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Strategic management is an essential component of effective business operations, as it entails the establishment of objectives, the development of strategies, and the formulation of decisions to guarantee the organization's long-term success and sustainability. Strategic management has evolved from a prescriptive approach, in which strategies were developed in a top-down manner, to a more emergent approach that acknowledges the significance of adapting to changing circumstances and uncertain conditions, as per Mintzberg, Ahlstrand, and Lampel (2009). Effective strategic management is indispensable for organisations to accomplish their objectives, maintain their competitiveness, and adjust to fluctuations in the business environment. Strategic management enables organisations to effectively allocate resources, set direction, monitor progress, and elucidate their purpose to achieve their objectives, as per Johnson, Whittington, and Scholes (2017). It also allows organisations to make informed decisions, respond to challenges in a proactive manner, and identify opportunities and hazards. Strategic management is essential for the success of any business, as it enables organisations to establish a sustainable competitive advantage, distinguish themselves from competitors, and achieve superior performance. Barney (1991) posits that a well-crafted strategy can result in the creation of a sustainable competitive advantage by enabling the development of valuable resources and capabilities that are challenging for competitors to replicate. 
To identify and critically analyse the strategic direction of Rude Health, an investigation will be conducted using a variety of tools, including PESTLE, SWAT, and VRIO analysis, to formulate and implement new effective strategies that will enable the organisation to navigate the complexities of the business environment, capitalise on opportunities, and achieve its long-term objectives.
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Description automatically generated]Rude Health, a British food and beverage company, was established in 2005 by Nick and Camilla Barnard. It is recognised for its assortment of organic and natural products that encourage sustainable living and healthy dining. Rude Health's objective is to produce food and beverages that are edible, nutritious, and ethical, and that promote overall well-being. 
Among the products that Rude Health provides are dairy-free beverages, breakfast cereals, munchies, and baking ingredients. No artificial additives, preservatives, or processed sugars are used in their high-quality, natural goods. Rude Health uses sustainable and ethically sourced ingredients in its vegan, gluten-free, and dairy-free products. Rude Health promotes community and health in addition to sustainability and quality. The company holds seminars, events, and campaigns to encourage healthier, more mindful living. Rude Health products are sold at major supermarkets, health food stores, and online merchants in the UK and abroad as of 2021. Being transparent, sustainable, and innovative in the food and beverage industry has earned it praise. The innovative food and beverage startup Rude Health is changing healthy eating perceptions. Rude Health, an industry pioneer, promotes ethically manufactured, nutritional, and natural products to help people live better, more sustainable lives (Rude Health, 2023).Figure 1. Company's Logo



2. [bookmark: _Toc171199841]Organization’s present strategic direction evaluation

Implementing new strategies can have a significant impact on a company's performance and competitiveness. Research has shown that strategic planning and execution are critical for business success. Here are some key points on how new strategies influence a company and their importance:
1. Improved Performance: Implementing new strategies can lead to improved performance metrics, such as increased revenue, profitability, market share, and customer satisfaction. According to a study by McKinsey & Company, companies that excel at strategic planning and execution achieve 12% higher revenue growth than their peers.
2. Competitive Advantage: Developing and implementing innovative strategies can help a company differentiate itself from competitors and gain a competitive advantage in the market. As stated by Michael Porter, a renowned strategy expert, "Competitive strategy is about being different. It means deliberately choosing a different set of activities to deliver a unique mix of value."
3. Adaptation to Market Changes: In today's dynamic business environment, companies need to continuously evolve and adapt to changing market conditions. New strategies enable companies to respond effectively to market trends, technological advancements, and customer preferences. As noted in a Harvard Business Review article, "Companies that are successful at strategy execution are good at recognizing and addressing changes in their environment."
4. Long-Term Sustainability: Strategic planning helps companies set long-term goals, identify opportunities for growth, and mitigate risks. By implementing new strategies that align with their vision and objectives, companies can enhance their long-term sustainability and resilience in the face of challenges. According to a study published in the Journal of Business Strategy, "Strategic planning is positively related to firm performance and long-term survival."
By investing in strategic planning and execution, companies can navigate complexities and achieve their business goals effectively.
Small and medium-sized enterprises (SMEs) like Rude Health employ various strategies to stay competitive and drive growth in today's business environment. The strategies implemented by the company in present are:
· Digital Transformation: Rude Health is implementing digital technologies such as E-commerce, Cloud computing, IoT, Digital Marketing, and Virtual Reality to improve operations, customer experience, and efficiency. These technologies enhance training programmes, immersive experiences, and consumer engagement in sectors like education, healthcare, and entertainment.

· Customer-Centric Approach: Focusing on understanding customer needs and preferences to deliver personalized products or services and build long-lasting relationships. 

· [image: IMPACT_REPORT_20107023_FINAL.pdf - Google Chrome]
Figure 2. Rude Health's customer relationship example (via Impact Report 2023)

· Innovation and Product Development: When it’s about investing in research and development to create new products or services that differentiate them from competitors and meet evolving market demands, Rude Health are leaders, their products and services are top quality and new on the market.

· Strategic Partnerships: Collaborating with other businesses, suppliers, or industry partners to expand market reach, access new resources, or enhance capabilities. “No company is an island, no matter how much coconut milk they drink. That’s why at least 5% of our profit goes to charity. And why we partner with bold and brilliant causes like Chefs in Schools, Fareshare, and Age UK. For a brighter future” (Nick Barnard, Co-Founder and Executive chairman).  

· Cost Optimization: Implementing cost-cutting measures, improving operational efficiency, and optimizing resources to maintain profitability and sustainability. Only in 2023 Rude Health successfully become a 0 waste to landfill company and reduced their waste to 75%. As part of their mission is to make the healthy and sustainable choice a celebration, not a sacrifice, they are committed to be a Net 0 by 2030. 

· Marketing and Branding: Developing strong branding strategies, utilizing social media and digital marketing channels, and creating compelling marketing campaigns to attract and retain customers. For example, diverse events and meetings with customers outside the online world.

[image: The Rude Health Summer Soaker Goes On Tour 2022 - Google Chrome]
Figure 3. Events organised by Rude Health (source: rudehealth.com)
·  Sustainability and Corporate Social Responsibility (CSR): Incorporating sustainable practices, ethical sourcing, and CSR initiatives to attract environmentally conscious consumers and enhance brand reputation. Rude Health are certified BCORP, which means that they have been verified by B Lab to satisfy rigorous standards of social and environmental performance, transparency, and accountability.
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VMOST analysis is a strategic planning tool that assists organisations in the identification of their vision, mission, objectives, strategy, and tactics. VMOST was developed by Rakesh Sondhi, a business consultant, in his 1999 book, Total Strategy. VMOST analysis guarantees that all endeavours within the organisation are purposeful and contribute to the attainment of its long-term objectives by coordinating strategic objectives with operational activities.
Vision: Rude Health's vision could be to create a world where everyone can enjoy delicious, wholesome, and nutritious food products that promote health and well-being. 
Mission: Rude Health's mission is to provide high-quality, ethically sourced, and nourishing food products that cater to a range of dietary needs and preferences. They strive to create a community of like-minded individuals who value transparency, authenticity, and sustainability in their food choices.
Objectives: Increase market share by 15% within the next year. Become Net 0 by 2023. Expand product offerings to include more plant-based and gluten-free options to cater to a wider customer base. Enhance brand recognition and customer loyalty through targeted marketing campaigns and collaborations with influencers.
Strategies: Diversify product range to include new, innovative offerings that align with current food trends and customer preferences. Develop strong partnerships with retailers, distributors, and foodservice providers to increase distribution and reach new markets. Invest in consumer education and engagement to raise awareness about the benefits of wholesome, nutritious foods and promote a healthy lifestyle.
Tactics: Launch a new line of plant-based products to capitalize on the growing demand for vegan options. Collaborate with local farmers and producers to create limited-edition, seasonal products that highlight regional flavours and ingredients. Participate in industry events, trade shows, and food festivals to showcase products, connect with consumers, and gain market insights.
This analysis will help Rude Health prioritize its resources, set clear goals, and create a roadmap for success in achieving its desired outcomes.
4. [bookmark: _Toc171199843]VRIO Analysis 

To conduct an internal evaluation of company resources and capabilities a VRIO analysis will be utilised. Proposed by Jay Barney in 1991, VRIO is a business analysis framework that is integrated into a company's overarching strategic plan. VRIO stands for Value, Rarity, Imitability, and Organization. Rude Health's VRIO Analysis:
Value: Health-conscious shoppers love Rude Health's natural, nutrient-dense food items. As demand for socially responsible products rises, the company's ethical sourcing, sustainability, and production transparency increase value. Rude Health's brand identity and dedicated consumer base boost its market worth.
Rarity: Rude Health's focus on ethically sourced products and unique product formulations distinguishes them from competitors who may minimise costs or employ synthetic additions. The company's commitment to providing a variety of plant-based, gluten-free, and allergen-friendly alternatives that taste fantastic and are nutritionally better unique. Rude Health's branding and marketing emphasise authenticity, humour, and personal connections, making it rare and distinct.
Imitability: Competitors could copy Rude Health's business strategy and products, but its commitment to sustainability, ethical sourcing, and industry alliances may be difficult. Rude Health's brand identity and client loyalty are hard to imitate and need ongoing effort and investment in consumer relationships and trust. Continuous innovation, product development, and market research help the organisation stand out from competition.
Organization: Rude Health's success and competitive advantage come from its culture of creativity, cooperation, sustainability, and customer-centricity. Leadership's strategic vision, industry experience, and social responsibility boost the company's strengths and competitiveness. Employee development, empowerment, and engagement at Rude Health promote innovation, excellence, and continual progress.
Based on the VRIO analysis, Rude Health has several internal resources and capabilities that provide it with a sustainable competitive advantage in the market. By leveraging its unique value proposition, rarity, and organizational strengths, Rude Health can continue to differentiate itself, drive growth, and maintain a strong position in the increasingly competitive food industry.
5. [bookmark: _Toc171199844]Value Chain Analysis

Value Chain Analysis is a strategic management tool that identifies customer-value-generating firm operations. Michael Porter's 1985 book "Competitive Advantage: Creating and Sustaining Superior Performance." presented the idea. Primary activities develop and distribute a product or service, while support activities enable them. Through value chain analysis, a company can discover its strengths, shortcomings, and opportunities for change to increase performance and competitiveness. Value Chain Analysis is an important part of Porter's Five Forces framework, which helps organisations understand their market position and develop strategies to gain an edge.


[image: A diagram of a health value analysis]
Figure 4. Rude Health Value Chain Analysis Diagram
This diagram offers a comprehensive examination of the diverse activities that comprise Rude Health's value chain, emphasising the areas in which the company can concentrate to enhance its overall performance and generate value for its customers.
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In the current competitive and dynamic business environment, businesses must resort to environmental surveillance tools, including SWOT analysis, to maintain a competitive edge. SWOT analysis enables organisations to recognise their internal strengths and vulnerabilities, as well as external opportunities and threats, thereby enabling them to make informed decisions and develop effective strategies. Lee et al. (2017) conducted a study that revealed that environmental scanning tools, such as SWOT analysis, have the potential to substantially impact organisational performance and assist businesses in achieving their strategic objectives.
	Strengths
	Weaknesses

	Strong brand reputation: Rude Health is known for its high-quality, natural, and organic products that appeal to health-conscious consumers.
Diverse product range: Rude Health offers a wide variety of products including cereals, nut milks, snacks, and drinks, catering to a broad customer base.
Focus on sustainability: Rude Health is committed to using ethically sourced ingredients and sustainable practices, appealing to environmentally conscious consumers.
Innovative product development: Rude Health continuously introduces new and innovative products to meet changing consumer preferences and trends.
	Limited market reach: Rude Health may have limited market penetration in some regions, limiting its growth potential.
Higher price point: Rude Health products are priced higher than conventional products, which may be a barrier for price-sensitive customers.
Dependence on external suppliers: Rude Health relies on external suppliers for its ingredients, which may pose risks related to supply chain disruptions.

	Opportunities
	Threats

	Expansion into new markets: Rude Health can explore opportunities to expand its product offerings and presence into new markets or geographic regions.
Product diversification: Rude Health can consider diversifying its product range further to capitalize on emerging consumer trends and preferences.
Online presence: Rude Health can strengthen its online presence and e-commerce capabilities to reach a wider customer base and increase sales.
	Intense competition: Rude Health operates in a competitive market with numerous players offering similar products, posing a threat to market share.
Changing consumer preferences: Shifts in consumer preferences towards alternative products or brands may impact Rude Health's sales and market position.

Regulatory challenges: Regulatory changes and compliance requirements in the food and beverage industry may pose challenges to Rude Health's operations and product offerings.



In general, Rude Health's strengths are its innovative approach, sustainability focus, product line, and robust brand reputation. The company may implement strategies such as market expansion, product diversification, and the enhancement of its online presence to address weaknesses and capitalise on opportunities. Furthermore, Rude Health's ongoing market success will be contingent upon the monitoring and resolution of threats associated with competition, evolving consumer preferences, and regulatory challenges.
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Competitive analyses are indispensable for any organisation that intends to be successful in a highly competitive and congested marketplace. Conducting competitive analyses on a regular basis can be advantageous: 
· Comprehend your industry and market
· A comparison of your results with those of your competitors is recommended.
· Assess the areas of your strategy that your competitors have addressed to identify any deficiencies. 
· Formulate strategies and tactics that will effectively communicate your distinctive value proposition. 
· Acquire a competitive advantage over your competitors by remaining informed about market changes.
To conduct this analysis, as competitors had been selected 3 similar companies: Alpro, Quarter Oats and Nature’s Path.
[image: ]


In general, Rude Health, Alpro, Quater Oats, and Nature's Path each possess their own unique strengths and weaknesses in the health food market. By comprehending the strategies of their competitors and conducting an analysis of their own strengths and vulnerabilities, each brand can establish a competitive advantage and sustain its market expansion.
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Stakeholder analysis is a strategic tool that businesses employ to identify and prioritise key stakeholders and their interests, thereby enabling them to effectively engage with them and achieve organisational objectives. In the case of Rude Health, a London-based food and drink company that specialise in organic and natural products, the following stakeholders can be identified:
· Customers: Customers are a key stakeholder for Rude Health, as they are the primary users of the company's products.
· Suppliers: Rude Health relies on suppliers for ingredients and resources.
· Distributors and Retailers: Rude Health relies on distributors and retailers to offer their products to consumers.
· Rude Health's employees supply products and services to clients, making them valuable stakeholders.
· Investors funding Rude Health expect a return.
· Regulatory Authorities: Rude Health relies on regulatory authorities to enforce food safety, quality, and other restrictions.
· Community and NGOs: Rude Health's sustainability, ethical sourcing, and social responsibility may interest the community and NGOs.
[image: Stakeholder Mapping Template | Visual Paradigm Online - Google Chrome]
Figure 5. Stakeholders Analysis of Rude Health
Rude Health can evaluate the significance and influence of each stakeholder group on the company and devise strategies to effectively engage with and address their needs and expectations by utilising this stakeholder analysis matrix.
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Implementing new market strategies can help businesses like Rude Health grow and be sustainable in several ways:
Expanded brand recognition and customer base: Rude Health can enhance its brand visibility and extend its audience by sponsoring events, expanding distribution channels, and collaborating with influencers. Ultimately, this can result in increased market penetration, customer acquisition, and product sales, which will drive business growth (Khanna and Palepu,2000).
Diversification and innovation: Rude Health can diversify their product portfolio and adapt to evolving consumer preferences by introducing new product lines and providing personalised nutrition services. This has the potential to improve competitiveness, foster innovation, and guarantee long-term sustainability in the ever-evolving health and wellness market (Alexy and Salter, 2013).
Customer engagement and loyalty: Rude Health can enhance customer engagement, establish brand loyalty, and retain existing consumers by implementing a loyalty programme and providing personalised services. Customers who are satisfied and loyal are more inclined to make subsequent purchases, recommend the brand to others, and contribute to sustainable revenue growth (Lemon and Verhoef, 2016)
Rude Health can achieve long-term sustainability, enhance competitiveness, and promote business growth in the highly competitive health and wellness industry by implementing these new market strategies.

10. [bookmark: _Toc171199849]SAFs Analysis and Recommendations

Selecting the appropriate business strategy can be a challenging endeavour, let alone evaluating its effectiveness and utility. Therefore, to make the right decision, the initial step is to establish a criterion for evaluating the options. A practical method is to evaluate each option based on its Suitability, Acceptability, and Feasibility (SAF). Johnson, Scholes, and Whittington contend that a strategy must meet these three criteria to be successful. Consequently, the implementation of a SAF strategy model is an effective method for conducting an impartial evaluation of all available alternatives. In this case to identify the most appropriate strategies for Rude Health from the options listed above, a SAF matrix is elaborated.

	SAF matrix
	Strategic options 

	 
	Loyalty programs
	New product lines
	Personalized plans
	Collaboration with influencers

	Suitability
	8
	9
	8
	7

	Acceptability
	9
	6
	8
	8

	Feasibility
	8
	8
	9
	6

	Total
	25
	23
	25
	21



After conducting an analysis of each component of the SAF model, it was determined that the organisation prioritises certain criteria and concepts. The strategy that achieved the highest score and satisfies each of the suitability, acceptability, and feasibility criteria that were selected is ultimately the most advantageous choice for the business. In this case the loyalty programmed and personalised plans are the most advantageous options for Rude Health to implement.
Recommendations:
Offer personalized nutrition services: Rude Health can offer personalized nutrition services such as meal plans, online consultations with nutritionists, and customized product recommendations to enhance customer engagement and loyalty.
Implement a loyalty program: Rude Health can introduce a loyalty program to reward repeat customers and encourage them to purchase more products. This can help increase customer retention and drive sales growth.
11. [bookmark: _Toc171199850]Strategy Implementation

The successful implementation of new strategies, such as personalised nutritional services and loyalty programmes, necessitates a well-planned approach. The following are a few measures that will assist you in the effective implementation of these strategies: 
· Create a detailed implementation plan: Create a detailed roadmap outlining the new strategy's steps, timetable, and responsibilities. Set goals and milestones to track progress. 
·  Ensure key resources are available: Provide the funding, staff, and technology to offer tailored nutritional services and loyalty initiatives. Guarantee the team has the training and skills to execute strategies. 
· Spread the method: Inform employees, customers, and suppliers of new initiatives and their benefits. Encourage implementation stakeholders to support and buy-in. 
· Develop focused marketing strategies to promote tailored nutritional services and loyalty schemes to current and new customers. Organise marketing and promotions. Create awareness and engagement with email marketing, in-store promotions, and social media. 
· Monitor and assess progress: Set measurements and KPIs to track implementation success. Regularly assess the new initiatives' impact on financial performance, customer happiness, and corporate goals. Adjust as needed to improve results.
· Provide guidance and instruction: Give personnel training and resources to comprehend new ideas and deliver tailored nutritional services and manage loyalty initiatives. 
· Collect input from customers, staff, and stakeholders to enhance strategy efficacy. Get input and adjust. Always improve the implementation strategy based on feedback and market conditions. 

By adhering to these procedures and investing in comprehensive planning, communication, monitoring, and adaptability, it is feasible to execute personalised nutritional services and loyalty programmes within Rude Health organisation.

[bookmark: _Toc171199851]Conclusion 
In conclusion, to remain competitive and adjust to market fluctuations, it is imperative for an organisation to execute novel strategies. Companies that neglect to innovate and adapt their strategies are at risk of becoming obsolete and losing market share to more agile competitors. A company can enhance efficiency, streamline operations, attract new consumers, and increase profitability by implementing new strategies. In a business environment that is swiftly evolving, companies can guarantee long-term success and sustainability by consistently reevaluating and updating their strategies.
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Type

Company profile

Founded in 2005 in 

London, UK. They are 

known for their range of 

organic and natural food 

products, with a focus on 

promoting a healthy 

lifestyle.

Belgian company that 

was founded in 1980. 

They specialize in 

plant-based dairy 

alternatives, such as 

soy, almond, and oat 

milk products.

British company that 

was founded in 2014. 

They offer a range of 

oat-based products, 

including porridge, 

granola, and oat 

drinks.

Canadian company 

that was founded in 

1985. They are 

known for their 

organic breakfast 

cereals and granola 

bars.

Product and market 

overview

Offers a variety of 

products, including dairy 

alternatives, granolas, 

cereals, and snacks. 

They target health-

conscious consumers 

who are looking for 

natural and organic 

options.

Focuses on plant-

based dairy 

alternatives, such as 

milk, yogurt, and 

dessert products. 

They cater to 

consumers who are 

looking for vegan and 

dairy-free options.

Primarily offers oat-

based products, such 

as porridge, granola, 

and oat drinks. They 

appeal to consumers 

who are looking for 

healthy and 

sustainable breakfast 

options.

Specializes in 

organic breakfast 

cereals and granola 

bars. They target 

consumers who 

value organic and 

non-GMO 

ingredients in their 

food products.

Marketing strategies

Rude Health's marketing 

strategy emphasizes the 

natural and organic 

ingredients used in their 

products. They focus on 

promoting a healthy 

lifestyle and 

sustainability.

Alpro's marketing 

strategy highlights the 

benefits of plant-

based dairy 

alternatives, such as 

being vegan-friendly 

and environmentally 

friendly. They also 

collaborate with 

influencers and 

celebrities to reach a 

wider audience.

Quater Oats focuses 

on promoting the 

health benefits of 

oats and their 

sustainability 

practices. They often 

engage with 

consumers through 

social media and 

events to educate 

them about their 

products.

Nature's Path's 

marketing strategy 

emphasizes their 

commitment to 

organic and non-

GMO ingredients. 

They also promote 

their environmental 

initiatives, such as 

sustainable farming 

practices and 

packaging.

SWOT S

Strong brand reputation, 

wide range of product 

offerings

Established brand in 

the plant-based dairy 

market, diverse 

product portfolio

Specialization in oat-

based products, 

focus on 

sustainability and 

health benefits

Established brand in 

the organic 

breakfast category, 

commitment to 

sustainability

W

Limited market presence 

compared to larger 

competitors

Reliance on soy-

based products, 

potential backlash 

from consumers 

regarding GMO 

ingredients

Limited product 

range compared to 

competitors, 

relatively new in the 

market

Limited product 

innovation, reliance 

on North American 

market

O

Expand product line, 

enter new markets, 

capitalize on the growing 

demand for natural and 

organic products

Expand into new 

product categories, 

capitalize on the trend 

towards plant-based 

diets

Expand product line, 

increase distribution 

channels

Expand 

internationally, 

introduce new 

product lines



T

Increasing competition in 

the health food industry, 

potential supply chain 

disruptions

Competition from 

other plant-based 

brands, changing 

consumer 

preferences

Competition from 

larger brands, 

potential price wars 

in the oat-based 

product category

Competition from 

other organic 

brands, potential 

supply chain 

disruptions
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