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Introduction
Business is a common concept in contemporary society. Most people engage in business activities with the aim of making a profit. Some businesses grow very fast while others develop slowly or even collapse after a shorter period. It is crucial to note that a company’s strategic plan determines its level of growth. A well-documented strategic plan clearly outlines directions that a business should follow to succeed (Betz, 2016). BACHI Barcelona is one of the companies that strive to succeed in a competitive business environment. A good strategic plan can enable BACHI Barcelona to assess its current position and where it’s going. This project will cover areas such as mission, vision, and values of BACHI Barcelona, internal analysis, external analysis, proposed strategies, BSC matrix, and a proposal justifying cost leadership, differentiation, and focus strategy in relation to this Company. 
Mission, Vision, and Values of BACHI Barcelona
Mission Statement
We work hard to build and provide the best quality handbags and accessories for men and women, create the most respected brand, and utilize business as a means of inspiring and implementing effective strategies to the environmental crisis.
Vision Statement
To be recognized worldwide as a company that provides high-quality handbags and accessories for men and women and as a business that takes customers' interest at heart. 
Values
Passion: Passion is one of the values of BACHI Barcelona.  This organization has a great desire to serve its customers at all times fully. We deliver outstanding services to all clients regardless of their background. We consider developing friendly ties with all customers within and outside the country.
Originality: We strive to provide high-quality products that match the needs of our clients. As a company, we are quite cautious with replicas that might undermine our reputation. 
Classiness: We do provide exclusive products that possess unique designs, thus creating a clear cut between our products and the products provided by our competitors in the market.
Customer Experience: We provide the best experience to our customers through the goods and services provided. 
Hard work and productivity: We try as much as possible to maintain a good quantity of stock and to ensure that all clients receive the products of their choice. 
Internal Analysis
It is necessary to conduct an internal analysis of a business due to varied benefits. The internal analysis enables an organization to determine its competitive advantages, strengths and weaknesses, competencies, and also to assess the available resources to run the business (Stoyanova & Angelova, 2018). 
Competitive Advantages
Product differentiation: This Company benefits from differentiated products due to their innovative designs. The handbags and other accessories made in this Company are quite unique. It is evident that these products are different from the ones provided by other companies because they have a visible pattern both inside and outside of the bags. The originality of these products also enhances such differentiation.  
Cost leadership: Cost leadership is a strategy that implies the act of production using the lowest cost (Gorondutse & Gawuna, 2017). This strategy is a source of BACHI Barcelona’s competitive advantage. For instance, this Company has greatly reduced the cost of employing many employees to run this business. This institution is only managed by two members. For example, the human capital is comprised of only two individuals: Meritxell and Nuria. 
Branding: The Company has managed to develop one of the best brands that are desired by many consumers (BACHI Barcelona. 2020). 
Promotions and Free Deliveries: The Company attracts many clients because it provides several promotions and free delivery of certain items (BACHI Barcelona. 2020). 
Quicker Delivery: The Company acquires a lot of advantage from its faster delivery services. For instance, it delivers between 24 to 48 hours at a lower cost (BACHI Barcelona. 2020). 
Competitive Price: The Company also provides its goods at a fair price, thus attracting new customers and retaining the existing clients. It is vital to note that most consumers will always purchase items from companies that set fair prices. 
Competitive Disadvantages
· BACHI Barcelona’s competitor, Zubi, set more competitive prices for its products. This variable implies that BACHI Barcelona can only have a less competitive advantage in terms of its pricing. Zubi also allows for the return of goods and free shipping.  
· BACHI Barcelona lacks a physical market or stores because it only operates in the online platform. This state is different in the market because its competitors like Zubi established physical stores where they can easily get in contact with their customers. 
Tangible Resources
Tangible resources comprise physical items such as land, buildings, cash, machinery, and inventory that a company possesses (Adarov & Stehrer, 2019). 
Physical:
· Available stock (bags and other accessories)
· Machines for designing bags 
Financial:
Capital contributed by owners of the business (Meritxell and Nuria)  (BACHI Barcelona. 2020). 
The Company benefits from working with a Business Expansion Account for SMEs that provides favorable financial conditions such as efficient bank charges and terms of fees.
Intangible Resources and the Capacity
· Intangible resources are all materials that do not have physical substance (Adarov & Stehrer, 2019). These resources include things like credibility and employee skills. BACHI Barcelona has the following intangible resources:
· In terms of human capital, Meritxell and Nuria are partners who possess a lot of knowledge in legal aspects and fashion (BACHI Barcelona. 2020). 
· The Company also developed a website to facilitate online sales.
· Meritxell and Nuria effectively collaborate in day-to-day business activities, thus managing the organization's capacity. 

VRIO Analysis
VRIO analysis is one of the analytical tools that are used to assess the organization’s resources, which form the basis of competitive advantage.

	Items of VRIO Analysis
	Value
(IS Valuable?)
	Rareness
(Is Rare?)
	Imitability
(Is it Difficult to Imitate?)
	Organization
(Can Organization Use Resources Appropriately?)

	Stock (handbags and other accessories) 
	Yes 
	No
	No
	Yes 

	Materials for production (fabrics etc.)
	Yes 
	No 
	No 
	Yes 

	Capital
	Yes 
	Yes 
	No 
	Yes 

	Clients
	Yes 
	Yes  
	No 
	Yes 

	Suppliers 
	Yes 
	Yes 
	No 
	Yes 

	Knowledge of fashion and design and legal matters 
	Yes 
	Yes 
	No 
	Yes 

	Working with a Business Expansion Account for SMEs 
	Yes 
	No 
	No 
	Yes 

	Competitive Disadvantages 
	No 
	No 
	No 
	No 



Strengths and Weaknesses of BACHI Barcelona
	Strengths 
	Weaknesses 

	· The Company produces original products.
· The Company integrates technology to achieve innovative designs.
· The availability of a complete catalog of the Company's accessories for online sale
· Effective and efficient means of communication through newsletters and other social media platforms
· Ability to access external consultants in areas like Marketing, Photography, Modeling, and Web Positioning.  
· A very close relationship with suppliers 
	· Lack of physical stores
· Lack of enough knowledge to reach the internal market
· Low bargaining power
· The Company only has 20 suppliers that are quite less as compared to the total number of clients and the targeted market.  



External Analysis (Macro environment and Microenvironment)
PEST Analysis:
Elements of Economic Structure 
· The state of the current nation's economy is one of the economic factors that might affect this Company's operations. This business can deteriorate due to economic decline. The decline in economic growth in this country is caused by the rising level of unemployment (González-Marín et al., 2018). Therefore, a poor economy implies that people will lack the income to purchase these products, thus leading to losses. 
· International relation is another factor that impacts this business. When this country has a good international relation, it is likely to open up its borders for other economies (Jackson, Sørensen, & Møller, 2019. Such an act can be beneficial to BACHI Barcelona because it can have access to new markets across Spanish borders. 
· The saving rate is also a key economic element that might impact BACHI. This business can achieve a large volume of sales if citizens have high saving rates. 
· Taxation is another vital factor of consideration. High taxes imply that this Company will spend a lot of money on servicing expenses rather than increasing investment. 
Elements of Technological Structure
· BACHI Barcelona integrates technology in designing its products. The use of this technology enhances the innovative design in this organization (BACHI Barcelona. 2020).
· The Company has also embraced e-commerce as an important part of technological evolution. Customers can easily purchase products instantly without traveling to other stores (BACHI Barcelona. 2020).  
Elements of Political Structure
· BACHI Barcelona can grow as fast as possible due to political stability in the country. There is a conducive environment for business operation in this country (March & Ribera-Fumaz, 2016). 
· The government also implements favorable economic policies that do not interfere with BACHI Barcelona’s operations. 
The element of Social Structure
· Due to the faster growth rate in the country, there is a probability that the target market for this business will increase with time (BACHI Barcelona. 2020). 
· The Company also understands the taste and desires of its customers. 
Analysis of the 5 Porter Forces
Bargaining power of suppliers: The Company deals with 20 suppliers to balance with its business diversity and also address its volume of business (BACHI Barcelona. 2020). Its decision to work with the local Eco-friendly suppliers is not sound business-wise. The move benefits the local community but does not foster profitability due to higher costs. Also, the Company has a limited level of negotiation to push for the reduced costs to harvest factors to allow reduced material prices.
Power of negotiation of the consumers: BACHI Barcelona scores highly in terms of informing customers of their product virtues via its website (BACHI Barcelona. 2020). Also, each product has an extensive description that convinces customers about the product’s added value. Customers cannot push for lower prices. They can only compare qualities and prices with other companies. It is prudent that the Company improve interaction and communication with customers.
The threat to the income of substitute products: The Company has kept the originality of its quality products (BACHI Barcelona. 2020). Nonetheless, competition exists. The Company's products lack differentiation in terms of sale of the perceived quality, price and originality to attract customers. Their price factor is indecisive.
The threat of new competitors: The Company faces low competition due to their unique accessories and handbags, and that is difficult to copy. Its current competition is high (BACHI Barcelona. 2020).
Rivalry among competitors: The business's entry barriers are weak, for it does not require heavy capital to start. Also, apart from the business stock, exit barriers are low (BACHI Barcelona. 2020). The Company faces stiff competition from companies with the same product structure. The Company should also improve product distribution access to improve profits.

Matrix of Opportunities and Threats
	Opportunities 
	Threats 

	Opportunity to bring their brand closer to the public
	Competitive prices in the market

	Opportunity to increase the visibility of their products
	The economic crisis caused by COVID-19

	Opportunity to take part in a number of commercial activities or events
	High competition from companies like Zubi

	Opportunity to improve its product line 
	Lack of a fixed place to sell its goods	

	Opportunity to dominate in Barcelona 
	



Proposed Techniques to Address the Aspects of Internal and External Factors
Defensive strategies: The Company can maintain its strength and also minimize external threats by expanding the range of products for both gender (BACHI Barcelona. 2020). It can also improve customer loyalty via discounts. To add, the Company can come up with a quality plan to increase profits and also maintain customer satisfaction.
Offensive strategies: The Company can exploit the environment by going global and also entering new profitable business lines, for instance, women's attire business (BACHI Barcelona. 2020). It can also distribute products via local distributors. Also, it can open retrial outlets and collaborate with influencers to promote their products.
Survival strategies: The business can survive by establishing negotiations with its suppliers to lower input costs (BACHI Barcelona. 2020). Also, it can finance its fixed costs during low product demand via credit. The Company can also leave out some external collaborators until a positive market reaction is achieved.
Reorientation strategies: The Company can make synergies with multinational companies to penetrate other markets and increase profits. It can also request a marketing company to carry out a study of new trends to complement its products.


BSC in the Form of a Matrix
	
	Objectives 
	Measures 
	Targets
	Initiative 

	Profits 
	Increase margins
	Increase in the profitability index 
	25%
	Increase in productivity 

	Customer 
	Enhancing satisfaction 
	Customer survey 
	80%
	Increase the quality and quantity of the products 

	Internal Business activities
	Optimize business culture and processes 
	The volume of stock 
	35%
	Redesign the process 

	Growth 
	Monitoring the processes 
	The volume of sales 
	40%
	Offer great customer service 



Strategies as per Michael Porter
Strategy in cost leadership: BACHI Barcelona can reduce production costs by renegotiating with its local suppliers to reduce the price of outsourced services, raw materials, and falcon (BACHI Barcelona. 2020). This can be achieved via long-term agreements.
Differentiation strategy: The Company can take market action to highlight the differentiated competition qualities. It can also use YouTube influencers to promote its products. Again, the Company can include a letter of thanks during packaging and also seize the opportunity to talk about product quality and originality.
Focus strategy: The Company needs to select highly profitable products for its customers. It should then direct its marketing efforts towards such products. It should also engage in standardized manufacturing without derailing the original quality of the products.
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