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[bookmark: _Toc175241375]Executive summary
This report provides a thorough strategic analysis and growth recommendations for Protein Haus, a small fitness food shop specialised in healthy, nutritious meals and snacks designed for fitness enthusiasts and those who look after their health. It was founded in 2015 and offers high-quality, protein-rich products, including meals, snacks, protein bars, and smoothies. Despite its success, the company faces significant challenges, including competition from larger food companies. 
Using the SWOT analysis we can find the company’s strengths, weaknesses, and opportunities and the VRIO framework helps to internally assess the company’s core values, rarity, imitability, and organisation. The external environment is evaluated through a PESTEL analysis, which allows us to find what issues we might face and how to deal with them.
Using Porter’s Five Forces, the company can focus on the competitive market with high bargaining power of customers and significant threats from new entrants. Nonetheless, the threat of substitutes is relatively low due to the uniqueness of their products. 
The report also discovers several strategic growth options using the Ansoff Matrix. The most sustainable strategies include market insight by enhancing marketing efforts within the existing customers and product development by introducing new, innovative fitness food products that align with current health trends. This report will also do a stakeholder analysis using Mendelow’s Matrix.
The report will give a set of recommendations for the strategic implementation process. These include expanding the product line to include vegan, gluten-free, and dairy-free options and developing marketing efforts to increase brand awareness. If these strategies are successfully implemented, Protein Haus will stay in the market, increase customer loyalty, and achieve sustainable growth in the competitive fitness food industry.
[bookmark: _Toc175241376]Introduction
The purpose of this report is to deliver a strategic management analysis for Protein Haus, a small enterprise operating in the fitness food industry. As SMEs often encounter unique challenges such as limited resources and intense competition, this report aims to evaluate the company’s current strategic position, identify growth opportunities, and provide recommendations to ensure sustainable growth. 
To conduct a thorough analysis of Protein Haus’s internal and external environment, this report will use a variety of strategic management models and tools. Such as the VRIO framework – this tool will be used to assess the company’s internal resources and capabilities, deciding whether they have a sustainable competitive advantage. Then, there is PESTLE analysis, this tool will help to analyse the external environment and its factors affecting the company, such as political, economic, social, technological, environmental, and legal. Furthermore, Porter’s Five Forces model will let us evaluate the industry’s competitiveness. This model will examine the bargaining power of suppliers and customers, the threat of new entrants and substitutes, and the degree of competitive rivalry. Moreover, the Ansoff Matrix model will help identify potential strategic growth options, such as market access, market development, product development, and diversification. Lastly, Mendelow’s Matrix tool will assess the influence and interests of key stakeholders; to find out how their expectations align with the chosen strategy. 

[bookmark: _Toc175241377]Protein Haus strategy
To know a company's strategy, we need to find its vision, mission, values, goals, and objectives. These components provide an understanding of the company’s purpose, its long-term goals, and its specific strategies to achieve them. By understanding these elements, we can evaluate whether the company is on the right track to achieving success or if adjustments are needed.
Vision – it shows what the company wants to become in the future. A strong vision should be inspiring and provide clear direction for the company. Protein Haus’s vision is focused on being a leader in the food industry, known for healthy, high-quality, and nutritious meals, served daily. The company aims to provide excellent customer service and build strong customer relationships. The company is focused on growth and making a positive impact.
Mission – it shows the company’s purpose and how it intends to serve its customers and stakeholders. It should communicate what the company does, who it serves, and what makes it unique. Protein Haus’s mission is to have customer satisfaction and provide quality to the products and services provided. Their mission is also to help people stay fit and healthy by having a balanced diet and make their lives easier by saving time on cooking.
Values – it is a core principle that guides a company’s behaviour and decision-making. These values reflect what the company stands for and how it interacts with customers, employees, and other stakeholders. Protein Haus has strong values, such as integrity, innovation, and customer focus, that help to build a positive company culture and increase its reputation. It is important to stay honest with the customers with the products and services you provide. This is why the company focuses on consumers, making sure their needs come first. Likewise, by providing quality products, the company becomes trustworthy. Furthermore, by encouraging staff to work as a team and collaborate, the business creates a friendly environment, where everyone respects each other and is transparent.
Goals and objectives – goals are what the company aims to achieve, while objectives are the specific steps taken to reach those goals. As Protein Haus's goal is to expand its market, the objective includes increasing sales by launching new products (Gavrielatos. A., 2024).
Protein Haus has evaluated their strategy if their vision, mission, values, goals, and objectives support the company’s overall purpose. By finding any gaps in their strategy, they can adjust it to ensure long-term success.
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Strengths – they are internal factors that give a company a competitive advantage. Protein Haus has a strong brand reputation, and unique products and services, such as meal plans for the whole day: people can order their meals for the next day, breakfast, snacks, lunch, and dinners, and everything is prepared specifically for their needs. They also have loyal customers who come every day. Not to mention skilled employees, who are professionals with good knowledge of the products. All of this helps to attract more customers and grow as a brand. The company is also innovative, looking for new ways to improve its products and services. Additionally, the company is adaptable, and able to respond to changes in the market and customer needs quickly. These strengths help the company succeed and grow.
On the other hand, Protein Haus's weaknesses are limited financial resources. As it is a small company, they struggle with high operational costs. This can prevent it from competing with larger companies. Moreover, because it is a small company, it might not be known very well, making it harder to attract more new customers. By identifying these weaknesses, the company knows what areas to improve to remain competitive.
Opportunities – this is an external factor, that a company can develop to grow and succeed. Nowadays it is trending to look after your health and minimise dairy and gluten intake, Protein Haus can take it as an opportunity and offer new products to the market. Also growing demand for eco-friendly goods, the brand is in a position to offer sustainable options. It can also provide delivery services to reach more people who prefer shopping from home. Collaboration with gyms and fitness influencers could help the company build brand awareness and attract more customers interested in healthy lifestyles. These opportunities can help the company expand its market and increase sales. 
Threats – This can negatively impact the company. Increased competition or even changes in regulations that make it harder for business to survive. If the company has competitors around with similar products at a lower price, this can lead to losing customers. Besides, changes in consumer preferences or trends can also create a threat if the company does not adapt quickly. In addition, changing ingredient costs or issues with suppliers could increase product expenses and affect pricing. These threats require careful planning and flexibility to ensure the company stays competitive (Mind tools, 2024)
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The VRIO is an internal framework that is an essential tool for analysing the competitive potential of a company’s resources and capabilities. For Protein Haus, operating within the fitness food industry, this analysis evaluates whether its resources provide a sustained competitive advantage by examining their value, rarity, imitability, and organisational support (Messineo, 2024). 
Value – the first aspect of the VRIO framework assesses whether the company’s resources add value for the customer. Protein Haus created products to meet the specific needs of its target audience, such as protein shakes and juices, meal prep for busy people, healthy snacks, and so on. These offerings align with current market trends, including health and wellness, and sustainability. The company’s expertise in product development and customer service adds value by creating a strong brand reputation and ensuring high customer satisfaction, allowing the business to effectively meet customer needs.
Rarity – it is another critical factor for the company. The company’s ability to provide healthy, but tasty meals, snacks, and drinks, without any additives, this way helping people stay on track with their goals. Also, a meal plan for the day could be ordered in advance, so all a client needs to do is – come in the morning and collect their meals for the day. This rarity is particularly important in highly competitive industries where differentiation is key to retaining customers.
Imitability – while valuable and rare resources are crucial, imitability helps you to be ahead of your competitors. In Protein Haus’s case, certain products are difficult for competitors to replicate. For example, the company has found a unique ingredient mix to make meals low-calorie, tasty, and healthy, with a lot of benefits. It would be costly and time-consuming for our opponents to imitate. However, the company needs to continually innovate, to be a leader in this business.
Organisation – finally, Protein Haus must be well-organised and have a good strategy to bring those values to the customers. This means having the right structure and processes in place. Protein Haus demonstrates organisational capability through strong leadership and good decision-making processes. By aligning its organisational structure with its strategic goals, the company ensures that it can be valuable, rare, and hard to imitate. This also allows Protein Haus to not only create value but also sustain it over the long period, positioning the company for continued success in the competitive fitness food market (Cascade, 2023).
To conclude, through the VRIO analysis, it is clear that Protein Haus has a combination of valuable, rare, and challenging to imitate, which gives a competitive advantage.
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The PESTLE analysis provides an overview of external factors that influence the company. This analysis covers political, economic, social, technological, environmental, and legal factors, each of which plays a crucial role in building the company’s strategy and operations (Makos, J., 2024). 
Political – political issues have a big influence on Protein Haus' operation and development, especially when it comes to government regulations and policies. Such as tax policy, labor law, environmental law, food safety regulations, and political stability. It all depends on the government's support of the business. If they support small businesses through subsidies, it can boost the company’s growth. On the other hand, if there are strict trade policies, it could be harder for the company to expand internationally. Moreover, all health and safety regulations put pressure on the company to follow certain rules, which could lead to higher operation costs.
Economical – This factor is also important to the food industry. Inflation rates, interest rates, and overall economic growth impact Protein Haus sales and profitability. For example, when the economy is going down, people may spend less money on non-essential goods, which could lead to decreased need for Protein Haus’s products and services. Equally, a rising economy can increase consumer spending, providing growth opportunities. 
Social – this factor helps to understand what demography to focus on, what trends are at the moment, and what are the consumer needs. The increase in awareness of healthy lifestyles and eco-friendly products has helped to increase profit as people prioritise healthy living and there is a growing market for it. 
Technological – technology is evolving at a rapid pace, changing how businesses operate. It can provide a competitive advantage. For instance, food labeling and packaging all require technology. Even we can take orders from customers and deliver them to their doorstep. It is all because of new technology. However, staying ahead of the technology requires continuous development and investment.
Environmental – nowadays, this is one of the most important aspects. Everyone is trying their best to look after the planet. Protein Haus has introduced PLA (plastic-free) packaging, the meat and vegetables are sourced from local farms. All of this helps in the long run as it will reduce wastage and save the planet. 
Legal – last is the legal factor. It gives some challenges to the company, as we have to comply with the government requirements and laws regarding food safety standards, labor laws, and so on. This is very important to avoid legal penalties and stay a trustworthy company (Edrawmax, 2024).
Overall, PESTLE analysis highlights external factors. By understanding and implementing the right strategy, for these political, economical, social, technological, environmental, and legal influences, the company can make better decisions, have better and sustainable growth as a brand, and have a competitive advantage. 
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Porter’s Five Forces is a strategic tool for analysing the competitive factors that affect an industry’s profitability. Understanding these factors is essential for Protein Haus to build strategies that can help stay in the market. The model focuses on competitive rivalry, supplier power, buyer power, the threat of substitution, and the threat of new entry (Mind tools, 2024).
Industry rivalry – it looks at how much competition there is between companies in the same market. When competition is high, Protein Haus competes by lowering prices, creating new products, or spending more money on marketing. There are a lot of companies selling similar products, but Protein Haus always innovates their products and services to stand out and keep customers coming back.
The threat of substitute – it finds how many other products or services can replace what Protein Haus offers. If there are a lot of alternatives that are cheaper or better, customers might choose those instead, which could cause the Protein Haus to lose customers. However, Protein Haus has a good marketing strategy, offering promotions to be a leader in the business.
The bargaining power of buyers – it is all about how much customers have control over prices and product quality. In Protein Haus, if customers have lots of choices or can easily switch to another brand, they have more power. This could make Protein Haus lower its prices or offer better deals to keep customers. Also, if the company offers something unique, customers have less power, which means the brand can keep its prices higher and make more profit.
The bargaining power of suppliers – it is all about how much control suppliers have over the prices of the materials and resources the company needs. If Protein Haus depends on just a few suppliers for important materials, those suppliers have more power and might raise prices, which could increase costs for the company. Especially since the materials are high quality and hard to get from other places. However, Protein Haus orders from a few suppliers to have an option to choose from, so the business can easily switch to a different supplier, the suppliers have less power, and the company can keep its costs down.
The threat of new entrants – it shows how easily new competitors can enter the market and compete with the existing companies. Also, it all depends on things like how much money is needed, how easy it is to get products to customers, and how loyal customers are to current brands. If it is easy to start a new company, then we might face more competition, which could lead to lower prices and a smaller market share. Nonetheless, it is hard to enter the market, because it requires a lot of investment (Ferdinand, D.Y.Y. & Tresyanto, C.A., 2020),
In summary, Porter’s Five Forces Model helps the company understand the competition it faces in the food industry and create strategies to deal with challenges. By looking at the threat of new companies entering the market, the power suppliers and buyers have, the risk of alternative products, and the levels of competition, the company can better plan for long-term success.
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The Ansoff Matrix is a useful tool for a company to explore different ways to grow by looking at strategies related to its products and markets. It offers four main growth options: market penetration, market development, product development, and diversification. Each of these options provides a different path for a company like Protein Haus to expand and strengthen its position in the market (Peterdy, 2024)
Market penetration – it means increasing sales of the company’s current products in its existing market. The goal here is to gain a bigger share of the market by attracting more customers or encouraging existing ones to buy more. Protein Haus done this by lowering prices, running special promotions, and improving customer service. As the company operates in a crowded market, it focuses on boosting brand awareness or offering discounts to beat the competition. This is usually the safest growth option.
Market development – it involves expanding into new markets with the company’s existing products. This could mean entering a new region or country where people might want the company’s products but have not been able to buy them yet. It also could involve reaching out to new groups of customers in the current market by adapting to different age groups or lifestyles. This strategy is riskier than market penetration because it involves exploring and finding out about other markets, the ones you do not know anything about, and it can lead to significant growth if done successfully.
Product development – it focuses on creating new or improved products to sell to the company’s existing customers. This strategy is good for companies that already have a strong existence in their current market but need to come up with new ideas to keep up with changing customers’ needs or to stay ahead of the competition. Protein Haus improved existing products by changing protein powders to dairy-free/vegan, as there is a big demand for this. Also, the company is based in a very busy area, so offering daily prepared meal plans helped to attract people’s attention.
Diversification – it is the riskiest strategy in Ansoff Matrix, involving the introduction of a new product to a new market. This can be divided into related diversification, where the new products are similar to what the company already offers, and unrelated diversification, where the new products are completely different. For Protein Haus, diversification is expanding into a new market and offering a new product, for instance, expanding in Italy and offering gluten-free options, while Italians are all about gluten. While this strategy offers the greatest growth potential, it also comes with significant risks because the company would be entering areas where it has little experience with the offered products (Peterdy, K. 2024).
The Ansoff Matrix helps Protein Haus think about different ways to grow. By considering market penetration, market development, product development, and diversification, the company can choose the best strategy for growth, balancing the potential with the risks involved. 
[bookmark: _Toc175241383]Mendelow’s stakeholder analysis
Mendelow’s stakeholder Matrix is a tool that helps a company like Protein Haus understand and manage its key stakeholders. The Matrix categorises the stakeholders based on their level of interest in the company’s activities and their level of power to influence its outcomes. By understanding where each stakeholder stands, Protein Haus can better align its strategies with their expectations and manage relationships effectively (Oxford collage, 2024).
The Mendelow’s Matrix divides stakeholders into four groups based on two factors: power, which shows how much influence they have, and interest, which indicates how much they care about the company’s actions.
High power, high interest – stakeholders in this category have significant influence and a strong interest in the company’s activities. These are the most important stakeholders to manage because their approval or disapproval can impact the company’s success. The company’s investors and government are part of this group. Protein Haus has to engage with these stakeholders regularly, keep them informed, and consider their needs when making strategic decisions.
High power, low interest – these stakeholders have a lot of influence but are not interested in the company’s day-to-day operations. However, because of their power, it is crucial to keep them satisfied to avoid negative impacts. Government regulators might not be interested in the company’s products but have a high power for brand decisions. So, this is why it is important to keep them notified of any major projects. 
Low power, high interest – these stakeholders are very interested in the company’s activities but do not have much power to influence its decisions. Employees and customers cannot directly affect the company’s strategy, but their support is very important for long-term success. Protein Haus keeps these stakeholders informed and considers their feedback to improve products if necessary. 
Low power, low interest – these stakeholders have no power and very little interest in the company’s activities. Such as suppliers and competitors. Protein Haus does not need to invest much time or resources in them, but it is still important to monitor them in case their interests change (Professional Academy, 2024).
Using Mendelow’s Stakeholder Matrix, Protein Haus can better understand which stakeholders to prioritise and how to manage them effectively. For instance, when is the right time to change a strategy, such as entering a new market or launching a new product. The company can use this analysis to identify which stakeholders are more important to prioritise them. This tool also helps in allocating resources efficiently, ensuring that the company focuses mostly on those who are the most important to the company. 
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By analysing Protein Haus's internal and external factors, stakeholders, and growth strategies, the recommendation for Protein Haus would be to make a strategy plan that focuses on market development and product development, with a careful approach to diversification. This strategy will allow the company to expand its market while continuing to innovate its products, ensuring it is still competitive.
Protein Haus’s main strategy would be to enter new markets abroad where there is demand for the products provided but with little competition. It is important to do a thorough market research to identify the best areas to sell the products. Also, to keep up with changing customer preferences and stay ahead of competitors, Protein Haus should invest in the development of new products that line up with market trends. This can include improving existing products or introducing new ones. Innovation will be key to maintaining the company’s competitive advantage. 
By implementing these strategies, the business can focus on reaching the milestones. Like, short-term (0-3 months) – do market research for new areas, begin product development, and identify potential areas for expansion. Then there is the medium-term (3-12 months). By starting to enter new markets based on research findings, launching new products, and testing these products on a small scale of customers. Last, long-term (12-18 months), fully integrate into new markets and expand the products.
By following these recommendations, Protein Haus can strengthen its market position, grow its customers, and ensure long-term sustainability. If the company does not implement these strategies, it risks losing its clients and missing out on growth opportunities.
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In this report, we found current Protein Haus strategies and discovered various growth opportunities using different strategic management tools. Through this analysis, we identified the company’s strengths, weaknesses, opportunities, and threats, which helped to understand where the company stands in the market and what challenges it faces. Moreover, the external environment was analysed using the PESTLE framework, which showed important factors like political stability, economic trends, social and technological advancement, legal, and environmental impact on the company. Plus, Porter’s Five Forces model helped to assess competitive pressures in the industry, such as the threat of new entrants, and the bargaining power of the supplier and buyers. 
From this analysis it is clear, that Protein Haus has strong potential for growth, but it must carefully navigate the challenges caused by competition and external factors. The company’s internal strengths, such as its unique products and strong brand, give it a competitive advantage, but it must also address its weaknesses, such as limited resources. The opportunities identified, like expanding to new markets and developing new products, gives an opportunity for growth.
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