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[bookmark: _Toc133624184]Introduction
The present investigation centers on Altacor, a pioneering SME operating in the domain of eye care, with the aim of demonstrating the insights gained by scholars regarding the significance of sustaining a market presence via innovation to achieve enduring prosperity but  Consequently, the evaluation of the company's performance will not solely be based on its eco-friendly strategies, but also on its adaptability to contemporary trends, in order to remain competitive and expand its presence in diverse international markets. In order to attain the objective, it is imperative to take into account the diverse stakeholders and subsequently carry out an evaluation of the corresponding stakeholders' relative degrees of impact and despite of the increased emphasis on the strategic activities of the organization, matters related to development analysis will continue to be considered. This encompasses factors both within and outside the organization that impact the development of the company while the suitability of the proposed strategy for Altacor Visionary Eye Care can be ascertained with greater ease by evaluating the outcomes of the initial stage of analysis, encompassing the SWOT and PESTEL assessments. The ultimate outcome of both endeavors is inherently interconnected in the process of creating a comprehensive depiction of the organization in its entirety as there exists an inherent interdependence between the two aforementioned activities. Subsequently, an evaluation will be conducted on the expansion strategies in terms of their feasibility, level of acceptance, and suitability and the aim of this phase is to determine the optimal approach that will yield the greatest financial advantage for the organization. Upon conducting a comprehensive analysis of the situation, encompassing both potential opportunities and risks, the author will proceed to explicate their recommendations for achieving strategic growth in a single paragraph and this proposal will be supported by credible sources to demonstrate that the module's learning objective has been achieved. The document's final section, labelled "Conclusion," will provide a concise summary of the report's purpose and scope. This segment is slated to be presented at the culmination of the report.

[bookmark: _Toc133624185]Altacor Visionary Eye Care – Company History & Background 

The pharmaceutical business Altacor, which develops medicines to treat eye problems, has its main offices in the United Kingdom and the pharmaceutical firm is constantly broadening its selection of ophthalmic medications. The company's two founders established it as a serious contender in the ophthalmic market when they launched it in 2006 and the success of the business has been helped along by this acclaim. Clinitas, the company's flagship product, was released to the public for the first time in 2007. (Altacor Limited, n.d.)

Sodium hyaluronate was one of the first therapies for dry eye condition and its launch coincided with this drug's release and one of the first treatments of its kind. In addition, it was a catalyst for a movement that ultimately resulted in preservative-free eye drops and since the. then, Clinitas has come a long way, and it now offers a full range of therapies that may be purchased with or without a doctor's prescription at local pharmacies. Altacor has been buying up companies in the surgical industry for the past few years in order to diversify its product catalogue and the BioLon brand of ophthalmic viscoelastic has earned widespread recognition and acclaim but also, Altacor has been using BioLon in their manufacturing processes since 2016. (Bacon, 2016)

Because of this, puncture plugs were added to the company's lineup of dry eye treatments in 2017 and Altacor has the exclusive distribution rights to a variety of items in the United Kingdom and Ireland. Clinitas®, the Clinitas® OTC line, the Clinitas® Eye Compress, and BioLon® are all examples of such items but Altacor's internal sales and marketing network is responsible for the promotion and distribution of the aforementioned products. Because of this, Altacor is able to maximise its prospective earnings and most of these products are sold through the healthcare industry, which includes general practitioners, opticians, pharmacies, hospitals, and other related establishments. The healthcare industry is the primary driver of sales for these items. (Bausch & Lomb, 2016)

In 2016, Altacor completed a deal that allowed the company to begin selling products under the BioLon® name while High-quality ocular viscoelastic devices (OVD) are routinely used in procedures including cataract surgery and other ocular therapies. This is especially true of BioLon and BioLon Prime's creations in this area but in addition to their primary function of conserving tissue, these devices are utilised to keep space constant. In 2018, Altacor acquired the worldwide trademark rights, making it responsible for the product's worldwide distribution as. In addition, several of Altacor's products are available for purchase by individual patients at retail amounts on the company's website. (Eyecare Insight, 2017)

Consumers  can also get Clinitas®, Clinitas® Multi, and Clinitas Gel in formulations that are preservative-free. Clinitas's products have a 0.4% greater total concentration of hyaluronic acid compared to competing companies in the UK and these drugs are considered safe for human ingestion because of their efficacy in treating mild to moderate symptoms of dry eye. Altacor has invested much in R&D since it places a premium on finding and creating novel goods and distribution channels and it is worth noting that not only can you buy these items online, but you may do so without the aid of a doctor's prescription. Since its inception, this has been an important focus for the business. Altacor will increase its product offerings through the development of original products or the establishment of strategic alliances with other companies for the purposes of distribution and in-licensing. (Roberts, 2018)


This strategy was developed to help the corporation sell more of its products and achieve its expansion objectives and the company's R&D efforts are primarily focused on ocular surface disease, unmet clinical needs, and potential surgical applications. Altacor has uncovered a number of promising new areas in which to develop ground-breaking products but some of the company's top R&D priorities include the purchase of pharmaceuticals for the treatment of orphan indications, glaucoma, dry eye syndrome, and cataract surgery. There is a reference to Bloomberg as the publisher and the year 2022 as the publication date. (Lloyd, 2015)

The organization's future focus in this area will be on the major medical subfields that are presently experiencing tremendous increase so, patents, orphan designations, licencing, know-how, trademarks, and other forms of intellectual property with similar roles all support Altacor's product pipeline. Altacor will try to grow into new foreign markets and add new products to its existing product line and the company has a long and illustrious history of success in the UK. The company's owners, who are footing the bill, intend to expand their business internationally. It is worth noting that there are two ways to achieve this goal: either by creating new items in-house or by purchasing the rights to distribute the products of other businesses and both of these perspectives deserve serious thought. (Goldspink, 2014)

The company's recent acquisition of the worldwide brand management of BioLon means that the strategy just stated is applicable not just in the United Kingdom, but globally and  In addition to expanding distribution to additional countries, the first firm also plans to introduce novel products to a number of the markets where the second company currently has distributors. In addition, Altacor is consistently searching for new partnership partners and Opportunities for portfolio diversification could arise as a result of the growth of trade and distribution, opening up hitherto untapped regions. (Urquhart, 2011)

[bookmark: _Toc133624186]SWOT Analysis 

Strengths

The company's dedication to the creation of innovative concepts is one of Altacor Eyecare's most significant advantages and researchers and scientists employed by the company are continuously developing novel ophthalmic products to address unmet market requirements. As a result, a wide variety of ophthalmic drugs and items of equipment are now available for the treatment of a variety of eye conditions but due to the company's innovative culture, it has been able to continuously develop and offer cutting-edge products to its consumers, which has been essential to the company's success. (Ahmed et Al, 2020)

Second, one of the most valuable assets of Altacor Eyecare is the company's dominant market position and the company has forged strategic alliances with major wholesalers and distributors in over twenty countries across Europe and Asia. The company has been able to achieve greater levels of financial success due to the expansion of its customer base so, Altacor Eyecare has established a strong market position in the ophthalmology industry by developing its products with specific patient populations in mind. These patient populations include the elderly, individuals with dehydrated eyes, and individuals with macular degeneration. (Banica et Al, 2018)

A final advantage is that Altacor Eyecare places a premium on providing exceptional care and ensuring patient satisfaction. In order to ensure the patient's safety and the efficacy of the product, the organization adheres to stringent quality control standards during production while in addition, Altacor Eyecare provides superior customer service because their accommodating staff is always available to answer queries and assist both patients and doctors. This has helped contribute to the company's outstanding reputation in the industry, which has nurtured long-lasting relationships with loyal customers. (Hill & Westbrook, 1997)

Weaknesses

In comparison to its competitors, Altacor Eyecare's limited selection of products is a significant deficiency and the company's limited revenue streams are likely due to the fact that it concentrates solely on ophthalmology rather than expanding into other medical specialties. As a result, the company is susceptible to revenue growth slowdowns caused by shifts in the ophthalmology market and changes in reimbursement laws. (Javid et Al, 2012)

Second, a significant deficiency for Altacor Eyecare is the company's lack of prominence on the American market but due to the fact that the American healthcare system is one of the largest in the world, neglecting this market represents a significant missed opportunity. If the company does not make substantial investments in the American market, its products may not attain their full market penetration potential. (Sillince & Sykes, 1995)

Another weakness of the company is that it must rely on wholesalers and distributors to market its products and as a result, the company's sales and revenue growth are susceptible to changes in the legislation governing distributors. In addition, the company's dependence on third-party distributors means it lacks direct control over the distribution process and this may have a negative effect on both the level of customer service and the grade of the product. (Carpenter & Sanders, 1999)

Opportunities

Utilizing the numerous opportunities that are currently available will enable Altacor Eyecare to expand its business and to begin, the company may broaden the scope of its current products and services to include a wider range of medical technologies and treatments. This would enable them to meet the requirements of a broader spectrum of patients, diversify their revenue streams, and reduce their reliance on ophthalmology and this could be achieved through strategic partnerships, the acquisition of existing businesses, or internal research and development. (Dess & Lumkin, 2001)

Altacor Eyecare has a tremendous opportunity to expand its customer base and grow its business by entering new markets and due to the region's large population and growing demand for medicinal supplies and services, Asia offers a significant opportunity for the organization to expand its operations. Pharmaceutical companies have expansion opportunities in both Latin America and Africa, and the organization may elect to concentrate on one or both of these continents. (Dyer & Singh, 1998)

As the prevalence of telemedicine and other forms of remote consultation increases, Altacor Eyecare will be able to communicate with a greater number of individuals and it is conceivable that the company will use technology to offer remote consultations to patients and healthcare professionals in order to make its products more accessible and convenient. (Johnson et Al, 2017)

Threats

Altacor Eyecare may be negatively impacted in the future by a number of potential hazards that the company currently faces and other pharmaceutical companies that are in direct competition pose the greatest threat. Due to the high level of competition in the ophthalmology market, a large number of well-established companies invest substantial funds in research and development to create innovative new products and as a result, Altacor Eyecare may have to contend with increased competition, declining prices, and decreased revenue. (Porter, 2008)

Alterations to the company's reimbursement policies are the second factor that could impact the company's revenue growth while changes in the policies of health insurance providers and the legislation regulating government payment could have a negative effect on Altacor Eyecare's revenue if the company does not make the necessary adjustments to its pricing strategies. (Allison et Al, 2015)

Obtaining regulatory approval for the company's products from agencies such as the Food and Drug Administration (FDA) in the United States or the European Medicines Agency (EMA) in Europe is an additional risk factor for the business. Lastly, the company may be susceptible to regulatory difficulties and the approval of new products is a time-consuming and costly procedure that necessitates a substantial investment to ensure regulatory compliance. (Benson & Kirsch, 2010)


[bookmark: _Toc133624187]PESTLE Analysis


Political 

The government of the United Kingdom oversees and regulates the pharmaceutical and medical device industries in the country through agencies such as the Medicines and Healthcare Products Regulatory Agency (MHRA) and the National Institute for Health and Care Excellence (NICE). Altacor Eyecare's business model is sensitive to government regulation, which determines whether or not products are secure for consumers to purchase and use and recent legislation, such as the Brexit agreement, has had little effect on the corporation's operations, and the political climate has not changed significantly. However, alterations in the balance of political power and ideological divisions can influence policy and regulation, which can have direct or indirect effects on businesses. (Dobusch & Kapeller, 2013)

Economical 

The pharmaceutical and medical device industries in the United Kingdom are projected to generate more than sixty billion British pounds in sales revenue in 2019 so, research and development are equally important to the expansion of the business, but they require a substantial financial investment to finance. Because Altacor Eyecare is a small to medium-sized enterprise (SME), it has difficulty obtaining funding for research and development (R&D), which hinders its ability to create new products and enhance existing ones and in addition, the firm's operations may be affected by economic factors such as recessions, currency fluctuations, inflation, and interest rates, especially if product demand declines. (Kellermans & Eddleston, 2006)

Social 

According to demographic projections, one in four individuals in the United Kingdom will be 65 or older by the year 2050 and age-related eye maladies such as cataracts, glaucoma, and age-related macular degeneration can impair a person's vision and are more prevalent in the elderly. For this particular market, Altacor Eyecare has developed a variety of specialized products, such as preservative-free lacrimal plugs and eye treatments. Additionally, the company has developed medications such as hydraMed Relief Eye Drops to treat computer vision syndrome and this condition can be caused by lifestyle and behavior changes, such as increased screen time, so the company has developed medications to treat it. However, a detrimental shift in awareness and attitudes regarding, say, eye health, could have a negative effect on the demand for the company's products. (Rowley et Al, 2000)

Technology

Innovative new product development in the pharmaceutical and medical device industries is extremely dependent on their respective research and development expenditures so, Altacor Eyecare has made technological investments in order to develop new glaucoma medications, including hydraMed Relief Eye Drops and latanoprost Eye Drops. As part of its day-to-day operations, the company employs a number of technologies to enhance the management of its supply chain and maintain superior inventory control and either the company will be able to take advantage of technological advancements in the industry, such as telemedicine, artificial intelligence, and wearables, or it will be forced to deal with problems, most notably from new competitors. (Kesan & Hayes, 2012)

Legal

Good Manufacturing Practice (GMP) and MHRA authorization are two of the many regulations Altacor Eyecare must adhere to in order to sell ophthalmic products to the general public and these laws must be followed for Altacor Eyecare to sell its products. The General Data Protection Regulation (GDPR), an international law that regulates how businesses should collect, store, and use the personal information of consumers, applies to the organization while , the company's products and innovations are safeguarded by intellectual property and patent laws. If these regulations are not followed, the company runs the risk of being taken to court, having its reputation harmed, and incurring financial losses, all of which are detrimental to the company's operations and long-term viability. (Litan & Wallison, 2014)

Environmental 

Chemicals, plastic packaging, and obsolete apparatus are examples of the waste generated by the pharmaceutical and medical device industries and because improper waste disposal can harm ecosystems, governments around the globe are implementing measures to reduce garbage and increase recycling rates. By instituting a recycling system, ensuring the appropriate use of natural resources, and transitioning to environmentally friendly packaging, Altacor Eyecare is doing its part to limit the negative environmental impact of its operations and a  company's commitment to environmental sustainability and regulatory compliance can aid in establishing a positive reputation among its customers and enhancing its market standing. (Porter, 2008)

[bookmark: _Toc133624188]Strategic Choices

[bookmark: _Toc133624189]Stakeholder  Analysis
Investors in a company, known as shareholders, own a piece of the business in exchange for financial returns as the success of Altacor is heavily reliant on the investments made by its owners, who provide the company's operating capital. The investors hope to recoup their capital through the company's success, therefore they have a strong interest in the company's financial results and Altacor needs to keep making money for a while if it is  going to live up to the hopes of its backers. Keep in mind that Altacor's investors come from a wide variety of backgrounds and types, from individual investors to VC companies to large financial organizations and Involving these investors successfully requires consistent updates on the company's progress and future ambitions. It is also important to give shareholders multiple avenues to voice their concerns and offer their ideas. (Bryson, 2004)


Altacor serves a wide variety of customers, from hospitals and clinics to opticians and regular folks and customers place a high value on the reliability and safety of the product the company provides. Customers have faith in the company's ability to deliver high-quality, risk-free goods and through consistent innovation in product design, extensive testing, and quality assurance measures, as well as the provision of accurate and valuable product information, Altacor is able to meet the expectations established by its customers. Customers care just as much about the cost as they do about the quality of Altacor's wares and as a result, the company must deliver services and goods to its clients that are worthy of the money they pay. To do this, one must employ a competitive pricing strategy in tandem with tight cost control methods throughout the manufacturing process. (Clarkson, 1995)


Altacor's employees have a lot riding on the company's success and should be treated as essential stakeholders as workers want security in their employment, fair pay, and room to advance in their careers. Altacor can fulfill these needs by providing competitive pay in comparison to the market, maintaining a secure workplace, and encouraging professional growth and development. The company must create an environment where employees feel comfortable providing feedback and where that feedback is valued as methods that have proven successful in the past include encouraging teamwork and maintaining open lines of communication with employees. (Freeman, 1984)

Altacor considers its suppliers to be important stakeholders because they provide the company with necessary materials and services and long -term contracts with Altacor that guarantee prompt payment are beneficial to the suppliers. By forming partnerships that benefit both parties, Altacor is able to live up to its suppliers' high standards and The company must keep its connections with its vendors strong by making payments on time, keeping open lines of contact, and lending a hand when needed. Altacor should give preference to local suppliers to boost the economy and cut down on its carbon footprint. (Lawrence et Al, 2009)


Last but not least, Altacor values input from the local community. There is public worry over unethical or immoral commercial practices. Corporate social responsibility (CSR) efforts are one way in which Altacor has been able to live up to public expectations as it is important for Altacor to take part in local conservation efforts, donate to worthy nonprofits, and promote economic expansion and also crucial that the system is always open to suggestions and criticisms from the general public. (Mitchell, et Al, 1997)

[bookmark: _Toc133624190]Ansoff Matrix

Market Penetration
The firm can attain a higher market share in its existing market by implementing a market penetration strategy, which involves a forceful marketing campaign aimed at expanding the firm's customer base and maximizing revenue from its current product offerings and the implementation of such a marketing strategy has the potential to facilitate a company's expansion of its market share within its existing market. Firms that adhere to this approach frequently concentrate on enhancing either their merchandise, their supply chains, or their overall market reach to achieve a competitive advantage so, Altacor can execute this strategy by enhancing the exposure of its merchandise via diverse digital platforms and targeting customer segments that have not been tapped into previously. To achieve its objectives, Altacor should contemplate launching a comprehensive advertising and branding initiative aimed at acquiring fresh clientele and augmenting its market share. (Ansoff, 1957)

Market Development 
The act of generating fresh markets for pre-existing products or services is commonly known as "market development." Altacor is currently in a position to contemplate the expansion of its operations into the Middle East, Asia, and Africa through the marketing of its existing products in those regions but the company must develop efficient marketing tactics that can meet the diverse demands presented by customers in each of the aforementioned markets. One of the strategies that can be employed is the customization of pricing and advertising initiatives to cater to a specific target audience of consumers. (Chandler, 1990)

Product Development 
The process of product development involves the creation of new items that are successful in the marketplace by a company and the approach additionally encompasses diversifying the assortment of commodities through the creation of innovative variations of pre-existing merchandise. Altacor's possession of a product development strategy places it in a favorable position to generate novel eye care solutions that cater to untapped markets and to achieve this goal, the organization allocates a substantial amount of its resources towards conducting research and development activities aimed at creating innovative eye care products that cater to the increasing market demand. In the event that the company were to introduce a novel series of contact lenses or Intra ocular  lenses that were tailored to the distinct needs of a particular segment of clientele, it is plausible that they would observe a surge in their earning but furhermore , due to its significant focus on ocular health, Altacor may explore potential opportunities for establishing strategic partnerships with other enterprises to facilitate the diversification of its product portfolio. (Cleary, 2007)

Diversification
In order to diversify their revenue streams, corporations may engage in the development of novel products and services for sale in alternative markets And also, this approach can prove to be efficacious even amidst economic instability or when the industry is grappling with obstacles. As an illustration, a company that produces automobiles and is facing a decrease in revenue could diversify its operations by venturing into the domain of residential heating apparatus to sustain its financial viability and Altacor may consider diversifying its business by exploring other sectors within the healthcare industry that are pertinent to its existing operations. The demand for organic and natural cosmetics and healthcare products is experiencing a significant surge in the market and the company may opt to expand its offerings by introducing novel product categories, such as organic dietary supplements or natural eye care products, to better cater to its clientele. (Hrebiniak, 2006)

[bookmark: _Toc133624191]Porter’s Generic Strategies

Businesses frequently make use of Porter's Generic Strategies in order to achieve a more precise comprehension of their position in the market and the in question paradigm works towards accomplishing three main goals, which are cost leadership, distinction, and concentration. The most important objective of a strategy based on cost leadership is to lower manufacturing costs to the lowest level possible within an industry while in the other hand, the objective of the differentiation strategy is to offer one company with distinctive qualities that set it apart from its rivals in the market. In conclusion, the focus strategy is developed with the intention of concentrating on a particular subset of the market and the strategic choice made by Altacor Eyecare Company to build a distinct identity within its field was an essential factor in the company's subsequent successes, and it was one of the primary contributors to those successes. (Hill & Jones, 2012)

The fact that Altacor is so committed to producing high-quality goods that are not only forward-thinking and safe but also sold at reasonable prices gives the company a significant advantage over its rivals and the company has set itself apart from its competitors by placing a greater emphasis on the distinctive qualities of the products or services it offers. Because Altacor is the only company in the United Kingdom that manufactures sterile single-dose eye drops, the process of acquiring these drops has been greatly simplified, and any associated hassles have been significantly reduced but also, Altacor has committed resources to the development of hydrophilic intraocular lenses, which are more often known to as IOLs. Patients who have had cataract surgery can benefit from the use of these lenses throughout their postoperative recovery, with only a minor impact on their ability to see well as a result of the procedure and because of the unwavering commitment of the company to research and development, it has established a leading position in the market for eye care products. (Kim & Mauborgne, 1997)

In addition, Altacor has decided to take a market-oriented approach, which places a heavy emphasis on thorough research and development as a priority and these are effective treatments available for eye problems at the present time; nevertheless, the internal researchers and professionals working for the organization are working hard to improve the quality of these treatments. The unwavering commitment of Altacor to research and development has been an essential factor in the success of the company in developing and marketing original merchandise and the capacity of a firm to differentiate its products through the development of one-of-a-kind offerings has been shown to play an essential part in both the acquisition of new clients and the preservation of existing ones. (Porter, 1980)

The concept also takes into account the participation of Altacor in consultations with various other healthcare professionals and the firm works in close conjunction with various medical professionals, such as optometrists, ophthalmologists, and other specialists, in order to guarantee that its products are both safe and effective for the people who use them. Altacor makes use of the feedback supplied by healthcare professionals in order to improve their already existing goods and develop new ones and this is done with the intention of serving the requirements of patients in a more efficient manner. As a result of Altacor's utilization of this tactic, the company has been able to construct reliable connections with the customers who make up its clientele. (Kjellberg & Helgesson, 2006)

In an effort to set themselves apart from their rivals and priorities meeting the specific requirements of their clientele, Altacor has instituted a focus approach that gives clients' requirements top priority but it has come to the attention of the company that there are different subsets of its client group, such as people who suffer from allergies or dry eye problems, and the company has adapted its products and services in order to satisfy the requirements of these particular customers. Clinitas is a brand name that refers to a selection of pharmaceutical products sold by Altacor and these products include eye drops and sprays. People who suffer from dry eye syndrome may benefit from using these products because they restore moisture to the surface of the eye and are designed specifically for that purpose. Customer loyalty has increased as a direct outcome of the company's strategy of targeting its offerings of specialised goods and services to particular demographics of its clientele. (Smith et Al, 2001)

Because of its commitment to product specialization and its concentrated marketing efforts, Altacor has risen to the top of the eye care business and taken the position of market leader and because consumers have shown such enthusiasm for the company's products and services, it has been in a position to successfully compete with more well-established companies. Due to Altacor's careful attention to the demands and preferences of its consumer demography, the company has been able to successfully develop a separate market niche and win the devotion of its clientele. (Porter, 1980)



[bookmark: _Toc133624192]Conclusion and Recommendations 
It is possible that Altacor Eyecare Company's success in the eye care market might be linked to the unique strategy that the company takes, which places a priority on innovation, collaboration with healthcare professionals, and catering to the special requirements of individual consumers and the organization has stressed product differentiation as a central strategy and devoted significant resources to research and development (R&D) activities in order to effectively compete with established industry rivals. Because Altacor is so strongly committed to satisfying the needs and wants of its clients, the company has been able to forge long-lasting relationships with those clients as a direct result of this commitment and because of this, the level of client brand loyalty that the company enjoys from its patrons has increased in recent times. In order to stand out from its rivals in the eye care market, Altacor has successfully utilised Porter's differentiation and focus tactics, which has led to the company's increased level of distinctiveness and this can be attributable to the fact that its competitors do not have a focus approach.

Marketers have a better chance of sticking out in a crowded market if they differentiate their products by emphasizing their unique selling points in comparison to those of their competitors, Altacor needs to set themselves out from the competition in order to make their product or service more appealing to a specific audience. If done right, product differentiation may provide a business an edge in the marketplace and help build brand loyalty among consumers. Altacor's prices can be used in two ways that set them apart from those of the company's rivals and in order to attract value-conscious consumers, the company may lower the prices at which its products are sold relative to those offered by competitors. When Altacor is confident in the quality and reputation of its products, they may choose to charge more for them as a product’s  dependability and durability could be selling points. Altacor can set themselves apart from larger, more well-known national rivals by underlining their commitment to their own fields of expertise.
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