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[bookmark: _Toc134184393]INTRODUCTION 

The purpose of this report is to identify a small and medium-sized business enterprise (SME’s) which whom I am are familiar and provide key strategic recommendations for the organisation for future developments and implementation, considering the challenges SMEs encounter to implement strategic direction. SME is any organisation that has fewer than 250 employees and a turnover of less than €50 million, My choice chosen enterprise for this report is Tea People Ltd, a small enterprise with only 5 employees and 1,6M in revenue in 2022 (Tea People, datanyze.com, 2022). I will be using analytical frameworks and tools such as VRIO, Porter’s five forces, and PESTEL analysis to critically evaluate and environmentally scan this enterprise. I will discuss available strategic growth choices using Ansoff Matrix and critically evaluate the stakeholders and their Expectations to be able to produce strategic plans and recommendations for the future. 
[bookmark: _Toc134184394]Tea People LTD
Company Background 
Tea People is an award-winning fine-tea social enterprise. Tea People was founded by Neeraj and Vishaka, a couple who were originally from the lovely tea-growing region of Darjeeling in India but are now residents in the UK since 2005. They discovered a school in their birthplace of Darjeeling in 2009 that need immediate maintenance and help. Children of tea garden workers and other less fortunate individuals in the area received services by the school, which was situated within the tea gardens.
The two resolved to help and raised the necessary finances to deliver the urgently needed aid because they strongly thought that education played a crucial part in ensuring equal opportunities and reducing poverty and because they credited their own success to the education they had received. Enterprise was founded in 2011 to address the issue of poverty in tea-growing regions of the world. Tea People's operations and decision-making are shaped by a set of core beliefs. These principles include a commitment to quality, fair trade, community involvement, and sustainability. The business respects these principles in every area of its operations, from buying tea to dealing with clients. (About us, TeaPeople.co.uk 2023). 
Current Company Review 
The Tea People Ltd is a UK-based company that specializes in offering ethically sourced and organic teas. Tea People LTD is Small Enterprise focuses on providing a huge selection of teas that are made from organic and ethically produced materials. With a focus on sustainability and quality, the business wants to offer tea lovers a wide selection of excellent teas that are ethically made. To ensure fair trade practises, assist local people, and promote environmentally friendly farming practices, Tea People collaborates closely with tea cooperatives and gardens worldwide. The company can trace the origins of their teas and ensure their authenticity and ethical sourcing by working directly with tea growers. The company operates primarily through its online platform, where customers can explore their tea offerings, make purchases, and have their teas conveniently delivered to their doorstep. Tea People also recognizes the importance of spreading awareness about tea and its cultural significance. Through their website, blog, and social media channels, they share educational content, brewing tips, and insights into the world of tea. The strategic objective at Tea People seeks to promote sustainability, help tea-growing communities, and provide customers the power to make thoughtful decisions. Tea People works to establish itself as a dependable source for premium, ethically sourced teas in the UK and beyond by placing a significant emphasis on quality, ethics, and customer happiness.
[bookmark: _Toc134184395]Company Strategic Direction 
Vision – To eliminate poverty in tea-growing regions of the world. To be a market leader in organic and teas with ethical sourcing, renowned for our dedication to quality, social responsibility, and sustainability. 
Mission – To make tea approachable, To have an effect while introducing customers to the world of tea. They claimed that they work to promote community engagement, provide a wide variety of teas that are ethically sourced and organic, and aid communities that grow tea through fair trade methods and long-term alliances. (Giving back, Tea People.co.uk, 2023) 
Corporate Values – Ethical Sourcing, transparency, quality, sustainability, customer focus, community engagement, giving back to community. Tea People Ltd regard the tea-growing communities as our key stakeholders and so put aside 50% of our net profits towards the cause of improving their lives. “We are proud to be a company that not only offers great teas but also strives to make a meaningful impact on the world we live in” (About us, teapeople.co.uk, 2015). 
Goals and Objectives – The biggest goal is to eliminate poverty in the tea-growing regions and to procure, curate and promote a wide variety of natural, healthier and superior quality tea and herbal infusions at an affordable price while leading the way for socially conscious businesses (about us, teapeople.co.uk, 2023).

[bookmark: _Toc134184396]External and Internal analysis 
I can gain a lot of information about Tea People Ltd's internal capabilities, market dynamics, and industry trends by conducting a strategic study for them. This analysis assists in the creation of successful strategies to promote expansion, strengthen competitive advantage, and satisfy the changing needs of tea consumers.
VRIO 
Using VRIO framework will help to assess the internal resources and capabilities of a company. 
Valuable – The company is very focused on ethical sources and sustainability which is more wanted customer desired change driver in today's market. The company also have a strong direct relationship with tea gardens and has a diverse product range which could attract different customers. The resources and capabilities of Tea People can be considered valuable. Their offering does create value for customers but does not really have that big competitive advantage since there are other tea companies focused in a similar direction. For example Hempstead Organic Tea – which is the most ethnical number one tea in the UK (fairtrade.org.uk 2023). 
Rare - The rarity of resources and capabilities refers to their uniqueness in the market. Tea People's direct partnerships with tea gardens and cooperatives might be rare, as it allows them to have more control over the sourcing process and access to exclusive teas. Additionally, their emphasis on ethical sourcing and sustainability could be considered relatively rare, as not all tea companies prioritize these aspects. Tea People offers very similar teas as any other tea company, their gifts and offers are similar to other companies and even their packages aren’t significantly different from others so it might be hard to recognise the brand from others. Not very original.
Inimitable - Tea People's direct partnerships and established relationships with tea gardens may be difficult for competitors to replicate quickly. However, aspects such as ethical sourcing and sustainability practices, while important, could potentially be imitated by competitors, their offers are very similar teas as any other tea company, their gifts and offers are similar to other companies and even their packages aren’t significantly different from others so it might be hard to recognise the brand from others. They most likely intimidated others and so Tea People is quite Inimitable also. 
Organized to exploit - Tea People's dedication to sustainable sourcing and ethical sourcing must be reinforced by strong partnerships with tea gardens, efficient supply chain management, and successful marketing and branding strategies. To reach and engage customers effectively, their online presence and e-commerce platform should be well-organized. Tea People's website is pretty well organised supplemented with authentical pictures. However, their  Social media – TikTok with only 84 followers and Instagram with around 3000 of followers could be improved on content and post information and organization.  
Their resources and capabilities are leveraged to create a sustainable competitive advantage. Continued focus on maintaining unique sourcing relationships and effectively marketing their products will be essential in sustaining their position in the market.
Porter’s five forces 
This tool will help to analyse the competitive forces within an industry. 
Bargaining Power of Suppliers - The bargaining power of suppliers in the tea industry is moderate. Tea People Ltd may rely on a network of tea gardens and cooperatives for their tea leaves. Factors that influence supplier power include the availability of alternative suppliers, the uniqueness of the tea leaves, and the importance of sustainability and ethical sourcing practices. Tea People can reduce supplier power by establishing long-term partnerships, diversifying their supplier base, and maintaining strong relationships based on trust and mutual benefits. Tea People Ltd is doing pretty well, collecting in their home location and supporting life of local tea growers, their families and workers. There fore they were able to establish good lasting relationships. 
Bargaining Power of Buyers – The bargaining power of buyers in the tea industry is relatively high. Customers have access to various tea brands and options, allowing them to compare prices, quality, and sustainability practices. To maintain a competitive edge, Tea People must offer high-quality teas, differentiate themselves through unique product offerings and ethical sourcing, and provide excellent customer service. Building brand loyalty and engaging with customers can help mitigate the bargaining power of buyers. Tea People Ltd offers high-quality tea and great customer service - 4,6 starts on customer reviews. And growing revenue. 
Threat of New Entrants - The threat of new entrants to the tea industry is relatively low. The tea industry requires extensive knowledge, sourcing capabilities, distribution networks, and established relationships with tea gardens. However, Tea People should continue to be on the lookout for potential disruptions or new entrants, such as up-and-coming tea startups or alternative drinks that might change consumer preferences. Barriers to entry can be created by developing a well-known brand, utilising their sustainability initiatives, and keeping a devoted consumer base.
Threat of Substitutes - For Tea People Ltd., the threat of substitutes is moderate. While tea has a long history and a loyal following of consumers of teas, there are many alternative beverages on the market. Coffee, soft drinks, and other hot and cold beverages are some of these replacements. By highlighting the distinct tastes, health advantages, and cultural significance of tea, Tea People could lower this threat. They can also continuously innovate the range of their goods to meet shifting consumer preferences.
Competitive Rivalry - Within the tea industry, there is typically high competition. Both well-known tea companies and up-and-coming tea businesses compete with Tea People. Competitive rivalry is influenced by a variety of factors, including pricing competitiveness, product differentiation, marketing initiatives, and consumer loyalty. Tea People can set themselves apart from the competition by highlighting ethical sourcing, sustainable business practices, premium teas, and client interactions. ( Use social media, interact outside etc.).To stay ahead in an increasingly competitive sector, they can also work together with key partners on promotions and new products. 
From this analysis, my focus is on the high power of customers, customer engagement, loyalty, and satisfaction need to become drivers for change. And also, the competitive rivalry is high and is important to defervescence the enterprise from the other tea companies on the market in order to succeed since the products are very similar.  

PESTEL
PESTEL analysis will help identify Internal and External factors. 
Political Factors: Political factors for Tea People include food and safety regulations, labelling requirements, import or export policies and agricultural policies that might unable the some sourcing and transportation of the tea. Tea People overall managing well and comply with all the requirements. They are currently able to transport tea from other countries. 
Economic Factors: Tea people's economic factors include inflammation rates, exchange rates, changes in customers spending patterns and general economic that can cause the affordability of a good tea and potentially lower demand for tea. 
Social Factors: Tea people need to pay more attention to today's trends and customer preference behaviour. Tea People did take into account elements including the growing demand in organic and sustainable products, health and wellness trends, and the acceptance of tea as a preferred beverage among many demographic groups. 
Technological Factor: For Tea people technological factors could be new tools of machines to process their tea, new packaging technology, supply chain management tools or digital technology such as marketing tools, analytical tools, investment in online selling platforms and they should definitely invest in their social medial as their engagement is bit low. 
Environmental Factors: The strategic direction of Tea People align with the growing customer demand for environmentally friendly and sustainable goods. Sustainability is their main mission. To guarantee the long-term supply of high-quality tea, they must keep an eye on aspects including climate change, water availability, and sustainable farming methods.
Legal Factors: Tea People is required to comply with laws regulating intellectual property rights, advertising standards, and food safety. They should also be aware of any industry-specific rules governing the certification, importation, or fair trade practices of tea.
Tea People are managing well to meet all the laws and requirements, and transport and sourcing of the tea, the enterprise is focused on needed and demanded sustainability. However, it will be beneficial to invest in technological parts such as online selling platforms.

SWOT 
By SWOT analysis I am identifying strengths, weaknesses, protentional threads and opportunities. SWOT analysis is the outcome and overview of the previous analyses (Pestel, Vrio and Porter’s five forces). 
Strengths – Ethical Sourcing is a very valuable brand image. Tea People’s commitment to ethical resources and sustainability is what sets them apart in the tea market. Another Strength would be the diverse product range and their wide variety of teas. This selection allows them to reach different customers with different needs or tastes. They can adjust the team blend in the house thanks to their selection. Also Tea People's direct partnerships with tea gardens and cooperatives provide them with better control over the sourcing process, ensuring quality and authenticity.
Weaknesses – Tea People is operated online only, while an online presence is very good for business and essential, tea businesses could benefit from the brick store or even offering products to coffee shops and tea houses with direct marketing. Tea People is not well known, increasing brand awareness and expending distribution could help in this factor. 
Opportunities - The increasing consumer demand for ethically sourced and specialty teas presents an opportunity for Tea People to capture a larger market share, Tea People have a chance to draw attention to the health advantages of tea and appeal to consumers who are concerned about their wellbeing thanks to the growing interest in wellness and health and Tea market expansion into new markets Through online sales or collaborations with distributors, people can investigate new markets and reach customers abroad. 
Threats - The tea industry is very competitive, with many well-known brands and newcomers. Tea People must continually stand out from the competition and understand changing consumer tastes. Consumer price sensitivity could be a problem, especially when you're up against bigger companies that can compete on price, with ongoing inflammation customers have less to spend unfortunately and often look for cheaper options to buy and External factors such as changes in government regulations, import/export policies, and market disruptions, this can make difficult Tea People’s supply chain operation difficult. 
The present strategy approach of Tea People Ltd shows a strong emphasis on community involvement, ethical sourcing, sustainability, a variety of product offers, and education. They should think about extending their market reach, improving the customer experience, and remaining aware in a competitive environment even when their direction is in line with shifting consumer tastes and industry trends. Future success and growth will depend on their capacity for constant innovation.
[bookmark: _Toc134184397]Potential Growth Strategies 
Ansoff Matrix 
By considering the Ansoff Matrix on Tea People Ltd can allow me assess to different growth strategies and determine which ones align with their goals, resources, and market opportunities.
Market Penetration - By increasing the sales of their present tea goods in their current market, Tea People can focus on expanding their market share. The expansion of distribution channels, promotions, and focused marketing efforts can accomplish this. For example, they can work together with traders, restaurants, and cafes and even health centres to boost visibility and draw in additional clients in their current market.
Market Development - Market development involves introducing current items into new markets. Tea People could look into prospects to expand into additional UK regions or even pursue foreign markets. This would involve conducting market research to identify regional preferences, build out distribution channels, and modify marketing plans to address the unique requirements and cultural quirks of those regions.
Product Development - Product development entails introducing new tea products or variations to the existing product line. Tea People can innovate by creating new flavors, blends, or specialty teas to cater to evolving consumer preferences. They can conduct market research to identify trends and customer demands, and then develop and launch new products that align with their brand and quality standards.
Diversification - Diversification requires the corporation to launch new items that are unrelated to its current offerings in new markets. Tea By extending their product line beyond tea people ltd can think about diversification. As an example, they could expand out into complementary goods like tea accessories, gift baskets, or even health and wellness items. This would include thorough market research, analysis, comprehension of customer needs, and even the creation of new partnerships or skills.
Tea People can grow their client base, boost their market share, and promote sustainable growth in the tea sector by combining market penetration, market expansion or even product development in a well-balanced approach. If I would go for a price strategy it would be harder to maintain the company's main goal and that is fair trade and better life for tea growers. The company had high-quality tea and it would be hard to go for low prices to attract customers. I am not aiming for product development either, they also already have a huge variety of teas available and in their section, BESPOKE on the website is an option od personalised tea blends. They also started offering a range of tea accessories such as pots and strainers etc. They could expand on some new products but I do not think it is necessary, as more products will increase their need for storage. And other brands in the UK are offering accessories in large numbers. Tea People does international delivery but does not promote internationally, they only have one Instagram account, one TikTok account and one website, all English. I would like to propose a new Market Penetration strategy since their main aim is to support local tea grooving areas and deliver sustainable services to the customers. It is well known in the market world that more and more people care about sustainability and eco-friendly products and services. Tea People offers this already. They focus on helping and giving back to the community, they already have a wide range of teas, good quality products, and insured suppliers as the founders of the organisation grew up locally in India, their prices are good and products have value, they not only offer tea but personalised teas and tea pots and tea accessories. The right marketing and inside sneak peak into where is the tea coming from and how it is pursuance can also help others ( Tea People LTD donate it is 50% of its profit back to communities) will be a great opportunity how to expand. 
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Current marketing strategy 
Tea people ltd operates only online, teas are available on their website. Tea people ltd uses social media with little over 3400 followers and also TikTok with less than 100 followers. There is some regular engagement from the company but the new strategy should be more interesting and bring more customers in. Current social media engagement is pretty consistent. They usually post every day but their content is not engaging with an average of 10 likes on each post. That would mean, they are only reaching and satisfied about 0,3%. Tea people are proud to be sustainable Enterprise has high-quality products and a positive impact on customers and tea growers. Tea people invest in projects such as Education in tea growing areas, Healthcare in those areas, Woman Empowerment projects with financial support and skill training etc.  Enterprise is in a good position to be more seen with a good marketing strategy. 
New Marketing strategy proposal 
The aim of this strategy is to gain more social medial followers and even fans. I want to develop ways how to share inside the organisation and their projects of how they help the community. I want customers to see the benefits and good impact they are making by buying tea with Tea People. I want to outline the customer investment in sustainability. I want customers to memorise the Enterprise name and mention it in conversations. 
Social Media Audit -  Over 3400 Instagram followers with only 0,3 engagement, TikTok with around 80 followers. Instagram content is pretty regular, new posts every day, but they could improve on what they post and how they communicate with the audience. They keep repeating the same pictures or the same labels. They do not use important hashtags and so its is hard to reach new tea lovers because it will not appear in new customers' feed. 
Target Audience – The target is mainly people with a love for tea from young to middle age or seniors. Tea People could be associated with health coaches, spiritual believers, healers, charity, help organisations, coffee shops, bars, breakfast clubs, and restaurants. Wide range of potential customers. Those people who are interested in high-quality tea, sustainable run, and of course help to the tea growing areas and it is workers. 
Product Expansion – Tea People has a wide range of teas available, they even have the option on their website for customers to create their own blend. Unfortunately, it is only for wholesale customers. The idea of personalised tea could be successful if offered to regular customers. In such a connection with qualified health providers, customers could get tea blends specific to their needs and taste. Or even create their own blend through the website. With assistance or without. Also, they could include something new in a new gift section – something that will support the kids in India for example certificate of “owning one tea tree” and a profit could go towards the families and brand name reputation. 
Marketing and Promotions – Development of target marketing promotion campaign to spread awareness of the brand, its story and its goals. Highlight unique selling points, such as ethical sourcing, sustainability practices, or specific health benefits, to differentiate Tea People from competitors. Invest in online advertising, indoor posters or open interviews and talk about this brand and what they do. Engage personally with coffee shops and came up with some offers so coffee shops see the benefits and consider switching their tea supplier. And the last, most important – Social Media customer interest. Tea People business is unique because they donate 50% of the profit to the community. They should highlight this on their social media so the customers see. They Use consistent brand colors, fonts, and imagery to create recognition and build a cohesive brand image. Create an appealing bio or "About" section that faithfully captures the spirit and principles of the company, provide helpful hints or tutorials, important industry insights, and compelling stories. To keep the audience interested, they should combine different media types like photographs, videos, live feeds, and interactive information. Respond to comments, messages, and mentions from your audience in a quick and authentic way to engage them. When possible, personalise interactions and express appreciation for your customers.
Tea People has the great opportunity to gain more followers by showing customers and followers where the tea coming from, more videos and reals about the actual places and people that grow the tea. They should engage on daily basics and present how they are manufacturing the tea, doing life streams and showing the process and tea journey. Also where they invest the money, videos from school in India. They have many pictures of a tea bag on their Instagram and they have pictures or the location and local farmers on their website but people like to see videos. Real-time videos. Taken no, posted now. Great example is the Instagram of 24 years girl from Malawi, Zuzu. Her Instagram is @tusuiweyana and she was able to grow record 706.000 Followers in three months. She started with adopting 4 kids then 10 kids and at some point, she had 13 kids under her care in her age. She started posting videos in Instagram few months ago. Explaining her journey and her goals. She started documenting her everyday life, making natural soaps and skin care for sale in order to help the children. Because she was documenting every day showing where the money goes, people started supporting her, even donating money. She was able to take more kids in and document everyone's journey. She started growing herbs and vegetables from all the donations and money she make, in order to produce more for sale. Her work became so inspiring and now she has a little over 100 children under her care and over £200,000 on her GoFound account. She is able to sell products online all over the world because people see the positive impact of the natural source and do want to support her and her community. Tea People claims their vision and mission is to stop poverty in the tea growing locations and they do help them by giving away 50% of sales. And I do believe that this is the way to succeed. Yana is one of the greatest examples. 

[bookmark: _Toc134184399]Stakeholder Analysis 
Stakeholder analysis will help me with the process of identifying and understanding the various stakeholders involved in a business and assessing their interests, expectations, and potential impact on the organization.Tea People Ltd must interact with its stakeholders, pay attention to their expectations, and take these factors into consideration while making strategic decisions. Tea People can establish relationships, promote trust, and build a sustainable company that responds to the demands of its stakeholders by addressing stakeholder expectations.
Customers – Highly important stakeholders, they demand high-quality tea goods, a wide selection, affordable prices, exceptional customer service, and simple purchasing processes. They have a huge power to influence the success of the enterprise through their support and preaches. There is lots of Tea brand in the UK so it is very easy to buy tea somewhere else. 
Suppliers – Maintaining good relationships with the suppliers is very important, Enterprise supports tea growers and their community, but they are not the only supplier they use for the brand to run successfully. They use packages, delivery services etc. They expect appreciation, fair pricing, and payments on time. 
Employees - Employees have expectations for a fair wage, opportunities for advancement in their careers, a welcoming workplace, and participation in decision-making. They have vital information and skills, and the success of the business depends on their dedication and productivity. Employees have exert power because they can look for employment elsewhere. 
Shareholders - They could be expecting financial growth, dividends, and rising share prices. They have a lot of influence since they can use their voting rights and investment options to affect the company's leadership and strategic decisions.
Government: The legal and regulatory environment in which Tea People Ltd. operates It is essential to follow rules and requirements related to taxes, labour legislation, environmental sustainability, and food safety. It is essential to take into account their expectations because they have the power to impose restrictions, restrict activities, or change industry standards.
Competitors - Competitors have their own expectations and strategic interests. They want to increase market share, draw in clients, and set their goods apart. In order to successfully position oneself in the market, Tea People Ltd needs to understand the strategies and goals of its competitors.
Non-Governmental Organisations - NGOs working in areas such as labor rights, sustainability, and ethical sourcing may have expectations regarding responsible business practices. Their power lies in their ability to raise awareness, advocate for change, and potentially impact Tea People Ltd's brand reputation.
It is critical to evaluate each stakeholder's relative strength and influence after having identified them and their expectations. Stakeholder power may be affected by elements like access to resources, degree of organisation, credibility, and dependence on the business. The main focus here is customers which affect the growth and success of the enterprise. And good skilled employees that can drive this organisation to success. My Proposed strategy is Marketing. It is really important to have the right people to generate the content for customers to remember this brand. 
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Strategic direction implementation can be a little difficult for Tea People Ltd as an SME. However, there are a few important recommendations to take into account for implementation and future developments to achieve their goal. 
It is very important to define clear and realistic goals, that align with the company's vision and mission. Making sure those goals are achievable and measurable. This will help the company's direction and progress evaluation. Analyse customers’ needs and wants. Making sure they provide what the customer demand (not only products but services also, including marketing practices, as people like to see the background and journey of the products). Tea People should also invest in Employee development as they basically run the company and are responsible for customer engagement and social media. They should provide training programmes and the opportunity to travel to tea growing areas etc to capture all those moments for their new marketing strategy. Also recommend building new connections and collaborations with people that have influence, healthcare providers or wholesale buyers such as coffee shops, tea houses, or even promotions to the yoga centre.  And of course – monitor and adapt. Review while keeping an eye on key performance indicators regularly to assess the progress of strategic objectives. Maintain flexibility and be prepared to adjust new strategies in response to changes in the market, client feedback, and new trends. For SMEs to succeed, flexibility and responsiveness are essential.
[bookmark: _Toc134184401]Conclusion 
After critically evaluating the current company state and it is vision and mission of SME - Tea People Ltd, I believe that they are in a great position to expand in the market and grow their sales, make more revenue and be able to help more the Indian local tea growing areas as that was the initial idea and goal. Their greatest strength is their sustainability concept and charity activity. By following the proposed strategies and remaining proactive, Tea People Ltd can overcome the challenges faced by SMEs and create a strong foundation for long-term success. Through a customer-centric approach, the right marketing, continuous improvement, and a focus on innovation, Tea People Ltd can position itself as a leading player in the tea industry, delivering high-quality products and exceptional experiences to its customers. 
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