclusion and recommendations
Based on the analysis conducted, it is recommended that Skinny Food Co should focus on product development and market development strategies. The company should continue to invest in research and development to create new products, as well as enhance the existing ones. Additionally, the company should look to expand its distribution channels and target new markets, both domestically and internationally.

To implement this strategy, the company should follow a step-by-step process. First, the company should conduct market research to identify new opportunities and potential markets for its products. Based on this research, the company should develop a product development plan to create new products or enhance the existing ones. Next, the company should identify potential distribution channels and marketing strategies to target new markets. Finally, the company should implement and monitor the new strategy, adjusting as necessary.

Implementing this strategy can be beneficial for Skinny Food Co in several ways. By creating new products and expanding its distribution channels, the company can increase its revenue and market share. Additionally, targeting new markets can help the company diversify its customer base and reduce the risk of relying too heavily on one market or product.

If the proposed strategic direction is not followed, the potential consequences could be limited growth and revenue, increased competition, and a decrease in market share. The company may also miss out on new opportunities and markets, leaving it vulnerable to shifts in the market or changes in consumer preferences. Therefore, it is essential for Skinny Food Co to focus on product development and market development strategies to remain competitive and achieve long-term success.
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