[image: A close-up of a person's face

Description automatically generated]              
STUDENT NUMBER: 2313492 
PROGRAMME: BA Leadership and Management Skills for the Workplace  
MODULE NAME: Strategic Management for Business    
MODULE CODE: LCLM6001 
ASSIGNMENT: Component 1: Individual Report 
LECTURER: Yohan Mendis


TABLE OF CONTENTS
INTRODUCTION	3
CURRENT STRATEGIC DIRECTIONS AND GOALS OF PIP & NUT UK	4
VISION	4
MISSION	4
OBJECTIVES	5
APPRAISAL	5
PIP & NUT’S STRATEGIC ANALYSIS FOR COMPETITIVE POSITIONING	5
INTERNAL ENVIRONMENT:	5
SWOT ANALYSIS	5
VALUE CHAIN	6
EXTERNAL ENVIRONMENT:	7
PESTEL ANALYSIS	7
THE IMPACT OF PESTEL ANALYSIS	8
PORTER’S FIVE FORCES ANALYSIS	8
STRATEGIC GROWTH CHOICES FOR PIP & NUT	9
PORTER’S GENERIC STRATEGY:	9
REASONS WHY THIS STRATEGY IS SUSTAINABLE:	10
ANSOFF MATRIX:	10
CLARIFICATION & EXAMPLES	11
IMPACT OF PORTER’S GENERIC STRATEGY AND ANSOFF MATRIX ON PIP & NUT IN THE UK	12
STAKEHOLDER ANALYSIS FOR PIP & NUT	12
STAKEHOLDERS AND THEIR RELATIVE POWER TO IDENTIFY “SFA” MATRIX FOR PIP & NUT UK”	12
USING THE SFA MATRIX.	13
MENDELOW’S MATRIX FOR PIP & NUT UK	13
KEY STRATEGIC RECOMMENDATIONS FOR PIP & NUT UK FOR FUTURE DEVELOPMENTS USING SMART ANALYSIS	15
CONCLUSION	15
REFERENCE LIST	16


[bookmark: _Toc213235758]INTRODUCTION
Small and medium-sized enterprises (SMEs) are a vital part of the UK economy. Characterised as non-governmental, independently owned businesses with fewer than 250 employees, an annual turnover below £50 million, and a balance sheet of £43 million or less. SMEs include micro, small, and medium enterprises across various sectors, providing a crucial source of innovation, employment, and regional development in the UK. These businesses represent over 99% of all companies in the UK and are responsible for providing millions of jobs for UK citizens. This paper will focus on the SME of “Pip & Nut” within the UK. (Forth, Bewley and Bryson, 2006)
Pip & Nut is a British food company launched in 2015 by founder Pippa Murray. Specialising in innovative, natural nut butter and snacks, the brand offers a healthier alternative to traditional peanut butter. Gaining widespread popularity for its quality, taste, and creative flavours. The brand’s conception was inspired by Murray’s search for nutritious and satisfying fuel for her marathon training, as well as her desire to create a nut butter brand with unique and varied tastes. Within a short period, Pip & Nut has established itself as a key player in the health-conscious consumer market, catering to the UK public’s growing demand for clean-label and sustainable food products. (Pip & Nut, 2025)
Pip & Nut is an SME with 30-50 employees in 2024. The company is a fast-growing SME that is rapidly becoming a leader in its niche of health-conscious consumers. Specialising in nut butters, including almond, peanut, and hazelnut, as well as limited-edition flavours, nut butter cups, snack bars, and squeeze packs. Pip & Nut prides itself on its commitment to natural, healthy, and sustainable ingredients and is palm oil-free.
The Pip & Nut company has a multi-channel business model and operates an online direct-to-consumer e-commerce platform, as well as with UK supermarkets and international distributors. This has allowed the company to become one of the top three premium nut butter brands in the UK, along with Meridian and Whole Earth. Pip & Nut’s main competitive advantages include its focus on ethical sourcing, its wide range of innovative and creative flavours, playful and bold branding and community-focused marketing. The company’s dedication to sustainability and transparent supply chain practices has helped to build strong customer loyalty. The company also utilises limited-edition products to create a sense of excitement and exclusivity around their brand. In summary, Pip & Nut is a healthy, tasty, and value-focused company that is reshaping consumer expectations for the nut butter market. (Leonard-Bedwell, 2025)
[bookmark: _Toc213235759]CURRENT STRATEGIC DIRECTIONS AND GOALS OF PIP & NUT UK
Strategic management involves goal setting, analysis of the competitive environment, strategy formulation, and resource allocation to achieve organisational aims. It emphasises long-term planning, decision-making, and monitoring progress to ensure ongoing success, gain competitive advantages, and align the organisation’s direction with changing market conditions and internal capabilities. (Frigo and Litman, 2001)
Pip & Nut is on track to become a major player in the UK’s nut butter category, driven by a vision to create a healthier world and a mission focused on natural and nutritious nut butters without palm oil and offering innovative flavours.
[bookmark: _Toc213235760]VISION 
The vision is centered on creating a positive impact on society, primarily through health and happiness. This vision is consumer-oriented, as an increased number of consumers are aware of the importance of where their food comes from, sustainability, and the impact of food choices on well-being. It is important to note that the brand vision to make a healthier, happier world is a common goal for most other brands and is not directly linked to the product category or niche of Pip & Nut. To gain greater competitive differentiation, it is recommended that Pip & Nut’s vision statement be altered to include more tangible or measurable outcomes, specific to their niche.
[bookmark: _Toc213235761]MISSION 
The mission focuses on natural ingredients, no palm oil, prioritises taste, and offers innovative flavours, which appeal to Millennials and Gen Z consumers. However, the brand could improve transparency and sustainability related to ingredients and nut sourcing, carbon footprint, and impact on local communities, where competitors such as established brands are making progress.
[bookmark: _Toc213235762]OBJECTIVES 
The company’s current objectives are to increase market share in the healthy spreads segment, expand its product portfolio, and enhance sustainability across its supply chain. The brand has succeeded and has become a household name but struggles to balance growth and authenticity. The key strategic challenges facing Pip & Nut are competition from large FMCG brands with significant resources, consumer price sensitivity, and the need to continuously innovate in terms of flavours and packaging.
[bookmark: _Toc213235763]APPRAISAL 
The company’s strategic direction is largely consistent with industry trends (health, sustainability, authenticity). To sustain its growth in the UK market, Pip & Nut should: revisit and sharpen up their unique value proposition to be less generic; introduce more tangible and measurable sustainability pledges (nut sourcing, local communities, carbon footprint, etc); and address some of the challenges related to the brand’s scale and authenticity. The brand will need to continuously evolve how it executes on these strategies to stay competitive.
[bookmark: _Toc213235764]PIP & NUT’S STRATEGIC ANALYSIS FOR COMPETITIVE POSITIONING
Pip & Nut, a premium nut butter brand, uses strategic analysis to establish its niche in a competitive food market, evaluating internal and external environments for growth and innovation. (Hooley, Piercy and Nicoulaud, 2008)
[bookmark: _Toc213235765]INTERNAL ENVIRONMENT:
[bookmark: _Toc213235766]SWOT ANALYSIS 
Pip & Nut's SWOT analysis reveals strengths in brand differentiation, health-focused product formulations, and ethical sourcing. However, weaknesses include reliance on third-party manufacturing and limited global reach. focused on its competitive positioning in the nut butter and healthy snack industry: (Soegoto, 2021)
	STRENGTHS
	WEAKNESSES

	· The brand has a robust, health-focused image that appeals to modern, health-conscious consumers.
· They provide a range of products made from natural ingredients, free from palm oil, vegan-friendly options, and are dedicated to sustainability.
· Strong digital marketing and social media engagement.
	· The limited international presence can hinder the expansion and potential market share.
· The heavy reliance on third-party manufacturing may lead to potential compromises in quality control.
· The higher price point of mainstream competitors may deter price-sensitive customers.
· The product range is primarily nut butter and related snacks.


	OPPORTUNITIES
	THREATS

	· The company is expanding its product range to include healthier snacking and plant-based options.
· The trend of ethical, sustainable, and health-focused products is gaining popularity among consumers.
· The expansion of the company into Europe, North America, and Asia is a significant aspect of its global strategy.
· The company is forming strategic partnerships with retailers, cafes, and health-centric food services.
	· The market is facing intense competition from both established brands and new market entrants.
· The market is facing intense competition from both established brands and new market entrants.
· The company is experiencing supply chain disruptions due to fluctuations in the prices of nuts.
· The food industry is experiencing changes in regulations and increased scrutiny of product claims.



[bookmark: _Toc213235767]VALUE CHAIN 
This value chain positions Pip & Nut as a leader in the ethical nut butter market, catering to modern, conscious consumers. By leveraging ethical sourcing, agile operations, and dynamic marketing it enhances competitive advantage with a focus on health, sustainability, and quality. For sustained success, controlling supply quality and boosting digital engagement are crucial. (Devlin, Birtwistle and Macedo, 2003)
Pip & Nut derives a competitive advantage through ethically sourced premium nuts, third-party manufacturing, efficient distribution, and sustainable packaging. Digital marketing amplifies brand loyalty and customer engagement, driving repeat purchases, while supporting activities like ethical procurement that enhance differentiation.
[bookmark: _Toc213235768]EXTERNAL ENVIRONMENT:
[bookmark: _Toc213235769]PESTEL ANALYSIS 
Pip & Nut's PESTEL analysis reveals key factors influencing Pip & Nut, including political influences, social trends, economic downturns, technological advancements, and regulatory standards on food labelling and sustainability. (Yusop, 2018)
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[bookmark: _Toc213235770]THE IMPACT OF PESTEL ANALYSIS 
PESTEL allows Pip & Nut to research, analyse and understand factors that can affect or influence its operations in the UK’s food industry. Pip & Nut’s PESTEL analysis included: economic factors that can influence pricing and supply chain strategy, social factors, when focusing on health-conscious product development, technological factors, in considering distribution channels and production innovation, political and legal factors, which also needs to be considered in terms of food safety and manufacturing regulations, and environmental factors to monitor and improve sustainability practices. With this method, Pip & Nut can remain adaptable to change, resilient in the face of risk, and keep a competitive advantage in the marketplace. (Oraman, et al, 2018)
[bookmark: _Toc213235771]PORTER’S FIVE FORCES ANALYSIS 
Pip & Nut’s five forces analysis indicates moderate-to-highly competitive rivalry and significant supplier bargaining power, with a moderate level of buyer power due to product differentiation, and threats from substitutes and new entrants. (Almomani and Bataineh, 2013)
1. THREAT OF NEW ENTRANTS: Pip & Nut's brand identity of being health and ethics-focused can create loyal customers, but due to the ease of product entry, if not protected against, competition could occur quickly and largely online.
2. BARGAINING POWER OF SUPPLIERS: Pip & Nut require premium nut sourcing and a focus on building supplier relationships; therefore, the products can have a volatile price due to the externalities of climate change and global nut supply availability. Pip & Nut also requires ethical, quality-focused, and sustainable suppliers.
3. BARGAINING POWER OF BUYERS: Pip & Nut’s brand uniqueness and product and service innovation, for health-conscious, less price-sensitive consumers, are key aspects in minimising buyer power, where substitutes exist and there are few switching costs.
4. THREAT OF SUBSTITUTES: Pip & Nut is subject to a significant threat from substitutes, despite continuous innovation on new and better flavours, health, and sustainability measures.
5. COMPETITIVE RIVALRY: Pip & Nut is a brand which plays on brand differentiation, and ethics and sustainability in manufacturing and operations, allowing it to remain competitive through continuous marketing and innovation in a competitive industry.
[bookmark: _Toc213235772]STRATEGIC GROWTH CHOICES FOR PIP & NUT
Strategic Growth Choice is a long-term decision an organisation makes to expand its business by selecting specific strategies to increase revenue and market share.
[bookmark: _Toc213235773]PORTER’S GENERIC STRATEGY:
Porter’s Generic Strategy explains how businesses achieve competitive advantage through cost leadership, differentiation, or focus on specific market niches.
As Pip & Nut operate in fast-moving and crowded markets, they need to choose wisely what strategic options they want to pursue for growth. Porter’s Generic Strategies can be a useful framework to assess such options. (Tanwar, 2013)
COST LEADERSHIP: While providing access to a mass market, this option often proves infeasible for SMEs like Pip & Nut due to the economies of scale advantage large incumbents enjoy, and slim margins resulting from price wars.
DIFFERENTIATION: SMEs can use this option to deliver unique value, for Pip & Nut, building on the brand reputation around natural ingredients and unique flavours. It, however, requires continuous investments in brand, quality and innovation, which could be resource-intensive.
COST FOCUS: Lowers cost for a specific niche but are likely to limit growth and undermine premium positioning.
NEW STRATEGY: “Sustainable differentiation” through regenerative sourcing 
For long-term, sustainable growth, Pip & Nut should consider a “sustainable differentiation” strategy, focusing on regenerative sourcing, where sourcing improves the environmental and social ecosystems it taps into. This will build a reputation for the company as a purpose-led market leader and strongly resonate with the increasing ethical consumer base. Furthermore, regenerative sourcing practices reduce long-term supply chain risks and can open doors to new stories, partnerships and a premium price point.
[bookmark: _Toc213235774]REASONS WHY THIS STRATEGY IS SUSTAINABLE: 
1. Strengthens brand loyalty through shared values. 
2. Aligns with future regulatory and consumer expectations. 
3. Creates barriers to entry through committed, transparent supply chains.
4. Fits with long-term market trends toward sustainability. 
Regenerative sourcing to differentiate Pip & Nut offers the company a sustainable, long-term competitive advantage.
[bookmark: _Toc213235775]ANSOFF MATRIX:
The Ansoff Matrix is a strategic tool that helps businesses analyse growth opportunities through market penetration, market development, product development, and diversification. (Zugay and Zakaria, 2023)
ANSOFF MATRIX FOR PIP & NUT UK
	
	EXISTING PRODUCTS
	NEW PRODUCTS

	EXISTING MARKETS
	Market Penetration
	Product Development

	
	- Increase UK market share through promotions, sampling, and new distribution channels. 
- Loyalty schemes and referral bonuses through collaborations with fitness brands or wellness influencers.
	- Launch new nut butter flavours.
- Introduce limited-edition or seasonal variants.
- Develop ready-to-eat snack packs or nut-based spreads

	NEW MARKETS
	Market Development
	Diversification

	
	- Expand into new geographic markets.
- Target new customer segments.
- Sell through international e-commerce platforms.
	- Create health bars, nut milk, or protein snacks.
- Branch into related wellness products.
- Collaborate with other food brands abroad for co-branded products.



[bookmark: _Toc213235776]CLARIFICATION & EXAMPLES
1. MARKET PENETRATION
Deepen presence in the current UK market with existing products.
· Example: Partner with major UK supermarket chains for in-store promotions and end-of-aisle displays.
· Example: Increase digital marketing targeting health-conscious young professionals.
2. PRODUCT DEVELOPMENT
Offer new products to existing UK customers.
· Example: Introduce almond-chocolate or spicy peanut butter flavours.
· Example: Launch nut butter squeeze packs for on-the-go snacking.
3. MARKET DEVELOPMENT
Bring current products to new customer segments or geographies.
· Example: Export products to Ireland and continental Europe.
· Example: Develop snack packs designed for school lunches, targeting parents.
4. DIVERSIFICATION
New products in new markets—highest risk, but potentially high return.
· Example: Develop nut-based protein bars and launch them in European fitness markets.
· Example: Create nut-based baking kits and sell them in wellness stores in Germany.
[bookmark: _Toc213235777]IMPACT OF PORTER’S GENERIC STRATEGY AND ANSOFF MATRIX ON PIP & NUT IN THE UK
Porter’s Generic Strategy has had a significant positive impact on Pip & Nut’s business expansion, particularly in capturing a substantial market share in the UK nut butter industry. The company has leveraged Porter’s differentiation strategy by offering healthier, more innovative products with unique flavours and formulations that set Pip & Nut apart from conventional nut butters. This focus on differentiation has helped the brand connect with health-conscious consumers seeking premium alternatives to mainstream options. By emphasising product quality, nutritional benefits, and distinctive taste profiles, Pip & Nut has successfully positioned itself as a go-to brand for nut butter enthusiasts, fostering customer loyalty and driving market share growth.
[bookmark: _Toc213235778]STAKEHOLDER ANALYSIS FOR PIP & NUT
Stakeholder analysis is a process that identifies, prioritises, and evaluates individuals or groups affected by an organisation, analysing their interests, influence, expectations, and potential impact on project outcomes.
[bookmark: _Toc213235779]STAKEHOLDERS AND THEIR RELATIVE POWER TO IDENTIFY “SFA” MATRIX FOR PIP & NUT UK”
Stakeholder analysis is crucial for Pip & Nut in the UK to understand the needs, expectations, and influence of various groups. (Mayho, et al, 2024)
· Primary stakeholders include customers (seeking healthy, tasty products), employees (job security, fair wages), suppliers (reliable business relationships), and investors (profit growth). 
· Secondary stakeholders encompass regulators (health and food safety compliance), retailers, and the local community.
Customers hold significant influence, and brand reputation and sales depend on their satisfaction. Investors have financial leverage, affecting strategic decisions, while suppliers can disrupt supply chains if dissatisfied. Regulators possess legal authority; non-compliance could halt operations.
[bookmark: _Toc213235780]USING THE SFA MATRIX.
Suitability (alignment with core values, market trends)
Feasibility (resources, distribution capabilities)
Acceptability (stakeholder approval, risk tolerance)
Pip & Nut’s most promising strategy should prioritise sustainable sourcing. This approach meets evolving consumer demand, satisfies investor calls for responsible growth, aligns with regulatory trends, and maintains robust supplier partnerships, ensuring long-term profitability and positive brand equity.
[bookmark: _Toc213235781]MENDELOW’S MATRIX FOR PIP & NUT UK 
Mendelow’s Matrix is a tool used to analyse stakeholders' power (influence over the company) and interest (level of concern with company decisions), helping organisations prioritise stakeholders and manage relationships effectively. (Mints and Kamyshnykova, 2019)
TABLE OF MENDELOW’S MATRIX FOR PIP & NUT IN THE UK MARKET
	
	High Power
	Low Power

	High Interest
	Key Players and Engage Closely
- Major retailers 
- Investors or Shareholders
- Senior Management
- Regulatory Bodies
	Keep Informed and Show Consideration
- Regular customers and fans
- Health or nutrition bloggers
- Niche retailers and Stuckists

	Low Interest
	Keep Satisfied and Meet Their Needs
- Government agencies
- Potential large buyers
- Wholesalers
	Minimal Effort and Least Important
- General public
- Distant suppliers



1. KEY PLAYERS (HIGH POWER/HIGH INTEREST)
· Major Supermarkets & Retailers: They control shelf space and exposure. (like Sainsbury’s, Tesco).
· Investors: Their capital and support are vital for growth.
· Senior Management: Direct involvement and interest in decisions.
· Regulatory Bodies: Can approve or shut down products (like the Food Standards Agency).
ACTION:
Actively engage, consult regularly, and be involved in major decisions (e.g., product launches, new marketing campaigns).
2. KEEP SATISFIED (HIGH POWER/LOW INTEREST)
· Government Agencies (Non-food): Occasionally involved if legal or regulatory issues arise.
· Wholesalers: Need to be satisfied with distribution but are not highly engaged.
· Potential Large Buyers: (e.g., hotels, airlines) Keep relations warm.
ACTION:
Keep satisfied, feed them periodic information, but don’t overload.
3. KEEP INFORMED (LOW POWER/HIGH INTEREST)
· Regular Customers and Fans: Loyal, vocal, and shared feedback.
· Health Bloggers or Communities: Passionate, share information widely.
· Smaller Retailers: Eager to grow with the brand.
ACTION:
Keep up to date with new products, changes, and collect feedback to build loyalty.
4. MINIMAL EFFORT (LOW POWER/LOW INTEREST)
· General Public: Not especially engaged with Pip & Nut.
· Distant Suppliers: Not strategic partners.
ACTION:
Monitor occasionally. No need for significant engagement unless circumstances change.
[bookmark: _Toc213235782]KEY STRATEGIC RECOMMENDATIONS FOR PIP & NUT UK FOR FUTURE DEVELOPMENTS USING SMART ANALYSIS
To drive future growth, Pip & Nut UK should adopt clear, SMART objectives: (Specific, Measurable, Achievable, Relevant, Time-bound). Objectives for Pip & Nut UK:
1. Develop new product lines: Introduce at least two new varieties of nut butters within 12 months. (Specific, Measurable, Time-bound) 
2. SME Constraint – Limited resources: Implement cost-effective digital marketing and strategic retail partnerships for increased reach. (Achievable, Relevant) 
3. Sustainability: Invest in eco-friendly packaging to meet consumer expectations. (Achievable, Relevant) 
4. Key Performance Indicators: Monitor sales growth, market share, and customer feedback. (Measurable) 
5. Foster a culture of incremental change for continuous improvement, balancing ambition with SME growth constraints.
[bookmark: _Toc213235783]CONCLUSION
In summary, the strategic management of Pip & Nut should be dynamic and adaptable, using a combination of established frameworks and innovative thinking. Evaluating Pip & Nut using Porter's Generic Strategies, the company has found success with a differentiation strategy, offering high-quality, natural nut butter products with strong branding. To ensure continued growth, Pip & Nut should consider a hybrid strategy that combines differentiation with a focus strategy by targeting health-conscious demographics, solidifying their competitive advantage. (Harris and Ogbonna, 2001)
The Ansoff Matrix also suggests several growth strategies, such as product development (launching new nut butter flavours) and market development, including expanding into complementary healthy snack categories and entering new markets, both geographically and demographically.
In the context of UK SMEs, it is important to consider the balance between growth and sustainability. For a long-term, sustainable approach, Pip & Nut should integrate environmental considerations, including ethically sourced ingredients, recyclable packaging, and a transparent supply chain. Identifying key stakeholders, customers, suppliers, investors, and employees and evaluating their relative power can help Pip & Nut make strategic decisions that are responsive to market demands and societal expectations. In conclusion, a comprehensive approach that combines innovation, sustainability, and stakeholder engagement is essential to Pip & Nut's resilient, responsible growth in the UK market.
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