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Almarai Dairy Food Company
The organization of focus is Almarai Dairy Food Company. Almarai Company has become among the largest integrated dairy food companies in Saudi Arabia by using a combination of three-pronged key strategies: geographic expansions, organic growth, and diversifying in new categories (Fabbe, 2018). The three-pronged growth strategies are facilitated by vertical integration model that has ensured that Almarai has total control of the distribution channels and the supply chain, thus ensuring production of healthy products of high-quality nutrition value to satisfy the customers.
The growth of organic products, as apparent by poultry production that started in 2009 after acquiring Hail Agriculture Development Company, has created a positive brand reputation for health products. Also, the introduction of diversified products, a strategy that was initiated in 2005, has provided consumers with a larger variety of high-end products and thus increasing market sales (Singh, 2016). Finally, Almarai geographical expansions, which are apparent in the acquisition of different firms such as Western Bakeries in 2007, has expanded the Almarai market share. However, the strategies by Almarai are expensive and thus have to price their products on a cost-price model, based on the cost of production. For instance, in 2012, Almarai slightly increased poultry prices because of the increase of cost of production; this, in turn, created customers' backlash with a significant number of them launching a boycott campaign (Singh, 2016). Moreover, the cost-based strategy of their products is bound to detriment consumers buying in intense competition and tough macro-economic environment areas. 
The long term goal of Almarai is to maximize the shared value for the business and society. The core strategies of Almarai are motivated by the vertical integration model. Through this model, the Company controls the supply chain by controlling the suppliers and distributors. In addition, as the business expands, the Company hires many employees as part of social responsibility and initiates CSR programs with the aim of improving the environment. Second, the Almarai business strategies are effective in the competitive dairy and beverage industry because it provides a wide range of products and organic products, which are perceived as healthy in the industry. For this, Almarai brand has an excellent reputation, which provides it with a crucial competitive advantage. Third, the vertical integration model ensures objective appraisal of resources to ensure skilled employees who can provide highly efficient service to the customer (Grant, 2019). Finally, for effective implementation of strategies, Almarai has a strategic plan that ensures employees provide customer value, the company is moving in the right trajectory to accomplish set goals. 
Saudi Arabia's 2030 vision is to diversify the economy as well as develop different sectors such as health and education. Almarai's strategy aligns with the Saudi Arabia's vision by providing and involving itself in social responsibilities such as partnering with other non-profit institutions such as Technical and Vocational Training Corporation to train students and prepare them to face the stiff competitive world (Fabbe, 2018).
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