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[bookmark: _Toc946210421]Introduction
Strategic management entails deliberate, and systematic decision-making aimed at guiding an organisation toward achieving its objectives. As Gavurova et al. (2020, p.10) note, "its primary function is to effectively modify the company's mission and scope to attain desired outcomes that promote growth and prosperity." Research consistently highlights that businesses adopting strategic planning are typically more innovative, adaptable, and resilient, particularly in fast-changing environments. According to Barton (2023), there are 5.51 million small businesses, accounting for 99.2% of the total business population. However, Business4beginners (2024) reports that over 60% of these businesses fail within their first three years, making sound strategic management more crucial than ever.
This analysis will evaluate Dr. PAW PAW’s current strategy using Porter’s Five Forces framework to assess the competitive dynamics (Mahat, 2019) within the beauty industry. A PESTLE analysis will explore the macro-environmental factors impacting the brand (de Sousa & Castañeda-Ayarza, 2022; Uztürk & Büyüközkan, 2023), while a SWOT analysis will highlight its internal strengths and weaknesses alongside external opportunities and threats (Chen, Dong, and Ren, 2017). A stakeholder analysis will also identify key players and their expectations (Freeman, 2010; Rubio-Andrés et al., 2023; Lock and Seele, 2017). Based on these findings, the Ansoff matrix will be used to formulate strategic growth options (Watts, Cope, and Hulme, 1998), followed by recommendations to strengthen Dr PAW PAW’s market position.
[bookmark: _Toc959350752]Current strategy
Dr. PAW PAW is a small UK-based enterprise founded by a husband-and-wife team with the aim of revolutionising the skincare industry in 2013. Over the past 10 years, the company has successfully navigated various challenges by staying true to its mission, vision, and core objectives. As depicted in Dr. PAWPAW (2024) the company’s mission is “to become a household name by creating versatile, high-performance products that cater to the entire family.” Central to this goal is their use of sustainably sourced natural ingredients and eco-conscious packaging, aligning with their commitment to a greener future. As noted by Fresen (2024) the customer-centric approach adopted by Dr. PAWPAW has won the company many awards and boosted their competitiveness within a highly competitive marketplace. 
Dr. PAW PAW’s vision revolves around inclusivity and multi-functionality in beauty. They are dedicated to creating products that are suitable for everyone, offering benefits for both the face and body. As pioneers of the skincare-meets-cosmetics movement, their products not only enhance appearance but also actively improve skin health. This dual benefit reflects their commitment to making people look and feel good while prioritising skin wellness.
By focusing on its mission and vision, Dr. PAW PAW has built a loyal customer base and established itself as a trusted brand. Their dedication to sustainability, inclusivity, and product innovation has enabled them to thrive in a competitive industry, continually working toward their goal of becoming a household name.
[bookmark: _Toc1815989558]Porters 5 forces
Porter’s Five Forces framework helps organisations navigate competitive pressures and market dynamics by encouraging a reassessment of their strategic position and promoting a wider competitive outlook (Mahat, 2019). This tool examines five key factors: the bargaining power of buyers and suppliers, the threat of new entrants and substitutes, and the intensity of competitive rivalry. By applying this framework, this analysis will evaluate Dr. PAW PAW’s strategic position within the beauty industry, identifying the competitive forces shaping the brand's environment and offering insights into how it can strengthen its market position.
The analysis of buyers' bargaining power reveals that product differentiation is crucial for Dr PAW PAW’s relevance in a saturated market, as many competing products offer similar unique selling points (USPs). While Dr. PAW PAW has successfully built strong brand loyalty, the ease consumers can switch between products and the abundance of alternatives remains a challenge. This highlights the need for the brand to continually innovate and reinforce its unique value proposition to maintain its competitive edge.
The analysis of suppliers' bargaining power highlights that supplier concentration is a key factor for Dr. PAW PAW to consider. According to Zhang, et al. (2020) supplier concentration can lead to significant financial constraints for SME’s. While basic balm ingredients are widely available, reducing supplier power overall, Dr. PAW PAW’s reliance on a limited number of suppliers increases their influence. However, the cost for Dr. PAW PAW to switch suppliers is low, which mitigates this risk.
 The threat of new entrants in the beauty industry is high due to the low barriers to entry. Despite this, Dr. PAW PAW has sustained steady growth, supported by its loyal customer base. The brand’s commitment to sustainability across production and distribution, combined with its customer-centric approach, has enabled it to expand consistently within the competitive market.
When analysing the threat of substitutes, it becomes evident that there is a wide array of alternative products available to consumers in the beauty and skincare market. Many competitors provide offerings with similar functionalities, such as multi-use balms and skincare solutions, which increases the likelihood that customers may explore these options. The risk of substitution is particularly pronounced, as consumers can easily switch to products that are either more affordable or perceived as higher quality. This not only poses a challenge for Dr. PAW PAW but also underscores the importance of differentiation in their product offerings.
Furthermore, trends in consumer preferences can lead to a growing interest in niche brands or innovative products that promise better results or unique benefits. As customers become more knowledgeable and discerning about their choices, the temptation to explore substitutes intensifies.
An examination of industry rivalry reveals significant challenges for Dr. PAW PAW. The cosmetics and skincare sectors are fiercely competitive, with both established brands and new entrants vying for market share. To sustain a competitive advantage, strong brand positioning and ongoing innovation are essential, as competitors can rapidly replicate successful products and introduce them to the market.
[bookmark: _Toc1614703810]Pestel analysis
The PESTEL analysis serves as a valuable tool for strategically examining the macro-environment. As noted by de Sousa and Castañeda-Ayarza (2022), the macro-environment includes the wide-ranging external forces that affect both individual businesses and entire industries. PESTEL stands for political, economic, social, technological, environmental, and legal factors (de Sousa & Castañeda-Ayarza, 2022; Uztürk & Büyüközkan, 2023). Recognizing these external influences is crucial for organisations to adapt and succeed within a competitive market and manage complex internal operations, as these factors play a key role in decision-making and long-term success. The following assessment applies this framework to analyse the macro-environment highlighting key components that could affect the operations of Dr. Paw Paw.
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Figure 1- Source - Author
After conducting the PESTEL analysis above in figure 1, the macro-environment poses numerous challenges, particularly for small businesses like Dr. Paw Paw. According to Dobeš, Virglerová, and Kramoliš (2019), a comprehensive understanding of the macro-environment is essential for the success of SMEs, as is strategic planning to address the risks associated with these factors.
Dr. Paw Paw operates in the highly competitive and rapidly changing beauty and skincare sector, where market saturation is a significant factor. With a focus on environmental considerations (as identified in the PESTEL analysis), the brand emphasises sourcing natural ingredients and creating sustainable, affordable products. However, these priorities come with inherent challenges and risks including being more costly for the business.
 
Based on a PESTEL analysis, technological advancement is key for Dr Paw Paw to enhance its strategic position. Research by Zhao, Wu, and Ye (2021) highlights that research and development (R&D) is one of the most essential strategic initiatives for small and medium-sized enterprises (SMEs); however, this can also be a significant expense. Leveraging technology can drive innovation in product formulations, enable digital transformations, integrate artificial intelligence, and increase operational efficiency across the business.
[bookmark: _Toc763081026]Swot analysis
 By analysing the macro-environment, a SWOT analysis can be employed to identify the company’s strengths, weaknesses, opportunities, and threats. As noted by Chen, Dong, and Ren (2017, p. 199), “The model is generally used to analyse from two aspects and four dimensions: internal conditions (strengths and weaknesses) and external environments (opportunities and threats).” In response to this, table 2 outlines the specific strengths, weaknesses, opportunities, and threats faced by Dr. Paw Paw.
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Figure 2 - Source - Author
[bookmark: _Toc1443758449]Strengths
Figure 2 identifies Dr Paw Paw's extensive global distribution across 50+ countries and recognition through 40 industry awards solidify its reputation and market presence (Fresen, 2024). Its commitment to sustainability, reflected in recyclable packaging and eco-friendly formulations, aligns well with consumer trends favouring environmentally conscious brands (Hordyjewicz-Baran, et al. 2024).
[bookmark: _Toc1796196165]Weaknesses 
However, figure 2 identifies the brand's limited technological advancement and lack of innovation are significant drawbacks in an industry driven by cutting-edge products and changing consumer demands (Tournois, 2014). The simplicity of Dr. Paw Paw's product line makes it susceptible to replication, reducing its ability to stand out. Additionally, price sensitivity is a concern, as numerous cheaper alternatives exist in the saturated market as well as more expensive luxury brands.
[bookmark: _Toc261305970]Opportunities 
Figure 2 highlights Dr. Paw Paw’s has notable opportunities for growth. Collaborations with influencers, SMEs, and sustainability-focused organisations can enhance brand visibility and authenticity. Expanding into underserved Asian and American markets offers significant growth potential. Additionally, investment in product differentiation and research and development could bolster innovation and competitiveness (Hordyjewicz-Baran, et al. 2024; Zhao, Wu, and Ye, 2021).
[bookmark: _Toc1636978108]Threats
[bookmark: _Int_rdQhdkba]As noted in figure 2, the brand faces substantial external threats, including new entrants intensifying competition in an already saturated marketplace (Tournois, 2014; Zhang et al, 2020). Evolving regulatory standards, economic instability, and rapidly changing consumer preferences also pose as significant threats for Dr paw paw to navigate around. These factors emphasise the urgency for innovation and adaptability to sustain market relevance (Hordyjewicz-Baran, et al. 2024).
SWOT and PESTLE models are valuable tools for assessing both an organisation's internal operations and its external macro environment. By combining these frameworks, businesses gain a holistic understanding of their strategic landscape, enabling informed decision-making and strategic planning (Uztürk and Büyüközkan, 2023). This integrated approach not only helps identify and mitigate risks but also capitalizes on opportunities, fostering growth and resilience.

[bookmark: _Toc827342253]Stakeholder analysis 
Stakeholder theory is an essential concept for organisations of all sizes, providing a structured approach to managing relationships with those who influence or are affected by the organisation. Introduced by Edward Freeman in 1984 (Lock & Seele, 2017), the theory highlights the importance of identifying and understanding key stakeholders. Building strong relationships with these groups is fundamental for achieving and maintaining sustainable competitive advantages over time (Freeman, 2010; Rubio-Andrés et al., 2023; Lock and Seele, 2017).
[bookmark: _Int_VLP9RDuJ][bookmark: _Int_FiZX9bMH]For Dr. Paw Paw, implementing a power/interest matrix is particularly valuable in stakeholder analysis. This tool categorises stakeholders based on their level of influence and interest in the company, helping to prioritise efforts and resources (Maqbool, Rashid, and Ashfaq, 2022). By understanding these dynamics, Dr. Paw Paw can engage more effectively with stakeholders, addressing their needs and expectations strategically. This targeted approach fosters stronger relationships, mitigates risks, and supports the company’s long-term success in a competitive market.
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Figure 3 - Source - Author
[bookmark: _Int_UU3iZ5uc]Key players are critical stakeholders who must be managed and engaged effectively. As identified in figure 3, in the case of Dr. Paw Paw, these include the company’s founders and owners, such as shareholders, customers who play a vital role in its customer-centric approach, the internal management team, and suppliers. These groups hold significant influence over the company’s success. As highlighted by Slabá (2016), their level of power can be so substantial that it has the potential to disrupt or negatively impact the organisation’s operations and outcomes if not handled strategically. Prioritising these stakeholders is essential for maintaining stability and achieving long-term goals.
Stakeholders with low power and low interest, as noted in figure 3, are typically monitored rather than actively managed. These include groups such as media influencers, competitors, charities, social partners, local communities, and environmental organisations. With minimal influence on business decisions and limited interest in the organisation’s activities, these stakeholders are often deprioritised in favour of those with higher power and interest. According to Slabá (2016), companies usually invest little to no effort in engaging with these groups due to their limited impact on operations or outcomes. However, maintaining basic communication can still be valuable to mitigate potential reputational risks.
Stakeholders with high interest and low power are those that Dr. Paw Paw should focus on keeping satisfied. As identified in figure 3 these include groups such as employees and investors, who have a significant interest in the company’s success but limited influence over major decisions. Employees play a crucial role in the day-to-day operations, while investors are essential for financial backing and growth. Although they may not possess the power to directly influence strategic choices, maintaining their satisfaction is important for ensuring smooth operations, fostering loyalty, and securing continued support for the company’s long-term objectives.
Stakeholders with high power and low interest are groups that Dr. Paw Paw should focus on keeping informed. As noted in figure 3 these stakeholders include retailers and distributors, who hold significant power over the sales of the company’s products, as their decisions can directly impact revenue. Additionally, regulatory bodies play a crucial role in shaping the company’s strategic direction, as their policies and regulations influence operational decisions. While these stakeholders may not have a strong interest in day-to-day activities, ensuring they are well-informed helps maintain positive relationships and compliance with regulations, ultimately supporting the company’s continued success.
[bookmark: _Toc549073396]Strategy
The Ansoff Matrix, developed by Igor Ansoff in 1965, is a strategic tool designed to guide companies in achieving market growth by evaluating different growth opportunities (Watts, Cope, and Hulme, 1998). It presents a quadrant framework that helps businesses define their strategy concerning both existing and new markets, as well as current and new products. The matrix outlines four key growth strategies: Market Penetration, which focuses on increasing market share within existing markets using current products, such as through promotions to boost sales; Market Development, which involves expanding into new markets with existing products, like international marketing; Product Development, which entails creating new products for existing markets; and Diversification, which consists in entering new markets with new products, often considered the riskiest strategy. As noted by Watts, Cope, and Hulme (1998), the Ansoff Matrix helps businesses assess their growth opportunities and make informed decisions about how to expand and manage the associated risks. 
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Figure 4 – Source - Author
Market Penetration
According to the Ansoff Matrix depicted in figure 4, market penetration increases a firm’s market share by promoting existing products in current markets. For Dr. Paw Paw, this strategy could involve leveraging its well-known, multipurpose skincare products to gain a larger share of the beauty and personal care market. To achieve this, intensifying marketing campaigns is essential, particularly by harnessing the power of social media. As Eggers et al. (2017) highlight, social media is an efficient and cost-effective tool for engaging with target audiences. Dr. Paw Paw could utilise platforms like Instagram, TikTok, and Facebook to showcase product versatility through tutorials, influencer partnerships, and user-generated content. By emphasizing its natural and cruelty-free ethos, the brand could attract environmentally conscious consumers. Additionally, offering promotions, loyalty programs, or interactive campaigns can further boost customer retention and acquisition. This approach ensures Dr. Paw Paw remains competitive while driving greater visibility and market dominance.
Market Development
Using the Ansoff Matrix framework in figure 4 identifies that one strategic option for Dr. Paw Paw is market development, specifically expanding into international markets such as in Asian markets and American markets. This provides a significant growth opportunity, as entering new regions could increase brand recognition and sales. However, international expansion carries notable risks, as highlighted by De Búrca, Fletcher, and Brown (2004). These risks include cultural differences, which may affect product appeal and consumer preferences, and the complexity of navigating unfamiliar regulatory environments. Additionally, entering new markets requires substantial investment in distribution channels, marketing strategies, and local partnerships. Dr. Paw Paw must carefully assess these challenges while evaluating the potential for growth in international markets, balancing the rewards with the inherent risks of expanding beyond its current base. Despite these challenges, successful international expansion could substantially enhance the brand's reach and long-term success.
Product development
Product development, as defined by Cheng and Yang (2019), involves leveraging existing product strengths to create new offerings, serving as a vital strategy for maintaining sustainability in volatile business environments. For Dr. Paw Paw, as identified in figure 4, this means expanding its product range while using its trusted, natural ingredients as a foundation. For instance, the brand could introduce complementary products such as facial cleansers, SPF creams for sun protection, or nourishing serums—each aligned with its commitment to cruelty-free and multipurpose solutions. As noted by (Yoo, Jung, and Jun, 2023) Research and development investments can help in creating innovative cost friendly products. These additions would enable Dr. Paw Paw to cater to evolving consumer needs while capitalising on its established reputation. However, product development carries inherent risks, including higher investment requirements and uncertain consumer reception. To mitigate these challenges, Dr. Paw Paw could utilise market research and small-scale product launches to gauge demand. Successfully implementing this strategy would strengthen its portfolio, boost market relevance, and foster long-term growth despite industry volatility.
Diversification
As depicted in figure 4, an important growth strategy for Dr. Paw Paw, identified through macro and micro environmental analysis, is investing in R&D. R&D is a critical driver of innovation success, enabling firms to refine resources and develop cutting-edge practices tailored to market needs (Yoo, Jung, and Jun, 2023). For Dr. Paw Paw, a dedicated R&D focus can enhance product differentiation and foster sustainable competitive advantages in the competitive beauty and personal care sector. Using R&D initiatives in the case of product differentiation can aid Dr. Paw Paw’s formulation of new products such as supplements that are becoming increasingly popular in the wellness industry.
Additionally, leveraging social media as part of the R&D process offers significant opportunities for innovation, particularly for SMEs like Dr. Paw Paw. As highlighted by Eggers et al. (2017), social media provides valuable consumer insights, facilitates co-creation, and accelerates feedback loops, ensuring that new products align closely with customer expectations. By integrating these strategies, Dr. Paw Paw can strengthen its market position, drive innovation, and respond dynamically to emerging industry trends.
[bookmark: _Toc706002745]Recommendations 
According to Johnson, Whittington, and Scholes (2012), evaluating strategic options using the SAF model—suitability, acceptability, and feasibility—is an effective way to predict the potential success of a plan. Suitability assesses whether the strategy aligns with Dr. Paw Paw’s vision and mission. Acceptability examines if it meets stakeholder expectations, while feasibility evaluates whether the strategy can be practically implemented, considering resources, skills, and financial capabilities.
	SFA matrix
	Market Penetration
	Product Development
	Market development
	Diversification

	Suitability
	6
	10
	7
	6

	Feasibility
	6
	8
	7
	5

	Acceptability
	10
	10
	7
	6

	Total
	22
	28
	21
	17


Table 1 – Source - Author
Based on the SAF model presented in table 1, product development emerges as the most promising strategy for Dr. Paw Paw. With a strong, award-winning foundation, expanding its product range by leveraging its trusted formulations aligns well with the company’s mission to innovate and grow sustainably (Cheng and Yang, 2019). This approach ensures alignment with stakeholder expectations while driving competitive advantage. Investing in research and development will further strengthen this strategy, enabling effective innovation and execution (Yoo, Jung, and Jun, 2023).
[bookmark: _Toc1088462812]Competitors
Competitors are likely to respond swiftly to Dr. Paw Paw's product development strategy by intensifying their own innovation efforts. They may launch similar products, such as cleansers or SPF creams, leveraging their established market presence to counteract Dr. Paw Paw's new offerings. Additionally, competitors could increase marketing campaigns to reinforce brand loyalty and highlight unique selling points to retain customers. Price wars or promotional discounts might also be employed to undercut Dr. Paw Paw's new product launches. Larger competitors with stronger R&D resources may accelerate innovation pipelines, introducing advanced or diversified products to stay ahead in the competitive landscape.
[bookmark: _Toc968406937]Conclusion
In conclusion, this paper has examined the strategic options available to Dr. Paw Paw by applying a range of analytical frameworks and tools to gain a comprehensive understanding of the brand's market position and growth potential. Porter’s Five Forces framework (Mahat, 2019) was utilised to assess the competitive intensity and industry dynamics impacting Dr. Paw Paw. A PESTLE analysis (de Sousa & Castañeda-Ayarza, 2022; Uztürk & Büyüközkan, 2023) provided insights into external macro-environmental factors influencing the business, while a SWOT analysis (Chen, Dong, and Ren, 2017) identified internal strengths and weaknesses alongside external opportunities and threats.
Furthermore, a stakeholder analysis highlighted key players and their expectations, drawing on the frameworks of Freeman (2010), Rubio-Andrés et al. (2023), and Lock and Seele (2017). These insights informed the strategic options explored using the Ansoff Matrix (Watts, Cope, and Hulme, 1998) to evaluate growth paths such as market penetration, market development, product development, and diversification.
The analysis culminated in strategic recommendations for Dr. Paw Paw to strengthen its market position. Among the identified strategies, product development emerged as the most viable option for sustainable growth, leveraging the brand’s solid foundation and consumer trust to expand its offerings. By prioritizing innovation through research and development, Dr. Paw Paw can address evolving consumer needs while staying competitive in a dynamic market. This multi-faceted approach ensures Dr. Paw Paw is well-equipped to navigate challenges and achieve long-term success.
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	Political
	Product safety regulations
Animal testing regulations
Political stability 
Political Ideologies

	Economic
	Economic instability
Inflation and supply chain costs
Unemployment
Immigration

	Social
	Influence of social media
Health & wellness trends
Media trends
Community and cultural trends
Environmental and social responsibility

	Technical
	Innovation of formulation
E-commerce growth
Digital Transformation
Automation and efficiency tools
Artificial intelligence

	Environmental
	Sustainability focus
Natural ingredients
Climate change
Resource availability
Waste management

	Legal
	Cosmetic regulations
Environmental laws
Employment laws
Product liability laws
Licensing and permits



	Strengths
· Dr. Paw Paw's products are distributed in more than 50 countries worldwide.
· The brand has also received over 40 prestigious industry awards. 
· It is recognized for its strong commitment to sustainability, offering recyclable packaging and prioritizing eco-friendly formulations.

	Weakness
· Not technically advanced (are not known for groundbreaking technology).
· Limited innovation as products is basic and easy replicated in a highly volatile saturated industry.
· Price sensitivity as there are many cheaper alternatives within the industry.

	Opportunities
· Collaboration with influencers, other SME’s, and direct competition. Collaboration with other sustainability –savvy organizations.
·  Expanding further into Asian/American markets.
· Product differentiation to create more unique product.
· Research and development
	Threats
· Threats on new entrants into the industry.
· Regulatory challenges with ever changing requirements.
· Economic instability.
· Changing consumer preferences as trends evolve quickly emphasising the need for innovation.
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need for innovation.
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- Product safety
regulations
- Animal testing
regulations
- Political stability
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- Economic instability
- Inflation and supply
chain costs
- Unemployment

- Immigration

- Influence of social
media
- Health & wellness
trends
- Media trends
- Community and
cultural trends
- Environmental and
social responsibility

- Innovation of
formulation
- E-commerce growth
- Digital Transformation
- Automation and
efficiency tools
- Artifical intelligence

- Sustainability focus
- Natural ingredients
- Climate change
- Resource availability
- Waste management

- Cosmetic regulations
- Environmental laws
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