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Executive summary
In the UK, Cotswold Fayre is a wholesaler of food and drink working in collaboration with the 400 efficient food and drink producers. The internal environment refers to the internal resources and capabilities and the external environment refers to the exogenous forces that impact and influences organisational productivity and profitability. An environmental analysis of these factors has been provided using requisite analytical tools like PESTLE, VRIN, and SWOT to identify the opportunities, threats, strengths, and weaknesses. The company can employ a Customer Relationship Management system that will help in understanding the changing customer preferences. This will also help to provide personalised experience. The company should take into consideration the feedback of the customers for continuous improvement.
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[bookmark: _Toc152684398]Introduction
The report will provide a comprehensive understanding of the current strategic direction of the chosen organisation, Cotswold Fayre. The business environment will be analysed using Pestel, SWOT, and VRIN frameworks, to assess its internal and external environment. This will help to identify the potential gap. A new strategy will be proposed considering its growth strategic choice using frameworks such as Porter's Generic strategies, Ansoff Matrix, Bowman Strategy, and Clock Model. The stakeholder analysis will help to evaluate the stakeholder's expectations. The report will provide strategic recommendations crucial for development in response to the challenges identified.
[bookmark: _Toc152684399]Overview of the case study
Cotswold Fayre was developed in 1997 by Paul Hargreaves. The headquarters is located in the UK. The company serves as a distribution channel providing artisanal and food products to retailers. It provides food and drink products that have been sourced from small producers and farmers (Cotswold Fayre, 2023). It offers 4, 000 food and drink items using smart delivery and technologies. It provides independent retailers in the UK with high-quality food products. This, in turn, helps to meet the demands of consumers looking for high-quality products. The business model of the organisation aims to deliver personalised service and build strong relationships with the food industry chains. 
[bookmark: _Toc152684400]The strategic direction of the organisation
In the UK, Cotswold Fayre is a wholesaler of food and drink working in collaboration with the 400 efficient food and drink producers. It has been able to stock over 4,000 frozen food items. Since 2015, the company has been using its business as a force for products certified as a B-Corp (LinkedIn, 2023). Cotswold Fayre’s founder and chief executive, Paul Hargreaves, emphasis on ethical practice within the business. The company is considered among the top 2% based on its size. Cotswold Fayre's strategic aim is to integrate equality and embrace diversity and inclusion within the company and its distribution channels.
Mission: The mission of the company is to confer independent retailers across the UK with top-quality food and drink items. 
Values: The company's core values lie in the close association with the distribution networks mainly small producers that are absent in major supermarkets of the UK. The company is committed to making a positive influence on the world. The company aims at achieving net-zero emissions by the end of 2030 reflecting on its key sustainable practices. The core value of the companies is to reduce the carbon footprint, which has been a potential threat to the environment (Banka et al., 2023). The increasing carbon emissions are a setback to the brand image and reputation of the company. 
Vision: The vision of the company is to assist retailers across the UK to accomplish their goals by delivering high-quality fine food sourced from farmers. 
[bookmark: _Toc152683869]Goals and objectives: The company aims to expand its product portfolio, and improve. Its distribution channels, and build a strong relationship with its suppliers, and other networking. This would help to explore market expansion and provide opportunities for growth and penetration into the international market (Özemre and Kabadurmus, 2020).

[bookmark: _Toc152684401]Critical analysis of the organisation's external and internal environment
The internal environment refers to the forces, resources, capabilities, and such of an organisation. In contrast, the external environment refers to the exogenous and dynamic forces primarily present in the country of operation or in particular to the business industry in which an organisation belongs that impacts and influences its productivity and profitability (Daniels et al., 2019). An environmental analysis of these factors has been provided using requisite analytical tools to identify the opportunities, threats, strengths and weaknesses of Cotswold Fayre. 
[bookmark: _d5hkyc4vmfqr][bookmark: _Toc152683870][bookmark: _Toc152684402]PESTLE analysis
Political factor
Government policies, foreign trade agreements, labour laws, tax policies, and the political stability of the country significantly influence business operations. Changes in government regulations related to food safety standards can enable wholesale distributors like Cotswold Fayre to modify their existing processes. Furthermore, political uncertainties, additional regulations and administrative processes, due to changes in trade regulations post-Brexit led to increased tariffs, border delays, and red tape on imported goods and services which disrupted the supply chain. It substantially affects the cost structure for the wholesale distributors and creates a challenge for setting an effective pricing strategy  (Hamilton and Webster, 2018). 
Economic factor
This factor comprises the economic growth rate, exchange rates, interest, inflation, unemployment rate and such factors that impact the business operations and profitability of an organisation. In this regard, political factors of monetary policies by the government also overlap and influence business outcomes. In the UK, there is a rise in the cost of living due to the Russia-Ukraine war that further enabled the Bank of England to increase the interest rates to 5.25% to keep inflation at 2%. However, the implication of such an initiative is less money for an individual to spend which significantly reduces the demand for products/services. The IMF prediction of the UK’s high inflation rate in 2023-2024 can also create challenges for Cotswold Fayre in terms of setting higher prices for consumers to manage increased costs for their business (BBC, 2023). 
Social factor
The social factors comprise the population growth rate, cultural trends, age distribution, lifestyles, attitudes, health consciousness, and such aspects that influence the business in terms of developing target consumer profiles and developing strategies that align with consumer needs and preferences. A positive trend can be observed in the food and beverage industry of the UK, in which Cotswold Fayre operates, where consumer spending has increased from 2021 and reached 126.74 GBP. International growth opportunities in this industry were also identified in the US and China as UK food and beverages exports and sales in these countries have increased by 11%-16% since 2019 (Wittwer and Anderson, 2020). 
Technological factor
It refers to the technological development and infrastructure of the country of operation in addition to the level of technological innovation, automation rate, internet connectivity, and such that influence the strategic direction. In the UK food and drink manufacturing or processing industry automation and digitisation are being heavily integrated with reasons cited to be pandemic and Brexit-induced labour shortage. Additionally, government investment of 350mn GBP to foster digital and innovation capabilities by supporting projects of tech innovation also creates opportunities for Cotswold Fayre to modify its supply chain for operational efficiency through timely delivery of its products (GOV.UK, 2022).    
Legal factor
It refers to employment laws, consumer protection laws, copyright and patent laws, health and safety regulations, and data protection regulations, and such requires businesses to adhere to local and national regulations. Stringent regulations by the government and public health services bodies of the UK to decrease sugar content from beverages can impact the product composition of the items from Cotswold Fayre’s product portfolio. Additionally, the organisational policies also need to conform to the labour laws of the UK like minimum wage, workplace pensions, holidays, and maternity leave and such as failure in compliance with these regulations can result in fines, penalties, and other legal consequences (Dine and Koutsias, 2020).    
Environmental factor
It refers to the environmental regulations like sustainable practices, waste disposal systems, pollution levels, climate change and such that influence the business operations. The present challenges in this sector that can affect the productivity level of the Cotswold Fayre are adverse weather conditions like heavy rainfall and drought a decrease in crop yield, biodiversity losses, and overexploitation of natural resources like water that are posing a long-term risk to domestic food production in the UK (Parry, 2019). 
[bookmark: _wjs5soq1ig0v][bookmark: _Toc152683871][bookmark: _Toc152684403]VRIN analysis
It refers to the ability of businesses to use their resources through processes, assets, attributes, and such that provide them with a sustainable competitive advantage. The resources of Cotswold Fayre have been analysed below using the VRIN analytical tool-
Valuable
The valuable aspect of Cotswold Fayre in the food and beverage service industry is the state-of-the-art inventory management system with a real-time stock system and consolidated distribution channel. It allows the organisation to ensure fast and efficient ordering and delivery of products to its retail partners (Better Wholesaling, 2022). Such a system brings value to the organisation through the enhancement of supply chain effectiveness by optimising stock level, minimising waste and improving operational efficiency by providing real-time data on inventory turnover rate and demand patterns. It also allows organisations like Cotswold Fayre to respond to market fluctuations effectively and improve order fulfilment accuracy.  
Rarity
The supplier partnership of Flourish Food Hall & Kitchen, a subsidiary Cotswold Fayre region has a short range of suppliers within 30 miles of Bristol and Bath comprising local farms and producers and its other 400 local suppliers gives the organisation access to a specific range of local sourced products that are rare in nature and cater to the local preferences of the consumers (Better Wholesaling, 2022). Such initiative gives a competitive advantage to the organisation as other organisations fail to execute similar strategies to gain a competitive edge. However, by taking into account the overall product portfolio of the organisation, food and beverage items are not rare in nature due to the lack of innovativeness in food, beverage and other grocery products (Bivona and Cruz, 2021).
Inimitability
It refers to the resource that can not be obtained by other organisations. For the organisation, the cold chain logistics or the Cotswold Fayre chilled warehouse can be an inimitable capability for the distributor as it allows the organisation to increase the product shelf life before delivery. This resource facilitates the organisation for seamless delivery of products across the mainland UK and creates a challenge for competitors to imitate. 
Non-Substitutable
In the food and beverage industry, timely delivery and order accuracy becomes significant despite substitutable product portfolio. The wholesaler-distributor organisation increases the non-substitutable nature of its resources through its real-time stock system, cold storage and logistic chain, and sustainable supplier network to enhance its operational efficiency (Better Wholesaling, 2022). 
[bookmark: _g7a0slvlix6p][bookmark: _Toc152683872][bookmark: _Toc152684404]SWOT analysis
Based on the aforementioned external environmental analysis using PESTLE and internal resource capabilities analysis using the VRIO tool, the following strengths, weaknesses, opportunities, and threats were identified-
Strengths
The product portfolio offered by Cotswold Fayre across a range of ambient, chilled, seasonal, and frozen, meals, is diversified with categories ranging from gluten-free, organic, vegan, vegetarian, and such. It enables organisations to attract a broad customer base from established retailers to independent ones. The short range of suppliers within 30 miles of Flourish comprises local farms and producers to reduce their carbon footprint and support local communities. It enables local sourcing of high-quality products through an exclusive supplier network which in turn promotes its sustainability measures and enhances its brand image as a B-Corp organisation. Additionally, the real-time stock system and cold storage units also enhance the organisation's brand reputation by offering fresh and quality-driven products that also act as their strengths (Better Wholesaling, 2022). 
Weakness
However, the organisation does not have its own manufacturing units or farms for organic produce and is dependent on external suppliers. It acts as a weakness as its supply chain can be disrupted due to product shortages or price fluctuations. Fluctuations in energy prices can also affect the maintenance of cold storage units in terms of increasing operational costs. Moreover, the organisation also has a limited national geographic presence that prevents it from exploring global opportunities and increases vulnerability to localised economic challenges (Hamilton and Webster, 2018). 
Opportunities
Based on the external environment analysis, the organisation can tap into the growth opportunities of the UK food and beverage industry to expand its existing product lines of organic and sustainable items to effectively cater to consumer demands and market trends (Franceschelli et al., 2018). It can also explore international growth opportunities to connect with retailers in the US and China in order to increase market reach. Additionally, automation can be integrated into the supply chain for enhancement of operational effect to foster e-commerce sales and increase profitability (Hamilton and Webster, 2018). 
Threats
The potential threats facing the organisation in terms of Brexit-related uncertainties, a rise in the cost of living, and the high inflation rate in the UK, can increase the operational cost of the suppliers. As a result, the supplier can increase product prices which in turn increases the pricing strategy for its consumers. The lack of demand from consumers regarding non-essential food or beverage items from retailers can decrease its sales volume which can affect its profitability. Climate change-induced natural disasters can also pose a threat to supply chain disruption in terms of lack of product availability and delays (Parry, 2019). 
[bookmark: _Toc152684405]The available growth strategy and proposing a new strategy using different frameworks
[bookmark: _Toc152684406]Porter’s Generic Strategy
Porter's generic strategy provides a competitive advantage by analysing various strategies such as cost leadership, differentiation, and focus. This will help SMEs like Cotswold Fayre to operate within the fine distribution sector.
Cost Leadership
The strategy centers around the low-cost producer within the sector. However, considering the premium food segment in alignment with the Cotswold Fayre, cost leadership strategy will affect the uniqueness of the product offerings and will have a significant impact on the high-quality being offered by the company. This in turn will affect the brand positioning of the company (Wu and Hsiao, 2021). 
Differentiation
The company stresses unique food products, an artisanal in alignment with the differentiation strategy. By continuous improvement, and building a robust distribution channel, providing exclusive food products sourced from small farmers and producers can provide the company with a distinct opportunity, and to outshine the various competitors in the industry. This will enhance customer experience, and help to build a strong brand image of the company.
Focus
This strategy focuses on targeting a specific demographic. The chosen organisation currently employs this strategy to address the specific needs of the customers and to adapt itself to evolving consumer behavior, tastes, and preference. By focusing on the specific demographic, the company will be able to enhance its expertise and build a stronger relationship with the networking channels with the market dynamics.
Proposed strategy
Differentiation: The company should focus on improving the differentiation by exploring these specific niche categories within the food sector. This implies promoting specialised food items in the concerned region and integrating organic sources. The development of limited-edition food will help to build a unique image of the company (Mkansi et al., 2020). This will also help the company to be the go-to distributor reinforcing the brand image. This strategy in alignment with the existing model of the company supports farmers and producers and focuses on quality that will help to gain a competitive market position. This will also help to attract customers, thereby increasing the customer base. This will also help in reducing the potential threats associated with competitive pricing, and exclusive items will address the needs of higher value to foster long-term sustainability.
[bookmark: _Toc152684407]Ansoff Matrix
Ansoff Matrix serves as a strategic framework to analyse business growth by integrating two dimensions, mainly products, and market. The potential growth strategies for Cotswold Fayre using the framework will help to analyse the current growth strategic direction of the company.
Market Penetration 
The company can expand its market position through this strategy. This can be achieved by enhancing the sales of the existing product folio within the current dynamics, and landscape of the market. This involves taking into consideration the marketing efforts, expansion of the distribution channels, and implementation of loyalty programs (Iruthayasamy, 2021). This in turn will help to attract a huge customer base within the current demographic of the company.
Market Development
The current product portfolio of the company can achieve this strategy market development through. Exploration of new geographical areas, regions, and demographics within the UK. The identification of the areas where the demand for high-quality foods and artisanal is dominant will help to establish its expansion. The company can conduct market research and analysis to understand the effect of this strategy, and the potential consequences by integrating market development (Liu, 2022). 
Product Development
The company can delve into the product development strategy by introducing innovative food products, and drink items. This involves taking into consideration the collaboration with the suppliers. It will help to build exclusive product offerings sourced from new suppliers, and artisans (Mkansi et al., 2020). This will provide unique offerings in alignment with the strategic goal and objective of the company.
Diversification
The company specialised in food items hence, it lacks a diversification strategy within the current business model. However, exploration of complementary products such as kitchenware or providing ingredients can help to attract customers and increase the revenue generated. This would also help to foster a strong relationship with the customer and will provide uniqueness to the company (Iruthayasamy, 2021).
Proposed Strategy: Product and Market Development 
The expansion of the company into new geographical areas across the UK involves the identification of the market in which the demand for high-quality food is sufficient. The company can upgrade the existing knowledge to reach new consumers. Moreover, product development involves the introduction of new lines of innovative food items that are complementary to the existing portfolio (Wu and Hsiao, 2021). This involves efficient collaboration with the existing suppliers thereby creating unique offerings. This can be appealing to the changing consumer preferences and market dynamics. Market development and product development strategy in alignment with the core competency of the company, which centers around high-quality products will help the company to reach into different regions of the UK. This will also help to embrace sustainability and product expansion. 
[bookmark: _Toc152684408]Bowman’s Strategic Clock Model
The model helps in evaluating the competitive strategy based on price and value. The strategic positioning of the company can be analysed using Bowman’s Clock framework.
Position 1. Low Price/ Low Value
The company Cotswold Fayre is not positioned in the low-price segment. The prime focus of the company is to provide high-quality and artisanal food products that center around the core values of uniqueness. Hence, the current business model of the company does not align with the low-price strategy (MindTools, 2023).
Position 2. Low Price
This positioning strategy is centered around lower prices in alignment with the perceived value. This strategy will not be suitable for the company, Cotswold Fayre as the reduction in the prices will affect the quality of the product offerings (Liu, 2022). The company is well-known for providing high-quality and premium products. Hence, lower prices will not provide exclusivity to the customers thereby affecting the brand image of the company.
Position 3. Hybrid 
The strategy revolves around providing unique product offerings relatively at a higher price. This takes into account both premium pricing and differentiation strategy. This strategy works in alignment with the strategic position of the chosen company as it focuses on providing premium products based on the niche consumer demands owing to the perceived value of the intended customers (Mkansi et al., 2020).
Position 4. Differentiation
The company primarily stresses a differentiation strategy to provide unique offerings and high-quality food products. This aligns with the brand positioning of the company providing premium food at higher prices. Upgrading the differentiation strategy will provide a competitive advantage to the company and exclusivity thereby enhancing the brand image and reputation of the company (MindTools, 2023).
Proposed Strategy: Differentiation
Considering the current strategy position of the company in alignment with Bowman’s Clock, the differentiation strategy will render effectiveness. This strategy focuses on high-quality products and will help the company to outshine the market landscape. This will also help in solidifying the current position by embracing innovation and exclusivity within the current product portfolio. The company can emphasise the story and craftsmanship behind the product development. This will help to attract customers looking for premium food offerings (Praveen, 2023). This in turn will also help the company to integrate a competitive pricing strategy thereby building a loyal customer base. The integration of the differentiation strategy will provide a sustainable position for the company. 
[bookmark: _Toc152684409]Evaluating the stakeholder analysis of the case company 
[bookmark: _Toc152684410]Stakeholder analysis 
Stakeholder analysis helps to identify the expectations and interests of the different stakeholders within the business environment that influences the decision-making ability of the company. The Cotswold Fayre stakeholders are as follows:
Customers:  The customers of the company look for unique product offerings, high-quality services, and relatively fair prices. The power of the consumer is influential as the demand force is dependent on the willingness and purchasing power of the customers. The product selection of Cotswold Fayres is highly influenced by the customers (Fahy and Jobber, 2019).
Employees: The employees of the company expect fair compensation, a positive working environment, job security, and growth opportunities. They have a significant power as the productivity, and motivational level of the employees affect the operational efficiency and services provided to the customers (Crosthwaite, 2019). 
Suppliers: The expectations of the distribution channels of the company are centered around timely payments and strong collaboration supporting their development and growth. The influence of suppliers is moderate as the company is based on the differentiation strategy.
Retailers: The expectation of the retailers revolves around good profit margins and quality products. The power of retailers is moderate as customer preferences affect the demand for unique product offerings (Helmold and Samara, 2019). 
Shareholder: The profitable return on investment affects the decision-making ability of the company. The long-term sustainability of the organisation is highly dependent on the shareholders of the company, hence the shareholders and investors have a higher influence (Better Wholesaling, 2022).
Government: The expectation of the government revolves around compliance with the stringent laws associated with food safety and distribution. They have significant power as non-adherence to the laws results in penalties (Bowman, 2023).
Community: Engagement with the local communities affects the brand image of the company. 
[bookmark: _Toc152684411]Identification of suitable strategic option
Considering the above-mentioned power dynamics and expectations of the stakeholders, Cotswold Fayre can integrate the differentiation strategy to enhance the relationship with the different stakeholders.
· Strengthening the partnership with their suppliers can help the company to gain market insights. This would also help to ensure consistency in the supply of unique product offerings. This can be achieved by facilitating loyalty with the suppliers (Crosthwaite, 2019). 
· Assisting the retailers such as joint promotional activities will help to address the unique needs of the retailers and will help to form a cohesive bond with them. This would also help to create an exclusive product through marketing campaigns that can be beneficial for both retailers and the professionals of the case company (Fahy and Jobber, 2019).
· The integration of product differentiation in alignment with the changing customer preferences will help to meet the market expectations.
· Employee training and development programs will help to create a positive working culture. This will enhance the satisfaction of the employees thereby creating better customer service and efficiency within the organisation (Kumar, 2023).
[bookmark: _Toc152684412]Feasibility and Accessibility
The strategic options are feasible in alignment with the current business model of Cotswold Fayre. This requires taking into consideration the establishment of effective relationships with the different stakeholders. They can be acceptable as they cater to the diverse needs of stakeholders to ensure a balanced approach benefiting the stakeholders such as suppliers, customers, employees, and retailers (Elsworth, 2023). This has a significant impact on the financial performance of the company. By integrating a differentiation strategy and fostering relationships with stakeholders, the market position of the company can be enhanced. This, in turn, will help to meet the expectations of the stakeholders, thereby ensuring sustainable profitability in the company. 
[bookmark: _Toc152684413]Recommendations 
· SMEs face unprecedented challenges in adopting new technologies within the organisation. This is attributed to lower costs and a lack of skilled workforce. Investment in technology solutions such as inventory management systems, expansion of e-commerce platforms, data analytics, and social media integration will help the company Cotswold Fayre establish a strong presence in the current market dynamics. This will also help to improve the operational efficiency, thereby streamlining the process, and enhancing the decision-making ability (Ateljević et al., 2023).
· Financial constraints serve as a setback to the strategic implementation of the case company. Hence, the company can enhance its partnerships and funding options. The implementation of a strategic financial plan, cost-efficiency investments, and initiatives to maximise the influence of existing resources will render effectiveness in financial resource management (Galpin, 2023).
· The retention of a proficient workforce is challenging for SMS. Hence, Cotswold Fayre creates a positive work culture by providing training and development programs to enhance the existing skills of the employees. This would also help to provide growth opportunities to the employees. The company should provide paid leave to the employees to motivate them, and implementation of the reward scheme will render effectiveness (Razak and Pardhasaradhi, 2021).
· Adoption of the phase approach can help to expand the market. Partnerships with local retailers and enhancing the digital market presence can help the company to penetrate new markets in alignment with the personalised approach of the current business model.
· Cotswold Fayre in close association with suppliers will help to streamline the process and ensure consistency within the product offerings. The implementation of robust supply chain practices will help in reducing the lead times thereby enhancing responsiveness to the marketing dynamics (Galpin, 2023).
· The fluctuations in the market are a common phenomenon affecting the brand image of SMS. The chosen organisation will be able to mitigate the implications through diversification of its supplier base. The contingency plan associated with logistics will help to respond to the market changes. Considering insurance coverage will help the company avoid unforeseen scenarios (Better Wholesaling, 2022).
· The company must maintain a strong relationship with the potential customers. The company can employ a Customer Relationship Management system that will help in understanding the changing customer preferences. This will also help to provide personalised experience. The company should take into consideration the feedback Of the customers for continuous improvement (Razak and Pardhasaradhi, 2021).
· The company should focus on addressing sustainability issues. This can be achieved by effective collaborations with sustainable farmers and producers. The adoption of eco-friendly packaging will reflect the sustainability efforts of the company in resonance with eco-friendly consumers (Ateljević et al., 2023).
[bookmark: _Toc152684414]

Inclusive Conclusion
To conclude, Cotswold Fayre, an SME in the distribution sector has potential growth opportunities considering the marketing dynamics. The vision of the company is to assist retailers across the UK to accomplish their goals by delivering high-quality fine food sourced from farmers. The company should focus on improving the differentiation by exploring these specific niche categories within the food sector. This implies promoting specialised food items in the concerned region and integrating organic sources. The development of limited-edition food will help to build a unique image of the company. This will also help to help the company to be the go-to distributor reinforcing the brand image. The integration of the differentiation strategy will provide a sustainable position for the company. Moreover, the employee training and development programs will help to create a positive working culture. This will enhance the satisfaction of the employees thereby creating better customer service and efficiency within the organisation. The company can employ a Customer Relationship Management system that will help in understanding the changing customer preferences. This will also help to provide personalised experience. The company should take into consideration the feedback of the customers for continuous improvement. Moreover, the contingency plan associated with logistics will help to respond to the market changes. Considering insurance coverage will help the company to avoid unforeseen scenarios. 




[bookmark: _Toc152684415]
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