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INTRODUCTION 

The concept of strategic management can be basically defined as the management of the firm’s resources to achieve objectives and goals. The present report focuses on offering and analysis of the new key strategic recommendations for the company for the purpose to seek developments and implementation. The SME organization chosen for this report is Dimello Coffee (SME). It is basically an organization which was founded in the year 2002 and has a great experience in coffee distribution. The mission of the firm is to offer balanced coffees which could be enjoyed by everyone. The present report basically focuses on the critical analysis of Dimello Coffee using a wide range of strategic management tools such as SWOT, VRIN, PESTEL which helps in detailed overview on the impact created by the environment. It also involves conducting internal, external, industry analysis for the selected organization. In addition to that it involves identification of various strategic choices or directions for the company. 

MAIN BODY

Strategic Development Process
Strategic Analysis (SWOT) 

It is basically defined as the SWOT analysis which is a tool used for the purpose to evaluate the position of the firm’s competitiveness in order to basically develop strategic planning(Henry,  2021). In relation to organization, the company with the support of SWOT analysis can assess the external and internal factors as well as present and future potential. 
	Strengths
· Excellent Customer Service

· Premium Prices

· Quality Service and Product 

· Brand Value 
	Weakness
· Limited Market Share 

· Competition 

· Increasing Cost 

· Tough to Differentiate 

	Opportunities
· Product Line 

· Customer Experience 

· Mobile Application and Delivery 
	Threats
· Limited Profit 

· Price Competition 

· Expensive Supplier 


Porter Value Chain Model 

In relation to managers and business leaders, they basically use a variety of models and tools for the purpose to have better understanding regarding the activities which generate the value for firm (Masterman, 2021). In relation to Value chain, it basically covers the entire range of activities that helps in bringing the product to the customer or market.

Primary Activities: Such kind of activities are basically divided into two categories where the first category is primary or main activities which involves:

Inbound logistics: It generally involves obtaining the right raw materials from the supplier. In relation to Dimello Coffee, there main aim is to offer better relationships with the suppliers. Moreover, the firm has maintained effective relationships with the exporters and trading companies. 

Operations: In relation to organization, it also purchases, sells, and roasts high quality coffee beans and related coffee products. 

Outbound logistics: In case of the firm, they sell its commodities to the consumers with the support of licensed stores and company stores. Also, the firm’s products can be also found at target stores.
Sales and Marketing: In relation to value chain, the marketing is one of the most crucial parts. In addition to that, the firm uses social media for customer engagement and marketing process (Cillo and et.al, 2019).

Service: In relation to customer service, it is the major priority of the firm. The stores of the firm have a real customer friendly surroundings where the consumers could easily interact with the staff and Barista. The firm has basically created a surrounding where the customers could chill and relax. 
Support Activities

Infrastructure: In relation to organization, it generally comprises of finance, management, and planning and the other resources of the firm. In relation to firm, it has a strong infrastructure apart from their physical resources. 

Human Resource Management: Apart from facilitating and training the growth and learning of its employees. In relation to company, it has focused on the various policies of human resource that offers wide range of satisfaction. 

Technological Development: In relation to organization, the company uses technologies for the purpose to serve its target market. The technological development really helps the company in accounting, payroll, and human resources both in external and internal communications. 

Procurement: It can be basically defined as the significant important in the 21st Century. In relation to organization, they focus on influencing their profitability and efficiency. The firm has focused on sourcing its material from suppliers that follow ethical practices. 


For the purpose to identify the company’s weakness and strengths in relation to resources and capabilities, it is very important for the firm to use strategic analysis tool such as SWOT and Porter’s Value Chain Model for better understanding regarding the weakness and strengths in relation to physical resources, technological skills, management skills, human resources, financial resources and much more. 

External Analysis 

PESTEL Analysis 
In relation to PESTEL analysis, it can be basically described as the strategic framework which is generally used by the firms for the purpose to evaluate the surroundings in which a firm operates (Paul, 2019). It involves Political, Economic, Social, Technological, Environmental and Legal Factors. 

Political Factors: In relation to the production of coffee bean, it is basically centred in countries like South America and Africa (Pedersen and et.al, 2020). In relation to the coffee industry and companies, they are highly depended upon the international trade for the purpose to carry out their operations. 

Economic Factors: In relation to growing economies, they are now focused on luxury items which also involves sale of premium grade coffee. Due to the growing customer expenditure, it has been directly related to the increased demand for the premium grade coffee beans. 

Socio-Cultural Factors: In relation to current trend in society towards the beverages and foods is highly health consciousness. In context to coffee, it basically contains high amount of caffeine which is an unhealthy drink.

 Technological Factors: In relation to Coffee Industry, there are various technological factors in the drink and food industry which also comprises of genetic engineering (Iborra,  Safon and Dolz,  2020). The genetic based engineered coffee is quickly getting attention in the industry. Another transformation in the coffee industry is coffee machines. 

Legal Factors: In relation to coffee industry, the coffee is basically a product which falls under drink and food regulations in all the jurisdictions of the world. Due to the presence of caffeine in coffee, it is basically subject to caffeine standards. 

Environmental Factors: In relation to the world, it is basically facing a lot of issues in relation to the environment. There are various new issues in relation to fertilizers and pesticides or consumption of water and it is likely to result in an increased cost for the customers (Hauser,  Eggers and Güldenberg, 2020). 

Industry Analysis 


The concept of industry analysis can be basically defined as the specific branch of trade, manufacturing, and service. Having deeper knowledge regarding the industry in which a firm operates offers an essential framework for the analysis of the individual firm. 

Porter's Five Forces

It is basically defined as the model which analyses and identifies the total five competitive forces which usually shapes the industry and helps in determining the strengths and weakness of the industry (Chege and Wang, 2020). In relation to the organization, the five forces analysis is used for the purpose to identify the structure of the industry to determine the corporate strategy. In relation to Coffee Industry, it is one of the most liked beverages and also the growth of the industry is highly positive at 5.5% which basically shows the attraction of the industry. In order to carry out the industry analysis of the company, Porter's Five Forces is used. 
· Competitive Rivalry: In relation to organization, the company has been facing strong competition due to the presence of different competitors. This factor has high impact on the performance of the organisation. There are various giants in the industry who is dealing in the same type of product line with similar range of product and prices. Also, there are various small coffee businesses in the international market by which the performance of the organisation gets affected. In relation to coffee industry, Starbucks is the leading example, and the industry might be affected by the players in the international market. 
· Bargaining Power of Buyers: In relation to coffee industry, the bargaining power of buyers is high due to the presence of large number of coffee providers (Gray, 2021). This factor leads high impact on the performance of the company. Customers can easily switch towards the competitors where they can find the similar coffee product of the same quality and price. There are several firms who have good customers base, so it can be difficult for Dimello coffee to attract their customer towards the organisation. Therefore, company keeps the prices of their products not high in order maintain good customers base and to reduce the shifting cost of customers. All these factors help in leading good stake over the target audiences of the organisation. 
· Threat of new entrant: The power of the Dimello can be affected by the any of any new organisation in the market. This force has moderate impact on the position of the organisation because any new entrant will require high cost and time to compete the Dimello position. Also, the company will require high investment over their marketing activities in order to attract them towards the organisation. In this context the company keeps track of the any new entrant for restricting the chances of their impact on its own performance. The marketers of the organisation always manage good relationship with their customers so that their customer cannot shift to the new entrants easily. 
· Power of supplier: This force has moderate impact on the profitability and performance of the Dimello. Company maintains good relationship with its suppliers and there are various large number of suppliers who feeds the coffee industry (Rengarajan, Moser, and Narayanamurthy, 2021). Also, company maintains contract with those suppliers who deals in low cost that eliminate the high-cost factors. The Dimello coffee can switch to another suppliers in case when suppliers will demand for high amount from the company. 
· Threat of substitutes: This force has high impact on the organisation as it involves customers to shift over the competitors’ products. There are several large and small business who deals in the similar coffee-based products due to which the customers shift over them. This force increases the shifting cost of customers and can reduce the performance level of the organisation. Therefore, company involves different types of flavour and ingredients in their coffee and beverages in order to remove the chances of similar availability of taste in the competitors’ products across the boundaries of the globe. 

Summary of findings 


From the above all strategic development process different frameworks, it has been analysed the internal and external position of the organisation. Through SWOT analysis, it has been analysed that Dimello has key strengths like Excellent Customer Service and Quality Service and Product enables the organisation to carry its functionality in proper manner by which it is able to survive in this highly competitive market. these key strengths of the organisation will help the company to take the business in the new market areas and positioning the brand at high level (Teoli, Sanvictores, and An, 2019).  On the other hand, the Competition, Limited Market Share, Expensive Supplier, price Competition restricts the organisation in leveraging its position at higher level. All these factors are taken into consideration by the marketers and managers of the organisation while carrying their practices in the market and taking the brand at high level. Through PESTEL analysis it has been identified the economic factor can have its impact on the performance of the organisation as changes in the income level of the customer and changes in their demand can reduces the demand for the products of the Dimello (Samusenko, Plaskova, and Prodanova, 2020). Technology advancement is another positive factor which can help the company in improving its performance by making the working pattern more faster and application of new digital applications in the marketing strategies. The political factors are another factor which can lead its impact on the company's position as due to unstable political positions of some countries and changes in laws and regulations of government can affect the performance. 


Porter's five force models helped in analysing that the competition in the industry have high impact on the Dimello performance (Chege, and Wang, 2020). There are various types of competitors who deals in the similar product line which can downgrade the company's profitability growth and acts a barrier in the business expansion journey. It is important for managers of the company to have good business strategies and customers base to compete their competitors. Customers power is one of the major forces which is important for the organisation to take into consideration while carrying their business practices at high level. Proper implementation of marketing strategies, good product development is crucial for attracting the customers the organisation and important for long term survival of the organisation. Along with this, through using porter's value chain it has been analysed that the inbound logistics, operations outbound logistics, Sales and marketing, infrastructure, Human resource management, technological development activities of the business are core for its success. All the different activities of organisation contribute towards creating value to the company and helps taking the product from company to the customers. It is important for the organisation to have highly skilled workforce for carrying these practices at high market level and competing their competitors. Therefore, the use of all these models and frameworks will help the organisation in taking their business into new market and enhancing their performance in the existing market as well. 

Strategic option analysis 


The term strategic option refers to company's strategy which is used to achieve the long-term goal of the business. In context of Dimello, it is important for the organisation to analyse the strategic options in order to increase their business performance and long terms growth. For taking the businesses at higher scale, it is crucial for organisation to analyse the trends, opportunities, threats, actors which are exist in the external business environment. The Ansoff Matrix will be applied in context of Dimello coffee for evaluating the growth initiative and the level of risk which is associated with the strategies (Li, and Luo, 2020).
Ansoff Matrix 
· Market penetration:  This is based on selling the exiting product into the existing market. The Dimello coffee can enhance their performance by selling their coffee into the market of UK only.  Company has good relationship with the people of UK, and they can raise their company' share by contributing more efforts on its streamline distribution process. Also, company follow affordable prices for their products which helps in increasing the customer base. Also, it enables the organisation to acquire the level of competition in the same market. 
· Market development: This type of strategy involves taking the exiting products in the new market segment. The Dimello coffee can take its products in to the new market in which the company does not requires high amount of investment for their product development and in research and development. The company can cater their product to the different areas of customers and enter into domes and international market. 
· Product development: According to this strategy, the company can produce new product and sell that into new market. The product development help will Dimello to launch new coffee products in their existing market by which they can ably increase their share of wallet with their existing customer base. In this type of strategy, the company will require high investment in research and development and create new offering. Through this way, the company will be able to increase their market share and develop good brand image in the mind of their existing customers. 
· Diversification:  This strategy involves the development of new product into the new market segment. This can be the most risk strategy for Dimello coffee as it involves high level of efforts and cost for taking the new product in the new market. Company can go with the related and unrelated type of diversification (Wilson,Perepelkin,and Zhang, 2020). Through this type of strategy, the company can be able to increase their own market share by which the overall profitability growth of the business can improve. 

All these types of strategies are helpful for the organisation for enhancing the business performance. Dimello should go for the market development strategy as the organisation is a small business in which company will not requires high efforts and cost for their product development. Also, through this strategy, the company will be able to attract mass number of customers towards the brand and able to attain their objectives. 

Porter's Generic Strategies


This strategic framework or tool was first explained by Michael Porter in 1980. Porter's generic strategy involves three common strategies which used by businesses in various situation. These three strategies are cost leadership, differentiation, and focus. All these strategies are explained below in detail: 


Cost Leadership: This strategy of Porter's generic model explains about the gaining market share by minimizing and controlling the price of the product.  Dimello coffee can sue this business strategy to become the leader in the market of United Kingdom. At first this coffee firm needs to identify and analyse the pricing strategies of its competitors (de Araújo Lima, Crema, and Verbano, 2020). Then the company can minimise prices of its offerings for some time in the market. It will help this business in getting competitive advantage as well as in getting more and more customers in the business. 


Differentiation: This business strategy discusses about various ways for becoming unique in the particular business strategy. Many businesses are using effective technologies and business strategies in order to differentiate themselves from others in the completive business environment. It helps them in setting up unique image in the eyes of customers and as well as other stake holders of the company.  Companies differentiate themselves by providing best customer service facilities and by delivering best quality products to the customers.  Dimello coffee is not well recognized in the market of United Kingdom and in order to differentiate itself from other the company can use unique business strategy (Chaithanapat, and Rakthin, 202). Most of the companies are only providing products but  Dimello coffee can differentiate itself by offering extra services.  Dimello coffee can provide newsletter services to the customers on their e-mail. The marketing department of the company can send weekly newsletters regarding benefits of coffee for the human. The department can also send e-mails to educate and entertain the customers to stay engaged. It will help in differentiating the company from other companies in the market. 

Focus: According to this strategy, companies need to focus on particular market in order to gain competitive advantage. It is done by offering specialized services to the customers.  Dimello coffee can implement focus strategies in the business, it will help in taking competitive advantage. The company can launch some skin care care products based on the use of coffee in it. It will help in getting more customers and increasing the market share as well. It will require maximum effort of research and development department. Also this can be risky for the business as well.

SFA Framework


SFA is an acronym which stands for suitability, feasibility, and acceptability. It is a strategic framework used by the business organizations in order to take better decision for the business. This framework has been explained below in detail in context with Dimello coffee. 


Suitability: This is the first step of this framework which states about suitability of strategies utilized by the businesses. It means how much the strategies of the company are suitable for organizational goals and objectives (Bertels, and Desplaces, 2021). This step includes external and internal environment of a business.  Dimello coffee needs to identify suitable strategies for the business. Launching skin products based on coffee will be suitable for the business. The company needs to conduct market research, analyse customers and competitors,  and plan effective strategies for it.

Feasibility: This step states about the feasibility of the strategies used by the business organization to achieve its goals and objectives. It involves questions like whether the particular strategy is financially feasible or not, whether the organizational structure is good fit for the strategy or not. Launch of skin products will be feasible as it will give decent profit in the business because skin care products involve good margin. 
Acceptability: This is the third and last step of this framework in which discusses acceptability of strategies from the top-level management of the company (Weerasai, and Singsa, 2021). Launching new products in the business is both suitable and feasible according to the current scenario of the business. As skin products are in great demand and people are becoming more conscious regarding better skin. So, this strategy to launch products in the existing will be acceptable as well. The leaders and the managers of Dimello coffee need to think about launching a skin product based on coffee. They plan and implement plan effective strategies accordingly.
Stakeholder analysis by applying Mandelow’s Stakeholder Matrix to assess the acceptability of the option
The Mandelow Stakeholder Matrix is a good technique for determining if new skin care items should be introduced into Dimello coffee. A comprehensive knowledge of each stakeholder's potential impact on the project is made possible by the matrix's classification of stakeholders according to their level of interest and influence (Schwarcz, and Bourret, 2023).
The Mandelow's Stakeholder Matrix is explained below in four categories: 

High power, high interest: These stakeholders are highly influential and invested in the project, thus they need to be managed carefully. Depending on how people view the project, they may be supporters or opponents.

High power, low interest: These stakeholders have a lot of influence, yet they aren't as engaged in the project as other stakeholders. They may not have a strong opinion on the project, yet they can still be important.

Low power, high interest: These stakeholders have little influence on the project, yet they care a great deal about it. They may be project advocates or opponents, but their impact is comparatively low. 

The following stakeholders in the introduction of new skin care products in Dimello coffee may be identified using this matrix:

High influence and high interest

· Shareholders and owners of Dimello coffee

· The upper management groups.
· Employees whose jobs will be impacted by the new product.
· Suppliers of the company 

High power, low interest

· Competitors and Media outlets come under this category of stakeholder analysis. 

Low power, high interest

· Customers who could be interested in the new skin care items have low power but strong interest.

Low power and interest:  

· General population who does not purchase Dimello coffee.
· Non-profit organizations

The introduction of new skincare products in Dimello coffee can assist in identifying and prioritize stakeholders using Mandelow's Stakeholder Matrix. High power and high interest stakeholders are the most important to manage, whereas low power and interest stakeholders need less attention. Effective stakeholder management and engagement will be essential to the project's success.

Recommendations
Conduct market research: To better understand customer demands, tastes, and trends, market research should be done prior to the introduction of any new product. To assess the market demand for coffee-infused skin care products and to identify its main rivals, Dimello Coffee should perform market research.

Create a distinctive value proposition: Dimello coffee should use coffee to create a distinctive value proposition for its skin care products (Brasch, Eierle, and Jarvis, 2022). Coffee's advantages for skin care products should be clearly stated in the value proposition, which should also set it apart from the competition.

Utilise current clientele: Dimello coffee should use its current clientele to advertise its skin care goods. The business may utilise social media and email marketing to let customers know about new goods and urge them to try them.

Work with influencers: Dimello coffee may advertise its skin care products by working with influencers in the cosmetics and skincare fields. Influencers can evaluate products and suggest them to their followers, boosting sales and brand recognition.

Building good online presence using website: A website for skin care items will help to reach more customers and boost sales. The online store needs to be simple to use, visually appealing, and enable a quick checkout.

Put an emphasis on sustainability: Consumers are giving sustainability more and more consideration. In order to demonstrate their commitment to sustainability, Dimello Coffee should concentrate on using sustainable packaging and ingredients.
Offer bundling and subscription options: By giving customers the choice to trial numerous goods and subscription options can boost sales. For Dimello coffee, combining items and providing a subscription option can potentially provide recurrent income.

Monitor and respond to customer feedback: Dimello Coffee should keep an eye out for and respond to client comments regarding their skin care products. By paying attention to client input, a business may enhance its offerings, enhance the customer experience, and foster brand loyalty.

Following these tactics will help Dimello Coffee launch its coffee-infused skin care products successfully and boost sales.
The following possible outcomes might occur if the suggested strategy directions are not followed when introducing new skin care products in Dimello coffee:

Failure to fulfil consumer expectations: Dimello coffee could fall short of satisfying customers' demands if market research isn't done and a distinctive value proposition isn't created. Low sales and a bad brand reputation could come from this.

Lack of marketing and awareness: Dimello Coffee may have trouble promoting its new skin care products and raising awareness if it doesn't work with influencers and take use of its current consumer base (Agostino, and Ruberto, 2022). Low sales and a lack of brand recognition could follow from this.

Reduced profitability: Dimello coffee could not be able to develop a regular income stream for its skin care products without bundling and subscription choices, which might cause a decline in profitability.
CONCLUSION

Strategic management strategies involve identification and analysis of internal and external business. The internal factors of business are organizational structure and culture, employees, business processes, etc. Whereas the external factors of the business involve politics, consumer’s buying behaviour, change of technology, etc. The internal and external factors affect the business directly and indirectly. From the report it has been concluded that launching a new product in the existing business require effective strategies. By implementing significant business strategy companies can gain good market share and increase their sales as well.
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