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Executive summary
Strategic management of an organisation is essential for receiving the expected results from a business. The Café Pod Coffee Co is the selected organisation for this report and the purpose of its business has been explained. A better understanding of the condition of business has been achieved through the analysis of the external, and internal environments and the stakeholders. Firstly, the mission and vision statement of Café Pod Coffee Co has been explained in the report. The SWOT analysis has been conducted for a better understanding of the strengths and weaknesses of the organisation. The impact of several external factors on the business of Café Pod Coffee Co has been evaluated with the help of the PESTEL framework.
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Introduction
The following report will discuss the thorough strategic steps of a small and medium enterprise in the UK. According to the European Union, Small and medium-sized enterprises are those organisations which have less than 250 employees. The number of such organisations varies across the country besides they are non-subsidiary and independent. Small and medium-sized enterprises have a less than 12-million-euro turnover in the UK. Among them, one of the best small and medium-sized enterprises is Cafe Pod Coffee Co. This independent craft coffee business was established in 2011 in London by two entrepreneurs named Peter Grainger and Brent Hadfield. The main motivation of Cafe Pod Coffee Co is to serve quality coffee at home for adventurous coffee drinkers. They produce different types of ground coffee and whole bean coffee, on the other hand, the flavoured coffee named ‘Nespresso pods' is the most famous product of them. They also make a delicious variety of coffee blends like Supercharger Espresso, Decaf Espresso, Ristretto, and Intense Roast. The business policy of this organisation will be explained in the following report. The external forces that can create critical impacts on the organisation will also be analysed through a PESTLE analysis. Besides, the competitive forces of this independent craft coffee business will be examined by following the steps of Porter's five forces model. On the other hand, a SWOT and a VRIO analysis will also distinguish the internal forces of this organisation and how this analysis assists them to make a more precise business strategy for their growth will also be explained in this report. 
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Café Pod Coffee Co is an independent coffee business which was first established in the year 2011 in the city of London UK. This start-up organisation was founded by entrepreneurial individuals named Peter Grainger and Brent Hadfield. The organisation has set up outlets all over the country of UK mostly in all supermarkets and the majority of online retailers. The business aims to deliver the best-crafted coffee to its customers and achieve further business expansion. The organisation delivers their coffee beans all over the UK. Due to the recent Brexit crisis in the country, the organisation has limited their delivery options within the country's borders. The vision of the business is stated below (Fadillah, 2019, pp, 131-140).
The vision of Café Pod Coffee Co 
The vision of the business is to deliver the best quality coffee to adventurous coffee drinkers to enjoy their drinks from the comfort of their homes. The business has been inspired by London's demand for coffee, excitement and coffee brewing. The organisation has driven the passion and creativity to push the boundaries of delivering the best quality crafted coffee beans (CafePod Coffee Co, 2022). 
The mission of Café Pod Coffee Co
The mission of the business is to bring pleasure and satisfaction to the everyday lives of the people of the country to succeed in their relevant professional field (CafePod Coffee Co, 2022). 
Objectives of the business
1 – To increase the sales volume percentage of the business by 5% within the next 6 months
2 – To improve brand awareness among the customers by the next 8 months.
3 – To achieve sustainability by contributing to overall business growth within a year. 
Entrepreneurially oriented objective
Demographics of the business: The business of Café Pod Coffee Co segments its different customers from a wide area of demographics. It involves various factors like gender, age, race and income margin of their customers. The business analyses the personality of its customers by focusing on their background and accordingly develops strategies which improve their offered services and products (Hanlon, 2022). 
Customer Profile: The customer profile of Café Pod Coffee Co represents a range of customer factors which are associated with the various needs of the consumers and their behaviour patterns. Being an SME Café Pod Coffee Co makes use of customer data and depending on the type of data collected develops appropriate marketing strategies for the organisation which can prove useful to improve the sales margin. The organisation provides a huge choice of budget-friendly choices to their customers with high-ended products even in times of pandemic when there is a shortage of coffee beans (Dopson, 2021). 
Goals: Cafe Pod Coffee Co obeys a simple business philosophy which devotes the business to delivering innovative coffee products and other services to its target market. The motivation of the people to buy coffee beans arises from the brand value which can supply the best quality beans at each time (CafePod Coffee Co, 2022).  
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The marketing department of the organisation has a remarkable role in developing suitable strategies which can prove fruitful and will lead the business to reach its objectives. In order to, develop a suitable marketing strategy the marketing mix should be performed. The marketing mix or the 4ps of marketing are the basic components of the business of Café Pod Coffee Co which should be accounted for to develop a marketing strategy for a product from the organisation. The 4ps of marketing are explained below (Langford, 2021).
Product: As the name suggests, the product of Café Pod Coffee Co is the coffee beans which are delivered by the organisation. Café Pod Coffee Co needs to understand their product and also understand why the customers need their products. They need to explain the exclusive features of their high-quality coffee beans so that the customers should avail the products from Café Pod Coffee Co (Dopson, 2021). 
Price: The management of the organisation has an exceptional role in determining the prices of the products. The price of coffee beans has a remarkable role in determining the profitability of the organisation. They need to critically analyse the prices of the same kind of products available in the relative market and accordingly determine the prices which should meet the various needs of the customers and also maintain the profit margin for Café Pod Coffee Co. The organisation has been successful in providing its best quality coffee beans at budget prices which gained interest from a lot of people thus increasing its customer base (Langford, 2021). 
Place: The place is referred to as that stage from where the organisation sells their coffee products and distributes them to its customers. Café Pod Coffee Co has established several outlets in the majority of supermarkets within the country of the UK from which people can buy their favourite products. Apart from this, the organisation has been successful in making acquisitions with several online retailers which have boosted their sales volume thus, positively impacting their overall business profits. The term place is also defined as advertising the coffee beans from a suitable media platform so that the products reach the targeted customers of the organisation (Riserbato, 2021). 
Promotion: This is the ultimate strategy of the marketing department of Café Pod Coffee Co which determine the sales strategy of the organisation. The marketers of the organisation always tend to bind promotion and placement strategies which aims to reach the target customers. The marketing team of Café Pod Coffee Co performs various types of promotional campaigns and regulatory discounts to their customers which increases their interest to avail themselves of the coffee products from Café Pod Coffee Co (Hanlon, 2022). 
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Human Resources: The HRM department of Café Pod Coffee Co can be called the heart of the organisation. The HRM recruits talented skill forces for the organisation and then trains the employees with special training programs. The employees are then assigned to different departments where they can showcase their talents by improving their performance. Improvements in performance of the individual employees contribute to increasing organisational productivity thus reaching business objectives (Langford, 2021). 
Operations: The operations department of the organisation involves itself in organising and planning the organisational processes for Café Pod Coffee Co by balancing the costs and revenues for the business and achieving the highest possible outcome for the business of the organisation (Dopson, 2021). 
Marketing: The marketing division of Café Pod Coffee Co has a remarkable role in the organisation. The department oversees the marketing activities for the organisation which ensures the products of the organisation reach their targeted customers. The department critically analyses the market and segments the target audience which is more likely to avail of the products from the organisation. Apart from this, the department also performs various marketing campaigns which increase the customer base contributing to improvements in the all-over performance of Café Pod Coffee Co (Riserbato, 2021). 
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One of the popular and effective environmental analysis tools is PESTLE. Through this analysis, the external factors that are able to influence an organisation can be identified. It is able to find out a range of different scenarios that has great impacts on the organisation and also assists the organisation to make a cutting-edge business strategy. 
Political: The UK government follows a constitutional monarchy and a modern parliamentary democracy which is a stable political system. Besides, the government is following the rules of The EU–UK Trade and Cooperation Agreement norms and both the local and national governments running a deficit budget. It is a benefit for the organisation to make steady plans to grow their business.
Economic: The latest pandemic situation has greatly downgraded the business turnover in the last year. On the other hand, the Brexit issue has greatly increased the inflation rate of the country which increases the price of the product. Growing the price of the products limits the profit margin of the organisation.
Social: Drinking coffee is a general cultural practice within the people of The UK, Cafe Pod Coffee Co, provides different blends of coffee with a delicious variety of flavours. This unique creation of this practice spread and highlight the name of this organisation in society that increasing the brand value of this organisation.
Technological: Modern technologies that are implemented in the coffee-making machinery are very much effective in maintaining the quality of the coffee. Besides using modern technologies, they are also able to create various flavour of coffee that changes the vibe of drinking coffee. This improves the selling of the products of this organisation and also increases the profit.
Legal: The trading law of the UK follows a fundamental norm that is free and fair trade. It ensures that small and medium-sized enterprises can access a wider variety of goods and services at a lower cost. The legal trend in the UK helps the organisation to make a profit under the current market status (PestleAnalysis, 2022).
Environmental: The attitudes towards making ecological products Based upon the current environmental condition in the UK every organisation have to make their products with sustainable resources. Besides, the implementation of renewable energy sources minimises the profit margin of this organisation.
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The competitive environment of Cafe Pod Coffee Co can be analysed by following the steps of the Porter five forces framework. Besides the framework helps to make a precious business technique for the growth of this organisation in this critical market position (Madsen et al., 2022).
Competitive rivalry: The UK has many small coffee shops like Laynes Espresso, Prufrock Café, and Bold Street Coffee that serve quality coffee and beverages. The establishment of these coffee shops minimises the trade and also resists the growth of this organisation.
Buyer power:  Customers are intending to buy quality products which are cost-effective.  There is a strong competitor already present in the market who provides coffee that costs lower than Cafe Pod Coffee Co. the management of this organisation should regulate their prices that will maintain their profit by limiting the price.
Supplier power: The organisation uses UTZ Certified coffee which is supplied by some specific suppliers. On the other hand, there are other suppliers already present in the market who supplies better raw coffee beans at a lower price, so the organisation has to make better deals with their suppliers to improve their profit margin.
The threat of substitution: Beanies, an organisation in the UK also provides flavoured instant coffees which creates an intense impact on the sales of this organisation. The Cafe Pod Coffee Co has to make more innovative and delicious flavours of the coffees that create a distinct image in the coffee industry.
 The threat of new entry:  There are several coffee start-ups like Caffè Nero, and Sandows, who are starting their business in the UK day by day. The establishment of these businesses also hampers the profit margin of this organisation and also lowers their sales as well.
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Porter’s Value chain analysis is a method through which an organisation is able to find out the ways to evaluate each of its activities. Following this method, Cafe Pod Coffee Co is able to understand where opportunities for improvement lie. 
Inbound Logistics: The supply chain of this organisation is steady and the transaction between the organisation and its suppliers is very much fair. The inbound logistics of this organisation are very much strong and they don't have to face any dead store situations 
Production: Production of the delicious variety of coffee is much more cost-effective as they use the latest packing machinery. It also helps them to increase their production in a cost-effective way.
Outbound logistics: The Cafe Pod Coffee Co uses Royal Mail and Parcelforce Express for the delivery of their products to customers and other organisations. They have an instant storage distribution and transportation system through which they are able to deliver their product within two days.
Marketing and Sales: The direct interaction between the organisation and its customers increases the marketing as well as the sales of their products. Moreover, the Refer-a-friend programme influences their customers to use their products while it also helps to increase their branding reputation.  
Service: The organisation tries to be loyal to their customer and also tries to satisfy them by maintaining quality. They provide a 30-day money-back guarantee if their customers are not satisfied after using their product. 
Evaluation: Applying these analytical frameworks Cafe Pod Coffee Co is successful to finds out its advantages and risks based on the current market scenario. First of all, with the political and legal support from the UK government, the organisation has better chances to expand its business. Besides the socio-cultural activity of the country assists them to rise up their sales as the interest in drinking coffee is increasing among the people. On the flip side, there are some strong competitors and new competitors in the coffee industry are increasing in the market. These competitors are inducing Cafe Pod Coffee Co customers by applying their business strategy. The organisation is successful to build a steady set of activities that helps the organisation to generate value for its customer as well as it also improves profitability and gives a competitive advantage. 
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One of the most effective frameworks works to understand the internal forces that impact the plans of the strategic route of an organisation. A SWOT analysis of Cafe Pod Coffee Co helps to elaborate on the strength of the organisation while finding out the weakness as well. On the other hand, the threats and the opportunity to spread the business can also be seen through this analysis (Cheng et al., 2021).
	Strengths
	Weaknesses

	1. The organisation provides a high-quality service in their stores that gives a good and impressive vibe.
2. Cafe Pod Coffee Co uses UTZ-certified premium coffee for its delicious variety of coffee (CafePod, 2022).
3. They induce delicious and different flavours in the coffee that attracts people to use their products.
4. They use the latest and most advanced machinery and technology for the manufacturing and packaging of their products.
	1. Due to the lack of good relationships with the suppliers, they are facing irregularities in the raw material supply.
2. The employees of this organisation are not performing to make a decision that makes their research and development process fatal.
3. Using modern machinery decreases the authentic flavour of the coffee.
4. There is a limit to acquiring the share of the market because the supply of the raw material is limited which also limits the service.

	Opportunity
	Threats

	1. The increasing demand for coffee drinking and the innovative flavours of the coffee increases the interest within the peoples of the UK to avail themselves of the products from the organisation
2. Maintaining the neat and clean ambience within the stores and premium quality of coffee attracts the people to enjoy their services.
3. Through the refer-a-friend initiative, they provide a 25% discount on their products which increases their sells.
4. Their creative website and quick home delivery service by Royal Mail and Parcelforce Express create an impressive image in society.
	1. Coffee is a price-sensitive product, on the other hand, the making of different flavours of coffee is expensive that lowers the profit margin.
2. Their such competitor is present in the market that provides nearly substitute products of this organisation.
3. Diversification of products distracts from maintaining the quality of the product.
4. The organisation has only a limited number of the supplier because they use UTZ-certified coffee for their products. 
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Through this analysis, an organisation is able to identify the resources that help them to build a competitive business structure. This model critically analysis all the tangible and intangible capabilities of the organisation's value chain. The following table will show the internal competitive advantages of Cafe Pod Coffee Co (Cascade, 2022).
	
	Valuable
	Rarity
	 Imitability
	Organised
	

	Product quality
	yes
	yes
	no
	yes
	Moderate competitive

	Resources 
	yes
	no
	yes
	yes
	Moderate competitive

	Technology 
	yes
	no
	yes
	yes
	Moderate competitive

	Delivery service
	yes
	yes
	yes
	yes
	Highly competitive

	Customer service
	yes
	yes
	no
	yes
	Moderate competitive



Based upon the VRIO analysis it is clear that the product quality of Cafe Pod Coffee Co is valuable and rare because they use UTZ-certified coffee, which other organisations cannot copy. They collect coffee only from the lower altitude growing regions which produces the robust beans to produce darker and stronger coffee which is valuable but not rear as other organisations are able to collect the same coffee as well.  On the other hand, they use more organised modern technology which is very much effective to maintain the quality of their product. The delivery service of Royal Mail and Parcelforce Express is very much organized and valuable which other organisations cannot avail. Moreover, their customer support and giving rewards through the refer-a-friend initiative create a valuable and rare impression on the people.
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SOAR is a strategic analysis tool which focuses on the strengths and the future developing aims of the organisation. This analysis engages all levels and functional areas of the organisation that enhance the aspirations rather than focusing on the threats (Ghayour et al, 2021). 


	Strengths
	Opportunity

	1. Providing premium quality to competitors attracts new customers that give a competitive edge in the market.
2. Everyone within this organisation knows the whole functionality of the business which creates a clear work value.
	1. Introducing new quality products with exciting offers and rewards is very much attractive to the people.
2. They have increased their product line by offering cakes, snacks, and cookies assisting them to earn extra profit.

	Aspirants
	Results

	1. They use sustainable farming and packaging that is UTZ certified. To make their process eco-friendlier.
2. They always try to be loyal to the quality of their product to satisfy their customers.
	1. Different variety of coffee flavours increases their profit margin as people want to taste coffee rather than the regular one.
2. High maintenance of the quality creates an impressive brand value rather than other organisations.



Evaluation: The above analysis models help to distinguish the internal forces of Cafe Pod Coffee Co to make a better competitive strategy to reach their goals. The use of sustainable and premium coffee gives the best experience of drinking coffee. Besides inducing different flavours within the morning drinks uplift their brand value and also gives tough competition to the other organisation (ThinkinSights, 2022). Using advanced machinery helps to make creative and sustainable packaging which attracts people. On the other hand, the limited number of suppliers and due to the good relationship between them limit the organisation's supplies. Besides minimum involvement of the employees in decision-making restricts the research and development process of Cafe Pod Coffee Co. Furthermore, their delivery partners and the 30 days guarantee returns policy evaluates the market value as well as the brand value of the organisation.
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The organisation Café Pod Coffee Co is a business that has several stakeholders and identifying them is the first step of the analysis. The stakeholders can exist in both internal and external business environments. Both external and internal stakeholders will be analysed for gaining a clear idea of opportunities. 
Employee: 
The employees are the most important stakeholders of the business Café Pod Coffee Co as they work for the completion of operations. Employees have the responsibility to understand their job role and perform their best for meeting goals. Productive employees can help in increasing the profit percentage of the organisation. The employee needs should be fulfilled for increasing the productivity of the organisation (BOYCE, 2022). 
Shareholders
The individuals who own the stakes of Café Pod Coffee Co are recognised as the shareholders of the company. The shareholders aim to receive the maximum profit from the business operations of the organisation. They also have an important role to play in the formation of strategic decisions and choosing the board members. The strategies of the organisation need to meet the demands of shareholders. 
Board of directors
The board members are mainly responsible for making informative decisions for the growth of an organisation. They are responsible for guiding the whole organisation in the right direction for achieving the goals. They are expected to successfully complete the corporate governance of the business. 
Managers 
The managers are people who handle the actual operations of the business and in this case, the managers of the café monitor all the functions of the organisation. The business managers are expected to lead all other employees for smooth function and customer service. 
External stakeholders
The stakeholders belonging to the macro environment are the external ones such as the suppliers and the customers of Café Pod Coffee Co. They have some specific role that impacts the growth of the business which are discussed below.
Customers
The Café Pod Coffee Co is dependent on the customers for getting profits and they are one of the most important stakeholders. The customers expect to receive high-quality products from Café Pod Coffee Co and also want the organisation to have a positive impact on society. This expectation needs to be met for achieving a position in the market. 
Suppliers
The suppliers are the external stakeholders providing the raw materials needs for preparing the products offered by Café Pod Coffee Co. The quality of the product is under the control of the stakeholders and Café Pod Coffee Co needs to form contracts with suppliers who can help in maintaining the standard of service. 
Communities 
The community or society in which the business operates is also an important stakeholder of Café Pod Coffee Co. The community expect the business to provide employment to the local people and it is directly impacted by the business of the organisation. Café Pod Coffee Co needs to implement long-term strategies for gaining the trust of the community. 
Government 
Café Pod Coffee Co needs to follow the policies and laws of the UK government for maintaining its legal identity. The government expects the business to maintain fair financial trade and contribute to the economy of the country. The long-term strategies should help the organisation in keeping up with the expectations of the government. 
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The organisation needs to come up with strategies that can help in the growth of the business for a longer time. The selection of the strategies is completed after considering the social factors, economic factors, environmental factors and the demand of stakeholders. The strategies will also consider the objectives and vision of the organisation regarding the business. Some strategies that can help in achieving the long-term goal of the organisation to satisfy the demands of the coffee lovers in London. 
Long term objectives
1. To increase the market share of Café Pod Coffee Co by 10% within the next 6 years for gaining a competitive advantage. 
2. To introduce a wide range of products in the market within the next 5 years. 
3. To reduce the wastage of business by 15% within the next years for maintaining environmental sustainability. 
Porters’ generic forces 
[image: ]
Source: (Lauer, 2020)


Porter`s generic forces can be used for analysing the long-term goals of Café Pod Coffee Co. The generic strategies can help in identifying the exact strategies the business can implement for meeting the objectives. 
Cost leadership 
The term refers to the strategies of a business to offer its products at a comparatively lower cost for receiving a competitive advantage in the market. Café Pod Coffee Co can reduce its production cost for achieving the goal of gaining cost-effectiveness (Shpak, 2022). The organisation needs to conduct market research for understanding the pricing strategy of the competitors. Cost leadership can be achieved only when quality products are being provided to the customers at an affordable price. Another strategy named marked-up pricing can be attended by the organisation for meeting its goals of achieving cost leadership. This strategy will allow Café Pod Coffee Co to fix the pricing depending on the price of raw materials such as beans, milk, water and the cost of labour. The summation of the costs for a fixed time period of time and dividing it by the cups of coffee sold is done for pricing a cup of coffee. These strategies can help the organisation in gaining cost leadership and expand its business by achieving a competitive advantage.  
Cost focus 
The cost focus refers to the process of focusing on the competitive cost of the products for a specific location in the market. The targeted customers are narrow in this case making the organisation select specific strategies for meeting their demand. This strategy cannot be the correct choice for Café Pod Coffee Co as they are looking for a broader opportunity in the market. Thus, the cost focus will not be considered by the organisation during the selection of its strategies (Magloff, 2022). 
Differentiation 
Differentiation refers to the act of producing unique products for the customers of the organisation. Strategies for achieving differentiation can help in achieving the long-term goal of offering quality products and introducing a large range of coffee products to the population. The differentiation strategy can is recommended for the organisation to achieve its goals. 
Introducing new flavour:  Café Pod Coffee Co can introduce coffee flavours that are not available in the market among the competitors. For example, pod recycler, one of their products that can help employees in easily recycling the products. Effective research on the type of products offered by the competitors such as Beanies can help in producing products for gaining a competitive advantage. 
Innovation: Innovation and development ideas should be included by the organisation for improving the range of products they offer to the population. The inclusion of new technologies in their stores can help them in providing better services to their customers and achieve differentiation. 
Offering sustainable products: The Café Pod Coffee Co can achieve its long-term goal of reducing waste and achieve fulfil differentiation strategy by using sustainable processes. The use of water during the cultivation, the use of pesticides and using the waste generated from coffee bean waste can ensure sustainability. The waste can be used as fertiliser making the process of crop management (Lauer, 2020). 
Focus differentiation 
This strategy is related to product differentiation based on the focused market section not on an extended market. The differentiation of products is done on the basis of products offered by an organisation. This strategy is not appropriate for the organisation as they aim to expand their market in the long term. Hence, this cannot be followed by Café Pod Coffee Co. 


[bookmark: _Toc108678326]Conclusion 
Small and medium-size business Café Pod Coffee Co has been the focus of discussion for this report. The report has started with a detailed introduction about the business of the selected organisation. Café Pod Coffee Co sells coffee beans online and it conducts its business in the UK. The strategic direction of the business has been elaborated with the help of the mission, vision and objectives of the business. Along with that, the external environment in which the business is conducted has been explained with the help of the PESTEL framework. Porter`s five forces have been explained for understanding the competitive atmosphere of the organisation. Moreover, the atmosphere in the micro atmosphere of the business has been analysed with the help of SWOT and VRIO. Further, stakeholders of the organisation have been analysed to understand their powers and demands on the business have been discussed in the report. The long-term goals and plans have been analysed here and some recommendations have been provided for better understanding. 
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Here are some recommendations which can be applied by the management of Café Pod Coffee Co which can help the organisation for future developments. 
Social-media Marketing: It is highly recommended that Café Pod Coffee Co should implement efficient marketing strategies on social media platforms. Seeing the recent rise of digital technologies, people all around the world has increased their interest and attention to various social media platforms. This has opened up opportunities for businesses to implement effective marketing strategies on social media. The marketing department should focus on performing various promotional campaigns and advertisements for the organisation which would increase the reach of the products to an increased number of audiences. An increase in the customer base of the organisation will reflect itself in increasing the overall sales margin for the organisation (Barnhart, 2021). 
Quality Management: It is also highly suggested that Café Pod Coffee Co should focus their practices to improve the quality management within their business. The term quality management aims to improve the quality of the product and services offered by the organisation. Quality management has four components which are quality planning, control, assurance and improvement. The main objective of quality management is to ensure the integrity of the stakeholders and work in coordination to improve the products of the organisation. This will help Café Pod Coffee Co to achieve long-term business success by satisfying customer needs (Riserbato, 2021). 
Supply Chain Management: It is highly recommended that Café Pod Coffee Co should improve the supply chain management of the organisation. It can be defined by the management of the goods flow and products which involves all the procedures to manufacture finished goods from raw materials. Improvement in supply chain management ensures the organisation reduces the extra costs involved in the transportation of raw materials. It also avoids supply shortages within the organisation. This will improve the long-term profitability of Café Pod Coffee Co (Dopson, 2021). 
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