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[bookmark: _Toc131427841][bookmark: _Toc134211938]Executive Summary
This report focuses on Bee Good and its strategic management. The organization's current strategic directions such as its vision, mission, values, and goals were identified and analyzed. The business environment in which they operate and the various external and internal elements that affected their business operations were analyzed based on tools such as PESTEL, VRIIO and  SWOT provide a critical analysis of the organizations environment to identify its strengths and weaknesses as well as opportunities or threats that the company might need to be aware of. The available strategic growth choices for SME’s operating in the market were discussed and a new strategy was proposed. to understand more about the stakeholders is stakeholders’ analysis was performed to critically evaluate the expectations of different stakeholders and their relative power and how they can identify more suitable, feasible acceptable strategic options and lastly key strategic recommendations for Bee Good were provided.
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[bookmark: _Toc131427842][bookmark: _Toc134211939]Introduction
The main purpose for this report is to understand the strategic management of SME's and to understand it further Bee Good was utilized as a conduit to understand how SME operate. Bee-Good began their operations in 2008. The main mission of the company is producing natural skincare products, which are constructed from honey and beeswax. Bee- Good focus is doing business using ethical and sustainable business practices; their operations are based on the dwindling population of Bees. They hope to repopulate the Bee population with their ethical and sustainable business practices (Bee Good, 2022). 
An analysis of their business strategy has been performed to understand the impact of external and internal forces in their operations and to further understand; Pestel, VRIN and SWOT Models were utilized. The company's plan for strategic growth was discussed as well as understanding the various opportunities for growth using the porters’ generic strategies, Ansoff Matrix and Bowmans Strategic Clock model was used. A stakeholders Analysis was performed to critically evaluate the various expectations of different stakeholders. Lastly, based on the report, recommendations were given for the organization for future development.
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Description automatically generated]Bee-Good began their operations in 2008. The main mission of the company is producing natural skincare products, which are constructed from honey and beeswax. Bee- Good focus is doing business using ethical and sustainable business practices; their operations are based on the dwindling population of Bees. They hope to maintain the Bee population with their ethical and sustainable business practices (Bee Good, 2022). 
Bee Good’s product range includes environmentally friendly skincare and health care products such as   cleansers, moisturizers, and lip balms, all sourced from natural ingredients. Their distribution methods include selling through their online store and other selected outlets and retailers spread throughout the UK (Bee Good, 2022). 
Their business strategy revolves around satisfying a niche in the natural skincare market by focusing on the benefits of honey and beeswax in their products. They also have monotonized their goals of operating sustainably and ethical sourcing into their selling point.
During its operations, the company has won several awards, such as the prestigious “Best New British Skincare Brand” at the Pure beauty Awards 2015. Their brand identity is focused on their commitment to sustainable practices for protecting nature, the environment and maintaining the bee population. Their target market is health-conscious individuals who are also focused on sustainability and caring for the environment (Bee Good, 2022).
Bee Good has a commitment of producing natural and sustainable products be good also has market commitment on supporting the beekeeping community by collaborating with the local beekeepers on sourcing their materials as well as donating a portion of their profits to the beekeeping research and education. Even after winning numerous awards and attaining market credibility they are still small in size and scope (Bee Good, 2022). As they are still operating as a SME, they have faced several challenges in terms of scaling their operations while maintaining their focus in sustainable business practices and ethical sourcing. 
To overcome their small disposition, they have established a strong online presence; their website is very detailed oriented and provides all the necessary information about their products and their focus operating in sustainable business practices. Their main selling point is that they offer luxurious and premium products that are natural skincare products that appeal to consumers who are willing to pay a premium for ethically produced goods. 
Lastly, for their efforts Bee Good has won numerous awards for their ongoing efforts; these awards highlight their strong emphasis on product quality and innovation. By focusing on continuous innovation and improving their product range and quality; this will help them gain new customers as well maintain the loyalty of their old customer base by offering superior customer service (Bee Good, 2022).
Lastly the business strategy revolves around sustainability, product differentiation and quality. The company is trying to with values by focusing on the key areas that was mentioned; even if the small disposition of the company they will continue to grow and succeed in the competitive market by differentiating their product in the key areas as well as maintaining their mission of sustainable business activities.
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Bee Good’s business strategy revolves around focusing on sustainable ethical business practices while differentiating their product from the other competitors by focusing on a more health and environment conference consumers.
In order to accomplish their company mission in their business strategy they first step revolves around sourcing their ingredients from the locale one focusing from the other beekeepers which supports the local economy as well as helping to protect the bee population. This commitment to environmental sustainability can be used as a unique selling point. Their focus on sustainability and ethical sourcing and commitment to sustainable business practices can be a source for their competitive edge over other competitors (Bee Good, 2022).
Their second business strategy revolves around; differentiating their product from other skin care brands; they can achieve this by utilizing three unique selling points; the first being sourcing their as they use honey and beeswax as their main raw material to produce their products; this makes it unique from other skincare products (Kotler, 2012). Second being their target demographic; they focus more on consumers who are more healthy and environmentally conscious as their whole business operations revolve around ethical sourcing and ecofriendly business practices (Aspers, 2011). The last method they deploy is their pricing strategy; they make their product more premium and charge a much higher price than their competitors by offering better quality; this three unique selling points can be used to differentiate their products distinguish it from competitors in the crowded skincare market (Nagle and Muller, 2018).
As mentioned, Bee Good’s mission is to provide natural and ethical skincare products that support both people and the environment. They also focus on maintaining the population of bees. With their focus on producing a natural and sustainable skin care products that are appealing to the UK market there supporting the British beekeepers as well as managing the population of bees through their business activities and that is their mission.
Bee Good’s vision is to become the market leader in providing natural skin care brand not only domestically but globally as becoming a corporation that focuses on sustainability and showcasing the usefulness of British beeswax, honey and other naturally and ethically sourced materials that is going to be used to make the end product; another vision of there is to educate their consumers about the importance of bees to the environment (Bee Good, 2022).
Bee Good’s main value is sustainability; they have an ongoing commitment to producing natural skin care products that have minimal impact on the environment. Quality: to provide the best product and superior value Bee Good sources the best quality natural ingredients to produce their skin care products (Bee Good, 2022). 
Bee Good’s main goal is to expand their product range that will include more natural skin care products that are sourced from the British beeswax, honey and propolis. They will try to increase their customer base from their domestic market to as well as globally via online sales and partnerships with other retailers. and lastly their goal is to support the British beekeepers in order to promote sustainable beekeeping practices and maintain the Bee population (Bee Good, 2022).
In order to achieve their goals as well as mission they are planning to increase their product range within the next two years as well as increasing their online sales by 30% within the next years. To establish partnership with new retailers in the next business year and as well as donating their profits to support the British beekeepers on their conservation efforts (Bee Good, 2022).
based on their mission, vision, values, and goals as well as objectives; the current strategic direction of Bee Good is to continue on the expansion of their brand globally as well as fulfilling their commitment of sustainable business practices as well as maintaining their high level of quality. They also will focus on their ongoing collaboration with the British beekeepers and there are conservation efforts of maintaining the population of bees. They plan to achieve their goals by expanding their product range to include other skin care products as well as expanding their customer base through global expansion and partnership with retailers. 
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 Business environment is referring to the environment that the business operates in; business environment is based on internal and external factors that impact the business operations. Analyzing and understanding the business environment is highly crucial for any form of business as it helps on identifying opportunities threats that can be utilized by the organization to be more profitable and meet their missions without facing any major hurdles. By analyzing the business environment, it is possible to assess the potential impact of the external factors on the operations of the business as well as its decision making; There are various models that can be used to analyze the business environment (Child, 2015).
The business environment can be separated into two categories, external factors, and internal factors; most of the external factors cannot be changed must be adapted to while companies have more control over the internal factors (Wheelen et al, 2017).
Elements such as political, economic, social, technological, environmental, and legal are the factors of the external environment; these factors heavily influence the operations and the decision making of the organization. for example, changes in government policies, economic turmoil of the host country or even the change of consumer preference.
Elements such as an organization’s structure, culture, resources, and management practices are the factors of the internal environment. This also includes the skills and expertise of the workforce (Longenecker et al, 2013).
[bookmark: _Toc131427846][bookmark: _Toc134211943]PESTEL
As mentioned one of the categories of business environment is its external environment which can be analyzed by using various models and one of the more well known model that can be utilized to analyze the external factors is the Pestel Model; it consists of six elements such as political, economic, social, technological, environment and legal (Wheelen et al, 2017). Here is a Pestel analysis of Bee Good.
Political
The political spectrum of deepest analysis affects Bee Good; as this sphere consists of government policies, regulations, and taxation (Yüksel, 2012). The organization is subject to various regulations that are related to the production and sale of skin care products as it is a health care product it is heavily regulated upon for the well-being of the consumer. As it is locally sourced from beeswax there are various laws and regulations set upon that the company must abide by in order to do operations. The company must comply with various regulations that are related to Product Safety such as labeling, procurement, packaging, and advertising. As the company is focusing on global expansion there are various government policies that are related to international trade which will also affect the company's operations and decision making.
Economic
Factors such as economic growth for my inflation and the fluctuations of exchange rate and as well as the statistics of consumer trading are what the economic factor is comprised of. The company's performance relies upon its sales and that is tied upon the economic state of the country. Elements such as changes in exchange rates will affect the cost of raw materials and the prices of the finished product (Rode, 2012). The economic condition is heavily relied upon as the bee decent price is a premium for their products. This is heavily tied upon the ability to spend power of the consumers as well as the purchasing power parity. To iterate if the economic condition of the country is bad for reasons such as high inflation the consumer spending will be lowered, and individuals will refrain from purchasing luxurious goods but if the economic condition is good the inflation rate is low people will purchase more premium products as they will have more disposable income. Consumer spending patterns are heavily tired with the demand for skin care products (Rode, 2012).


Social
The social factor of the Pestel analysis affects the demographics, lifestyle changes and changes in consumer behavior. Bee Good is heavily reliant on social factors as they operate in the skin care industry. They are subjected to the consumer's preference and behaviour and in order to stay profitable they must understand the changing needs and preferences of the consumers in different markets in order to develop products that will meet the needs of the consumers (Hausman, 2011). Bee Good Must also take into fact of the various culture and social norms related to beauty and skin care as well as the perception of beauty products procured from beeswax (Henry, 2021).
Technological
The technological factors that affect the big goods business operations as well as having a direct impact with their innovation, automation and intellectual property are included in the technological factor of the Pestel analysis. In order to stay market competitive, they must invest heavily in research and development of new products and improve existing ones as was mentioned in their business goals. They must continuously seek to improve their existing products as well as introducing new products that are sourced from beeswax and other materials. In order to stay market competitive and fulfill the demands of its consumers they must ensure that their production line is heavily streamlined, and the processes are efficient and automated (Westerman et al, 2014). Lastly as they are specialty goods, they must be able to protect their intellectual property rights to prevent others from copying the products or even the processes, using the chances of copycats.
Environmental
Bee Goods Business operations are heavily reliant on environmental factors more than so then other competitors. Their main product line consists of products that are ethically sourced from the environment and targeted to consumers who are health conscious and environmentally friendly. In order for the main selling point to be relevant they must be environmentally friendly in their operations as well and stay true to their company goals. In order to do business and follow their mission the company must consider its environmental impacts on business operations. They can achieve this by doing their business in a more sustainable and ecofriendly way. And they must also comply with various environmental regulations both set by the government and themselves (Yüksel, 2012). 
Legal factors
Legal factors are the laws and regulations that the company must abide by in order to do their operations such as fair business practices, ethical sourcing, proper marketing ethics, laws and regulations, labor laws etc. the legal factors of the pistol analysis also affect the Bee Good’s intellectual property and consumer protection. The company must be complacent with the various laws related to competition, trademarks, and copyrights. It also must ensure their marketing and advertising practices are ethical and comply with the various laws that are set in place they should also refrain from false advertising practices. They must also practice fair competition additionally they should especially abide by the laws that are related to consumer protection. As it is operating in the healthcare sector as well, they must be highly vigilant about the various laws and regulations.
To conclude, be good faces various challenges from its external environment but also various opportunities that it can exploit in order to further their business, the various external challenges effects their operations as well as their profitability. The company must conduct proper analysis of the external environment to be informed and adapt to these factors to ensure they are profitable, and their performance is up to standard in order to stay competitive in the market.
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In order to further analyze the external environment that affects the business hey VRIN analysis have been performed; This analysis is a framework that can be used to assess the companies’ resource as well as capabilities. The full acronym for VRIN stands for value, Realty, inimitability, and non-substitutability (Adnan et al, 2018). 
Value
This element of the VRIN model analyzes the value ability of Bee Good. The resources and as well as the capabilities of the company are valuable as they are highly important for the creation of their unique and high-quality skin care products that meet the needs of their target consumers. The company sources their raw materials from natural and organic ingredients such as beeswax (Adnan et al, 2018). 
Rarity
Bee goods differentiate themselves from the other competitors by offering unique services and products that is why they are rare as we go to resources and capabilities on managing as well as procuring are rare as they are not found in other skin care companies. As the company uses Bee-derived ingredients such as honey and beeswax it gives them a unique competitive edge as well as a unique brand identity. Their ongoing commitment on managing the Bee population as well as commitment to practicing sustainable business in order for Environmental Protection cannot be found in other skin care products that operates in the premium market (Karake-Shalhoub and Al Qasimi, 2007).
Inimitability
Other competitors cannot easily imitate Bee goods offerings and unique product line as the resources of the companies are difficult to imitate as they are the result of the company's unique approach to product development production that who aligns with their company's mission. What is unique approach to product development and production is fueled by their need for specialized knowledge and expertise that cannot be easily replicated as they collaborate with bee-derived ingredients. the company's ongoing commitment to sustainable business practices as well as their eco finalize requires a significant investment of time resources as well as specific mindset that many companies are not willing or able to make or cannot imitate to that extent (Karake-Shalhoub and Al Qasimi, 2007).
Non- substitutability
Bee Goods Products are not easily substituted as there are no equivalent substitutes available in the market that offer the same values to the targeted market as Bee Goods. They occupied a large portion of the market that is untapped, and their unique targeted market cannot be easily imitated so there are no direct substitutes to their offerings. As the company uses various naturally sourced ingredients its commitment to sustainability and not easily replicated thus ensuring that there are no direct alternatives available to the consumers.
To conclude, good resources meet the criteria for VRIN analysis as the companies’ unique approach to product development as well their commitment to sustainability gives them a sustainable competitive edge in the market (Karake-Shalhoub and Al Qasimi, 2007).
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Swot Stands for strengths, weaknesses, opportunities, and threats. A short analysis used to analyze these aspects for a firm in this case Bee Good (Sarsby, 2016).
Strengths
· High quality products
· Skilled Workforce
· Low chances of imitation
· No direct substitutes
· Strong brand reputation
· Unique selects propositions
· Unique product
· Strong online presence
· Market recognition
Weakness:
· Limited distribution
· High prices
· Small market scope
· Small business operations
· Over dependence on natural sourcing
· High production costs
· Low product diversification
Opportunities
· Growing demand
· Global expansion
· Expansion of product range
· Changing Consumer preference
Threats
· Economic conditions
· Supply chain disruptions
· New Entrants to the market
· Brexit
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Strategic growth is a systematic planning and execution of activities that is designed to increase the profitability and market share of a firm. Growth can be achieved by various means such as expanding the current product line or entering new markets or global expansion. In order to stay market relevant, the strategy for achieving growth should be carefully developed and the company’s strengths and weaknesses must be accounted for (Johnson et al, 2020). Market trends as well as comparative analysis should be performed in order for a well-developed strategic growth plan. The resources available to the company such as financial resources or human capital resources should also be accounted for. Strategic growth is a long-term process, and the final must be commitment to their planning as it involves in investment in research and development as well as marketing and advertisement; There is no short term direct pay off but instead the company will be profitable in the long run and will be sustainable (Hunger, 2020). The goal of strategic growth is to build a sustainable as well as a profitable business that cannot be affected by the various challenges faced in the marketplace and its external environment. There are various models that can be utilized to plan out strategic growth and in this report three prominent models will be utilized in order to further analyze the strategic growth of Bee Good.
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Porters’ generic strategies was the framework that was developed by Michael Porter that outlines that a firm can compete using three generic strategies to gain a competitive edge (McKeown, 2019). 
Cost leadership where the farms main strategy focuses on achieving the lowest possible cost of production that enables them to price their product cheaply to ensure that they are able [image: A picture containing text, screenshot, font, number

Description automatically generated]to gain as much as market share possible but in the case of Beer Good it is not possible as they do not operate using cost leadership as there production cost is high and their target market is not looking for the cheapest product (Mckeown, 2019).
Differentiation where the main focus of the business strategy relies on differentiating their product from their competitors; this involves creating a unique product that cannot be easily imitated or provided by the market competitors. Beer Good differentiates their product from its other competitors by using organic ingredients. This is the state again that is used by Bee Good to gain their competitive edge over the market as they differentiate their product in terms of three unique selling points (Mckeown, 2019). Differentiating their product from other skin care brands; they can achieve this by utilizing three unique selling points; the first being sourcing their as they use honey and beeswax as their main raw material to produce their products; this makes it unique from other   skincare products (Mckeown, 2019). Second being their target demographic; they focus more on consumers who are more healthy and environmentally conscious as their whole business operations revolve around ethical sourcing and ecofriendly business practices. The last method they deploy is their pricing strategy; they make their product premium and charge a much higher price than their competitors by offering better quality; this three unique selling points can be used to differentiate their products distinguish it from competitors in the crowded skincare market (Belton, 2017).
The last part of Porter’s generic strategy is focus; this involves a company using their resources to focus on serving a narrow segment of the market (Belton, 2017). Bee Good target market is health-conscious individuals who are also focused on sustainability and caring for the environment. This market segmentation has enabled the organization to narrow down their strategic operations to a specific market segment enabling proper usage of resources and ensuring that they can tailor their product and service to meet that specific targeted market (Mckeown, 2019).
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The Ansoff Matrix Is a strategic tool that is used to analyze different growth opportunities for a business (Loredana, 2016).
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Description automatically generated]Market Penetration: In order to penetrate the market Bee Good can focus their efforts on providing more of its existing products to the market to ensure attracting current customers as well as attracting new customers within the existing market. This process can involve on developing new marketing and advertising strategies to promote this existing product line within the market as well as improving the customer after service as well as lowering prices in order to increase sales volume by offering discounts and other marketing strategies (Werawatta, 2021).
Product Development: Bee Good can develop new products that might appeal to different segments on its existing customer base or new customers; This could involve new products that are sourced differently or innovative packaging or expanding to a new product line such as hair care or personal care products (Werawatta, 2021).
Market Development: They can expand the market by creating new markets within new geographic locations or different segments. This can be achieved by creating new products that might appeal to a different age group or demographic are people from different regions or countries (Werawatta, 2021).
Diversification: Bee Good already uses a diversification strategy of providing three unique selling points such as offering a unique product, offering a premium product and the product is ethically sourced that maintains their sustainability practices. They also achieve diversification by targeting consumers with a specific consumer preference that are more health and environment conscious (Werawatta, 2021).
[bookmark: _Toc131427852][bookmark: _Toc134211949]Bowman’s Strategic Clock model
Bowman’s Strategic Clock model is used to identify the competitive positions in a market that a firm such as Bee Good my topic it has eight positions each of which represents a different strategy (Shakhshir, 2014). 
· [image: Bowman's Strategy Clock - Product Mindset's Newsletter]Low Price/ Low Added Value: this strategy revolves around offering a low product service with little added value; Bee Good does not apply this strategy (Shakhshir, 2014).
· Low Price: this strategy is about offering a low price to the product or service while still maintaining a reasonable level of quality.
· Hybrid: this strategy is a hybrid of low price and differentiation as it states that offering a product that is both of low cost and differentiation; this can be applied by Bee Good, but it will take considerable amount of resources.
· [bookmark: _Hlk134205181]Differentiation: the current strategy that is used by Bee Good. This strategy revolves around offering a differentiated product or service that stands out from its competitors (Shakhshir, 2014).
· Focused Differentiation: this strategy revolves around offering services or products to a niche market; this strategy is also currently employed by Bee Good.
· Risky High margins: this strategy is about offering a high-priced product or service with a high level of risk; Bee Good offers a premium product that is unique and has a more focus targeted customer base (Shakhshir, 2014).
· Monopoly Pricing: this strategy is about offering a unique and patented product that has no direct competition and Bee Good can apply this strategy if their product is patented.
· Loss of Market Share: this strategy is about offering a product or service that is no longer competitive and losing market this is used to get rid of excess stock of products.
[bookmark: _Toc131427853][bookmark: _Toc134211950]Stakeholders Analysis
Stakeholders are individuals, groups or organizations that have an interest in an organization's performance or operations. stakeholders can range from customers to even governments. To analyze the stakeholders to identify the key stakeholders as well as assess their interest and expectations; stakeholders analysis tool can be utilized in this case Bee Good stakeholders will be analyzed (Bourne, 2016).
· Customers: to organize customers are the most important stakeholders as they directly impact the profitability of and business as well as sustainability. due to the marketing efforts of Bee Good; the customers of the company expect a high quality organic and ecofriendly product that meet their needs and expectations; the customers directly can influence the success of the company by making purchases or recommending brand to others (Schmitt, 2010).
· Employees: employees are the most valuable resources that a company can utilize as they dictate the quality of the service as well as the business performance. The employers have an expectation to receive fair wages, safe working conditions as well as opportunities for growing their career. They have high power over Bee Good’s performance (Gond et al, 2010).
· Suppliers: Bee Good is heavily reliant on its suppliers to provide raw materials for their products. In this case it is the local Bee community as the company sources their materials locally. The suppliers expect timely payments and fair prices for their goods they have in power to influence the success of the company by providing high quality materials and timely delivery.
· Investors: the investors expect a timely return on their investments in be good; due to their power they can influence the direction the company takes through their financial support as well as their advice.
· Government:  Bee Good is directly affected by various regulations imposed by the government as they have an indirect stake in the performance of Bee Good.
Based on the analysis of Bee Good the most suitable and feasible strategic option that can be utilized by the company is focusing on product quality and innovation, engaging with their employees, and developing them, maintaining a sustainable sourcing as well as managing their supply chain, governing their financial performance as well as engaging with their community and maintaining their social responsibility.
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To assist Bee Good in achieving its future development and implementation goal here are some strategic recommendations that they might consider.
· Create a clear strategic plan.
· Establish a strong and reputable brand.
· Improve efficiency on the production line.
· Develop strategic partnerships with retailers and influencers.
· Investment in employee training and development
· Implement a tracking system for monitoring progress.
· Create a work culture of continuous development and adaptability.




















[bookmark: _Toc131427855][bookmark: _Toc134211952]Conclusion
This report was used to understand the strategic management for SMEs; to further understand about the strategic management of SME's; Bee Good, a UK based skincare company was used. This report analyzes the organization’s strategic direction and how they are leveraging their unique selling points to stay market relevant and have a competitive edge. Their business strategy was analyzed in order to understand how they are navigating through the various external components as well as the internal components of the business environment. to understand this Pestel, VRIN and SWOT analysis was used to understand the external and internal environmental impact. To understand the strategic growth and device plans porter’s generic strategies, Ansoff Matrix and Bowmans Strategic Clock model was utilized. In order to identify the various stakeholders and their expectations a stakeholder’s analysis was conducted for Bee Good. Based on the report, recommendations were given for future expansion and development.
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