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[bookmark: _Toc171328175]Brief introduction/overview of the case study based on SMEs context.
Rude Health is a UK-based company that operates within the natural and organic food industry. The organisation specialises in producing drink and food products which are of high quality and cater to the increasing needs for sustainable and healthy options. The organisation has effectively positioned the brand as a premium organisation within the health food sector providing a range of food products to the health conscious customers. Some of the product lines of the business are beverage breakfast cereal snacks and plant-based alternatives dairy. Every product is built with a focus on commitment to transparency, quality and sustainability that also resonates with the needs and values of the customers. The organisation emphasises the utilisation of organic ingredients which are free from artificial preservatives and additives which has contributed the business to maintaining a competitive edge (Rude Health, 2024). The business is highly dedicated to its ethical and sustainable sourcing and strives to lower the harm to the environment by incorporating ethical sourcing and utilising recyclable packaging. 
The business also incorporates ethical practices in terms of fair trade principles, environmentally friendly farming methods and fair treatment for suppliers, workers and other stakeholders. All this contributes the business to improving brand loyalty further it also aligns with the customer segment that values sustainability. The marketing strategy of the organisation is corporate with influencer partnership communities’ engagement and social media to cultivate a loyal base of customers (Rude Health, 2024). Their branding is approachable and vibrant with a strong focus on fostering a healthy lifestyle. Rude Health also actively participates in wellness and health events providing product samples and ensuring to engage with the customer directly.
[bookmark: _Toc171328176]Critically appraise the organisation’s current strategic direction.
Rude Health's strong commitment to minimal and organic process products incorporates well with present customer trends that favour sustainability and health-conscious products. Further, the business also puts its major focus on natural ingredients and high-quality products without artificial additives which has contributed the business to maintaining its loyal base of customers which values integrity and transparency in food production. The organisation has also positioned itself successfully as a premium health brand within the food sector. The organisational clear messaging and vibrant branding incorporate the value of health-conscious customers. By providing a diverse range of products such as snacks, dairy alternatives and breakfast cereals the business ensures to meet dietary needs and preferences improving their market appeal (Rude Health, 2024). The strong dedication of the organisation to ethical and sustainable sourcing is one of the major strengths of the business that attracts eco-conscious customers. Further, the effort of the organisation towards fair trade practice recyclable packaging improves their brand image and ensures to lower their environmental impact. However, the premium pricing strategy of the organisation can limit their reach to only higher-income customers restricting business growth and development. In addition, the sector is highlighted by its highly competitive nature. Further in order to maintain brand loyalty and differentiation in the competitive market they required a marketing investment and continuous investment (Chanthes et al., 2023). In addition, the business has the opportunity to increase its reach by entering emerging markets and exploring other new lines of products to meet sustainable and healthy food demands for the customer. Digital marketing expansion and collaboration with a range of health influencers can also improve customer engagement and brand visibility. With all this presence the strategic direction of the organisation is robust, having a strong foundation to use ethical practices, quality and sustainability. However, in order to maintain competitiveness and growth the organisation needs to address market challenges by innovating its marketing strategies, improving its customer base and balancing premium marketing strategies to ensure long-term business success.
[bookmark: _Toc171328177]Environmental analysis
SWOT analysis
Strength:
Brand image- The establishment of the business holds a powerful image which is known for its quality, sustainability and commitment. These lead towards a positive brand image which enhances the customer's trust and loyalty on a repetitive purchase.
Natural ingredients: The business also puts its major focus on natural ingredients and high-quality products without artificial additives which has contributed the business to maintaining its loyal base of customers which values integrity and transparency in food production. 
Diverse product range:  By providing a diverse range of products such as snacks, dairy alternatives and breakfast cereals the business ensures to meet dietary needs and preferences improving their market appeal.



Weaknesses:
Premium Pricing- Maintaining a powerful brand reputation by targeting environment-oriented customers, Rude Health also experiences different barriers to developing a brand portfolio worldwide based on the regions and sustainability as a core purchasing factor.
High competition: The sector is highlighted by its highly competitive nature; to maintain competitiveness and growth the organisation needs to address market challenges by innovating its marketing strategies, improving its customer base.
Opportunities:
Entering new markets- As per geographic expansion regarding the alignment of market and presence of worldwide cities holds an opportunity to improve customer awareness regarding the product and sustainability (Chanthes et al., 2023).
Collaboration and expansion:  Digital marketing expansion and collaboration with a range of health influencers can also improve customer engagement and brand visibility. Rude Health needs to provide a presence that provides a sustainable product to gain new customers' attention and encompass market share.
Threats:
Barriers in the supply chain- Dependency upon the suppliers based on the worldwide supply chain and materials of sustainability which holds barriers that expose Rude Health such as environmental changes, shortages of raw materials and delays in transportation (Rhew and Arendt, 2023).
Excessive competition- In the food sector there is huge competition with various new entrants and brands. The competitors might facilitate the same product at a cheap price or alternate budget in market extension.
Rude Health experiences various opportunities by developing the consumer's demand for e-commerce platforms and sustainable products. Moreover, it also assists in analysing the issues regarding this disruption in the supply chain system. Mitigating those disruptions and implementing product variety assist in managing the brand image as a leader in the food sector.

VRIO analysis
Value- Rude Health creates an impact upon the values of strategic combinations based on following healthy dietary and commitment to sustainability. The rising market values the products of eco-friendly products while Rude Health ensures to meet the demand and product through ethical practices, quality and sustainability. (Juárez-Varón et al., 2023). It enlarges sustainability to gain the attention of conscious consumers and create a positive impact on competitors in the industries. 
Rarity- The sustainable materials and initiatives that are utilised by Rude Health are comparatively rare in the food industry. The other companies began with incorporations of Sustainable practices where Rude Health focused on broader initiatives on catering dietary needs to health-conscious customers. This particular rarity differentiates the brand image and environmental consciousness which provides eco-friendly and quality food products. The commitment to Rude Health regarding legal, transparency and manufacturing encompasses their rarity. The match of brand level regarding the procedure of production and sources leads towards different positions in the market.
Imitability- The sustainable approach regarding legal standards cultivated by Rude Health for imitating the barriers. Improving the system of supply chain management that prioritises eco-friendly materials and implements legal manufacturers on certain commitment, investment and expertise (Chanthes et al., 2023). The activity is complete regarding the barrier towards competitors that copy the business model of Rude Health regarding the proposition of value. The establishment of the brand image regarding sustainability and quality as limitations immediately. Developing credibility and trust towards sustainable approach as consistency on the competitive edge.
Organisation- The efficiency of Rude Health, manages their ability and resources to increase the value for maintaining the competitive objectives. The leadership of the company reinforces the brand reputation, productivity, and sustainability in the market. The commitment to organisational sustainability is the key procedure of the decision-making system through developing the product in market tactics (Rhew and Arendt, 2023). Investment in Rude Health holds the culture of sustainability and productivity industry organisation. The ability of the organisation allows the business to develop the procedures and products to remain competitive in the broader industry.

PESTLE analysis
Political- There are various political factors that create an influential impact upon Rude Health regarding policies and regulations that merge with the trade agreements and environmental standards. The government focuses on environmental policies and sustainability and implements strong regulations regarding the products, materials and procedures of manufacturing. The Rude Health focuses on assisting the regulations which assures proper compliance and managing the commitment through a sustainable approach and food standards (Dalirazar and Sabzi, 2023). The changes in the tariffs and policies of trade create an impact on the availability and cost of raw materials that affect the supply chain system and production.
Economic- The effect of economic factors upon Rude Health based on discounts and conditions regarding exchange rate, spending of customers and inflation rate. Moreover, recessions and economic downfall lead to consumer preferences and disposal outcomes as the changes of behaviour in food products. During economic downfall, consumers prioritise types of products of high quality and sustainability that are beneficial for Rude Health. Changes in exchange rates create an impact on finishing goods and importing the cost of materials which affects the entire pricing tactics and profitability.
Social- Social factors play an important role in analysing and managing customer preferences regarding sustainability. The rising concern and awareness of consumers' demand through environmental barriers such as pollution and climatic changes (Kansonguee et al., 2023). The drives of the trend focus on demanding the products of eco-friendly materials of sustainable practices of manufacture. The changes in food trends and the impact of the influences through customers' preferences create marketing practices and product development.
Technology- The technological upgradation creates an impact upon Rude Health step in various ways specifically on the ability of e-commerce and procedures of manufacture. The productivity of sustainable materials and technology factors enables the Rude Health which enlarges the product efficacy and quality on minimising the environmental impact (Rhew and Arendt, 2023). Advancement of digital marketing and platforms of e-commerce allow the business to expand and reach worldwide consumers which encompass the shopping experience and customer engagement.
Environment- The environmental factor assists the business model of Rude Health to reduce the carbon and ecological footprint. The scarcity of resources, changes in environmental regulations and climatic change management increase the cost of sustainable materials that are utilised in the production of food sector products (Dalirazar and Sabzi, 2023). The commitment of Rude Health towards decreasing carbon emissions and recycling materials merges the attention of eco-conscious consumers and environmental regulation which enlarges market competitiveness and brand image.
Legal- The legal factor enlarges various regulations that are aligned with the laws of consumer protection, labour rights and practice property rights. It assured compliance with legal treatment among the workers regarding the management of supply chain strings and reinforced the CSR activity (Kansonguee et al., 2023). Maintaining the safeguards through brand technologies and design regarding the changes in consumer protection regulation and law that create an impact on product labelling and marketing tactics. Rude Health cultivates and assure transparency regarding their communication with the consumers.
Porter's five forces
The threat of new entrance: The threat of new entrants in the food industry is moderate for Rude Health. The limitation of entering is less based on accessing suppliers setting facilities of manufacturer development image throughout the commitment of quality and sustainability which need time and investment. The brand with economy sometimes experiences the issue.
Bargaining power of suppliers: Rude Health experiences moderate bargaining power of suppliers. These suppliers are related towards sustainable materials and ethically sourced products that provide quality food products (Rhew and Arendt, 2023). A Rude Health that can address this by connecting with different supply bases and maintaining powerful relationships to ensure consistency in supply chain management.
Bargaining power of buyer- The bargaining power of the buyer is relatively high. The consumers hold other food sector companies in the market with a range of sustainable brands and budget-friendly systems. Differentiation of product and sensitivity of price are important factors regarding the decisions that influence buyers. Rude Health requests ongoing differentiations and innovations to manage the customer's trust.
Industrial rivalry- Industrial rivalry is intense among the food industry. The competitors hold a broader range from worldwide leaders to distributor networks then focus on sustainability (Kansonguee et al., 2023). It is very important for Rude Health to handle the pressure and maintain their share in the market.
[bookmark: _Toc171328178]Stakeholder analysis
The Mendelow Matrix is an effective tool that supports prioritising different stakeholders on the basis of interest and power level (Turek-Prahoveanu and Pascal, 2023). These tools give the organisation the capability to understand which stakeholders to focus on and how to handle their influence and expectations.
Stakeholders’ categories
High-interest high power (managed closely): This stakeholder group has a significant level of interest and impact on the success of the organisation there for their requirement and expectations need to be handled and focused more carefully. They are investors, customers, executives and founders which can influence the organisation's strategic decisions and can also impact high interest and company direction in its success.
Low-interest high power (keep satisfied): These stakeholder groups have a significant impact on the organisation however less everyday interest in the business how they are required to keep satisfied and also need to ensure that this stakeholder remains supportive (Rhew and Arendt, 2023). They are regulatory bodies and suppliers, regulatory bodies have the capability to enforce compliance there to keep them satisfied, ensure smooth operation and avoid legal issues. While maintaining a good relationship with the suppliers, she was to promote a reliable supply chain.
High-interest low power (keep informed): These are the stakeholder groups who are invested in the activities of the business and have ever had limited influence. They need to be informed in order to maintain their engagement and support. These are NGO communities and employees whose innovation productivity and influence can contribute to supporting the brand and promoting a positive brand image.
Low-interest low power (monitor): These stakeholder groups have no impact and no interest in being organised. They also need less effort however they need to be monitored continuously in order to ensure no challenges arise (Aithal and Aithal, 2023). They are the competitors of the Business who can have less direct impact and interest however monitoring them can ensure maintaining competitive advantage.
[bookmark: _Toc171328179]Evaluate the strategic growth options available for your business – Ansoff Matrix, Porter's generic strategies
The Ansoff matrix is understood as the strategic tool that offers a framework to evaluate growth strategies on the basis of market dimension and product dimensions. This tool has four main group strategies including diversification, market penetration, product development and market development.
Market penetration: Rude Health can incorporate this growth strategy to increase market share by using the current product in the existing market. This can include investing in social media engagement, promotional discounts and advertising campaigns to attract more customers and boost brand visibility (Rhew and Arendt, 2023). In addition, this can include implementing customer loyalty programs to encourage repeat purchases and retain existing customers. Further partnerships with physical stores and online retailers can increase accessibility and expand distribution channels. This can also provide low-level risk in terms of product and market while this supports increased sales volume and market share.
Market development: In this step, the organisation can expand its business in the new market by carrying out existing products and services. This can include entering international markets or new geographical regions where demand for the ergonomic and sustainable food sector is high. This can also include targeting a diverse segment of customers including the low to medium incomes families and individuals. This can provide spreading risk in various segments and reasons and explore untapped markets.
Product development: This includes the introduction of new products with different components into existing markets where Rude Health can cultivate new kinds of shoes which can be office wear, running shoes and other variety shows which are environmentally friendly. By utilising technology (Turek-Rahoveanu and Pascal, 2023). This can provide a range of benefits in terms of leveraging the existing presence of the market to introduce an innovative range of products and meet the evolving requirements of customers.
Diversification: This includes entering with new products to the new market. This can also include expanding the business products in areas of complementary health products for babies. 


Porter Generic strategies
This theory highlights three fundamental ways to obtain a competitive edge namely focus, cost leadership and differentiation.
Cost leadership: This strategy includes becoming the lowest-cost producer for providing specific products or services within the industry. This can include optimising the logistics and supply chain and sourcing the raw materials at low cost (Dixit, 2023). This can also include increasing the production of the product to lower the cost of the product per unit.
Differentiation: This can include providing unique products which have innovative designs, stylish attire and emphasise sustainable practices and eco-friendly materials (Imbwaga, 2023). This can allow the business to incorporate other pricing and create brand loyalty as the business focuses on the sustainable and unique food sector.
Focus: This includes targeting particular niche markets with appropriate strategies for example providing tailored solutions or focusing on particular customer segments.
[bookmark: _Toc171328180]Select and justify the best-fit strategy
Strategic recommendation
Product development: This includes continuously enhancing products and launching new product lines. This can support the organisation to keep the portfolio of the product fresh and appealing to attract new customers. This strategy can allow the organisation to stay innovative while operating in a dynamic and ever-changing industry with evolving customer preferences and market trends (Imbwaga, 2023). Product development strategy can allow the organisation to be relevant and innovative towards its product portfolio to meet the changing requirements and demands of the customers. In addition, introducing new lines of products and specialised food diets and smart food filled with nutrition can contribute to the organisation to attract a diverse segment of customers and further increase the market share. Innovative and new products can also drive profitability and high sales which can promote long-term and sustainable business growth and development.
Differentiation: This includes emphasising sustainable and unique designs to maintain a competitive edge which attracts various customers. Further in the growing market where customers are healthier and environmentally focused these strategies enable the organisation to cattle specific customers who are willing to pay more for ethical and high-quality products. For that, providing exceptional customer experience and unique products can enhance brand loyalty which is important for ensuring the long-term success and development of the organisation (Dixit, 2023).
[bookmark: _Toc171328181]Discuss key strategic recommendations for the organisation for future developments and implementation, considering the challenges SMEs encounter in implementing strategic direction.
Differentiation strategy
Actions steps: Rude Health can conduct an involvement in market research to navigate references of customers and identify market trends in the food sector. This can also include investing towards research and development to cultivate technology as new materials that improve the sustainability and performance of organisations (Turek-Rahoveanu and Pascal, 2023). Further, the organisation can partner with health institutions and influencers to cultivate unique food options in this sector. The strategy also includes implementing robust control measures for maintaining quality ensuring excellent consistency and offerings of the product.
Product development strategy
Action steps: This includes building a team of product development comprising production experts, research and development and marketing experts. This also includes setting clear milestones, testing, ideation and prototyping testing (van de Ven et al., 2023), leveraging market analytics and customer feedback to improve and iterate products continuously, conducting feedback sessions regularly with beta testers and focus groups to refine functionalities and features. Further setting clear milestones and timelines can also support achieving product development strategy.
Monitoring techniques
KPI: Product innovation rate is the percentage which is generated from the revenue from the launched product within the past 12 months. Regular service can be conducted to gather data on customer satisfaction regarding sustainability features product quality and design. Further return on investment for research and development can also be an effective KPI (Aithal and Aithal, 2023). On the other hand, the organisation can monitor market share growth by comparing it to other competitors in food sector segments.
Balanced scorecard approach
Financial perspective: This includes monitoring the growth of revenue and ROI from investment.
Customer perspective: This includes tracking repeat purchase rates and customer satisfaction scores.
Internal business process: This includes assessing the product development timeline efficiency and quality process control.
Growth and learning perspective: Measuring capability and employee satisfaction in sustainability and innovation practice (van de Ven et al., 2023).
Implementation Timeline
Phase 1: In the initial 3 months the business will build a product development team and execute initial market research.
Phase 2: After the three months of product launch the organisation will be involved in prototype development and resource and development efforts on the basis of market insights (Aithal and Aithal, 2023).
Phase 3: This includes testing prototypes with refined design and focus groups on the basis of reviews and feedback collected.
Phase 4: This will include launching new products after initial post-launch feedback collection and monitoring into the market.

[bookmark: _Toc171328182]Conclusion
The study has presented the business of the food business, where different frameworks and models have contributed to showcase the requirement of adjustment which allows the business to tailor their products and services while operating in the competitive business landscape.
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