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[bookmark: _Toc100828505]INTRODUCTION

This report will look at three strategic management strategies for sustainability for the organisation Holland and Barratt.
This report will look at how the organisation adapts its micro environment to external factors by applying internal functions of business, strategies and objectives (Eidizadeh, 2017) by using Porters 5-Forces framework, SWOT and PESTEL analysis and a stakeholder analysis to analyse the organisations competitive environment.  he report will then go on to do a BCG Growth Share Matrix, SAFe Matrix and Ansoff matrix to identify the needs of the organisation to remain sustainable, competitive and keep its market share (Uchegbulam and Akinyele, 2015) of being a world leader in the health supplement industry.  It will then propose strategies based on the findings of the BCG Growth Share Matrix, SAFe Matrix and Ansoff matrix analysis tools. The report will conclude by using Lewin’s 3 step strategy and Force Field Matrix to determine how to implement the chosen strategy.
With over 150 years of experience Holland and Barrett are the market leaders for health and wellness being, they sell supplements, vitamins, dietary requirement food, sports nutrition and natural beauty goods.  They have 1,660 retail stores all over the world, generating a turnover of £700 million. However prior to the Corona virus lockdown, Holland and Barratt suffered a multi million pound loss of £25.9 million in the UK in 2019. This was due to rising distribution costs and administration expenses and ‘impairment of capitalised costs for a new IT project and some legal disputes’ (Cherubini, 2020). Business however turned around during the pandemic due to an increase in the demand for online shopping especially for vitamins and supplements as customers became more health conscious during the pandemic (Lordan, 2021).


[bookmark: _Toc100828506]1: STRATEGIC MANAGEMENT:

According to Fuetes et al (2020) Strategic management is developing a holistic understanding of an organisations strategic long term objectives and goals and plans of how to achieve them through their interaction with the internal and external environment. However they go on to say that whilst traditional formulation of strategies is ‘discrete, directional and differentiated’ they should also be ‘dynamic, uncertain and interactive’.
[bookmark: _Toc100828507]For example, currently Holland and Barrett’s competitive strategy is selling quality products at reasonable prices (Shevchenko, 2019). They use a multi-channel marketing strategy of stores, online and mobile app. They are also unique due to being environmentally responsible to be competitive (Zadek, 2006) through their ‘Plan-it Green’ campaign which recycles 90% of their waste making them a Green company.
1.1 PROCESS: in order to keep competitive advantage and market share, Holland and Barrett need to look at their long term survival with a strategic management plan.  These can be planned intended strategies like the vision and mission statement or unplanned emergent strategies due to sudden changes which can be taken advantage of (Mintzberg and Waters, 1985).  Systematic approaches looking at connecting the organisation to its environment to ensure continued success so that the organisation survives and grows into future and is sustainable. This is done by adding value to make profit (Ulrich, 1996), ie Holland and Barrett can do this by expanding their product range.
This is done through systematic process, which involves (Shujahat et al, 2017):
· Determining the purpose and aims of the organisation through its mission
· 5 year plan on how to achieve goals over time
· Assuring continued success in the future
· Protecting organisation from emergent situations ie pandemic
· Achieving competitive advantage

There are 5 basic steps to achieve this (Chang, 2006):
· Environmental scanning – external factors (i.e. Brexit, covid19 pandemic, etc)
· Internal scanning – strengths and weaknesses (SWOT)
· Strategy formulation (5yr plan)
· Strategy implementation (each year breakdown)
· Evaluation and control (looking at results to make sure plan works and take action to fix problems so on target).
This systematic approach is illustrated in the diagram below:
[image: ] (Barney & Hesterly, 2018, p. 27) 

Planned strategies can be looked at by the organisations functions which are at different levels: 
· Operational: operational goals and decisions are shorter and specific (daily, store level) i.e. staff absence, special offers
· Tactical: strategic goals/objectives (1 year, regional) i.e. monthly promotions, seasonal products
· Strategic: vision / mission decisions are longer and broader (5 years, whole organisation) ie going green
[bookmark: _Toc100828508]1.2 MISSION / VISION
Strategy describes how to achieve the mission of the organisation by long term planning and is about competitive advantage, which is measured through achieving greater market share (Sial et al, 2013). The mission should be a statement of values and have strategic intent which should be clear and have a ‘polygon of purpose’ and impact on performance and profitability. It should also be measurable so progress can be achieved and specify when results will be achieved too (Darbi, 2012). The Vision should describe where the organisation wants to be in the future (5yrs). 
Holland and Barrett’s mission statement is ‘to make health and wellness a way of life for everyone’ which is a good mission as it does indicate what they sell (Bart, 1998).  However, it is not saying how it will be sustainable or giving a timeframe of results and is not specific to which people it is targeting – ie rich or poor people? A good mission statement will be ‘specific but not too constraining’ (Markides and Papadakis, 1998). They could improve their mission statement by saying instead ‘to live a more healthy and sustainable life’. The mission is also limiting of services or products they could branch out too. The mission is also limiting for the store staff as they have targets to push the vitamins and supplements more as this is the demand but they shouldn’t just stick to these products but branch out and push other products that the organisation has missed out on for example, keto products. Another weakness of the mission statement is that it does not focus on mental health which is a rising problem currently, although one would associate mental health with the mission statement, the organisation is not really doing anything about this problem by offering any services, they could pick up on the psychological side in the future, ie healthy mind; healthy body, but currently they are just focusing on healthy body.  They have the scope in the future to work with the NHS for this.  They could also expand in the future by selling vitamins to schools. 
Their vision statement is ‘To enhance the well-being of our customers around the world by delivering the highest quality, best value nutritional supplements and wellness products, bringing wellness to the world one happy customer at a time’ (Holland and Barrett, 2022).  This does not really meet SMART (Jung, 2007) objectives (specific, measurable, attainable, relevant, time based) as the vision doesn’t give a time frame or 5 year plan or say how it will increase its customer base. It also focuses on products and not services which is not innovative enough or sustainable as it is easy to be imitated and undercut by competitors (Casadesus‐Masanell and Zhu 2013). This is especially important as environmental factors like the current war with Russia, higher national insurance, Covid19 pandemic, has affected customers spending power and how they purchase. Although Holland and Barrett have had an increase in online sales, their store sales have declined during the pandemic as people were going out less (Dunn, 2020), therefore they need to be more ambitious in what they sell and branch out by being co-opetive and working with other organisations.  For example, they could expand in the future by selling vitamins to schools or selling in gyms. 
To keep a competitive advantage as market leaders in the health industry, Holland and Barrett are required to continuously adapt and innovate against their competitors like Superdrugs and Boots (Adams et al, 2016).  This can be done through analysis of its structure using Porters 5-Forces to make strategies and control its behaviour in the environment.
[bookmark: _Toc100828509]1.3 PORTERS 5-FORCES is a framework which analyses the competitive market for profitability and growth by identifying each force to develop a competitive strategy (Goyal, 2020):
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[image: ][image: ][image: ]Table 1: PORTER’S 5 FORCES

Holland and Barrett can become more sustainable by looking at their competitive strategy using Porter’s Strategic Typology (Akan, 2006) :
· Cost reduction: based on reducing costs lower than competitors, ie through saving on labour costs by training store staff to multitask and reduce switching costs by locking in customers through loyalty reward cards/points.
· Differentiation: creating a unique product/service, ability to innovate and educate customers about what is special about the new product/service. 
· Focus: specialising in a niche market, relying on brand loyalty thus making market unattractive to competitors.

[bookmark: _Toc100828510]2: INTERNAL AND EXTERNAL ANALYSIS: 
The environment affects organisations, therefore the report will look at Holland and Barrett’s micro and macro environment using the tools Swot analysis for the micro environment and Pestle for the macro environment to analyse the changes that may happen in the future that would have an effect on their business (Bass et al, 1995).

[bookmark: _Toc100828511]2.1 SWOT ANALYSIS:
Swot analysis is done to understand the organisation and identify weaknesses, minimise threats, take advantage of opportunities and strengths to make business strategies and goals. However, it does have limitations like over simplification and not taking into account other organisations strengths and weaknesses (Jamali et al, 2017).
The ratings and importance are done on a scale of 1-5, 5 being the highest: the score is then found by multiplying the importance and rating. 

[image: ][image: ]Table 2: SWOT Analysis

From the SWOT analysis, we can see that one of the highest score of 25 is for having their own brand products. This is very important for Holland and Barrett as it has enabled them to keep the supplier power low and profits high (Mills, 1995) , thus reducing costs at selling as they manufacture the products themselves which is cheaper and so they can sell the products cheaper too. Their own brand vitamins and supplements are also their most popular products and have enabled them to stay competitive, as their competitors cannot sell this exact product other than in another brand.
Another important factor identified is the opportunity to collaborate with others to sell their own products which scored 25 this is something that Holland and Barrett can capitalise on to innovate a new strategy as their own products are also their best selling products and exclusive to them (Huang and Huddleston, 2009).
With shop sales declining the threat of rising shop rents which scored 25 in the SWOT is worrying for Holland and Barrett as this could affect their market share if their competitors like Boots who are also a well know high street store take over the market if Holland and Barrett need to close down stores (Ball et al, 2021).
After looking at these factors, it is clear that Holland and Barrett need to come up with strategies to minimise the threats like high shop rents and take advantage of the strengths and opportunities like their own brand products and working with other organisations.
[bookmark: _Toc100828512]2.2 PESTLE ANALYSIS:
It is important for organisations to do a Pestle analysis to identify factors that will affect their organisation (Çitilci and Akbalık 2020). Although the disadvantage is that it only looks at the external environment, it is beneficial to summarise the status of the business quickly and to help to identify the organisation threats in the future and make strategies to avoid and reduce their impacts (Yüksel, 2012).  
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The table above shows the factors that affect Holland and Barrett as well as looking at the level of importance, type, time frame, impact and potential on the company:
[bookmark: _GoBack]From the PESTLE analysis, shows that there are many factors that affect Holland and Barrett, for example, the changes in legislation and laws can affect new product launches (Shatskaya et al, 2016). The potential impact would be medium which would be seen in a 12-24 month time frame and is a negative type as it limits the production of products thus the impact is unknown if this is good or bad for the business as it limits the products but also reduces risks to customers so its importance is currently unknown. The rising energy prices is also an environmental factor that needs o be carefully considered as costs of running a store could be higher, this would have an impact on product prices unless other ways of cutting costs are looked at ie staff roles/intakes, alternative cheaper platforms of selling product i.e. online, etc. This will be seen over the next 12-24 months. Another legal factor would be minimum pay legislation, this would mean a smaller margin for Holland and Barrett and therefore less profit, however, well paid staff give loyalty and are motivated therefore give better service to the company and its customers (Ludviga and Kalvina, 2016).
Another important factor that the Pestle has identified is a social factor of people becoming more health conscious due to the pandemic, which has led to an increase in demand for vitamin and supplement sales at Holland and Barrett, therefore the potential impact is high and important which will be seen on over the next 24 months.  The changing legislation laws of clear labelling (LeCong, 2007) have benefited the organisation, as customers are happy and confident to buy the good quality supplements and vitamins at Holland and Barrett as opposed to buying inferior substitutes from their competitors like Boots. Therefore, the potential impact is medium but is important as it affects the profits and customer loyalty. However, Economic factors like price rises due to the war in Russia are also important; we will know the full impact over the next 12-24 months. Nevertheless, the potential and current impact is high as customers are more careful in how they spend their money with rising living costs and job uncertainty so Holland and Barrett need to keep their prices competitive and meet customer expectations (Rodríguez-Díaz, 2018).
[bookmark: _Toc100828513]3 STAKEHOLDER ANALYSIS:
Stakeholder holder analysis is done to identify the stakeholders that will have an impact on the organisation and grouping them according to the interest and power, they hold (Varvasovszky and Brugha, 2000).  It is a business strategy divides people into 2 groups: those that have direct contact with the organisation and those that done.   Those that add value to the organisation is the most important all others are secondary.  Stakeholders can be analysed by Power and Influence (Jepson and Eskerod, 2009). Power comes from their position in the organisation ie the CEO of Holland and Barrett would be the most powerful and the cleaner the least.  Influence comes from social relations, for example, a personal assistant would be the gatekeeper to the CEO.  
From the Mendelow Matrix analysis below (Van den Broek, 2020)  it can be seen that customers of Holland Barrett have high power but low interest as they arnt involved in making decisions or the running of the organisation, they do have some interest but it is limited. To manage them the organisation needs to check on them and keep them involved in some decisions i.e. through feedback and keep them updated through newsletters.  Customers would be kept satisfied by low prices and promotions.
The most important stakeholder with the most power would be the CEO as they have the most influence and is the key decision maker.  They would be kept satisfied by keeping costs down and keeping profits high.  They would need to be kept informed of profits, promotions and any arising problems this would be done through monthly meetings. 

 [image: ]
TABLE 4: Mendelow  Matrix

[bookmark: _Toc100828514]4: STRATEGIC GROWTH OPTIONS:
In order to stay competitive in the market and remain sustainable, Holland and Barrett need to look at new growth strategies.  Using the BSG (Boston Consulting Group) Growth Share Matrix to find out what the most profitable products are, the report will suggest three growth strategies and choose one using the SAFE tool, which will give Holland and Barrett more market share and profits long term. The report will then use Ansoff Matrix to define the strategy in relation to the market growth.
[bookmark: _Toc100828515]4.1 BCG GROWTH SHARE MATRIX:
The Growth Share Matrix helps to prioritise products / services to maximise profitability (Reeves et al, 2014).  It identifies the least and the most profitable products using 4 categories 
· Stars: HIGH SHARE / HIGH GROWTH
· Cash Cows: LOW SHARE / LOW GROWTH
· Dogs: LOW SHARE / LOW GROWTH
· Problem Child: LOW SHARE / HIGH GROWTH
These allow organisations to see where their most value can be attained from and what to remove for market growth and market share.
[image: ]
Table 5: BCG Growth Share  Matrix
The matrix above shows that the Star category which generates long-term sale and high ROI (return on profit).  The organisation needs to judge when market share will grow or shrink and invest when it is busy / high. The star is most desirable as it can be grown / developed and can be relied on long term (Mohajan, 2017). For Holland and Barrett this would be their multivitamins and Cod liver oil especially in demand since the Corona pandemic for the health conscious.
The Cash Cow category: usually needs less support and has less competition because of low growth.  The profit from these however can be used to fund the ‘Stars’.  For Holland and Barrett, this would their own range of herbal remedies like Aloe Vera. The matrix also shows that the products that are the Dogs can be a drain on organisation resources, which could be directed elsewhere, this is why Holland and Barrett have removed their chilled foods section.
[bookmark: _Toc100828516]4.2: SAFe Matrix (Suitability, Acceptability, Feasibility)
The three strategies that the report recommends are:
1) To go online and expand their problem child products of CBD which is becoming hugely popular as it is not available everywhere (due to Government guidelines of ingredients and strengths allowed) and in times of pandemic especially with new variants and illnesses emerging, CBD products (which are used to help with pain, anxiety, depression, etc) are increasing in demand.
2) To go into areas like mental health.  Holland and Barrett’s mission statement hints about mental health and wellness, yet they do not offer any services for customers or staff.  This could be addressed by offering counselling services in stores.
3) Selling their ‘Cash cow’ products of vitamins and supplements at gyms where people are already health conscious (Remus-Cristian, et al, 2015).  Making deals with gyms around the country to supply them and in the future maybe to other countries as well. Customer would also be able to earn loyalty points on purchases.
Holland and Barrett use SAFe Matrix to select a strategy. It uses a top down approach for strategic planning, looking at strategic analysis, strategic choice and strategic implementation using the 3 R’s: RISK, RETURN, REACT balancing risk against high reward return using the categories below (figure 1) scoring each category on a scale of 1-10. The option with the highest score is the best one strategy to use.
[image: ]
Figure 1: Source: Johnson, Whittington and Scholes, Exploring Strategy, 9th Edition, London: Pearson Education (Support Materials) 
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Table 7: SAFe Matrix
From the SAFe Matrix shows that Option 1 of the Gym strategy scored the highest mark showing that selling vitamin and supplements at gyms would be the best strategy for Holland and Barrett (Senekal et al, 2021).  It meets the organisations vision and goals focusing on health and wellness for everyone delivering the best nutritional supplements, which most gym users see as a beneficial lifestyle choice and many people now are health conscious due to increasing illnesses and the pandemic. It also takes advantage of the Opportunity factor in the SWOT of working with other vendors as well as the Strengths factors of brand loyalty, good reputation, value for money for own brand products to ensure customers buy the products and the incentive of loyalty points scheme ensures that customers stay loyal and purchase (Berman, 2006).  This strategy would also minimise the threats of high shop rents as it would cheaper to rent a small space or sell directly to the gym instead of paying high shop rents on high streets which would kep the main stakeholders, especially the CEO happy.
The other two options did not score high as the cbd products are still a problem child with no guarantees of high sales (Hossain and Kader, 2020).  The mental health strategy may also not be feasible is it would need specialist counsellors and private space on shop floors which may not be possible. 
[bookmark: _Toc100828517]4.3: ANSOFF MATRIX:
The Ansoff Matrix can further develop the winning strategy for market growth.  It gives four strategic categories and highlights the levels of risk associated to them for the business (Hussain et al, 2013):
· Market penetration: targets existing market with existing products for greater market share ie through promotions 
· Market development: targets new markets like other countries with existing products
· Product development: targets existing markets with new or improved products
· Diversification: targets new markets with new products
[image: ]
table 8: Ansoff Matrix
The Ansoff Matrix shows that the new strategy of selling vitamins and supplements at gyms would be through Market Development.  Selling new products in new markets is risky; however, Holland and Barrett would be selling its existing products especially its ‘star’ and ‘cash cow’ products to a new market (Loredana, 2017). They could even sell their ‘problem child’ products of meal replacements products and nutritional complete food (which would be attractive to gym users who are the normal target market for these products) in the gym and in the future to gyms in other countries. There is some risk as it is a new market that they would be selling to, but they can reduce this risk by using existing products and staff.  
There are however, limitations to the Ansoff Matrix, these are things like whilst risk is highlighted, reward is not.  It does not account competitor actions who might copy and undercut prices. In addition, the creating new products category invalidates the diversification category as they cover the same thing (Patrick Sim, 2015). 
[bookmark: _Toc100828518]5: KEY STRATEGIC RECOMMENDATIONS – LEWINS 3-STEP MODEL
When businesses are successful they are reluctant to make any changes, however in order to remain competitive and sustainable they need to innovate and implement strategies (Aaltonen and Ikävalko, 2002) that are both cost leadership strategies and differentiation strategies.  They need to change their strategies to adapt to the changing environment as shown in the SWOT and PESTEL analysis.  Lewin’s 3 Step model helps to implement the strategy by unfreezing the status quo to assess, implement change, then refreezing so that it becomes the norm (Bamford and Forrester, 2003).  This involves planning, involvement and communication. The strategy will be implemented by starting selling in gyms in the UK in the first year, then go to Wales and Scotland the second year, then branch out abroad to Europe.  Within 5 years, it will be available in gyms in the UK and Europe.  In order to implement the plan, more sales forces will be needed to work at the gyms.  A new website would also be needed for gyms to order online as well as a new finance system to deal with companies not the public.  With any kind of change there is always resistance i.e, staff may not be happy that they need to learn the new finance system at the gyms, this could perhaps be countered by closing stores down to focus on change. Staffs need to be motivated to accept new ways of working for better results. For example, communicating with them through meetings and newsletters, so they feel included and do not resist (Genç, 2017).  They need to feel power, influence and heard.  
In order to unfreeze staff so that they are ready for change; they can be given training, be spoken to individually, or store employees can become sale people at the gym, splitting their shifts.  We could make them happy to travel to the gyms by giving bonuses, paying for their travel, etc.

[image: ]
Table 9: Lewins 3-step model

Whilst change is being implemented, there would be a dip in productivity as staffs learn new processes and skills, however, if change is made in the correct way, productivity will increase more than before (Hussain et al, 2018).
After refreezing, the organisation becomes more stable and staffs are back to normal and become more efficient and productive.  



[bookmark: _Toc100828519]5.1 FORCE FIELD ANALYSIS
Force Field Analysis also by Lewin is a quick and easy way of selecting strategy and making managerial decisions.  It is used for general decision making; looking at forces in favour of and not in favour of change. If an organisation is stable and balanced, it will work to sustain the equilibrium / status quo. Forces can be adjusted and pushed towards the desired state (Burnes, 2020). 
Force Field analysis looks at restraining forces that resist change and driving forces that affect the change and assigns a score of 1-10
[image: ]
Table 10: Field Force Analysis 

The side with the highest score (Driving Forces) pushes us to make change, however Holland and Barrett want to influence making the change, this can be done for example by reducing restraining forces by rewarding or offering bonuses (Rowley and Sherman, 2002).  Driving forces can be increased by online training as that is a cheaper option.
[bookmark: _Toc100828520]6: COMPETITOR REACTIONS
When implementing a new strategy, competitors need to be considered and how they will react.  For Holland and Barrett, their main competitor is Boots, who may want to move into this field as well when they see the market potential.  Entry barriers can be set by, preventing Boots from entering the market through exclusive contracts (Degraba, 2013) with the gyms.  Another approach would be to use only own brand products to limit the entry to market, so if one approach does not work the second approach can be used.
[bookmark: _Toc100828521]CONCLUSION:
The report looked at SWOT analysis from which it found the most important factors for Holland and Barrett was the strength of selling own brand vitamins and supplements and threat of high shop rents. From the Pestle it identified that consumers were more health conscious which led to a rise in the demand for good quality vitamins and supplements. The pestle also identified that vitamins are limited to selling to the public; however, the SWOT opportunities suggested expanding to other markets, which was shown in section 4 through broadening the market by using a competitive, sustainable strategy selling to gyms in the UK and abroad too which would ensure market share.  The report also showed how the Ansoff Matrix expanded on this by showing how the strategy would be low risk for Holland and Barrett as it uses existing products in but in new market.  It went on to show how through using Lewins 3-step model and Force Field analysis, the strategy would be implemented.
In the strategy section, the report developed an approach that Holland and Barretts competitor Boots does not use, of selling its products in gyms, the competition section identified that Boots would be naturally competitive. The report would offset this by suggesting exclusivity contracts and selling own brand products for sale only, thereby limiting the threat of competitor entry to market as shown in the Porters’ 5-Forces. 
In conclusion, the report identified an opportunity, developed a strategy to take advantage of that, and made a plan that deals with possible competition.  Therefore, this is the best strategy for Holland and Barrett for the next 5 years.
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"THREAT OF SUBSTITUTES: the threat of substitute products or services is Tow if’
there are few of them, which would lead to increased prices and compefition. If the.
barrier to entry were low then there would be more people and products on the
market. Holland and Barrett encounter the threat of substitutes by making their own
brand of vitamins and supplements to sell alongside the branded products giving
cheaper alternative o customers thus increasing their compeitiveness on the
market.
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entrants t00. New entrants to the marketfind it hard due to high start-up costs and the large.

capital needed to invest. As the market leader and one of the largest organisations
with shops on most high sireets, new entrants are a low threat to Holland and
Barrett who have more capitalto invest in products and advertsing.
Howeveronline the threat of new entrants is high as setting up online businesses is
relatively cheap and the barriers to setup are low as these businesses save money
on things like retail shop staff, rent, energy costs and infrastructures, which are
costy. Although online, Holland and Barrett would have higher budgets for more.
sophisticated security and advertising.
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RIVALRY OF COMPETITORS: competent like subsfitutes, high quality products,
brand Ioyalty, switching costs and special offers like the Penny sale all make
Holland and Barett very compeitive against its competitors like Boots. Product
knowledge also attracts customers to them, as they are the only retailer to qualify
and train their sales staff to national vocational levels about supplements and
products giving customers confidence to making an informed decision about their
purchase before buying. During Covid19 they also gave the option of purchasing
online with free delivery over a certain amount of spendage and offering a dlick and
collect service free of charge.

Through their Reward for Life app Holland and Barrett can get customer data to
‘anticipate customer-buying behaviour, tailor special offers, and methe demands
‘andneeds of customers based on customer demographics. Holland and Barrett are.
also one of the few companies to use Deliveroo to deliver to customers. The.
limitations of Holland and Barrettto remain competitive is the high costs to maintain
its high-street stores infrastructure and the high cost of running online security
systems.

‘Competiionis not always a threat though, it can be positive as customers get more.
variety. It can also be used to advantage so if competitors know your sirategy they
may do something different and can help identiy gaps in the marke.
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'SUPPLIER POWER: suppliers orwholesalers can affectthe bargaining power of the.
‘organisation andthus ts competiiveness in the market High bargaining power can
influence the price, the more suppliers available the more competitive the wholesale
prices will be which would be reflected inthe retail price thus suppliers would need
to consider switching costs. Holland Barrett reduces the supplier bargaining power
by vertical integration; buying out the supplier and producing many of their own
products thus enabling them o sell at cheaper prices, this presence of substitte
products increases their competiive advantage.
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BUYER POWER: the buyer bargaining power deferminants are; the number of
customers and how much the consumer is willing to pay for the product. If the.
products are are or not widely available, then the customer bargaining poweris low.
The disposable income of the consumer also affects their bargaining power.
‘Branding is also important when it comes to buyer power, if a customer is attached
to 2 brand, the chances of them switching to another business s low, especially if
theywereto lose loyalty points, etc, therefore making the bargaining power low too.
‘When the bargaining power is low, this gives the organisation the opportunity to set
higher prices

Asthe marketleader in their industry, Holland and Barrett have a very strong brand
identty and good reputation being renowned for ts quality and service therefore.
making their customers loyal to them and the fisk of them switching low. They also
have a loyalty programme called Rewards for Life where customers can shop and
‘eam points to get discounts and do ‘Penny sales’ (buy one get another for 1p) and
other special offers to keep their customers loyal o them.

Although Holland and Barrett's prices are not very low budget, customers trustthe.
high quality of their products and are willing to pay the prices.





image7.png
THREATS

+ Onlinecompetitors

 Rising distribution
costs due to warioil
prices increasing

+ Highshoprents

« Pandemicirecession

+  Changesinregulation
forvegetarians.

+ Changing customer
attitudes

E
2
2

E





image8.png
IMPORTANCE RATING SCORE
STRENGTHS
* Userecycled bottles
+ Brandloyaity .2 . e .8
+ Ownbrandproducts | * ¢ c s
* Online presence .5 .8 . B
+ Reputation . s . e .o
+ Value formoney .l s s
+ Market leader .5 .4 .2
. s . e .2
WEARNESS
+ Expensiveshoprents.
andinfrastructure | * 5 .5 . B
+ Minimum wage .3 .3 N
+  Staffparttime .2 .2 .
contracts . e . e .2
+ Productsavailableat | * 1 .3 .3
competitors like.
Boots/Superdrugs
+ Noflexibilityin leave
OPPORTUNITIES
+ Collaboration with
othersto sellown .5 .5 . B
products .3 .3 . s
+ Deliveryservice . e . e .6
* Expansion online . . E
* Packaging eco- .2 .2 .4
friendly

More keto products





image9.png
SOCIAL

+  SUGARTAX-OBESITYEPIDEMIC
IMPACTSTHE HEALTH CONCIOUS

+ CHANGING INBUYING HABITSIE,
ONLINE, PRICE COMPARISON,
DELIVEREDTO HOME

+ PANDEMIC HASMADEPEOPLE
MOREHEALTH CONCIOUSTO
LEAD HEALTHY LIFESTYLE,
DEMAND FORVITAMINS AND
SUPPLMENTS

HIGH

28+

POSITIVE

UNKNOWN

TMPORTANT





image10.png
ECONOMIC

PRICERISES DUE TO
RUSSIANWAR

RUSSIAN SANCTIONS MEANS
PAYBACK OF LOAN AS
OWNEDBY A RUSSIAN

GDP GROWTH RATES WILL
AFFECT THE LONG TERM
STRATEGIES

INTEREST RATE INCREASE
DRIVING UP PRICES OF
PRDOUCTS

COMPETITION WITHIN THE
HEALTH INDUSTRY

HIGH

22

UNKNOWN

TNCREASING

CRITICAL





image11.png
FACTOR:

POTENTAL [ TME [ TYPE: TMPACT: TMPORTANCE:
weacr. | rrawe; | rosmver | monasno | camoa
e (owTws) | NESATVE | uncrmiceD | meorTaNT
ueum | ook | unciomn | oecneaswe | umeorTas
won ] uvaiom | uncvomn

POTTICAT OOV WeRESG | TWRORTANT

- WeREASINGNATIONAL

wsuRaNCE

- RUSSANWARAFFECTING

Logisns, eTRoL mse

- oRowTArrECTSWARKETS

LEADING O HIGHTRADETARIFS

- roDUCTLABELLNG

RecuLATIONS

- owLovecoenErs

PRODUCT SAFETY- SOME
INGREDIENTS MAY BEBANNED





image12.png
ENVIRONMENTAL WEDIUNT 22 UNRNOWN | UNCHANGED UNKNOWN
+ ENEREGYPRICERISES AFFECT

THERISING COSTSOF RUNNING

ASTORE

+ RECYCLING PACKAGING

+ MOREGREENPRODUCT AREIN
DEMAND, CUSOTMERS
SWITCHING TO PLANT BASED
DIETS





image13.png
[EGAL

+  LEGISLATION AFFECTS
PRODUCTSWECAN STOCK

+ MINIMUMPAY AFFECTS STAFF,
LEGAL JUDGEMENTS FORCES
ORGANISATIONTO PAY BETTER

+  ONLINE GDPR LAWS FOR
CUSTOMER SAFETY

+ FOOD SAFETY AND HYGEINE
LAWS FOR DIETARY FOODS

WMEDIUM

228

UNKNOWN

UNKNOWN

TPORTANT





image14.png
TECHNOLOGICAL

PEERTO PEER LENDING i..,
ANGEL INVESTEMENTS
EXPANSION ONLINETO SHOW
ALLPRODUCTS

ONLINE PAYMENT FACILITIES
FACILITATE EASE OF ONLINE
SHOPPING

IMPROVING WEBSITESAND
MOBILE APPLICATIONS FOR
SELLING PRODUCTS.
ONLINETRAINING FOR SKILLED
STAFFWITHPRODUCT
KNOWLEDGE

WMEDIUM

2

POSITIVE

UNCHANGED

TPORTANT





image15.png
Level of power

High power / low interest | High power / high interest

Customers ie CcEO
vegan
customers Store manager
Shareholders
Government
Watehdogs  ogulating

Low power / low interest | Low power / high interest

Competitors ie

Boot's
Cleaner
Employees
Suppliers
Local
community

Logistics

_————————————

Level of interest




image16.png
STARS ‘QUESTION MARKS
MULTIVITAMINS MEAL REPLACEMENT
CODLIVER OIL PRODUCTS
NUTRITIONALLY COMPLETE
FoODS
CBD products
TASHCOWS DOGS
HERBAL REMEDIES e.g HOMEOPATHIC REMEDIES
aloevera, Echinacea, CHILLEDFOODS

valerian





image17.png
Does a proposed strategy address the key opportunities and constraints an
organisation faces?

Does a proposed strategy meet the expectations of stakeholders?
Is the level of risk acceptable?
Is the likely return acceptable?

Will stakeholders accept the strategy?

Would a proposed strategy work in practice?
Can the strategy be financed?
Do people and their skills exist or can they be obtained?

Can the required resources be obtained and integrated?





image18.png
SAFE MATRIX STRATEGIC OPTIONS:
OPTION 1 OPTION 2 OPTION 3
GYM ONLINE CBD MENTAL HEALTH
SUITABILITY 10 7 9
ACCEPTABILTY 9 7 8
FEASABILTY 9 7 7
TOTAL 28 21 24





image19.png
Existing markets

New markets

Existing products

New products

MARKET PENETRATION PRODUCT DEVELOPMENT
MARKET DEVELOPMENT
Selling Holland and Barrett

DIVERSIFICATION

own brand vitamins and
supplements at Gyms

Increasing risk

ssu Buiseasou|




image20.png
unfreeze refreeze

ange

~reparing peopl for
change, telling them *sendstaff for
‘whatwill happen, training sothat they
Supaning oeneris comebackreasy o
‘of change for staff ‘be sales people.

emake the change the.
norm for taff,anew.
wayoife. give
bonusesand

promotions to
rewardthem for
‘wrking the new
way

‘andorganisation




image21.png
Driving forces

Using existing staff

Business needs change;
find new markets

No current competitor so
Holland and Barrett can be
first in the market

4

Total score = 14

PLAN:

Market into
gyms

Resisting forces

Time / effort to train staff

People might be against it

Expensive to develop gym
market

Total score =9





