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[bookmark: _heading=h.gjdgxs]Executive Summary
This strategic report provides a clear analysis and future recommendations for Vectair Holdings to strengthen and develop the company’s position in the global air care and hygiene market. The conditions of the business environments are analysed using credited theories like Porter’s Five Forces, PESTEL analysis, Ansoff Matrix, and Mendelow’s Stakeholder Matrix to determine its internal and external competitive position. In the Internal Analysis, Vectair’s key operational strengths are underlined, yet there is a focus on a serious weakness that needs future improvement, namely digital technologies and e-commerce solutions for retaining competitive advantage. The External Analysis also focuses on shifting regulatory, technological, and socio-economic forces and claims that if Vectair is to remain relevant, it needs to act quickly to respond to these changes. The five-force model analysis on Vectair’s industry shows very high competition pressure and very high threats of new entrants, meaning that for Vectair to sustain itself, it has to keep on devising new strategies and covering new areas. Essentially, Vectair is recommended to enhance its e-commerce site with the integration of better and stronger digital marketing tools. This change will not only help in increasing consumer engagement over the Internet but will also be useful in expanding market share and brand awareness. All the strategic initiatives that have been outlined in this report are aimed at preparing Vectair Holdings to adequately respond to the existing struggles and succeed in the new opportunities for growth and diversification. The lack of these strategies poses a risk of market loss and possible opportunities, hence the need for a shift towards digital integration and sustainability. Specific, tangible activities are suggested to maintain, let alone enhance, Vectair’s competitive position in the market.
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[bookmark: _heading=h.30j0zll]Introduction
As the global market becomes more aggressive and dynamic, Vectair Holdings, a company that specialises in air fresheners and hygiene products, has potentialities and threats (Vectair Holdings, 2024). The primary purpose of this report is to recommend strategies for Vectair Holdings in its further development and its ability to occupy key positions in chosen segments and markets. Using concepts like Porter’s Five Forces to analyse vector, Ansoff matrix and Mendelow’s stakeholder matrix, this report looks into the strategic capabilities of the firm and the strategic space within which it operates. Thus, the major aims of this strategic report are to examine the opportunities for organic growth, increase the effectiveness of the operation, and improve the company’s market position using suitable strategic actions. The company needs to adopt several strategic directions, including such areas as digitalisation of the company, expanding the company’s presence in the market, company product diversification, and mergers and acquisitions. Every recommendation is going to be accompanied by the timeline for implementation, the advantages of their use, and the disadvantages of not using them. To achieve these objectives, this report has sequential sections as follows: internal and external analysis, SWOT, PESTEL and other analysis based on various theories applicable to Vectair Holdings and strategic recommendations for current and future market positions.




[bookmark: _heading=h.1fob9te]Strategic Analysis
[bookmark: _heading=h.3znysh7]Internal Analysis- Porter’s Value Chain Model
Vectair Holdings company is involved in the air care and hygiene sector, which is relatively small but quite sensitive and, therefore, requires operational efficiency, innovation and customer satisfaction (Fogel, 2016). For Vectair Holdings’ internal assessment, Porter’s Value Chain Model plays a crucial role because it enables the assessment of activities performed by the company to be divided into significant segments important for values created.
Inbound Logistics: Vectair’s inbound logistics is important too for bringing in the raw materials that are used in the production of Vectair air care and sanitation products that are of high quality and relatively cheap (Rugman and Collinson, 2024). Because they are dealing with specialised products, building and sustaining a good relationship with such suppliers is vital. However, this has the potential to become a risk since the organisation relies on specific suppliers for such innovative materials.
Operations: From operating aspects, Vectair Holdings has been keen on standards of production and development, hence utilising operational activities best (Grant, 2018). The manufacturer employs production lines and adheres to high standards of quality in their products’ production. That said, the level of operational efficiency can be significantly improved by routinely deploying even more superior manufacturing technologies, including the IoT and analytics based on Artificial Intelligence (Parkinson and Davey, 2023).
Outbound Logistics: This strategic approach of the company for its outward bound logistics helped to fulfil its distribution mandate internationally. But as Vectair Holdings grows, logistics problems also begin to crop up because of increased size (Wunder, 2023). Vectair has done a good job by creating a good distribution network, but its profitability is likely to be affected by changes in trade and transportation costs around the world.
Marketing and Sales: Vectair Holdings has well-developed niche marketing skills, especially when publicising the technical advantages and environmental friendliness of the products (Duhaime et al., 2021). However, things are changing very rapidly in the field of marketing and sales communication, and digital communication channels are emerging in overtones (Vectair Holdings, 2024). Vectair’s current online marketing plan could be more assertively employed for the purpose of raising awareness and increasing customer interaction.
Service: Post-sale service support is equally a major factor in delivering customer value, particularly in customer relationships. At the moment, the company offers good and very effective services to customers; nevertheless, the aspect of personalised services needs to be enhanced (Lim and Kwon, 2023). The real-time monitoring of product performance and customer experience could be very effective if implemented through the use of appropriate technologies to enable Vectair to identify and rectify any problems before they escalate and, in the process, improve customer experience and loyalty.
Technology Development: Technology is at the core of Vectair products, with more focus on Technology development to enhance Air care and Hygiene solutions. Despite the capability to innovate new and improved products, there is a need to embark on continuous investment in research and development to sustain the innovation advantage (Duhaime et al., 2021). This could mean not only creating new products but enhancing them and researching convenient eco-materials and innovations, which would be in a position to address changing rules and consumer preferences.
Human Resource Management: At Vectair, the effectiveness of the business is normally directly proportional to the ability of its employees. It is important to undertake regular training and developmental interventions so that the employee is abreast of the various trends in the market as well as new technologies (Lim and Kwon, 2023). Also, creating a culture of innovation of leaders who foster teamwork is crucial for increasing the productivity and satisfaction of the employees and, therefore, the company.
Firm Infrastructure: The versatile infrastructure of Vectair, extending from the managerial structures and the financial systems to the global corporate governance frameworks, can be deemed to facilitate the company’s endeavours (Abed et al., 2022). However, as the business scenarios grow more intricate, it would become imperative to build on these systems to offer a better approach to integrating data as well as giving real-time analysis.
In summary, from the analysis of Vectair Holdings, it can be pointed out that the company appears to deliver considerable value in many links of its value chain, however, there are a number of areas where more strategic improvements can generate even more value. 

[bookmark: _heading=h.2et92p0]External Analysis- PESTEL
Vectair Holdings provides air care and hygiene solutions in a clear and competitive strategic business environment which determines its action and performance (Grant, 2018). It also helps in comprehending the macro-environmental variables that impact Vectair, by applying the PESTEL analysis.
Political Factors:
The air care and hygiene industry is greatly respondent to health, safety, and environmental rules set by the state authorities. Vectair Holdings will have to operate within a dynamic policy environment, particularly in areas of relatively high policy stringency, such as in the EU and North America (Rizan and Reed, 2021). For instance, the EU's REACH – Registration, Evaluation, Authorisation, and Restriction of Chemicals affects controls on chemical use and alters product formulation and costs. Economic fluctuations, including decisions such as Brexit, impact trade tariffs and the supply chain system, where there could be disruptions and higher costs.
Economic Factors:
The global market for air care products is estimated to record a CAGR of nearly 2%. The market is anticipated to grow at a CAGR of 5% from 2021 to 2026 for Organic Scotch Singles Malt Whisky due to consumer awareness and the consumers' purchasing power (Vectair Holdings, 2024). However, factors such as economic crises like the one caused by a pandemic, including the COVID-19 pandemic, in the current world, the expenditure of people is affected, and this change in expenditure affects producers by shifting from frills products like air fresheners to necessary products.
Sociocultural Factors:
The placement of consumer preferences is changing owing to the increasing concern for the impact of products on the environment as well as the health of consumers (Abed et al., 2022). There is an increasing interest in organic and non-or low chemical emission air care products. Looking at the Nielsen report, it can be clearly seen that the sales of products that have claims on the sustainability of the packaging have risen by 5%. From 2018 to 2019, they increased by 3%, more rapidly than total store growth (Rugman and Collinson, 2024). Vectair Holdings has to consider these consumer preferences in its product development and marketing to boost its brand appeal and position itself in the market.
Technological Factors:
Developing new products, such as intelligence dispensers or IoT-based air quality meters, is a new opportunity (Hill et al., 2016). However, one thing that necessitates a massive investment in R&D is the ability to reach the pace of the continuous growth of technologies. However, digital transformation affects marketing and sales channels as well as online and e-commerce sales and marketing.
Environmental Factors:
Environmental issues substantially bear on the air care and hygiene industry. Environmental pressures to cut down on the impact are significant, with legal instruments targeting the cutting down of emissions and wastes in production and packaging. For example, there is pressure towards the use of recyclable packaging, and this influences the packaging of Vectair's products (Yahoo Finance, 2023). Sustainability is no longer an option for organisations but a necessity that enhances the image of the firm to its customers, following the regulations that require organisations to adopt environmentally sustainable practices in the market.
Legal Factors:
Other legal concerns include legal limping with national and international laws on product safety, advertising, and labour. Other legislation that affects Vectair's management of their customer data includes the data protection laws that are present in Europe, by which Vectair follows the GDPR laws when undertaking marketing. Failure to do so will lead to fines and loss of reputation (Rizan and Reed, 2021). Hence, Vectair must monitor these legal standards and T&M to alter the firm's operational and marketing practices.
Companies in the group experience a number of political, economic, sociocultural, technological, environment and legal factors, which form the external operating environment for Vectair Holdings. 

[bookmark: _heading=h.tyjcwt]Industry Analysis- Porter’s Five Forces Model 
Vectair Holdings and its subsidiaries deal in air care and hygiene products and systems, operations, and business, which belong to the global air care and hygiene industry – a strategic industry that adapts to changing consumer choices and new regulations (Fogel, 2016). Applying Porter's Five Forces framework gives a clear direction on the competitive forces in this industry and the place Vectair ought to take.
Threat of New Entrants:
As for the air care and the hygiene industry, there are moderate barriers to entry. Although the initial investment cost does not exclude new entrants, they are faced with regulatory challenges related to health, safety, and the environment (Duhaime et al., 2021). Also, there are issues to do with obtaining economies of scale and developing the right distribution channels. IBISWorld estimates that the industry has a constant expansion rate of approximately 2% (Rizan and Reed, 2021). Of particular interest is the growth rate of 5 % annually, which indicates that the market consistently invites newcomers and, hence, may be vulnerable to competition.
Bargaining Power of Suppliers:
In this industry, most of the bargaining power of the suppliers is moderate, but it depends on the flow of products' supplies (Callaghan et al., 2021). In the field of specialised chemicals and complex manufacturing components which have no substitutes, suppliers thus hold a great deal of bargaining power. However, for some other primary inputs, such as plastic packaging materials, the bargaining power of suppliers is relatively low because they are widely available (Lant et al., 2020). The company must make a point of widening its supply base as much as possible because, at the same time, the firm has to involve itself in long-term contracts with its main suppliers so that it can overcome risks such as fluctuating prices and supply uncertainties.
Bargaining Power of Buyers:
In the air care and hygiene market, buyers can be customers, households, institutions and organisations, and all come with different degrees of power (Abed et al., 2022). The bargaining power of individual consumers is relatively low within the relevant market owing to fragmentation. On the other hand, large business customers, like hotels, healthcare facilities, etc., have a higher power of barter as they buy products in large quantities (Duhaime et al., 2021). In response to this, Vectair must avoid similar pricing models by emphasising quality, customisation and uncompromising service delivery in order to increase loyalty and reduce the cyclic focus on low prices that accompany large purchase volumes.
Threat of Substitutes:
The threat of substitutes in the air care industry is relatively high because there is a variety of close substitutes, starting from essential oils, scented candles and other natural deodorisers (Henry, 2018). Dynamic is less favourable to consumer trends that go towards products that are natural and environmentally friendly and lack acceptance of synthetic air care solutions (Fogel, 2016). To move against this, Vectair should work hard in the future to come up with products that are both efficient, and that should be marketed with the green label as the world becomes more conscious of environmentally friendly products.
Industry Rivalry:
There are large players in the industry and several small boutique firms that can also provide the service (Grant, 2018). Rivalry of extent is high in this industry because there is low customer loyalty created by low switching costs and, hence, the need for constant product differentiation to attract and retain customers. The air freshener industry is competitive and global and characterised by cutthroat competition in terms of price, number of products and advertising strategies to capture the market.
Porter's five force model was used to analyse the air care and hygiene industry, and revealed several threats that Vectair Holdings must address to surmount industry competition.


[bookmark: _heading=h.3dy6vkm]Strategic Growth Choices/Options/Action Points
[bookmark: _heading=h.1t3h5sf]Strategic Options Analysis- Ansoff Matrix
The Ansoff Matrix is a strategic tool that is used in order to identify and evaluate a number of potential growth areas, depending on which quadrant a business sees itself in, that is, offering existing or new product to new or existing market (Hill et al., 2016). This conceptual framework offers a logical framework for planning the growth strategy of Vectair Holdings since is an air care and hygiene solution provider company.
Market Penetration:
Market penetration, as one of the business-level strategies, is defined as the aim to expand the market share of already offered products in currently selected markets. This strategy is actually considered the safest of all and can be accompanied by aggressive marketing, low prices, and better customer service (Johnson et al., 2017). For Vectair Holdings, improving market access could be done by stepping up on the promotion strategies or applying more Internet marketing to sell its brands and products more in the existing markets (Henry, 2018). Nonetheless, air care is a highly competitive products market with a low customer loyalty ratio; decisions aimed at increasing a company’s market share may prove very volatile and costly. 
Product Development:
Product development can best be described as the process of creating new products to be marketed in matured markets (Barney and Hesterly, 2020). Vectair Holdings can thus employ the following strategy: increase its research and development and offer advanced and newer versions of air care and hygiene solutions. With the increasing awareness of consumers focused on the purchase of environmentally friendly and healthy products, Vectair could launch new products that incorporate these aspects or even incorporate IoT air fresheners that consumers could control via their mobile devices (Rugman and Collinson, 2024). This strategy also enables Vectair to tap into its existing market position and channels. In turn, the strategy of product development is associated with certain risks related to R&D and uncertainty of demand for new products.
Market Development:
Market development as a business-level strategy refers to the firm's taking current products into new markets. With this strategy, Vectair could be taken to new geographical locations that the company has not invested in or has limited investment in (Lant et al., 2020). New opportunities in emerging markets or regions where the process of urbanisation is occurring became evident (Hill et al., 2016). Vectair could also venture into new markets within the existing markets, for example, focusing on SMEs that are not well addressed or the luxury hotel market that might have more discretion to spend on air care products (Henry, 2018). The primary risk related to market development is often the high costs of setting up a presence and buildup of distribution networks on new and potentially unfamiliar markets, as well as cultural and regulatory differences they might face. 
Diversification:
Alternation means the product is taken to new markets, which is the most dangerous kind of growth (Abed et al., 2022). Diversification for Vectair Holdings could, therefore, involve entering new, completely unrelated product areas beyond the air care space, such as going into environmental control solutions and products such as humidity control or air purification solutions (Rugman and Collinson, 2024). Diversification, in turn, creates value-added opportunities and helps to de-risk the business away from the core market at the cost of building new competencies and entering into new areas of competition. 
Several possible development steps are available to Vectair Holdings, and this approach can thus guarantee Vectair’s expansion not only in the markets but also in its flexibility in an ever-changing industry.
[bookmark: _heading=h.4d34og8]SFA Framework
The SFA framework is a strategic one that may help to determine the successful potential of the variety of strategies using their suitability, feasibility, and acceptability factors (Henry, 2018). To Vectair Holdings, being a leading company in the air care and hygiene industry, utilising the SFA framework to find potential strategic options can act as helpful tools in decision-making and strategic management.
Suitability:

Market Penetration: An increase in market coverage by increasing marketing communication efforts and channels in established markets is highly suitable for Vectair (Callaghan et al., 2021). This strategy is consistent with the tenure of vision and the mission of increasing market share to enhance the company’s position and competitiveness of air care products (Lant et al., 2020). Since the COVID-19 outbreak, which has seen an escalation of people’s awareness towards hygiene products, there is demand that Vectair should utilise to reinforce its brands and make its products more widely available in the market. 
Product Development: Introducing new products that have not been previously met in the market, for instance, air care solutions which are environmentally friendly and embrace the latest technologies, would fit Vectair’s strengths in innovation and research and development (Johnson et al., 2017). This strategy is appropriate since it fits the company’s core competencies and the present industry trends of sustainable and smart products.
Market Development: Expansion into new geographical areas or new customer segments is also appropriate for Vectair to spread out its current market risk and minimise its reliance on the current markets. This strategy helps to reach global expansion goals, but the company should have an accurate idea of new markets and customers’ behaviour (Frynas and Mellahi, 2020).

Feasibility:
Market Penetration: They found that increasing market penetration is quite easy because Vectair has built brand recognition and distribution channels (Huang et al., 2023). Thus, the relative success of this approach also greatly depends on the economic environment and market competition in the target segments (Lant et al., 2020). It is hereby understood that this particular strategy requires Vectair to allocate capital towards competitive pricing schemes for its products, promotions for said products, and, perhaps, improved methods of product distribution to guarantee the application of this procedure.
Product Development: They will have to rely on Vectair’s research and development prowess in order to come up with new products for the market and funds to fund this development (Morganti et al., 2020). For a marketing communication company for instance, the fact that the company has over time demonstrated its capability on new product development must also be evaluated on the financial and technical resources needed for the third generation product development.
Market Development: Entering a new market is considered to be a very risky and costly business since it means the creation of new logistic chains, understanding of the legal requirements, etc., as well as obtaining new customers (Pinchbeck et al., 2023). The feasibility of this strategy, therefore, lies in Vectair’s financial position and the capacity it has to incorporate adequate market research and engaging strategies in its localities. 
Acceptability:
Market Penetration: This strategy would probably be very appealing to stakeholders, due to the low level of risk relative to other options, such as the chance to boost the revenue according to the marketing concept of sales volume (Morganti et al., 2020). Such a measure will be welcomed by shareholders seeking stable, slow and uninterrupted increase in the value of their stocks, but some might be worried about the slowing returns in the mature markets.
Product Development: Typically, there is agreement among the stakeholders on the idea of product innovation since this aligns with the increasing consumer demands such as the call for eco-friendly products (Abed et al., 2022). However, the acceptability was suggested as being dependent on the risk that is attached to the investment in R&D and time to market for the products. 
Market Development: This may be accepted well or rather poorly among different stakeholders (Johnson et al., 2017). Potential positive aspects of market accessibility can be seen in the possibility to gain access to new markets which might bring high benefits with regards to growth and diversification, on the unpleasant side, the risks of entering unknown markets might be an issue. 
Suitability, feasibility and acceptability are such crucial factors that Vectair Holdings must consider regarding strategic options to be taken (Frynas and Mellahi, 2020). The strategy that is employed should ideally not only depend on the company’s internal strengths, weaknesses, opportunities, and threats, but also should meet the expectation of the various stakeholders and also the trend in the market.

[bookmark: _heading=h.2s8eyo1]Stakeholder Analysis- Mandelow’s Stakeholder Matrix
Mendelow's Matrix of stakeholders is crucial when it comes to dealing with the power and interest of the stakeholders in regard to strategic management (Johnson et al., 2017). This framework assists organisations such as Vectair Holdings to understand the power and interest level that the various stakeholders have.
Key Players (High Power, High Interest):
Investors and shareholders are other key stakeholders to Vectair Holdings since they influence the firm's capital and strategies (Kenton, 2023). They have a keen interest in the company's performance and its growth potential and hard-line control over key strategic corporate changes or expansions. This group is of importance to Vectair and should, therefore, be involved more in the organisation's operations. Any major changes, financial/strategic performance, or opportunities should be periodically and fully communicated (Barney and Hesterly, 2020). This group is so important in making important decisions that can actually shape the company in an attempt to achieve a certain goal. 
Keep Satisfied (High Power, Low Interest)
Because regulatory bodies lack a direct stake in Vectair's business operations, they are fairly relevant in the sense that they can compel compliance to set rules and standards (Parkinson and Davey, 2023). Vectair must ensure that every product it provides and all the activities it engages in meet the requirements of the current legislation to avoid fines and retain a license for the performance of its activities (Morganti et al., 2020). Satisfactory compliance and updates with these bodies often will ensure that they go uninvolved in the company's strategic planning even as they get frequent reports from the company. These stakeholders supply raw materials and complementary products and services that are central to Vectair's business (Yahoo Finance, 2023). While they may be interested in no more than the possible effects of Vectair's strategic decisions on their position in the supply chain, their impact power cannot be underestimated. 

Keep Informed (Low Power, High Interest)
Although employees cannot control the company's strategic direction, they have a high level of stake in the performance of the firm because their careers depend on this organisation (Pinchbeck et al., 2023). To ensure this group remains proactive to the company's health, any strategic change within Vectair or any presumed organisational change affecting them should be informed. Communication with the employees and their participation in the change processes can improve motivation and organisational commitment. Customers directly influence Vectair's business revenue and position on the market (Kenton, 2023). These have a high level of awareness and concern with the aspects of product quality, innovation and service but probably little decision-making power over the affairs of this firm except in so far as they are reflected in the market.
Minimal Effort (Low Power, Low Interest)
The destabilisation of power relations can be seen at play in the ability of the local community of Vectair's operation to influence the corporate strategy of the firm unless the strategies are directly linked to such community concerns as employment or pollution (Huang et al., 2023). As for the third group of stakeholders, Vectair should remain ethical in its activities and be beneficial to society (Morganti et al., 2020). However, the level of activity and funds invested in this group can remain low compared to the second group. Media has the influence regarding the publicity of the companies but generally has variable levels of concern towards any particular company unless motivated by events or issues. 
Hence, Vectair Holdings needs to maintain strategic management of the stakeholders in relation to the company's strategic goals through the application of Mendelow's Matrix on stakeholder management. 



[bookmark: _heading=h.17dp8vu]Recommendations
Here are some recommendations for Vectair Holdings:
Enhanced Digital Transformation and E-commerce Integration: Vectair Holdings should step up its pace in terms of digitisation, with a special emphasis on optimising the firm's e-commerce and digital marketing options (Barney and Hesterly, 2020). This involves getting the right and improved e-commerce solution, getting customer analytics and behavioural insights, and subsequently boosting digital marketing strategies. Q1-Q2 2025 Start with market research to identify the general state of the digital environment and its customers. During this phase, some of the plans that will need to be made include selecting technology partners and planning the overall structure of the e-commerce platform. This strategic shift will enable Vectair to leverage the growing consumer market online, cut down on the use of traditional outlets and improve on the interaction with consumers and getting their feedback. 
Expansion into Emerging Markets: To achieve its goal of focusing on market development, Vectair Holding should seek market growth by extending its market territory to new high-growth emerging markets, especially Asian and African markets, due to increased urbanisation and increased consumer concern about hygiene, resulting in increased demand in air care products. Q1-Q2 2026 will The target markets in Asia and Africa will be identified with an emphasis on the consumers' behaviour, the legal environment, and potential obstacles to market entry. For this reason, it will leverage first-mover strategies in areas that have low competition from its rivals (Morganti et al., 2020). If the company fails to diversify and move to other regions different from those already occupied by the company's products, there is a high likelihood that Vectair company may start experiencing stagnation since the mature markets may be occupied.  
Sustainable Product Innovation: Design and market a new line of eco-friendly and sustainable air care products. These should be made from natural products, ecological packaging, and energy-effective production procedures. Q1 2027 The first only limited-scale production should commence to ascertain the efficacy of the product in the market (Pinchbeck et al., 2023). The increase in consumer demand for green products shall be arrested by this consideration while at the same time enhancing Vectair's brand's sustainability, consequently making premium pricing a possibility. Failure to adopt the shift towards sustainability could compromise Vectair's brand image, whereby environmentally conscious consumers are affected by a market that has a lot of potential to grow. 
Strategic Acquisitions: Vector will look for and buy other small companies that are developing unique technologies or possess a large market share in the areas in which Vectair wants to invest. From 2028 onwards, post-acquisition management and alteration will be used to derive the maximum benefits from the newly acquired capabilities and accesses (Duhaime et al., 2021). This strategy should involve acquisitions that are either related to Vectair's product portfolio or that grants the company access to technology such as IoT for smart home products. Possible acquisitions would allow Vectair to expand its operations at a faster pace, lay stress on technology, and expand its markets (Lim and Kwon, 2023). This strategy can also, in the process, lock out competitors from key technologies or strategic market positions. This can lead to a relative decline in growth and market standing over time, and this is not desirable.



[bookmark: _heading=h.3rdcrjn]Conclusion
This strategic report has carried out an analysis of Vectair Holdings’ position in the air care and hygiene industry via analyses that break down the business using analysis tools that cover micro and macro business environments. Based on the internal value chain analysis supported by Porter’s Value Chain Analysis from the inside, it is quite obvious that Vectair seems to operate in a very efficient manner in terms of operations but falls short in the digital and technological departments. From PESTEL analysis and Porter’s Five Forces, the business environment has been described as vibrant, with significant influence from the external environment in terms of regulatory, technological, and socio-economic aspects. Based on the strategic options provided and viewed with the help of the Ansoff Matrix and appraised with the SFA framework, Vectair is given a set of specific recommendations intended to enhance its growth, innovation, and portfolio diversification. Some of these strategies include accelerating the digitisation of businesses, extending the geographic markets, developing environmentally responsible products that are new and diversified, and exploring opportunities for acquiring companies to enhance technological strength and geographical coverage.
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