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Introduction

The global food industry is in a state of perpetual evolution, driven by changing consumer preferences, advancements in technology, and the increasing demand for sustainability, according to Godfray et al. (2010). Within this dynamic lanscape, Small and Medium-sized Enterprises (SMEs) play a pivotal role in catering to the diverse needs of consumers and contributing to the economic growth. 
According to Foreign, Commonwealth & Development Office (FCDO) (2023), an SME is any organisation that checks all the bellow criteria.

Source: ( https://www.gov.uk/government/publications/fcdo-small-to-medium-sized-enterprise-sme-action-plan/small-to-medium-sized-enterprise-sme-action-plan )
The focus of this paper is to analyse Muscle Food Limited (MFL), its current strategic orientation, and the feasibility of adopting a new strategy to ensure sustainable growth and long-term success (Boston Consulting Group, 2023). MFL, as a SME, requires strategic management in a global food sector that is rapidly changing as consumers choose healthier and more sustainable solutions. As the organisation grows, it must evaluate its strategic direction to see if it corresponds with its vision and decide if a new strategy is needed for long-term viability (Tiller, 1963). This report will examine MFLs strategy orientation, vision, and recent market goals, and how these objectives are achieved. PESTEL and SWOT analysis will identify the external and internal factors that shape the industry. This will shed light on the opportunities and threats in the business landscape and justify a potential strategy shift. Furthermore, a stakeholder analysis will examine the stakeholders’ expectations and interests and how a new strategy may sustainably address them. 
Overall, this report examines Muscle Food Limited's strategic direction, environmental factors, stakeholder interests, and most important a new sustainable strategy for long-term success. It aims to offer insights on how SMEs can adapt and succeed in a changing market, while promoting consumer health and well-being.

Company Overview

          MFL is a private, limited by shares company, founded in 2013 by Darren Beale with registered office in Nottingham, England. According to Companies House (2023) the company have 152 employees and a turnover of £27million for 2022, with £13million less than the previous year, and it is classified as a manufacturer of prepared meals and dishes with online retail. The company caters to fitness enthusiasts, bodybuilders, and health-conscious people, and lead the industry by offering high-protein foods, nutritional supplements, and healthy snacks. Some of their key products are dairy free protein bars, high-protein meals, lean meat selection, and fitness supplements. The company has an extensive online presence with different plans, subscriptions, or one time purchase option. Currently they operate in Great Britain, Northern Ireland, and Republic of Ireland. Their strategic approach emphasizes an economy of scale strategy aimed at achieving cost leadership. Mass production reduces production costs, and an efficient distribution network which enables direct selling to buyers, ensuring efficient and effective product distribution. The corporation uses market segmentation by delivering a wide selection of items for a diversified consumer base with different likes and lifestyles. Consumer behaviour, social circumstances, and socioeconomic levels influence product design (Muscle Food, 2023).
 The increased concern over adult and child obesity is a major challenge for Muscle Food Limited, a challenge they try to overcome by providing “award-winning healthy food delivery, including clean premium meats, and well-balanced ready meals”. Some goods from general market are heavy in sugar and fat, which could impair sales and demand due to social and health-conscious consumer trends (Malhotra et al. 2014).
In brief, Muscle Food Limited, is a major health-conscious food company. Their wide product line, economy of scale strategy, and devotion to varied consumer segments have helped them grow and gain market share. Like many food firms, they must adapt to changing consumer tastes and health concerns.





MFL Vision, Mission, Objectives, Strategy and Tactics (VMOST)

          Muscle Food aims to become a leading provider of high-quality, nutritionally balanced food products in the UK and beyond. Their vision aligns with their market-oriented objectives, which are predominantly entrepreneurial, aiming to capture and expand their market share through innovative approaches (The Supply Chain Consulting Group).
The MFL’s core purpose and values serve as an integrating force, aligning employees, stakeholders, and the broader organisation. As foundational principles guiding organisational actions and decisions, they ensure alignment between vision, fundamental values, strategies, and sustainability. This clarity of direction acts as a roadmap, aiding goal setting and decision-making (Cambridge Institute for Sustainability Leadership, 2020).

Just because their mission and vision are not stated clearly on their site, MFL still have a “Our purpose and values” statement.
 
https://www.musclefood.com/ourvalues 
 MFL is an acclaimed e-commerce platform that specialises in the distribution of high protein foods, gourmet cuts, lean meats, and ready meals that are devoid of other substances such as water, salt, or chemicals. The company has a client-centric approach and is guided by goal-driven strategies, providing comprehensive meal plans that are created in accordance with a prescribed diet and exercise regimen. These plans are customised to meet the unique demands and dietary preferences of each individual customer. As a component of its expanding strategy, they recently implemented modifications to its overarching hierarchical board and shareholder structure. Furthermore, MFL expanded their operations through the financial support provided by an investment company. Through a comprehensive evaluation and modification of their target audience demographics, the company achieved a notable 45% expansion in their average purchase size, accompanied by a substantial surge in order volume within a brief timeframe. As a result of its significant expansion, MFL sought the assistance of The Supply Chain Consulting Group (SCCG) to facilitate its operations. This involved the establishment of a larger Distribution Centre (DC) and operational facilities to effectively manage the growing demand (The Supply Chain Consulting Group).





MFL VRIO Analysis
Barney and Hesterly (2019) concluded that VRIO analysis is a tool that aids the analysis of an organisations’ unique potential and assets, and how these can lead to a long-lasting competitive advantage. The structure revolves around four key queries that need to be addressed for every asset or ability in order to assess its profitable capabilities. The components of VRIO are:
Value: Allows the company to take advantage of external opportunities or counteract external threats?   
Rarity: Is the resource currently controlled by a limited number of competing firms? 
Imitability: Is it more difficult for firms without a resource to obtain or develop it, resulting in a cost disadvantage?   
Organised: Is the firm's overall structure and processes aligned to effectively utilise its unique and valuable resources?
If the answer is positive for all the above questions, it indicates that the organisations assets or abilities will result in a long-lasting competitive benefit.

The findings and their implications for competitive advantage are depicted in the table below: 

 Source: https://managementmania.com/en/vrio-analysis 


Competitive Impact of all VRIO Factors
Delivery network:
The company distribution network appears to represent a lasting competitive advantage.
Competitors will struggle to replicate this national fresh food infrastructure.
Muscle Food should maintain network efficiency and capacity.
In conclusion, Muscle Food's owned distribution capabilities are valuable, unusual, and hard to copy, allowing for sustained strategic posture. Muscle Food can compete as the market changes by excelling in fulfilment.
Promotional endeavours:
Influencer partnerships offer short-term advantages.
Other marketing activities are valuable but not unique.
Marketing strategy needs improvement.
Celebrity endorsements helped Muscle Food's marketing, which is hard to imitate. However, most of their marketing is valuable without strategic placement. Better message and activity integration could boost marketing's strategic role.
Extensive assortment of product:
Initially, considerable selection helped.
As uniqueness decreases, value falls.
Inventory management concerns may hurt it.
MFL wide product selection was previously a competitive advantage but is now less rare as competitors grow. If not addressed, organisational constraints of managing such huge inventory might turn this advantage into a liability.
Operational facilities:
HR offers core value but no strategic advantage.
Talent in unique roles lends transient differentiation.
Improved HR organisation could boost strategic support.
Human resources are useful for operations but not a competitive advantage for MFL. Hiring top personnel for critical positions gives short-term differentiation. MFL could strategically enhance HR and implement automation in operations where possible. They could obtain economies of scale by producing in large quantities, which leads to cost leadership. Production expenses decrease as productivity rises (Jackson, 2020).
Value Chain Analysis

Source: https://research-methodology.net/mcdonalds-value-chain-analysis/ 




According to this analysis, Muscle Food's value chain has notable assets such as its owned production facilities, distribution network, digital marketing skills, and customer service infrastructure.   Having ownership of assets farther down the supply chain enables the ability to maintain control over the quality and timely delivery of products. On the other hand, marketing and service efforts contribute to the development of strong customer loyalty towards the brand.   Implementing further optimisation strategies in many areas can assist MFL in preserving its strategic positioning.   To summarise, Muscle Food generates value by capitalising on its expertise in sourcing, technology, HR, production, distribution, marketing, and customer service.   Strategic investments in these specific areas have contributed to Muscle Food's emergence as a frontrunner in its fiercely competitive sector (Wood et al. 2021).
Environmental Analysis
SWOT Analysis of MFL
According to Phadermrod et al. (2016), SWOT analysis is used for strategic planning and management, and it aims to determine an organization's strengths, weaknesses, and future threats. Opportunities and risks relate to the organization's surroundings, while strengths and weaknesses are internal.


Based on this analysis, strategic priorities should include strengthening marketing focus, optimising operations, and inventories, increasing customer loyalty and retention, and selecting extending products and services to match health and technological trends. In a changing competitive world, growth and sustainability must be balanced (Farida, and Setiawan, 2022).
Overall, the strategic direction has some gaps when it comes to sustainability, international expansion, e-commerce, and diversification into new nutrition segments and demographics. Refining the strategy could solidify Muscle Food's positioning for long-term growth and competitive advantage.
Stakeholders Analysis
According to Whittington et al. (2020) Strategic decisions are influenced by stakeholder expectations. Business stakeholders are people with a stake in its future. Officially, stakeholders are those who depend on a company to achieve their aims and on whom the organisation depends.
By understanding the interests and influence of these stakeholders, Muscle Food Limited can better manage relationships, address concerns, and make strategic decisions that align with the needs of its key stakeholders. This analysis should be regularly reviewed and updated to reflect changes in the business environment.

MFL’s Sustainable Proposed Strategy for Long-term Success
To propose a long-term strategy for MFL and explain why is sustainable compared to their current strategy, we can use the Ansoff Matrix, often referred to as the GROWTH Matrix, which helps organisations analyse growth opportunities. The Ansoff Matrix, was developed by Igor Ansoff, first printed in Harvard Business Review according to Miller, (2018) and subsequently published in the Ansoff’s book Corporate Strategy in 1965. This matrix comprises four strategies: Market Penetration, Market Development, Product Development, and Diversification. Considering the current strategy of MFL that primarily aligns with Market Penetration, this part of this report will focus on Market Development and Diversification for long-term sustainable success.

.

Source: https://pestleanalysis.com/ansoff-matrix/ 

New proposed strategy
Market Development
Market Development strategy involves expanding into new markets or geographical regions with existing products. MFL should strategically venture into new markets while still offering its existing product range of high-protein foods. This strategy is sustainable and differs from their current approach (Belz and Schmidt-Riediger, 2009). 
Geographical expansion: Allows the company to reach a broader audience by entering new geographical markets. This makes the business stronger and lowers the risks that come with relying too much on a single market. 
Risk diversification: The company can spread risk by operating in various regions. It's possible for changes in customer behaviour, the economy, or rules in one market to not have a big effect on other markets, which ensures long-term sustainability.
Leveraging existing strengths: MFL has a strong name and a line of products that sell well. Using these strengths in new places can lead to quicker market acceptance, which could lead to faster growth.
Customer Diversity: Expanding into new markets means attracting different customer segments with varying preferences and lifestyles. This diversity can enhance revenue streams and build a more resilient business model.
Sustainability Consideration: As consumers worldwide become more health-conscious, the demand for high-protein, health-conscious foods is increasing. By entering new markets with these products, MFL aligns with the global trend toward healthier eating, making the strategy sustainable.
The proposed Market Development strategy ensures the sustainability of Muscle Food Limited in several ways:
Geographic diversification reduces risk and reliance on a single market.
Leveraging existing strengths for expansion enhances cost-effectiveness.
Capturing diverse customer segments creates a resilient revenue base.
Aligning with global health and wellness trends keeps the company relevant and competitive in the long term.
While Muscle Food Limited's current strategy of Market Penetration has been successful, the proposed Market Development strategy offers sustainable growth opportunities by expanding into new markets, reducing risks, and capitalizing on the growing global interest in health-conscious foods. It ensures long-term sustainability and enhances the company's competitive position in the dynamic food industry (Calabrese et al. 2005).

Diversification
Chen et al. (2019) give diversification a great importance in strategic management and involves entering new markets or industries with entirely new products or services that unrelated to the current offering. This strategy allows MFL to explore new business avenues beyond its core product range of high-protein, health-conscious foods. Here’s how this strategy can be sustainable and how it differs from their current approach:
New Product Lines: Muscle Food Limited can diversify into related products or services, such as fitness equipment, fitness apps, or personalized nutrition plans. These new offerings can complement their existing product range and create a holistic health and wellness ecosystem.
Reduced Dependency: Diversifying into different industries or segments reduces dependence on a single market or product category. This strategy mitigates the risks associated with market fluctuations or changing consumer preferences.
Brand Extension: Leveraging the strong brand reputation in the health and fitness space, Muscle Food can extend its brand into new areas, enhancing its recognition and credibility in the health and wellness industry.
Customer Retention: Diversification allows the company to retain existing customers while attracting new ones. Cross-promotion of products and services can enhance customer loyalty and increase the lifetime value of each customer.
Sustainability Focus: Diversification can incorporate sustainability initiatives into new products or services, aligning with the global trend toward environmentally responsible businesses.
The proposed Diversification strategy ensures the sustainability of Muscle Food Limited in several ways:
Reducing dependence on a single market or product category lowers risk and enhances the company's resilience.
Extending the brand into related industries capitalizes on the strong reputation and enhances brand recognition.
Retaining and cross-promoting to existing customers can increase revenue and customer loyalty.
Incorporating sustainability into new offerings aligns with the global focus on environmental responsibility.
While Market Development is a geographically focused strategy, Diversification allows Muscle Food Limited to explore entirely new product lines and industries, creating additional revenue streams, reducing risk, and aligning with the sustainability trend. This strategy offers long-term sustainability and opportunities for business growth beyond their current product range (Guine, 2020).
SAFe Analysis
This frame will aid the organisation to choose a strategy by analysing if it is Suitable (exploit opportunities), Acceptable (the risk is acceptable and the stakeholders are pleased) and Feasible (the organisation afford to finance it) (Johnson, et al. 2009). 
SAFe Analysis for MFL
SAFe Analysis	Option 1- Market Development	Option 2- Diversification
Suitability Score	9	8
Acceptability Score	8	5
Feasibility Score	9	8
Total Score	26	21

 According with SAFe score, MFL should adopt market development strategy. Expanding into new markets can capitalize on growing demand for healthy, convenient foods due to health consciousness and busy lifestyles. With strong manufacturing, supply chain, and food safety capabilities, Muscle Food can diversify from the UK market and gain market share. The company's global appeal makes adapting to new markets easier. Partnering with local distributors and retailers can help overcome entry barriers. International growth offers economies of scope and improved margins. 
Recommendations for MFL
Sustainable sourcing of ingredients: 
Collaborate with vendors who adhere to moral guidelines and norms by preventing deforestation, cutting carbon emissions, enhancing animal welfare, and cutting waste.
Minimise the use of plastic packaging by switching to more reusable, compostable, or recyclable materials. Don't use too much plastic wrapping. Encourage consumers to return pouches for recycling by offering incentives.
Reduce food waste by using lean manufacturing techniques to cut down on wasted ingredients. Give excess or close-to-expiration finished items to charity. Recycle food wastes through composting.
Energy efficiency: 
Fit buildings with lights and equipment that uses less energy. sources of renewable energy, such as wind and solar. Keep an eye on and maximise energy utilisation.
Water conservation: 
Make effective use of water in operations by recycling and reusing it.
Transportation that is sustainable: 
To minimise carbon footprint, optimise shipping lanes and logistical networks, fleets should gradually switch to hybrid or electric cars.
Ethical sourcing involves auditing supply chain and supplier practises to guarantee fair labour standards and preservation of human rights. Implement supplier behaviour codes.
Unambiguous labelling and communication: 
Tell consumers up front about the nutrition, sustainability, and ingredient sources.
Engagement of employees:
Promote sustainability activities among staff members and offer training on sustainability subjects like waste minimization.
To promote ongoing improvement, set quantitative targets for reducing waste, emissions, and water use. Report on your annual progress.
To effectively implement a new strategy, it is crucial to communicate it across the organization, connect it to employee roles, provide necessary training, allocate resources appropriately, establish key performance indicators (KPIs), review and realign structures and processes, pilot initiatives before full rollout, celebrate successes, course-correct quickly if needed, and maintain leadership alignment and commitment (Palinkas et al. 2015). This will help turn Muscle Food's strategy into concrete results and impact. It is also essential to recognize teams and employees driving positive outcomes related to the strategy, be agile, and maintain focus over the long term.
The Kurt Lewin’s Model can be implemented in the process of change.

                Sourse: https://www.bmc.com/blogs/lewin-three-stage-model-change/ 
In the first stage the company need to inform all the stakeholders about necessity of change. In the second stage communication on all levels of hierarchy is essential and sorting any problems that will come along is imperative. Leadership is in charge of motivating all the stakeholders. In the last stage everyone will consider the change the new normality (Raza, 2019).




Conclusion
Based on the SWOT, TOWS, stakeholder, and other analyses, it is evident that Muscle Food, as a SME, should adopt a sustainable growth plan that prioritises market expansion. 
More precisely, Muscle Food should utilise its well-established reputation, expertise in developing new products, and efficient manufacturing processes to pursue international expansion.   The target markets seeing increasing interest in health and nutrition include the United States, some regions in Europe, and Asia. 
Collaborations will play a crucial role in surmounting the constraints of few marketing resources and limited distribution channels in unfamiliar territories.   Establishing partnerships with nearby merchants, distributors, and fitness centres might offer the necessary avenues for expansion. 
Ensuring the preservation of quality, safety, and sustainability must continue to be top considerations throughout the expansion process.   By implementing efficient processes and establishing strategic partnerships with suppliers, Muscle Food is able to maintain a harmonious equilibrium between profitability and ethical practises as they expand their business. 
Well-defined Key Performance Indicators (KPIs), transparent communication, and cohesive leadership alignment are crucial for successful execution of strategies.   As a small and medium-sized enterprise (SME), Muscle Food needs to prioritise organisational agility in order to effectively implement new projects, respond promptly to changes, and maintain a strong focus on long-term strategic objectives. 
By capitalising on core competencies in product development and efficient quality delivery, Muscle Food has a favourable opportunity to attain enduring expansion in new markets.   It is crucial to strike a balance between ambitious growth strategies and responsible financial management, while also demonstrating a strong dedication to sustainability Nowell et al. 2017).
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Our purpose and values
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Darren Beale, Muscle Food Founder
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Value chain analysis is an analytical framework that assists in identifying business

activities that can create value and competitive advantage to the business. The figure
below illustrates the essence of McDonald's value chain analysis.
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McDonald’s value chain analysis
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pricing

|+ Temperature controlled warehousing maintains ingredient freshness.

[Operations:
[% Own facilities allow control over production processes and standards.

|_Automation improves efficiency and reduces costs.

[Gutbound Logistics:
[ National distribution network enables quick delivery while mantaining
freshness.

[Marketing & Sales:
% Digital marketing and celebrily endorsements raise brand awareness.

| _Subscriptions and promotions used to acquire new customers.

Service:

[ Technology provides personalized recommendations and tailored meal
plans.

|+_Customer service team offers support via live chat, email, and phone.

[Procurement

[ Direct relationships with suppliers ensure quality ingredients at competiive
prices.

|_Strategic partnerships with some suppliers for exclusive offerings.

[Fechnology Development
& Propretary software and apps enable personalized recommendations and
seamless ordering.

|+ Data analytics provides customer insights to quide product innovation

[Fluman Resources:

[% Recruitment and training of Specialists in nutrion, finess, and food science.

|4 Performance management and culture initiatives to engage and retain
talent

[Firm Infrastructure:
[% Experienced execulive team provides strategic airection

| Strong company culture focused on health and fitness.
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#Swot Analysis

Strengths:

~Established position as a leading
provider of healthy prepared meals and
fitness supplements in the UK.

~Strong capabiliies around convenient
nutition, meal delivery, and supplement
expertise.

-Brand recognition among health and
fitness consumers given their longevity
in this niche.

~Product range caters well to consumer
needs for balanced nutrition and
convenience.

Weaknesses:

~Heavily concentrated in the UK market
lacks an international presence to
expand reach.

-Product portfolio beyond core prepared
meals seems limited. Could expand into
adjacent nutrition categories.

-Marketing appears focused on
penetration of existing customer
segments rather than attracting new
demographics.

~Does not seem to have an ambitious
sustainabilty strategy despite rising
consumer expectations.
~E-commerce and direct-to-consumer
sales channels have room to be
developed further.

Opportunities:

-Leverage health and nutriion trends to
expand into new geographic markets
hungry for convenient options.
-Introduce plant-based and clean-abel
product ines to atiract eco-conscious
consumers.

~Grow direct-to-consumer sales online
by enhancing e-commerce experience
and personalization.

~Formulate products tailored to
emerging consumer diets lie keto,
paleo, vegan

Threats:

Rising competition in prepared meals
and nutrtion could lead to erosion of
market share.

~Greater consumer demand for plant-
based and sustainabilty could threaten
if not addressed proactively.
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Stakeholders.

Tnterest

Tnfluence.

Customers | Figh inerest n the quallty and “Can impact the company through
variety of products offered by Muscle | purchasing decisions and
Food reviews.
Employees | Interested in job securly, far wages, | Can influence the company's
and a positive work environment. | productivity, customer service,
and overall performance.
Supplers Tnterested in consistent orders and | Can impact the company's
timely payments. supply chain and product qualty.
Tnvestors/ | Interested in the company's financial | Have the power 1o make
Shareholders | performance and retum on strategic decisions and influence
investment. the direction of the company.
Government | Interested in ensuring the company | Can impact the company through
and ‘complies with laws and regulations. | regulatory measures,
Regulatory inspections, and legal actons.
Bodies
Competiors | Interested in market share and “Can impact the company through
competitve advantages. pricing strategies, marketing
‘campaigns, and product
innovation
Tocal Tnterested in the company's impact | Can nfiuence the company
communities | on the local economy and through community relations,
environment. support, or protests.
Mediaand | Interested inthe company’s “Can infiuence public perception
Public activiies, reputation, and social through news coverage, reviews,
responsibilty. and social media.
Tndustry Tnterested in the overall health and | Can impact the company through
Associations | growth of the industry. industry standards,
collaborations, and advocacy.
Non- Tnterested in the company's ethical | Can nfiuence the company
Govermental | practices, sustainabilty, and social | through public awareness

Organisations
(NGOs)

responsibilty.

campaigns and advocacy.
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Existing markets

New Markets

The Ansoff’s Matrix

Market

Penetration

Medium risk

Existing Products

Medium risk

Diversification

New Products
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Market Penetration
- Highiight sustainabilty credentials and
initiatives in marketing materials, social media,
website, and packaging

- Educate customers on sustainabilty benefits of
choosing the company's products

- Share stories about ethical sourcing,
‘environmental efforts, and partnerships with
suppiiers

- Promote environmental and social causes
supported by the company

- Spotiight eco-friendly or fair-rade ingredients,
supply chains, or product lines

- Offer discounts, coupons, or loyalty rewards for
sustainable product purchases

- Run promotions where proceeds from
sustainable products support green causes

- Provide free gifs ike reusable shopping bags
o reinforce sustainabilty messaging

- Partner with green/eco-conscious retailers and
vendors

- Make sustainable options available across all
sales channels

- Offer bundled deals or subscriptions for
sustainably sourced meal kits, snacks, etc.

Product Development
- Reformulate prepared meals and snacks to
use more plant-based proteins

- Source ingredients from local farms or
suppliers with certifications

- Use sustainable packaging materials ke
‘compostable containers

- Research sustainable substitutions for water-
intensive ingredients

- Adopt regenerative agriculture practices

- Launch plant-based meal options clearly
Iabelled as vegan, vegetarian, or flexitarian

- Introduce convenience foods and snacks
made from upcycled ingredients or food waste
- Develop product ranges designed to minimize
environmental impact

- Create educational product collections around
sustainable food types

- Set clear sustainabilty criteria for products

- Conduct lfecycle assessments to reduce
environmental impact

- Test product concepts with sustainabilty-
motivated customers

- Track sales data and metrics to identity
popular options

Market Development
- Enter new international markets for prepared
meals and supplements in countries like the US,
Canada, Australia

- Conduct market research to identify specific
regions with demographics aligned to Muscle
Food's target consumer profile

- Partner with local distrbutors, retailers, and
fiiness influencers to promote products abroad

- Tailor flavours, formulations, and packaging for
new markets while retaining core product
identity

- Launch marketing campaigns with region-
specific social media influencer partnerships to
buid awareness

- Iniially focus on English speaking countries to
minimize marketing localization needs

- Target broader health-conscious demographics
like busy parents, corporate employees, seiors
- Cater to specialty diets with product ines for
keto, gluten-free, plant-based, all-natural eaters
- Appeal to convenience-driven customers that
value readiness-to-eat and easy nutrtion

- Develop products for different dayparts -
breakast, snacks, ight meals, desserts

- Partner with brands in adjacent spaces ke
wearable tech, apps, ayms for cross-promotion
- Expand retail distribution to new brick-and-
mortar chains focused

Diversification
o Related diversification
-new line of dietary supplements
~nutitional consulting services
fitness equipment retail or partnership with
retailers (lnks for deal purchases and
discounts)
o Unrelated diversification
-invest or acquire a technology start-up
specialized in fitness tracking devices or health
apps
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Implementation
of change

Organizational
change

Employee
involvement in
change

Knowledge
sharing
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British online food retailer based in Nottingham,
UK that sells high-protein food and snacks, lean
meats and sports supplements

« Protein Supplements,
© Ready Meats,

Hoaith Foods,
Nutrtional Supplements

SWOT ANALYSIS

strengths:
Speciaization n Lean Meats
Oniine bresence
Nutritionl Innovation
Customer Loyaty
Weaknesses:
* Limited product Range
© Market Competition
* Dependency on Onine Sales
Opportunities:
+ Expanding Product Line
* Partnerships and Collaborations
 Global Expansion
Threats:
 Market Saturation
Supply Chain Disruptions
* Changing Consumer Preferences.
* Regulatory Changes
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Table: defining an SME

Turnover or balance sheet total Headcount Business size

less than or equal to €50 million or €43 million less than 250 Medium sized




