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For a small business to stand the market competition, specific fundamental considerations must be put into place, including the value chain analysis. By definition, the value chain is a set of internal activities that a business performs to deliver quality products and services to the market. Therefore, the firm has to identify its support and primary activities that add value to its products and analyze them to reduce the inputs costs (Rosales et al., 2017); a process called value chain analysis. To achieve the value chain analysis, the industry must follow a series of steps to ensure success. 
Research and development
	The first step involves researching the kind of products that the customers want by conducting market analysis carefully. It includes establishing consumer trends, which will help the company anticipate customer needs and make the products available. Small businesses, however, can work together with the suppliers.
Product design 
	Once a new product is identified or the upgrade of the existing product determined, testing is done on the items, followed by refining and subsequent production. During the production process, the quality of a product, costs, and value will be affected by the place of production.
Marketing and sales
Every successful product must over three of the following components, including service value, product value, and wow value. The wow value is a component that extends beyond the usual warranty and personal care services to provide high-level services that are not generally offered (Rosales et al., 2017). For instance, a hotel company may permit the employees to use up to a certain amount of money to ensure the customers; an example is the Ritz-Carlton Hotels allows extra costs provided the guests are satisfied by the services. Therefore, marketing will ensure the products and services are made famous and familiar to potential customers, resulting in higher sales.
Distribution management 
	In the value chain, it is essential to consider the warehouse's location and the modes of distribution of the products. There should be appropriate packaging, material handling, information system transportation, and communication to ensure the products reach the customers at demand (Lee et al., 2017). Despite the digitalization in all systems, it is still important to manage the distribution since the stores and warehouses are still used.
Customer service
	In the supply chain's final link, it is essential to inform the customers on how to use products, troubleshooting and diagnosis, and offering customer-friendly services. Therefore, it is vital to train the employees on how to conduct services as this is where the customer behavior can be gauged.
Step 1- Identification of the sub-activities of the primary activity
The first step involves identifying sub-activities for every primary activity that creates value (Prasetyo, 2020). These sub-activities can either be direct, which makes value by themselves like advertising, indirect, which enables the smooth running of the direct activities like record-keeping, or quality assurance activities that keep in check the direct and indirect activities like proofreading.
Step 2- identify sub-activities for every support activity.
	Support activities like human resource management, procurement, and technological developments should be evaluated to determine the sub-activities which create value. For example, how procurements add value in resource acquisition and production.
Step 3- Identify the links. 
	According to (Prasetyo, 2020), this involves finding the connections between all the identified activities to increase the value chain framework's competitive advantages.
Step 4- looking for opportunities to increase value.
Involves the review of the identified links and sub-activities to develop ways of changing or enhancing them, hence maximizing the value offered to customers.
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