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Executive Summary
The following report has discussed the overview of Biscuiteers' strategy analysis and recommendations. Describing its modern direction, the factors affecting it, and its increased alternatives showed possibilities for virtual advertising and product growth, however, those have been tempered by way of volatile markets and restricted resources. By specialising in innovation, customer service, and organisational efficiency of their method, Biscuiteers can cope with troubles, grow in the luxury biscuit marketplace in a manner that is sustainable and meet the desires of all stakeholders.
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[bookmark: _heading=h.gjdgxs]Introduction
The following report will evaluate a brief overview of a SME company which is Biscuiteers in this case. Through completing a current strategic direction evaluation, the organisation’s vision, mission, values, goals, and objectives can be critically appraised. An analysis of the Business Environmental Scanning tools such as PESTEL, VRIO and SWOT will be highlighted to identify the external and internal business environment impacting on the organisation. Besides, the market’s strategic growth choices for SMEs available will be identified using Porter’s Generic Strategies, Ansoff Matrix. The organic, sustained-strategy for the long-term future of the organisation will also be developed and justified. The stakeholder analysis will then be conducted to rate the stakeholders’ power and expectations and then come up with the most appropriate strategic options based on a given strategy. Finally, the strategic recommendations will be given for future developments and implementation to input the barriers to successful strategic directions’ development within SMEs.



[bookmark: _heading=h.30j0zll]Brief Overview of The Company
The Biscuiteers bakery is one-of-a-kind since it’s renowned for its hand-iced biscuits that blend expert art and the joy of creativity and personalisation. Launched to make a proper biscuit, Breadville treats each of its treats as if it had been its little piece of art (Biscuiteers , 2024). 
[image: Afternoon Tea at Biscuiteers Belgravia | Book Now | UK Guide]
Figure: Products Offered by Biscuiteers
Source: (Biscuiteers , 2024)
The business sells a broad selection of items ranging from little seasonal motifs to personalised biscuits produced for weddings, birthdays, or commercial works. The store has become the forefront since 2007 and has exponentially quickly become evident even beyond its London origins, distinct for its high-grade components and artistic information. Biscuiteers emphasises natural processes, and each biscuit is always produced and iced with the Icers Response group, an expert team. Shoppers might purchase only from the store, online, or at upscale outlets. Biscuiteers specialises in single-sale goods, providing icing-on biscuit-making training courses and eye-catching baskets, creating them an excellent gift (Biscuiteers , 2024).
[bookmark: _heading=h.1pmd1bdr1jj8]

[bookmark: _heading=h.1fob9te]Company’s Strategic Statement
Mission
The mission of the company is to provide life’s special moments with their one-of-a-kind hand-iced biscuits to make every celebration unforgettable. They share a commitment to crafting unique, artfully built pleasure that reflects the concept of being handcrafted and the joy of giving. Every biscuit they offer is guaranteed to satisfy people’s pallet while also adding delight to their smile, making it the perfect party favor or “thank you” gift. This commitment ensures that everyone receives the personal touch and treatment that makes them known (Omrani et al., 2022).
Vision
Biscuiteers has a vision to become the standard for personalised confectioners across the world known for the artistic expression of our hand-iced biscuits. The goal is to redefine the industry by establishing the company’s brand with culinary art and whimsical designs that create unforgettable memories. The company sees itself as leading the market in taste, creativity and, more importantly, customer experience by delivering products that continuously exceed the consumer’s expectations. Biscuiteers aims to enhance appreciation for artisanal baking worldwide (Biscuiteers , 2024).
Values
The company’s values revolve around craftsmanship, quality, innovation, sustainability, and community. Primarily, the Biscuiteers take pride in crafting every hand-iced biscuit with extreme attention to detail as a manifestation of excellence (Adebowale, and Agumba, 2023). Quality is also a core value because the company prioritises the finest ingredients to create a premium product. Innovation is another value as the Biscuiteers are constantly designing new concepts and recipes, which enable it to remain relevant and unique in the market. Additionally, sustainability is also a core value because the company succeeds in waste reduction and responsible sourcing. Biscuiteers prioritise fostering good relationships with customers, suppliers, and employees (Biscuiteers , 2024).
Goals and Objectives
In terms of scope, Biscuiteers’ goals and objectives cover: increasing the company presence in the global market through partnerships and the Internet, developing the product line with new designer cookies and flavors corresponding to customers’ ever-changing tastes and seasonal trends, sustainability efforts reducing waste by 25% and enhancing ingredient sourcing by 2025,  improved customer relations based on various incentives and entertaining advertising campaigns,  and investment in employee education and development to ensure high staff morale (Biscuiteers , 2024).


[bookmark: _heading=h.3znysh7]External Analysis
Being in the confectionery industry, Biscuiteers is also affected by a number of external factors having significance for its strategic planning and decision-making. A PESTLE analysis will help to determine these factors: 
[image: What is PESTEL Analysis? Definition, Benefits and Best Practices]
Figure: PESTLE Analysis
Source: (Dvorský, 2023)
Political factor
The political factors, in this case, involve various regulations and policies concerning the business environment. The changes in the food safety regulation, import and export policies, and even taxation might affect the operations of Biscuiteers and its supply chain. The political stability of the markets where the product is marketed is also crucial since it is important to enter only the politically stable markets (Chaithanapat, and Rakthin, 2021).
Economic factor
Such economic factors as economic growth, inflation rates, and exchange rates also impact the spending patterns. Fluctuations of disposable income, consumer confidence may influence the sale volume of Biscuiteers. The economic downturn could result in decreased spending on the artisan biscuits as the less immediate necessities (Takacs et al., 2022).
Social factor
The social factors include demographic factors, cultural preferences, and even lifestyle changes. It may also include the environmental concerns of the societal issue. Recent health trends can make people buy more artisan products, including the ones produced by Biscuiteers. As per the cultural factor, consumers buy more biscuits in winter during the cold season to warm themselves up (Garzella et al., 2021).
Technological factor
The production channels and consumer engagement strategies might be hampered or disrupted by the technological advancement. Biscuiteers need to follow the innovations in food manufacturing, packaging, and e-commerce to remain competitive (Williams et al., 2020).
Legal factor
Health safety guidelines or ingredient labeling regulations are only a handful of the legal factors that might govern the operations of Biscuiteers that also need to follow employee treatment. Moreover, intellectual property laws are essential for the uniqueness of the brand. 
Environmental factor
The concerns can vary from climate change to resource scarcity. Biscuiteers commitment to the environmental concern can be manifested by the responsible packaging, the source of ingredients, and the eco-friendly production and distribution. The more people are aware of these concerns, the bigger the chances that they will choose the product from Biscuiteers (Crovini et al., 2021).
[bookmark: _heading=h.szfpc77zc8m4]

[bookmark: _heading=h.2et92p0]Internal Analysis
	Strengths
	Weaknesses

	Unique Product Offering: Biscuiteers' hand-iced biscuits are distinctively crafted, offering a unique selling proposition that sets them apart in the confectionery market (Alvarez et al., 2021).
Artisanal Craftsmanship: The company's skilled icing artists demonstrate meticulous attention to detail, ensuring each biscuit is a miniature work of art, enhancing brand reputation and customer loyalty.
Personalised Options: Biscuiteers' ability to offer personalised designs for gifts and special occasions enhances customer engagement and allows for customisation, catering to individual preferences and increasing customer satisfaction (Astrini et al., 2020).
	Limited Production Capacity: Biscuiteers' artisanal production process may limit scalability, leading to production constraints during periods of high demand and potential challenges in meeting customer orders promptly.
High Price Point: The premium positioning of Biscuiteers' products may limit accessibility to price-sensitive consumers, potentially reducing market share and hindering mass-market penetration (Barbosa et al., 2020).
Dependence on Seasonal Demand: Fluctuations in demand for specialty biscuits based on seasonal trends may result in revenue variability and operational challenges in managing inventory levels and production scheduling (Alvarez et al., 2021).

	Opportunities 
	Threats 

	Market Expansion: Exploring new geographical markets, both domestically and internationally, presents opportunities for Biscuiteers to increase brand awareness and capture new customer segments.
Product Diversification: Introducing new product lines or expanding into related categories such as cakes, chocolates, or themed gift sets can broaden Biscuiteers' product portfolio and cater to diverse consumer preferences (Barbosa et al., 2020).
E-commerce Growth: Leveraging the growing trend of online shopping and investing in e-commerce capabilities can expand Biscuiteers' reach, facilitate direct-to-consumer sales, and enhance customer convenience (Crovini et al., 2021).
	Competitive Landscape: Intense competition from established confectionery brands and emerging artisanal bakeries poses a threat to Biscuiteers' market share and pricing power.
Economic Uncertainty: Economic downturns or fluctuations in consumer spending patterns may impact discretionary spending on luxury items, affecting Biscuiteers' sales and revenue (Astrini et al., 2020).
Supply Chain Disruptions: Dependency on suppliers for raw materials and potential disruptions in the supply chain due to factors like natural disasters or geopolitical tensions could lead to production delays and inventory shortages, adversely affecting operations.




[bookmark: _heading=h.o2a954pqpx66]

[bookmark: _heading=h.tyjcwt]VRIO Analysis
Biscuiteers’ rare and inimitable resources seem to be valuable. However, the company needs strong organisational capabilities in marketing, sales, quality control, and innovation to fully utilise its advantages. Through differentiation and long-standing customer relationships, Biscuiteers can secure a competitive advantage in the premium biscuits market on a sustainable basis (Astrini et al., 2020).
[image: A crisp analysis of use of VRIO resource model]
Figure: VRIO Analysis
Source: (Astrini, 2020)
Valuable
Biscuiteers products are differentiated by unique flavors and hand-designed shapes, catering to the demand for premium biscuits in limited clientele. By enhancing its standing as a high-class, artisan biscuit producer, the company can develop repeat customers and develop their preference. Furthermore, the emphasis on presentation and eye-appeal develops sensational value to gift offerings (Dejardin et al., 2023).
Rare
Biscuiteers’ heritage recipes and baking techniques may be almost impossible to copy for competitors. A group of professional bakers experienced in creating original biscuits may be a scarce source. Good relationships with suppliers of high-quality ingredients guarantee stable products but also purchase sources (Albats et al., 2020).
Inimitability
Another source of competitive advantage was the long history and the connection to British artisanal baking. Additionally, strong relationships with the customers due to personalisation and impeccable service are too hard to imitate. Finally, the original distribution network, which consists of high-end stores or collaborations with luxury brands are impossible to replicate (Lombardi et al., 2021).
Organisational Capability
All of the qualities will require strong marketing and sales capabilities to be able to reach the target customers and communicate the value proposition of the biscuits to them (Klyver, and Nielsen, 2021). On the other hand, quality control is a major factor because it is important to ensure that one maintains consistent quality and production standards. Innovation is also a critical factor in this undertaking because it will allow the company to maintain its uniqueness while staying ahead of the competition (Toke, and Kalpande, 2020).
[bookmark: _heading=h.3dy6vkm]Available Strategic Growth Choices in SMEs
The UK business environment is known for its dynamic landscape, with small and medium-sized enterprises (SME) often serving as the engine of innovation and economic development. Growing strategically can be highly challenging for SMEs (Maris Millers, 2021). Indeed, with the extensive range of strategic growth options from which to choose such as technology, international expansion, diversification, and others. UK businesses have multiple opportunities to adopt competitive strategies. 
[image: UK SME turnover 2023 | Statista]
Figure: UK SME Turnover
Source: (Statista, 2023)
Market Penetration
The first strategy concerns using existing products and markets to achieve a greater market share. Specific tactics can vary from intensive marketing to product quality improvements, price decreases, and so on. In the context of UK SMEs, market penetration involves expanding the existing market as a stakeholder in the domestic market. The size of the latter can be expanded through brand visibility, advertising, and various promotions (SME News, 2024).
Product Development
Finally, SMEs also have the possibility of creating new products or services which fulfil emerging consumer demands and help make their products distinctive from rivals. That can include R&D to produce unique products, extending product lines with new products, or in the event of a British software company, creating new software capabilities and product mixes to supplement the existing software package (Maris Millers, 2021).
Market Development
Moreover, SMEs can expand to additional markets regionally, nationally or internationally. This can be realised through entering new consumer categories, geographies, or markets. For example, UK-based SMEs may decide to enter new markets abroad in emerging markets to decrease growth reliance or invest in domestic markets that have been historically underinvested (Alvarez et al., 2021).
Diversification
It entails entering completely new markets or industries with new products and services. For a small and medium enterprise’s perspective it enables it to spread the risks since when a commodity does not perform well, or there are changes in consumer needs a one does not lose a lot of money. An example is a business in operation in the clothing industry business may be in a position to benefit by concentrating on clothes but also adding on the footwear and other clothing accessories (Astrini et al., 2020).
Strategic Alliances and Partnerships
Strategic alliances or partnerships with other businesses. Collaboration with other businesses involves allowing SMEs access to new resources, technologies, or distribution channels. It may include setting up joint ventures, licensing agreements, and strategic partnerships with other businesses. In the UK, SMEs can form partnerships with large corporations, industry associations, or research institutions to promote their growth and innovation (Barbosa et al., 2020).
Digital Transformation
One of the critical ways to unlock new pathways to growth and efficiency is to embrace digital technologies and reimagine business processes. UK SMEs can capitalise on digital platforms, e-commerce, data analytics, and automation to streamline operations, expand their reach, and enrich their customers’ experiences. By investing in digital transformation, SMEs will likely become more competitive and thus succeed in the long term as the world becomes more digital (SME News, 2024).
International Expansion
As the world grows more interconnected and integrated, international expansion remains an attractive option for UK SMEs looking to grow. Expansion may include exporting goods or services to foreign markets, establishing subsidiaries or partnerships abroad, or even participating in global trade networks. International expansion enables SMEs to develop new customer pools, access a diverse talent pool, and reduce reliance on the domestic market for revenue (Maris Millers, 2021).
Franchising or Licensing
Franchising or licensing offers processors for small businesses’ growth that requires low capital. SMEs award others’ rights to use their business processes, brand, or intellectual property, and they collect fees at a given rate (SME News, 2024). SMEs allow more people to own businesses using their brand hence promoting their image across defined locations. It is ideal for a business with demonstratable concepts or unique features that want to increase their physical space presence throughout the UK or internationally (Barbosa et al., 2020).







[bookmark: _heading=h.1t3h5sf]Proposal of New Strategies for Long-Term Growth for Biscuiteers Using Ansoff Matrix
Biscuiteers is a highly successful artisan biscuit maker makes biscuits, based in the UK (SME News, 2024). Having held a prominent share in the domestic market by offering high-quality and creatively designed products, to ensure the business continues to grow in the long term and remains perfectly positioned in the quickly changing market environment, it is essential to further exploit various strategic opportunities. This project proposal is designed to recommend growth measures to Biscuiteers from the Ansoff Matrix framework, incorporating market penetration, product development, market development, and diversification (Eggers, 2020).
[image: This is how the Ansoff Matrix can guide your growth plans]
Figure: Ansoff Matrix
Source: (Toke, 2020)
Market Penetration
Biscuiters can deepen its market presence in existing markets by executing market penetration strategies. It could involve an increase in targeted advertising efforts to attract more customers from the existing customer base (Barbosa et al., 2020). Finding new retail locations to reach more customers where they are situated or develop customer loyalty programs to maintain existing customers and acquire new ones. In addition, signing contracts with retailers, online trading platforms, or hospitality companies to enhance brand awareness and improve access of the customer to the product (Maris Millers, 2021).
Product Development
One of the opportunities in new product development. Biscuiteers can invent new products and flavours of biscuits or gift products or how they can pack the products. New product developments give a company an opportunity to diversify their products which they can use to surprise their customers with a different choice of their desired products. They can invest in R&D on new types of biscuits, may develop healthy biscuits or vegan biscuits, which they make possible with developing the product or service (Albats et al., 2020). Other facets, gift sets, jam, and jelly or spread can be developed.
Market Development
In order to strengthen the growth of Biscuiteers in the long-run. Biscuiteers should seek opportunities to target new markets, which can be achieved by marketing Biscuiteers as the ideal gifts to corporate clients, event planners, and the hospitality sector among the UK market. Alternatively, Biscuiteers could also opt to expand overseas and explore the market through major exporters in high-growth industries, which is not sustainable (Maris Millers, 2021).
Diversification
Another strategic pathway could be to diversify, which entails entering new product categories or even industries in order to curtail risks and capitalise on developing opportunities (SME News, 2024). For example, Biscuiteers would be able to diversify in the food catering sector by broadening its existing assortment to cakes or confectionery or even creating new items like savory snacks. Similarly, the company could diversify in non-food sectors, like branded merchandise, cooking wares, and experiential opportunities involving classes or subscription services to elevate connective brand engagement and revenues with clients farther (Scuotto, 2021).


[bookmark: _heading=h.4d34og8]Stakeholder Analysis and Strategic Options for Biscuiteers
[bookmark: _heading=h.2s8eyo1]Stakeholder Analysis of Biscuiteers
Biscuiteers is a famous brand of high-end cookies, and the organisation interacts with many companies whose wants and desires affect its method selections. Knowing those people's expectations and stages of electricity through a stakeholder evaluation facilitates proper strategic selections (Takacs et al., 2022).
Customers
Customers are very crucial to Biscuiteers. They anticipate exactly first-rate cookies that look suitable, taste true, and suit their tastes (Barbosa et al., 2020). As the variety of fitness-conscious customers grows, so does the demand for options that meet dietary desires, like gluten-unfastened or vegan cakes. Customers are very powerful because they convey money through purchases and form the photo of a brand through critiques and phrases of mouth. To meet customer wishes, Biscuiteers may want to spend money on studies and development to feature healthful alternatives to their products without converting how they appear or taste.
Suppliers
Suppliers are very vital for ensuring that Biscuiteers can get super substances and fixings for making biscuits (Crovini et al., 2021). They count on to be paid on time, be handled pretty, and work together for a long time. Individual providers won't have an awful lot of power, but as a group, they can affect how Biscuiteers does commercial enterprise. Biscuiteers may want to preserve proper relationships with their providers by doing things like respectably buying items, paying on time, and communicating without a doubt.
Employees
All employees, consisting of designers, artisans, and office employees, are essential partners. They want to be paid fairly, can examine and grow and work in an awesome atmosphere. Product first-class and consumer happiness are both progressed while employees are satisfied. Their strength comes from their information and their capability to exchange how well things are made and how the business enterprise works as a whole (Dvorský et al., 2023). Biscuiteers may want to recognise programmes that enhance the fitness and happiness of their personnel, like training programmes, competitive pay, and growing a beneficial work environment.
Investments and Shareholders
Investors and shareholders give Biscuiteers cash and desire to get it back (Barbosa et al., 2020). Depending on their business dreams, they will position profitability, growth, or sustainability at the top of their list of priorities. Shareholders have numerous electricity because they can vote and have a say in how the company is administered. Biscuiteers may additionally need to find a mix of short-term earnings and long-term sustainability dreams so that they will meet investor expectations (Miocevic, 2023). They can even want to be honest and meet their economic goals.
Regulatory Bodies
Regulatory bodies, which include change groups and food safety officials, make rules and standards that Biscuiteers must follow to ensure the high quality and safety of their products. Regulations ought to be followed at all times, and failing to accomplish that can result in fines, prison problems, and harm to at least one's photograph. Regulatory agencies won't be capable of directly affecting how matters are run on an everyday foundation, but they can make sure that policies are observed and affect how people can get into markets (Crovini et al., 2021). People who work in the biscuit enterprise want to keep up with modifications within the rules and put money into first-rate management and compliance steps to decrease their risks (Radicic, and Petković, 2023).
Competitors
Biscuiteers' marketplace positioning, pricing techniques, and product innovation are all affected by its competitors, which may be something from other high-end cookie manufacturers to sweet corporations. They set requirements for advertising and marketing campaigns, customer service, and the nice of their products. Competitors may not be able to directly affect how Biscuiteers does enterprise, but they could alternate how the brand is visible and how much of the market it has. If Biscuiteers desires to stay ahead of the competition, it could recognise specific designs, customised purchaser experiences, and creative advertising strategies (Radicic, and Petković, 2023).
Community and Society
Biscuiteers are part of a larger society, and they affect nearby groups through activity possibilities, charitable works, and inexperienced practices. People within the network assume agencies behave responsibly, honestly buy items, and supply cash to correct causes (Dvorský et al., 2023). People in the community may not be able to without delay affect how Biscuiteers runs, however awful press about the brand can harm sales. Biscuiteers may want to do matters for corporate social obligation, like helping nearby charities, decreasing their impact on the surroundings, and pushing sincere enterprise practices, to construct agreement with and goodwill within the network.
[bookmark: _heading=h.17dp8vu]Identifying Suitable Strategic Options
Based on the analysis of the stakeholders, Biscuiteers can give strategic alternatives that meet the needs of the stakeholders, resolve their worries, and take gain of the manner their strength is distributed.
Product Diversification
Biscuiteers may want to put money into research and improvement to make gluten-loose, vegan, or low-sugar cookies without changing the taste or look of their current products (Crovini et al., 2021). This could meet customer demands for more healthy alternatives. Being aware of client choices and appealing to health-aware clients are both benefits of this method. It also makes clients more unswerving of the brand (Juergensen et al., 2020).
Work Together with Suppliers
A constant supply of terrific materials and ingredients can be made certain by improving relationships with suppliers through open communication, honest treatment, and on-time bills. Biscuiteers may want to inspect working with suppliers who are committed to sustainable and ethical sourcing (Dvorský et al., 2023). This might meet the growing call for socially accountable items from clients.
Employee Engagement
Investing in programmes that improve the health and happiness of the personnel, like training programmes, truthful pay, and making the place of job a friendly area, can improve morale, productivity, and retention. Employees who are engaged are more likely to offer extraordinary careers, which makes clients glad and helps the business succeed in the end (Guertler and Sick, 2021).
Financial Transparency
Being open and honest with buyers and shareholders about the commercial enterprise's economic achievement, growth prospects, and efforts to be more environmentally pleasant will help construct acceptance as true with self-assurance. Biscuiteers ought to provide clear methods to file, set viable economic goals, and show that they're committed to matching short-term desires for getting cash with long-term desires for sustainability.
Compliance with Regulations
Ensuring adherence to requirements and policies, focusing on modifications to regulations, spending money on high-quality assurance and compliance measures, and putting in vicinity strong meal safety practices (Garzella et al., 2021). Biscuiteers ought to expand a specialised compliance team, do everyday audits, and work with regulatory bodies to keep up with changing policies.
Market Differentiation
Biscuiteers can stick out from their competitors through the usage of unique designs, personalised consumer reports, and creative marketing campaigns. This makes the brand more visible and builds loyalty to it. Biscuiteers should make a name for themselves inside the luxury biscuit marketplace with their handmade goods, constrained-edition partnerships, and famous designs.
Social Responsibility
Supporting neighborhood reasons, lowering the employer's environmental impact, and inspiring sincere commercial enterprise practices are all examples of company social duty activities that show care about the well-being of the network and society as an entire (Garzella et al., 2021). Biscuiteers may want to make its commercial enterprise greater environmentally friendly, get its components responsibly, and do charitable works that fit with its brand ideals.


[bookmark: _heading=h.3rdcrjn]Strategic Recommendations for Biscuiteers' Future Development and Implementation
[bookmark: _heading=h.26in1rg]Key Strategic Recommendations for Biscuiteers
As a high-end cookie brand, Biscuiteers meets a few of the identical issues that small and medium-sized agencies (SMEs) do while they try to comply with their strategic direction. To deal with those problems and manual future growth, right here are some vital strategy pointers to think about:
Focus on Core Competencies
To stay in advance in the marketplace, Biscuiteers have to construct on their skills, together with artisanal workmanship and problematic biscuit designs (Albats et al., 2020). Biscuiteers can set themselves aside from the competition and expand stronger client loyalty using excellent over quantity and constantly presenting extraordinary merchandise. For instance, the corporation should spend money on programmes that supply its workers with ongoing education and improvement to help them get better at what they do and be more innovative.
Simplify operations
For small businesses like Biscuiteers to make the maximum in their sources and cut prices, they need to have operations that run easily. Using lean ideas and spending money on technology can assist make the methods of production, stock management, and order fulfillment greater efficient (Dejardin et al., 2023). For example, Biscuiteers can better keep track of uncooked materials and finished goods by using the stock control software program. This cuts down on waste and boosts general performance.
Increase the Number of Distribution Channels
Biscuiteers can attain more customers and make more money using increasing its distribution channels beyond its online save and small icing cafés. Companies can attain new customers and markets by way of searching to form relationships with shops, wholesalers, and e-trade platforms. Biscuiteers could also use pop-up shops, meal festivals, and organisation gifting programmes to get more humans to recognise their brand and purchase from them.
Boost digital marketing
In this digital age, small and medium-sized corporations need to have a robust online presence to attract and keep clients (Albats et al., 2020). To get more humans to visit their internet site and spread the phrase about their brand, Biscuiteers must invest in digital marketing strategies like search engine optimisation, social media advertising and marketing, and electronic mail campaigns. Using consumer-generated cloth, like product snap shots and testimonials from glad customers, also can assist build belief and community engagement.
Build connections with clients
For long-term period success and longevity, it's important to have correct relationships with customers. To build acceptance as true and get people to buy from them again, Biscuiteers have to be conscious of supplying extraordinary customer service and personalised studies (Dejardin et al., 2023). Using a consumer dating management (CRM) machine can assist Biscuiteers in keeping track of interactions, choices, and purchases, which can help with cantered advertising marketing and promotions.
Put cash into new ideas
Small businesses like Biscuiteers need to maintain arising with new ideas all the time to stay ahead of marketplace traits and customer tastes (Williams Jr et al., 2020). The enterprise needs to spend money on studies and development initiatives that try to come up with new merchandise, flavours, and methods to bundle them. Biscuiteers can preserve its marketplace relevance and preserve humans inquisitive about frequently updating its product line and freeing confined-version sets.
[bookmark: _heading=h.lnxbz9]Challenges in Implementing Strategic Direction for SMEs
Even though those strategic suggestions should help Biscuiteers develop in the future, small groups often have trouble placing strategic courses into action:
Resource Limits
Small and medium-sized agencies might not be capable of spending on strategic initiatives or development if they do not have enough cash or personnel.
Market Volatility
Small and medium-sized groups (SMEs) may be hurt by way of adjustments within the marketplace and outdoor forces they cannot manipulate, like financial downturns or shifts in what clients need (Albats et al., 2020).
Competitive Pressure
Small and medium-sized agencies (SMEs) should set themselves aside from larger corporations and new startups by coming up with new thoughts and presenting a better provider.
Risk Aversion
Small and medium-sized groups can be hesitant to strive for new things or take risks because they're scared of failing or do not know what's going to occur (Dejardin et al., 2023).
Operational Complexity
Small and medium-sized companies (SMEs) that do not have quite a few inner skills and know-how can also find it tough to put in force new gear or tactics.


[bookmark: _heading=h.35nkun2]Conclusion
An in-depth study of Biscuiteers' present strategic plan showed that its determination to hand-made items and customer-focused values are its main strengths. However, the use of tools like PESTEL, VRIO, and SWOT to study its internal and external environments confirmed that there have been possibilities to develop digital advertising and product variety, in addition to troubles like risky markets and confined sources. Biscuiteers can use distinctive strategic growth options, consisting of marketplace penetration and differentiation, to construct a protracted time period plan that focuses on innovation, consumer relationships and operating efficiency. Biscuiteers can deal with problems and achieve success in the long run in the competitive luxury biscuit marketplace with the aid of setting stakeholder expectations first, constructing resilience and following strategic recommendations.
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