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Element of Strategy 

Green Zebra is centered on making healthy natural foods accessible to all, more so those that reside in populated neighborhoods. To this end, it has set up shops that are convenient, easy to navigate and purchase goods with reasonably priced items. The stores are also strategically placed in areas with many consumers in the middle to lower-class percentile. The organization has endeavored to provide two options for each meal or food item, thereby giving consumers a limited choice that they can choose from that is priced fairly for them. Additionally, the selected items are typically top-of-the-range items; from the two options, consumers can obtain quality items at affordable prices. The organization sets itself apart by providing a human face to its grocery food items. The personnel is always kind and helpful to consumers, which sets the organization apart from its competitors. Often, consumers who loved the treatment rendered by Green Zebra staff members often make repeat purchases. The beer and wine section is elite and provides many items outdoing its competitors.

On the other hand, Amazon Go rivals Green Zebra with its expansive application of technology. To gain entry into the store requires downloading an app and, picking items, then leaving the store. It is effortless, and the application provides a track record of purchases, making it highly efficient. Amazon Go's strategy is to focus predominantly on technology and use it to catapult it to the next level or outdo its competitors. Green Zebra can rival this particular brand with its wine and beer options, a traditional human element, and a wide variety of products for its consumers. It is also able to rival the 7-11 brands in customer service, which has received a couple of complaints in the recent past. 

SWOT Analysis of Green Zebra

Strengths and Weaknesses 

The organization has been able to develop a strong brand reputation that thrives on consistently providing consumers with what they need. Unlike other stores that suffer from stockouts, Green Zebra has been able to provide consumers with products consistently. It does so by limiting the choice options to two brands per product. The company has been able to build a stellar relationship with its suppliers, and they are also assured of limited competition inside the Green Zebra stores and, as such, are loyal to the brand. The organization has also garnered a strong brand reputation for excellent customer service through its attentive personnel who treat consumers exceptionally. It has led to a bevy of loyal consumers for the brand. One of the brand's weaknesses is the lack of technology adaptation. The company utilizes traditional methods of providing consumer services through its physical stores. It also lacks the muscle entities such as Amazon Go that can push its brand from a capital injection standpoint.

Opportunities and Threats

One of the opportunities the organization has is expanding its retail outlets. Currently, they need to meet consumers' demand on the organic healthy food front. Consumers want healthier alternatives, and the fad continues to grow with each other. Therefore, there are various avenues to explore to increase revenue generation by opening additional stores. The company could also incorporate technology into its day-to-day activities. Amazon Go rivals the brand on this front. Its minimal use of technology sometimes works against the brand, particularly among younger consumers. Its most significant threat is entities such as 7-111 having more efficient inventory management systems leading to fewer stock-outs. 

Strategies

Capture an Opportunity in the Market Place

Green Zebra can increase its range of products or provide ample space inside the stores where customers can order and eat before, during, and after shopping. The store can serve as a one-stop shop for products and meals. Consumers can have sandwiches, smoothies, fresh juice, and salads on the go. The organization can also use applications such as Uber Eats to provide delivery services for its products to consumers. Uber Eats serves a wide audience and as such, would prove highly beneficial to the organization in increasing its reach in the market. The result would be increased revenue, greater reach and an increase in its market share.

Address a Competitive Threat
Green Zebra can introduce the use of technology within its operations, similar to what is being utilized by Amazon Go. The introduction will aid the organization in meeting the needs of the younger market that prefer to incorporate technology in their day-to-day shopping activities. It can do so by outsourcing and creating the product through a one-off consultancy project with a third party. Once implemented, it can opt to maintain it in-house or, again, use a third party to provide the service.

Industry Analysis for Porter’s Five Forces Framework

Whole Foods Market is considered to be in the retailing business of both natural and organic foods, with the 7-11 stores also serving in the retail industry but as convenience stores (Belavina, 2021). Green Zebra is a culmination of both. The enterprise is undoubtedly in the retail market and provides products to its customers. The organization's mission is to make healthy yet natural and organic foods accessible to all (Osborne, 2015). The organization, like Whole Foods, is in the natural and organic foods in the retail market. Green Zebra operates a supermarket chain that provides both natural and organic foods to its consumers. A convenience store is a small retail enterprise that stocks various items that can be used daily, namely groceries, coffee, snacks, and soft drinks (Williams et al., 2021). They are also licensed to sell alcoholic drinks to a certain extent. Green Zebra fits into this description in that it provides many alcoholic beverages coupled with everyday items for consumers. It, therefore, operates within the retail industry and on the organic and healthy foods front. Facets of it come off as a convenient store; however, its operating times are stringent considering convenient stores such as 7-11 operate 24 hours a day. Green Zebra serves consumers from 10 am to 6 pm. If the entity adds the hours it serves its consumers, it can fully serve as a convenient store, especially considering it targets dense urban neighborhoods.

Adaptive Strategy Post Covid-19

Green Zebra is a success story in the retail healthy or organic food category. The business has been able to advance its strategy in the United States and has garnered a reputation for its top-tier customer service delivery. When Covid-19 struck the United States, lockdowns were imposed that stifled numerous businesses, more so that of Green Zebra. However, over time, grocery or retail stores were allowed to operate as they were deemed essential businesses. However, it was integral to keep both consumers and employees safe and compliant with the ever-changing situation (Williams et al., 2021). Technology then became a critical factor in the success of any retail business. Green Zebra, within its adaptive strategy, can explore the increased use of technology and offer its consumers a new digital experience. 

A new app and reinventing the company’s website to allow for purchases and delivery of items ordered is an integral way of mitigating risks associated with Covid-19 in the future. Additionally, consumers got used to purchasing items online and will assimilate with ease to the changes being made on a technological front. Secondly, Green Zebra should enhance its in-store experience and create a pay-go concept for its consumers. Such changes will make it easier for regular shoppers to take products and leave the store. The organization can also adapt cloud migration within its infrastructure, which will enhance processes and safeguard company information. Lastly, Green Zebra can explore going agile, which dictates empowering stores and not centralizing most of its activities, to allow for flexibility and innovation. 

Geographic Expansion

Evaluation of geographical expansion will largely rest on the cost of doing so and the ROI for the undertaking by the organization. The pandemic was severe, so funds are stretched for most organizations. In this regard, the ROI or payback period of the investment made needs to be relatively short. The organization must therefore expand in areas that have minimal competition and a high amount of individuals fitting into its target market. The research will largely rest on these factors. The various locations surveyed will seek to establish their revenue generation viability and if it meets the entity’s criteria. The company will also pursue locations it seeks to dominate and increase its market share substantially. The healthy and organic food market is fiercely competitive, and as such, capital investment requires more or less a guarantee in revenue generation for the enterprise. The strategic objectives of the organization will be to yield revenue and ROI in the short run, that is, in two years or less, and increase the company’s market share substantially. These two strategic objectives will serve as the main focus points for any potential location the enterprise chooses.
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