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Executive Summary
In this assignment I will be writing on Co-operative supermarket, while writing this report I will be doing research about what the company’s history is behind the supermarket. I will then be using swot analysis as an internal analysis based on co-operative company along with how it affects them. Then I will be looking at the company’s business and how they are surviving. After that I will be finding out about the connection between the members along with who their stakeholders are then writing about the future recommendations and finishing the rest of the report with conclusion.  






















Introduction 
SMEs means a small to medium size enterprise or businesses which is below a certain limit. This plays a big part in the current economy, showing to be extremely attractive and tremendous innovative system. In SME industry to industry the number of employees differ, as well as SMEs are job inventers for employees where flexibility and motivations get better and creation of competitive state which leads to a better satisfaction of customer’s needs. Another vital feature of SMEs is that focusing on innovative processes which includes in technology and management as this helps in forming the GDP and increase of the national export and it plays a big part in maintaining social political stability in a country (Al-Herwi, 2019).
Co-op is a unique kind of business, it is owned by individual members along with other co-ops but not big investors and their members get chances to have a say in how the supermarket is run (Co-operative, 2020).
This is done when members who are qualified can vote on motions and attend their AGM and elect member nominated directors and council members (Co-operative, 2020).
Co-op was started by Rochdale Pioneers, in the year 1863 co-op society designed the co-operative wholesale society and they provided products to co-op to sell in hundreds of their stores, in the next century co-operative whole society went through numerous changes thus they eventually became the Co-operative group (Co-op, 2020).










1. Co-op Vision, aims, objectives and Strategy
Co-op vision is to build a better society by excelling in everything that they do.
Co-op aims are:
· To make every effort for world class levels of business performance
· To be responsible, open and rewarding and putting co-operatives values and moralities into practice every single day
· Increasing the lives of their members, people, customers as well as their communities in which they trade in
·  Working in the long term of success of the co-operatives sector. 
The essential Objectives of Co-op is to enhance the profits from business where it meets the co-operatives values that gives them a positive marketing advantages and allowing them to serve their members along with delivering their social goals as a successful co-operative and whilst making a realistic financial return to their member-owners which consist of both corporate and individual (Co-op, 2018).
[bookmark: _Hlk56897481]The strategy of retailer Co-op food is doing is, they are planning to expand online and the way forward to this is by allowing customers same day delivery when ordering online along with extending their services to 650 stores that they have across the UK, by end of this year of 2020 they will allow customers to have the option to order goods via online and receive their deliveries in 100 towns and cities throughout the country which can be done by co-op website or through their partnership Deliveroo. 
Before the co-op deliveries was only available in places like London and Manchester but from January 2020 the service has been allowed to be available in places like Bournemouth, Southampton, Brighton along with other locations and this will be available in 250 stores in total in the year 2020, as this uses low emission transport includes eco-friendly bikes to accomplish customers order. 
Customers ordering through co-op parentship Deliveroo will be extended to 400 stores allowing customers to purchase non-fragile and having them delivered under 30 minutes because if the online food delivery of firm’s networks of riders and bikers.  
Also co-op have announced on January 2020 that they are bringing new brand to the market which is called Gro this means it is a vegan range which will be available in stores and they have said that this meets the growing demand for plant-based substitutes and vegetarians. 
CEO Jo Whitfield of Co-op food has said that they make it easier to get products when it is needed as well as they keep attention to their customers changing requirements, thus they provide eccentric products and services with very strong ethics and focus on convenience. Their new range of vegan product aligns along with their latest consumer trend and their online services meets the growing desire for faster home deliveries (Sillitoe, 2020).





















2. Swot analysis on Co-op
Swot analysis is used in organizations as this allows businesses to use this to the best of their advantage and it will allow to reduce any kinds of chance of failure by getting to know what is lacking in the company and then getting rid of that hazard that you were unaware of, it is a tool for assessing the four aspects of strength, weakness, opportunities and threats in any business (MindTools, 2020).
Co-op has a very long history on how they take the lead of any kinds of issues that is raised and matters to most of their members which from being one the first business to recognise the needs to tackle climate changes to their fair trade firsts and campaign for social justices. They were founded in 1844 and their values and principles are still relevant today ever since they have been opened therefore have been at the heart of co-ops thinking about any sorts of challenges that they and society as a whole face today. Their vision is co-operating for a fairer globe and support their planning for successful and balanced co-op which maximizes the value that they produce to their members, other stakeholders and neighbourhoods. 
Co-op’s objective is to promote a better way of how they do business for the community and you, as their vision is co-operating for a fair world thus it is very vital to their members that their business is in a path of ethical and sustainable way.
Co-op is constantly changing the ways of how the food are being packaged and swapping plastic for cardboard when they can as well as hard to recycle plastics which can be recycled home (Co-op, 2020).
Due to COVID-19 co-op 2019 report showed that this pandemic was having a huge significant impact on both of their business and communities activity and they have been responding to the crisis in order to make sure that their colleagues, members and customers are supported (Co-op, 2020). 
Even though they are going through this pandemic they are flexible as they are there for their customers thus the community matters to them more than ever as they are there to help bringing people together so they can help with any sorts of vital information, food inspirations and giving recognition to their local heroes (Co-op, 2020).




Swot Analysis
	Strength 
· Great food business.
· Community and members matter to them most.
· Opened since 1844.
· Nearly 400 co-operative location across the country (Stromajer, 2014).
· Being smart regarding in reducing food waste.
· 2013 apart of food share.
· Low cost.
· Helping community (Co-op, 2020).
	Weaknesses
· Democratic organisations.
· Mass members may not show interest in regarding running the business.
· Letting small group take over the organization and manage it for their own benefits (Association, 2020).
· High competition due to other supermarkets. 
· Fixed prices. 


	Opportunities 
· Opportunity to improve in their food business.
· Market place of where they can grow more.
· Completely stop the usage of single use carrier bags.


	Threats 
· Global pandemic due to Covid-19
· Other supermarkets out there. 
· Plastic pollution.
· Could fail due to poor management and organization.



 










3. Stakeholders Analysis 
Stakeholder analysis is a vital method which thriving people use to get assistance from others therefore this is the first step in stakeholder management. Also managing stakeholders can help to make sure that the project you are doing is succeeding whereas others that could be failing at. 
A stakeholder approach has four vital benefits these are:
1. Ventures into structure: - Here can be used extremely strong stakeholder in order to assist in defining your project as soon as possible on stage, from there stakeholders want to support you and their contribution can increase the value of your project.  
2. Securing supplies: - Securing support from the most powerful stakeholders can help you in to winning extra supplies this can be money, time and people therefore this will make your project likely to be successful. 
3. Insight: - Having communications with the stakeholders as early and often as possible can mean that they fully grasp on what you are doing as well as understanding what the gains of your venture is thus it means that they support you more when it is vital. 
4. Ahead of the game: - By getting to know along with understanding your stakeholders will allow you to predict and anticipate their reactions that they will have towards your project as it starts to develop more, therefore planning actions ahead will allow you to likely win their support. 
Identifying your stakeholders can be done by brainstorming who your stakeholders are as this will allow you to think of every person who is affected by your work and who has a influence, power or curiosity in the success or unsuccess.
The following example table shows some of the people who may possibly be stakeholders in your place of work or in any projects: 
	Your boss
	Shareholders
	Government

	Senior executives
	Alliance partners
	Trades associations

	Your co-workers
	Suppliers
	The press

	Your team
	Lenders
	Interest groups

	Customers
	Analysts
	The public

	Prospective customers
	Future recruits
	The community

	Your family
	Key contributors
	Key advisors



Also you might have lists of organization or of people which are disturbed by your work as some of these people could have the power to block the work or even advance it as well as some of them may perhaps be drawn in what you are doing at the same time others may not care at all thus you need to find out who you should prioritize. 
This can be done by mapping out your stakeholders and categorize them accordingly to their power around your work. The following grid is below:  
[image: Stakeholder Power-Interest Grid Diagram]Figure 1: Power/Interest grid (Team, 2020). 
Adapted from Mendelow, A.L. (1981). 'Environmental Scanning - The Impact of the Stakeholder Concept,' ICIS 1981 Proceedings, 20
The positions of the stakeholders on the grid shows you what actions are needed to be taken. 
· High power- Highly involved people: you ought to absolutely communicate with these people in order to truly make the greatest efforts to satisfy them (MindTools, 2020).  As for Co-op they have largest consumers in the globe as they are owned by more than five million members, as their membership lies at their members  who manages their business for their benefit in unity with Co-op principles and values also their stakeholders are central to everything that they do and the key to their success along with their members their stakeholders consists of customers, colleagues, suppliers and the wider Co-operative movement also the Co-operative wholesale society are in this category (Co-op, 2020).

· High power – Less interest: This is where sufficient work is put in with these people in order to keep them satisfised then again not so much that they become bored with the message you give them, in this situations for Co-op will be is when the mass members may not show interest in regarding running the business as well as letting small group take over the organization and manage it for their own benefits. 

· Low power – High interested people: This is where the stakeholders are sufficiently informing folks and talking to sure that any kinds of issues do not arise, as in this grouping stakeholders can regularly be very helpful with any kinds of detail of your project. For this category, stakeholders who are a part of The Group Co-op are a minority shareholding with co-operative bank along with a joint-venture travel business with Thomas cook. 

· Low power- Less interested: In this type of category the stakeholders who are involved should be observed but then again, they should not be bore with any sorts of unnecessary communications. In this circumstance for Co-op anyone can become a member in the Co-op group by subscribing for £1.00 share as the Co-operative group is jointly kept by millions of individual members and in dependent Co-operatives societies (Co-op, 2020).













4. SAFe Analysis and Implement of New Strategy
The SAFe analysis was developed by Gerry Johnson and Kevan Scholes as this tool is used by business to analyse strategic possibilities that may occur.
The strategic options can be seen in three different approaches: 
Suitability: 
The extent to when the strategic opportunity is appropriate for the company, and it is checked whether the options are being considered to be valuable for the goal that should be achieved, thus in this situation for Co-op is that, there strength is very good because their price ranges are low costs because their members have the ability to split these costs as this is really helpful for small businesses. By using this co-op can determine whether it is ideal for them to use this choice or not as they need to think about any sorts of threats and weaknesses within their business of supermarket. 
Acceptability:
This second strategic option comes from a viewpoint of acceptability as various external factors are taken in account, when utilizing this some aspects are needed to be taken into consideration such as the options for profitability, any sorts of financial risks and any influence from stakeholders (B, 2018 ). In this situation for co-op is that if they decide to spend their bulk of marketing budget on mailers and then one member would rather market his business through social media so this can be a negative as that member will have to spend his own money for social networking while the money that cooperatives spent on mailers. Also when co-op is in control the groups that sets the price for the members good and services then their peers this can lead to losing profits as it would mean reduction in competition between the co-op members who are frequently working in the exact same niches (kramer, 2019). 
Feasibility:
In this third type of viewpoint it is examined whether the options that is considered is in the right direction with the opportunities of that organisation which had at its disposal. Therefore, if the option is not feasible for sensible or other reasons then this has no value to further analyse options. Thus, it is seen whether the options will be successful or not as the option will define the after results from external examination that has been processed. 

In this situation for Co-op is that this business is different from the other supermarkets as they are formed and operated for the benefits of their members this is why they are a non-profitable business as they are run by a board of in term sizes therefore some of them are small buying clubs which is owned by local communities members and others are a large fortunate company of 500. 
Co-op takes pride in their company because the equality of its management is involved, and every member have all their requirements met without having to defer to any other single person. This make their business more stable than a regular business as members can come and go without disrupting any work. 
They have their own sets of economic benefits towards their members for example cooperatives each members receive bonus for their support and those bonuses is determined by how much their members spend on the products of the cooperatives along with this members happen to be employees for cooperatives thus they are entitled to discounts on any supplies. 
As co-op is owned and controlled by members, they are independent compared to organisations that is controlled by investors, also another factor is that co-op members can divide their workload between themselves and they are morale and sociable. They also exempt members from income taxes as they will only be taxed based on their income that they get from cooperative. At times cooperatives also face problems when they try to get debt capital from banks and other financial institutions out there and along this many co-op do not have the necessary resources to support the higher salaries thus for this reasons the co-op can sooner or later start to fail because in business and management wise. Thus the lack of profit encouragement can lead to lack of attention which can be a threat to them (LaMarco, 2018).
Implementing strategies
As the Co-op strategy is already on planning to expand in their online shop for food deliveries therefore they should continue to take this idea and expand in other areas of online marketing this can be done by using email marketing where co-op contacts customers directly by email by this many new people will get to know about the food Co-op. as using this strategy will save costs and it is in a customized form as well as it will consist of the company brand, logo, a message and a link which will guide customers to the website of their business. As emails are common these days this way the emails will be able to show pictures about a promoted product that food Co-op is advertising about and if the business has a Facebook page then this can be connected when sending the email as the customer will able to get to know more about this supermarket. There are different types of email marketing one of them is stand alone campaign, as this will have a certain retention period as is used mostly to promote new or products for one seasons therefore one or more email deals the same product. Secondly there is newsletter as this is to support customer loyalties and in this it will have useful information’s for the customers regarding products and offers and are then sent to them once a month, but then again this could have a negative affect as constant effort will need to be put in thus the email marketing option is better. 
Therefore, online marketing can offer many different possibilities for Co-op business as everything now days is continually being developed. This is more easier for customers as they are able to order the things they need online and getting it delivered right to the front door of their home and workplace, and it is simpler for customers to find substitutes from other competitors out there In online for the reason that of the slight effort a customer will have to go into different online site.
As every single internet pages for supermarkets are different in touch point view of advertisement and offer it becomes harder for business to lead any vital buyers to a specific online site minus to customer leaving thus having an understanding of the customers behaviour is very vital whether this is online or offline as clients can behave the same way as they would when ordering online or going to the shops. 
Main goal is to catch the customer’s attention this can be done in a certain way to target a group of customers and at the end it depends all on the way the customers reacts and how the business understand their actions, thus having least one online department and getting that every so often updating the online web page in regards to reaching the maximum of customers loyalty and keeping it updated to the latest trends (Sussan Schwarzal, Monica Grabowska, 2015).







5. Recommendations 
As for the future the co-op already have environmentally have reduced single uses of polythene bag across the nation by 95 percent since 2006, this has been done by getting reusable and recyclable bags which can be bought when shopping in store and they have wide range of carriers bags that is suitable for the customer needs which are bag for life, recycled bags  for life, carrier bag levy, single use carrier bags and fold away bag, therefore in the future they should try to make that 100 percent in reduction and get rid of the single use carriers bags for good as this will be good for the future and to continue in providing customers with reusable and recycle bags (Co-op, 2020).
Co-op future ambitions for 2030 is to: 
· Remove every single use plastic branded bag by 2030.
· Removing all black and dark Co-op branded bags by 2020. 
· To half the wastage of food from farm to fork this will be done by their existing work on food redistribution and their work with suppliers and helping customers to lower wastes at home.
·  Increasing their dedication to 100% British fresh meat to their frozen meat, sticking to their promise on cruelty free co-op branded household and toiletry products.
· Taking responsible approach to lessening the amount of sugar, salt and saturated fats in products along with boosting the amount of fruit and veg. 
· Rising their promises on accountable sourcing (Co-op, 2018)
Another future recommendation for Co-op is that they should start to think about using email marketing strategies for their business as this can help them in many aspects as not everyone will know about food Co-operatives and who they are, this way by using email marketing it will allow them to gain new and existing customers as the newer customers can get to know more about regarding what they sell and how much their prices are for the product as well as being able to go online to the Co-op website and having that opportunity to explore online website and being able to order what they need and from there they can either go to the stores for shopping or have the choice to click and collect where the customer can order what they need and then go and collect their shopping instead of having to wait for it to be delivered to them as well as having the options to the food being delivered to their house. Along with this service being available in every Co-operative store they have across the globe for smooth and easy customer satisfaction.  
Conclusion 
I have come to know by doing this report is what the Co-operative vison, mission and strategies are along with by finding out what the internal analysis swot has shown and how  the strength, weaknesses of the company is along with the opportunity, threats that the co-op faces. Also, in a SMe business, strategic management plays a big part in it as different strategies are used. From the stakeholder’s analysis I have come to know who highly powered/ highly interested people are in the company along with the low powered/ less interested people. 
From writing on SAFe analysis, I have concluded that Co-op takes pride in their company because of the equality of its management are involved, as every member have all their needs met without having to defer to any other single person. This make their business more stable than a regular business as members can come and go without disrupting any work. They have their own sets of economic benefits towards their members.
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