Module Assignment Submission 
Cover Page

	Student Name:
	Mayesha Choudhury

	Student Number:
	1811545

	Module No:
	BMSK6004

	Module Title:
	Strategic Management for SMEs



	Date submitted:
	15/11/21

	Time submitted:
	23:00


Statement of Confirmation of Authenticity
By the act of making this submission, the student declares that this is the work of the student named above. Where materials have been used from other sources it has been properly acknowledged. If this statement is untrue, the student acknowledges that an assessment offence has been committed. Proven incidents of plagiarism, collusion or cheating can result in a learner being withdrawn from a
qualification.
Attention is drawn to the Plagiarism, Collusion and Cheating Policy and Unfair Practice policies of the University and ILM.

Permission for ILM to use this script
ILM uses learners’ submissions – on an anonymous basis – for assessment standardisation. By submitting, both the centre and the learner agree that ILM may use this script on condition that identifying information is removed. However, if you are unwilling to allow ILM use this script, please refuse by ticking the box: □

Table of Contents
1.0 Introduction	3
2.0 Depth of Critical Analysis of Organisation’s internal and external environment	4
2.1 SWOT Analysis	5
2.2 PESTLE Analysis	6
2.3 Porter’s Five Forces	7
3.0 Stakeholder analysis and an evaluation of their expectations	9
4.0 Critical appraisal of organisation’s current strategic direction	11
5.0 Depth and clarity of the proposed new strategy	13
6.0 Conclusion	15
References	16
Appendix A	22
Elements of Strategic Management	22
Appendix B	23
SWOT analysis	23
Appendix C	24
Pestle Analysis	24
Appendix D	25
Porter’s five forces	25
Appendix E	26
Stakeholder Analysis	26
Appendix F	27
The Boston Matrix	27


[bookmark: _Toc87901680]1.0 Introduction 
Strategy can be defined as the prolonged pathway and breadth of a company, that via its resources and competencies arrangements, acquires an advantage in a dynamic market with the goal of meeting the industrial demands and stakeholder needs (Johnson, Scholes and Whittington, 2008). This suggests that strategy can be seen as a structure that sets out a clear plan of actions and goals that need to be achieved in order to compete, be successful and profitable against competitors in a market. Mintzberg (1987) reasoned that strategy cannot be defined in a single description, there is more to it, he argued that there are five avenues in that strategy can be approached:
1.  Strategy seen as a plan, a method to get from one place to another which ties in with explanation of Johnson et al. 
2. A ploy to outsmart a rival.
3. A pattern in actions through a duration of time. For example, the company ‘Flannels’ sell high priced items on a frequent basis, therefore they are operating a high-end strategy.
4. A position referring to an organisation’s ability to offer specific items/services in a niche industry.
5. A matter of perspective – meaning vision and drive (Nickols, 2008)
According to Mintzberg (2000), strategy is developed over time when objectives encounter and adapt to evolving realties along with behaviours and choices known as emergent strategy (Mirabeau and Maguire, 2014).
The report will focus on the telecommunication retailer, Three as the student is an in-store sales advisor. It will look at its retail department, examining the current strategy in the business. This organisation has been chosen due to being a part of the four main networkers in the UK (Yusuf, 2021) with over 300 stores and 5,000 staff – it’s a dynamic environment within a competitive market. The outcome will display an analysis of the current strategy in the organisation, and a new proposed strategy based on the findings of this report.  The first section will look at strategic management and tools to assist with planning strategy. 

[bookmark: _Toc87901681]2.0 Depth of Critical Analysis of Organisation’s internal and external environment 
Strategy is important to all organisations as it develops the basis upon which all businesses are established; it assists business owners in defining their enterprise, as well as providing them with a set of principles, values and a sense of purpose which enables leaders to comprehend what success entails (Edmondson, 2018). Moreover, strategy involves comprehending what the company does and its’ requirements to achieve the objectives (Freedman, 2015). Subsequently, the information can help influence decision-making and actions regarding distributing human and material resources as well as helping define priorities (Bower, 2007).  It’s vital for strategy to align with the organisations vision and goal, so long as everyone within the corporation understands the strategy, it can help imply that everyone is striving towards the same objectives whilst preventing team members from falling off track of the organisation’s goals (Todorov & Akbar, 2018). Corporate strategy will enable businesses to monitor and measure the organisation’s progress and performance against the intended targets as by reviewing the strategy frequently it will help pinpoint sectors that need to be improved in the future (Regner et al., 2019). 
To plan and implement strategy effectively, strategic management can be beneficial in assisting the execution. Strategic management can be defined as a collection of an organisation’s managerial choices and acts which can be used to provide a competitive advantage and longstanding better productivity over competitors (Kong, 2008). Strategic management theories involve the continuous planning, tracking, analysis and evaluation of all the elements that a company requires to achieve its targets (Pitt and Koufopoulos, 2012). It’s crucial for businesses to constantly monitor and revise their strategy as the surrounding environment is always changing, so the strategy will need to be updated accordingly for success (Teece, 2010). Thereby, leaders need to adopt change management when planning and executing strategy as it works interchangeably. 
There are many strategy-management frameworks put forward by academics to help guide organisations on how to conduct strategy. Johnson, Scholes and Whittington (2008), depicts strategic management as a process that involves three stages (See Appendix A for model):
1. Stage 1 is strategic analysis – where organisations examine the macro and microenvironment of the business and is interested in determining the company’s strategic position.  
2. Stage 2 is strategic choice, which entails comprehending the foundations that govern strategic decisions.
3. Stage 3 is strategic implementation, which requires conveying strategy into operations and reality (Margretta, 2011)
They claim that strategic management can be accomplished in this rational and sequential manner. In contrast, researchers such as Stoney (2001) contends that strategic management is far more challenging than the outlined phases and that it can be observed from a sociological perspective, that it has an impact transcending strategic planning and application. Whilst other academic’s such as Swayne, Duncan and Ginter (2018), agree with the 3-phase process as they believe in a similar logical procedure of: strategic thinking, planning and managing momentum. The strategic plan needs to include a variety of elements to make the right decisions. These aspects encompass the marketplace, rivals, the organisations environment as well as the layout, strengths and weaknesses. In addition, the strategy should be adaptable to changing circumstances; therefore, organising and formulating an organisation strategy necessitates powerful tactical planning and commercial analytical abilities, along with a thorough grasp of branding, profits and delegation (Getmansky and Flores, 2013).
After researching, Three, it’s apparent the current company strategy for growth and profit is based on concentrating on self-employed and business customers; putting the customer demands and needs first (Fildes, 2018). Organisations that put their customers first develop a culture centred on improving customer satisfaction (Oliver, 2006) Another strategy that is undergoing is the expansion of network, as the business is looking to roll out 5G network across the UK for faster speeds and more satisfied customers. The company’s current strategy will be discussed in further details in section 4.0 of the report. 
[bookmark: _Toc87901682]2.1 SWOT Analysis
There are many tools available to help conduct a strategic analysis for organisations. For businesses to be successful, it needs to comprehend its own strengths, weaknesses and any opportunities it can exploit as well as potential threats. The SWOT analysis covers these sectors as it considers the internal and external factors the organisation must handle. (See Appendix B for SWOT analysis)
The analysis uncovered that one of the existing strengths of the business is the release of their 5G network service in the UK at no additional cost for customers. This can be advantageous for Three because there’s a growing need for faster internet speeds and stronger signal strength due to increase of technology usage. Because the company isn’t charging extra for this service, it will set them apart from competitors within the market whilst also upholding current consumers. In addition, the organisation has released 5G broadband services, offering customers 5G home broadband service which is another attractive attribute. Three has more bandwidth than other networks, its infrastructure has a high chance of expanding quickly in the years ahead (Beckett, 2021). The company is a part of the CK Hutchinson Holdings (CKHH) group which has multiple streams of successful global business in different industries. MarketLine analytics (2021) identified that the group had a net income of $3,3758 million in 2020 suggesting that if they are successful in the other avenues of business, there is a good chance that Three will be in that portfolio of success too. This is evidenced in the MarketLine SWOT for CKHH, as strengths include the strategically spread telecommunication business along with favourable trends in the retail sales - there are opportunities for the businesses to support each other. What’s more, the establishment of business services for self-employed customers is another strength, as it offers deals for their entire staff at competitive prices which boosts sales and revenue.

However, one of the weaknesses of the organisation is the network signal for 4G service. Since the company’s launch in 2003, there has been interruptions with the network on multiple occasions which has led to bad publicity and several complaints from customers (McCaskill, 2021); Leaving customers without signal and internet for some time, it has been recorded by Sharman and Griffin in 2019, Hay in 2020 and by Cuthbertson in 2021. Another focus for the organisation is the customer loyalty and retention offer – Three stands in a weak position for this segment, as there are only special offers for taking out additional lines with the network, there is nothing in place for upgrading customers or loyalty. The last point underlined in the weaknesses is the supply range of products available. Other networks such as EE offer more variety of products which Three doesn’t, such as the popular Apple watch etc. These weaknesses if tackled correctly can be seen as an opportunity for strategy. Moving on to the opportunities discovered, the first two points have been bounced off from the weaknesses i.e., improving the 4G signal to minimise interruption and introduce customer loyalty programmes and retention offers. Moreover, the company can look at releasing products and services that the rivals are offering such as E-sims, as currently EE and Vodafone are offering this service which gives them a competitive edge. 
The possible threat is that there is an increase of third-party companies such as U-Switch that offer reduced prices for services and products with Three and other telecoms providers.  According to the U-Switch 2021 awards, three has won the award as most popular mobile network; this implies that a good majority of U-Switch customers have been choosing to operate with Three (Jackson, 2021). Although this is good news, it’s via a third party which means retail and call centre sectors will be declining in direct sales from this. In addition, it can lead to intensifying competition and preceding to pricing pressure which can affect the company revenue. This can be a potential call for strategic avenue. Moreover, due to the wholesale price increase in overseas telecoms service, the inclusive ‘Go Roam’ feature that was an advantage for the network is now accessed via standard chargeable rates (Dunne, 2021). This can be a threat to existing customers who have joined solely based on this feature who either travel often or are abroad for work purposes; there is a threat to losing a large customer base which can be a loss for the company. According to National Statistics, in 2019 there were 93.1 million visits abroad by UK citizens (Horsfield, 2020). This indicates there are many customers who will be impacted by these changes so if there’s a way the network can continue to offer this as before without making a loss, it may be worth considering. 
[bookmark: _Toc87901683]2.2 PESTLE Analysis 
Another important business analysis framework to use in strategic management is PESTLE. PESTLE focuses solely on external environmental factors that could influence the organisation; it’s a technique for acquiring a better insight of the macro surroundings that’s based on strategic planning. The exterior environmental elements can often be challenging to manage because they’re often unexpected and outside of the organisations control (Legnic-Hall & Beck, 2005). Therefore, it’s important for organisational leaders to keep an eye and monitor the external environment so they can act should anything happen to arise. (See Appendix C for completed PESTLE analysis). Moreover, they can search for opportunities and continue to maximise corporate efficiency and targets aligning with these factors.
A political factor that’s been identified is trade restrictions. As the company works with several different brands, it can be difficult to manage sometimes. For example, in 2019, manufacture Huawei had lost access to Google services due to the US trade ban; meaning all future Huawei stock were unable to access standard apps such as playstore, google engine or even YouTube (Hosain, 2019). As a result, many customers switched manufactures leaving the organisation with unsellable stock from Huawei and a decrease in sales in that sector. The economic factors are important as it can have an overall large impact on profits. The analysis underlined that Covid-19 had economical consequences as many people lost their jobs due to companies being out of business meaning more people were unable to keep up with their contract payments. As the economy is declining, more customers are being sent to debt collectors which means the organisation aren’t receiving their predicted income (Sensier and Devine, 2020). Another implication is the increase of staff working from home, organisations need to be able to provide the staff with relevant equipment and training which is additional expense. Also, the company paid a percentage in line with the furlough scheme; meaning that the furloughed staff were unable to work, resulting in fewer sales and profits. Lastly, another factor is the cost of the 5G spectrum; Three have started rolling this out in popular cities and are working on nationwide expansion. 
Looking at the sociological impacts, there’s growth in brand loyalty with manufactures. For example, the Apple user tends to have an iPhone, Apple watch, Airpods and a MacBook as they’re able to sync with each other. This can be an opportunity for strategy, if the business can target these users and offer packages with these devices, it can increase profitability. Another factor is the increase of staying connected with family and friends especially during lockdown. Many use the internet for entertainment purposes, personal use and for work. This ties in with the next section which focuses on the technological aspects. According to Sciandra, Inman and Stephen (2019) people are more reliant on their smart devices, not only for personal use but for work and online education. There has been an increase for tablets and smart phone for these purposes which gives the organisation an advantage due to the nature of their business. Moreover, the organisation needs to monitor and track new emerging technology; along with staying updated with which new products are being offered in the marketplace with competitors as it can be an opportunity to increase sales. 
In the Legal section, the national lockdown and government guideline has influenced transportation for stock and resources as there has been delays in deliveries. The guidelines also restricted the amount of people that were allowed in store which slowed the working force down. The company needed to monitor the number of staff in each day as well to ensure a safe working environment with PPE equipment provided to reduce risk of COVID-19. Lastly, an environmental factor to consider is the 5G rollout, with more masts and construction, it can have an impact on climate change and the environment. Although the business does have a trade in and recycle service for old devices where customers can get cash for.
[bookmark: _Toc87901684]2.3 Porter’s Five Forces
Another beneficial analysis tool that can be used for strategy planning is Porter’s five forces. This model aids in determining the level of competition an organisation is up against in a marketplace (Goyal, 2020).  Porter (1989) created this tool to help assess and indicate an organisations attractiveness and its prospective profitability. The framework looks at five forces which are: supplier power, buyer power, competitive rivalry, threats of substitution and threats of new entry.  If companies can comprehend the dynamics that can impact the business, they will be able to alter their strategy, increase revenue, and remain ahead of the game (Stonehouse and Snowdon, 2007). (See Appendix D for the completed analysis)

Potential threats to the organisation are the new subsidiary companies such as SMARTY and VOXI. However, regulations around approval and licensing for telecoms entry is difficult and can be seen as a barrier along with high set up costs and a capital-intensive industry; this can make it harder to get into the market. The power of the suppliers is average, there are multiple manufacturing suppliers for products such as Apple, Samsung, Google etc. However, some companies have exclusive contracts with certain suppliers which can be a potential set back. For example, when the Samsung Fold phone was released, it was exclusive to EE only which meant all other networks were losing out on customers which EE had gained. If Three could follow EE and partner with a leading supplier, they can increase their competitive advantage and stay ahead of the game. The power of the buyers is high, as customers have a variety of options available to them to choose for their network and contracts. With new online based networks emerging such as Giffgaff. The costs of switching providers are normally nothing if they are out of contract or very low if in contract which makes it easier for them to move around and look elsewhere if they find a better deal. Similarly, the threat of substitution is high, because products and services can be replaced easily with another provider as most networks offer the same products. Another threat is the increase of third-party applications such as WhatsApp and Skype that allow customers to save money as it allows them to send pictures, videos, calls and video calls free of charge and around the world with just the use of internet connection. These applications will generate a loss for the network providers as the use of these services will save customers from using it directly at chargeable rates. For example, sending photos costs 30p each, however WhatsApp is free. Moreover, due to sites like U-Switch and Carphone warehouse, the prices are competitive in the industry.
Rivalry among existing competition is high with four main competitors in the telecoms industry. Alongside the leading competitors, you have other networks on the rise such as Sky, Tesco mobile, Virgin etc. Another mention is exclusive products and services which can give an advantage to companies.

The three-analysis conducted above, will provide good insight to the affecting factors of the micro and macro environment of the organisation including its competition. The outcomes allow organisations to create strategy in necessary areas along with adjusting any current strategy in place to align with the changing environment. The results of these analysis will be discussed and reviewed further in section 4.0. The next section of the report will look at the stakeholders in the business and their importance and role in organisation strategy as there are many people who will be affected by these changes. 
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3.0 Stakeholder analysis and an evaluation of their expectations 
Stakeholders are considered as people or groups that share an interest in the firm; they are those who can influence or be influenced by the corporations’ decisions and activities, as well as aid and support (Bourne, 2005).  Organisations owe responsibilities to their stakeholders, especially those who will be immediately impacted by the implementation of the proposed strategy. Therefore, it’s crucial for businesses to acknowledge and comprehend who their stakeholders are, what their role is and perceive the expectations of each of the stakeholders. Bonnafous-Boucher and Rendtorff agreed on this, as they argued that for any corporation to succeed, addressing the requirements of stakeholders is essential. If organisations can identify their stakeholders, then they’ll be better prepared to handle and engage with these stakeholders as well as converting them into promoters of the strategic plan.  In addition, engagement with stakeholders can enable corporations to anticipate and cultivate relationships, trust, assurance and invest in the businesses core enterprises (Lindgreen et al., 2018). A useful tool to identify stakeholders and categorise their priority is the power-interest matrix (Butt, Naaranoja and Savolainen, 2016). The power-interest analysis classifies stakeholders according to their influence abilities and interest which allows businesses to design and develop approaches to efficiently manage all their stakeholders. They’re categorised into the following groups:
· High-power/low-interest 
· High-power/high interest 
· Low-power/low-interest 
· Low-power/high-interest 
(See Appendix E for Analysis). One should note that the position of these stakeholders can vary as some may have more interest and power than others. In the high-power/high-stake quadrant, investors have been placed at the highest right-end corner because they will contribute financially, expecting a return in profit meaning they’ll have a very high interest in the long run of the organisation and its success along with having high power. Therefore, stakeholders under this category are top priority, so expectations include involvement in the strategy planning process, engaging and consulted regularly as they can influence the activity. Moreover, the management team have been plotted underneath the same category as they too will have a high interest in the strategic steps of the organisation, because it can affect the way they conduct business and operate. However, unlike the investors, their power is not as high, but still influential to a level as they will manage the rest of the teams to execute the strategy and align their values and behaviours accordingly. So, they will need to be involved in the planning and execution process and updated and engaged frequently as they will be reporting back to their teams, ensuring everything’s in place to act toward the strategy. Management will be conscious about the company’s revenue and expansion. The employees have been positioned towards the bottom of the quadrant, because they will have a shared interest in organisation strategy and concerns about job security etc. As they work in the organisation as some of the frontline employees, they will acquire some power; so, if they don’t understand or believe in the strategy, then it can lead to failure as their workflow will not match the proposed objectives. As a result, employees need to be briefed often, engaged and updated so that they are aware of what is expected of them. 
The high-power/low-stake category is a quadrant that needs to be looked after and kept content. The media and government have been placed towards the lower left side because they have a degree of power, however a low interest. Organisations should aim to increase their level of concern by engaging and consulting on the interest section because if one can get powerful stakeholders interested and on board, they will move to the right-hand box and be key players who can increase the chances of success (Long and Spurlock, 2008). Moreover, they can become and advocate of the strategy and help support it further with their influencing power. Shapiro (2010) touched on this, as her model depicts that for success, managers need to get more of their staff to become advocates rather than apathetic or incubators as they can help convert the rest into supporters too. 
In-between the high-power/high-interest and high-power/low-stake quadrants, towards the middle are the customers. They are interested in the organisation’s strategy in terms of if it will affect their current services/products and if/or any enhancements to these that would be of benefit to them. They’ve been placed in the middle of the matrix, because they have somewhat power over the organisation as they are the main consumers, the buyers, the people who will be generating funds and profits to the organisation so it’s important to keep them informed of any major changes and its impact on them. Similarly, supplies have been positioned towards the bottom of the diagram, in-between the low-power/low-stake and low-power/high-stake sector. This is because they don’t necessarily have a great influence towards the strategy of the organisation; likewise, their interest is mediocre because they will only be concerned if it will affect their profitability and orders, should the strategy not include their involvement with supply. Therefore, they lie between low priority and engagement, which means they should be shown consideration should it affect them in anyway. The local community has also been placed in the low-power/low-interest quadrant, because the strategy will not necessarily interest them, nor will they have much influence over it. Stakeholders in this category should be informed via general communications such as newsletter and website etc, they should be targeted to transport into the right-hand quadrant. 
The results of the matrix, can allow one to conduct a communication plan for stakeholders based on your categorization which can help with indicating who needs to be updated and how frequently etc. 

[bookmark: _Toc87901686]4.0 Critical appraisal of organisation’s current strategic direction 
As briefly mentioned in 2.0, Three’s goal is to grow, to expand their business acquiring more customers. The company has put forward two strategic plans to achieve this objective, the first is to expand its target audience and concentrate on the UK business market as it has been consumer-focused since its first launch in 2003 (Fildes, 2018). According to the article, the company is projecting to double the size of the organization with this strategy in mind. 
With demographics indicating an increase of self-employed workers rising every year in the UK (Jones, 2018), it’s a no brainer to direct the attention to this segment. According to Clark (2021), his research declared that as of July 2021, there were an estimated of 4.3 million self-employed people in the UK. This has been interpreted as an opportunity in the marketplace by Three as they conducted their own research which indicated that there’s a rise in the number of entrepreneurs and small business that rely heavily on online networking to run their business (Hart, 2019). Three Media Centre (2020) revealed that 65% of individuals in Britain are planning to make their side business their main income with statistic underlining that they spend an average of four hours a day supporting their venture. This all added to the support of this strategic avenue on focusing on these types of individuals, which lead to the company to release their ‘Three means business’ campaign offering business customers generous discounts, packaged services and products along with their own dedicated customer service team for faster and efficient responses. Moreover, the company has partnered with other companies such as WiX and FreshBooks to provide business customers with access to these services at discounted prices, saving them the expenses; these partnering businesses assist organisations with things like web-building, business stationary, and account software (Bureau, 2019). This can be an attractive feature as customer receive benefits too along with support for developing their business, which currently no other network offers. 
The second approach of strategy that the organization is working on for growth is to attract customers with faster network speeds by offering 5G. The company has invested into owning most of the UKs 5G spectrum, in hope to draw customers in by assuring faster download speeds and network (Fildes, 2021). As Three holds a higher portion of the spectrum than others, they’ve been able to develop faster service with minimal delays and introduce new devices to support the technology (Bickerton, 2019). For example, the company has released 5G home broadband across 110 locations in the UK with aims to reach 2,500 over the coming years which is an advantage for customers who have their mobile network with the brand as it can be packaged in. The development of 5G technology can be a selling point to customers as it can increase customer satisfaction with the upgraded speeds and improved connectivity in high demand areas (Nolan, 2019).  As mentioned in the analysis previously, the organisation isn’t charging extra for this upgraded service which leaves them in a good position against other competitors, it will attract a range of different customers including budget-minded users who are conscious of their spending. 

According to the Boston matrix, the 5G service is Threes’ rising stars. These are known as high growth products competing in a strong market. Stars frequently require significant expenditure to maintain their rise. The matrix is a tool to analyse the products and services an organisation holds and where they stand, so they can be allocated the appropriate investment (Gutâ, 2017). The diagram focuses these products against the level of market share and growth by drawing four quadrants. (See Appendix F). Kader and Hossain (2020) states that when products/services reach the mature stage of its life cycle, i.e., cash cows, then capital will be accumulated. So, organisations want to focus on shifting their products/services to be cash cows as that is where they will be bringing in the most money. This is because cash cows are low-growth products with a high market share meaning that they are successful with the need of little investment. However, they need to manage for a continuous revenue. Threes’ 4G spectrum, handsets and business campaign can be considered as their cash cows as these have been invested enough to the point where they no longer require the amount of attention and work to be profitable. The question marks are those that are with low market share functioning in high growth markets; there is potential, but it may require considerable amount of investment to increase market shares from larger competitors. Organisations need to decide what of these they want to pursue and invest in. For example, in Three, their device range has potential such as the smart watches, wireless airphones etc. If they can be moved to rising stars, then it will be beneficial for the company. The last category is known as dogs which are products/services that have low market share in low growth markets – they are those that are rarely worth investing in. For Three, this is their accessory products.  

The other strategy is based on focusing on the business sector of customers – aiming for those self-employed, small business owners. This is because, there’s a growth in sole trading and limited companies. If Three can target these customers and price their plans correctly, then the business can expect a high return of investment. As for example if someone owned a small business of 5-15 employees, they could get plans for all their employees at a bulk discounted rate which would mean from one small business owner, they acquired 5-15 new connections along with their personal plans for family being switched to business too. It’s an opportunity to increase new connections and sales. Although, the business has been slacking on its marketing campaign for this, there is no active advertising of this service. 
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 After reviewing the current strategy in the origination and from looking at the results of the PESTLE, SWOT and 5 Forces analysis, it’s revealed some key focus areas for opportunity in growth and profitability. The findings have suggested two main strategic points to explore. The SWOT underlined, one of the organisations weaknesses is the customer loyalty and retention programmes. The organisation has a very weak spot for this, especially after closing their rewards app back in 2019 (Nicolle, 2019). As it stands, there are no special offers for existing customers who are renewing their plans with Three, no major selling points to keep customer loyalty or retention; the offers available for upgrading customers are the same for those who are joining new. This can touch on customer emotions as they may feel disappointed or even annoyed that their years of business and loyalty has no value to the organisation; they can feel resentful and end up leaving to join other networks that show their appreciation and value customers. Lindstrom (2008) argued that people tend to buy emotions, not things, that purchases have a subconscious element to it.  It’s without doubt, that to be successful in strategic management, one must possess a level of emotional intelligence (Žilinčík, 2018). Organisations need to be aware of their strategic movements, and how the change forward will affect stakeholders as they can plan accordingly. Boyatzis, Goleman and Rhee (2000) mention that most successful managers are those able to be empathetic and relate to others, keeping the emotions of others into consideration i.e., have emotional intelligence.

So, the first proposed strategy will be to focus on customer retention. Anecdotal evidence has been observed from working in the environment over the last four years and from talking to others in that space. There is a feeling that the organisation has lost several customers due to the lack of loyalty provision. Although there’s no hard-core proof or statistics now to support this, the anecdotal evidence should be enough to take it into consideration. This is because, if the organisation is to wait for this proof, then there may be a chance of having lost a lot more customers in that time – therefore there may be value in taking some action to safeguard against that potential risk. This will not only retain sales and customers, but it will also build a relationship between the customer and organisation which can be a potential long-term benefit. This can be proposed by implementing special offers for long-term loyal customers who are renewing their contract. This will build excitement for customers and make them feel valued which leads to increased customer satisfaction and likely to stay with the network. Building this relationship with customers and getting their loyalty secures the business with lifetime value of returning customers which means they will have expected revenue in the long run (Flint, Blocker and Boutin, 2011). 

Moreover, re-introducing a rewards app where customers have exclusive offers and discounts with other vendors is likely to increase retention. A study by Bahri-Ammari & Bilgihan (2018), confirmed this, as their findings demonstrated that higher levels of satisfaction with loyalty programmes led to high levels of customer retention. Along with the contentment of loyalty programmes that positively influenced customer relationship satisfaction and experience. It is something to add attractiveness and benefits with joining the network, a valuable perk. Other companies in the same industry have similar schemes which has helped them attract a lot of customers as well as retaining their current customer base. For example, O2 network has a rewards scheme called O2 priority where customers get extra benefits for being with them including freebies from Greggs, discounted prices on items, and priority access for ticket releases for concerts and shows (Sebastian, 2013). Customers want to get the best value for their money, sometimes the cheapest network isn’t the obvious choice – the added benefits and perks such as reward schemes and discounted rates can increase the worth and value in a customer’s perspective. Organisations need to comprehend customer value and develop ways in which they can create and increase this to be successful and have a competitive edge against others (Smith and Colgate, 2007).

In addition, from the analysis findings, another ideal proposition for strategy would be to expand on the technological devices. As three is behind on the updated and emerging technology, other companies such as Vodafone and EE will have an advantage over Three. The organisation should focus on introducing E-sims which are in demand along with the rise in popularity of the Apple watch. From the student’s experience, they have had many enquiries for the two by customers. So, this could be avenue for strategy to expand the customer base and increase profits. It could be packaged in as a deal with a handset which can increase volume and sales. 




[bookmark: _Toc87901688]6.0 Conclusion
In conclusion, the report has dictated that strategy is important for business success and growth. In this fast-paced emerging market, there’s always something that will need developing to be continually profitable. Successful strategy involves much more than just planning, implementing and reviewing, it requires a higher set of skills such as emotional intelligence, innovation and strong leadership. Deploying a learning organisation can help in effective strategy planning and implementation.




 

[bookmark: _Toc87901689]References 
Bahri-Ammari, N., and Bilgihan, A., (2018). ‘Customer retention to mobile telecommunication service providers: the roles of perceived justice and customer loyalty program’. International Journal of Mobile Communications, 17(1), pp.82-107. Available at: https://www.inderscienceonline.com/doi/abs/10.1504/IJMC.2019.096518 [Accessed 15th November 2021]

Beckett, M., (2021). What is 5G home broadband? [Online] Available at: https://www.uswitch.com/broadband/guides/what-is-5G-home-broadband/ [Accessed 4th November 2021]

Bickerton, J., (2019). ‘Three Launches 5G service.’ Broadcast. Available at: https://www.proquest.com/docview/2275975026/citation/4B998C741954D59PQ/1?accountid=130472 [Accessed 12th November 2021]

Bonnafous-Boucher, M, & Rendtorff, JD., (2016). Stakeholder Theory: A Model for Strategic Management. Springer International Publishing AG, Cham. Available online from: ProQuest Ebook Central https://ebookcentral.proquest.com/lib/trinity/detail.action?pq-origsite=primo&docID=4737155#  [Accessed: 12th November 2021]

Bourne, L., (2005). ‘Project Relationship Management and the Stakeholder Circle’. Doctor of Project Management. Graduate School of Business

Bower, J. L., (2007). ‘How managers' everyday decisions create or destroy your company's strategy’, Strategic Direction, 23(8) DOI: https://doi.org/10.1108/sd.2007.05623had.008 [Accessed 2nd November 2021]

Boyatzis, R.E., Goleman, D. and Rhee, K., (2000). ‘Clustering competence in emotional intelligence: Insights from the Emotional Competence Inventory (ECI)’. Handbook of emotional intelligence, 99(6), pp.343-362. Available: https://weatherhead.case.edu/departments/organizational-behavior/workingPapers/WP%2099-6.pdf [Accessed 15th November 2021]

Brodin, M., (2015). ‘Combining ISMS with strategic management: the case of BYOD’. In 8th IADIS International Conference on Information Systems 2015, 14–16 March, Madeira, Portugal, Pp. 161-168. IADIS Press. Available at: https://www.researchgate.net/publication/277007918_Combining_ISMS_with_strategic_management_the_case_of_BYOD [Accessed 2nd November 2021]

Bureau, T., (2019). Three UK, WeWork, Wix, MOO and FreshBooks partner to launch small business mobile proposition. [Online] Available at: https://telecomdrive.com/three-uk-wework-wix-moo-and-freshbooks-partner-to-launch-small-business-mobile-proposition/ [Accessed 12th November 2021]

Butt, A., Naaranoja, M. and Savolainen, J., (2016). ‘Project change stakeholder communication’. International Journal of Project Management, 34(8), pp.1579-1595. DOI: https://doi.org/10.1016/j.ijproman.2016.08.010 [Accessed 12th November 2021]

Clark, D., (2021). Number of self-employed workers in the UK 1992-2021. [Online] Available at: https://www.statista.com/statistics/318234/united-kingdom-self-employed/ [Accessed 12th November 2021]

Cuthbertson, A. (2021). Three network is down for mobile users across the UK, Independent Digital News & Media, London. [Online] Available at: https://www.proquest.com/docview/2582274478?pq-origsite=primo&accountid=130472 [Accessed 4th November 2021]

Dunne, J. (2021). Roaming fees hit Three network, West End final edn, London (UK). Available at: https://www.proquest.com/docview/2570499845?accountid=130472&pq-origsite=primo [Accessed 4th November 2021]

Edmondson, VC., (2018). The Thinking Strategist: Unleashing the Power of Strategic Management to Identify, Explore and Solve Problems. Emerald Publishing Limited, Bingley. Available at: https://ebookcentral.proquest.com/lib/trinity/detail.action?docID=5530898 [Accessed 2nd November 2021].

Fildes, N., (2018). Three to target UK business market in new growth strategy and first:CK Hutchison-owned telecoms company has been consumer-focused since its 2003 launch, Financial Times London, England. [Online NewsBank]. Available at: https://infoweb-newsbank-com.ez [Accessed 3rd November 2021]

Fildes, N., (2021). Three aims to grow up and get past fourth place in 5G era. Financial Times London, England. [Online]. Available at: https://www.ft.com/content/39a47b82-9925-4637-a267-da5641b4797d [Accessed 12th November 2021]

Flint, D.J., Blocker, C.P. and Boutin Jr, P.J., (2011). ‘Customer value anticipation, customer satisfaction and loyalty: An empirical examination’. Industrial marketing management, 40(2), pp.219-230. DOI: https://doi.org/10.1016/j.indmarman.2010.06.034 [Accessed 15th November 2021]

Freedman, L., (2015). Strategy: A history. Oxford University Press.

Getmansky, A. and Flores, A.Q., (2013). Applying the Strategic Perspective: Problems and Models, Workbook. CQ Press.

Ginter, P.M., Duncan, W.J. and Swayne, L.E., (2018). The strategic management of health care organizations. John Wiley & Sons.

Goyal, A., (2021). ‘A Critical Analysis of Porter’s 5 Forces Model of Competitive Advantage.’ DOI: http://doi.one/10.1729/Journal.25126 [Accessed 5th November 2021]

Guță, A.J., (2017). ‘The analysis of strategic alternatives using BCG matrix in a company’. Quality-Access to Success, 18. Available at: https://web.s.ebscohost.com/abstract?direct=true&profile=ehost&scope=site&authtype= [Accessed 15th November 2021] 

Hart, J., (2019). Three Launches Small Business Proposition Three Means Business. [Online] Available at: https://www.mobilenewscwp.co.uk/News/article/three-launches-small-business-proposition-three-means-business [Accessed 12th November 2021]

Hay, K. (2020). Phone network Three down leaving customers without signal and internet data, Edinburgh (UK). [Online] Available at: https://www.proquest.com/newspapers/phone-network-three-down-leaving-customers/docview/2449339070/se-2?accountid=130472 [Accessed 4th November 2021]

Horsfield, G. (2020). Travel Trends: 2019.  [Online] Available at: https://www.ons.gov.uk/peoplepopulationandcommunity/leisureandtourism/articles/traveltrends/2019#main-points [Accessed 4th November 2021]

Hosain, S., (2019). ‘Huawei ban in the US: Projected consequences for international trade’. International Journal of Commerce and Economics. 1(2) Available at: https://www.researchgate.net/profile/Md-Hosain-4/publication/336770308_Huawei_ban_in_the_US_Projected_consequences_for_international_trade/links/5db164d5299bf111d4c0969d/Huawei-ban-in-the-US-Projected-consequences-for-international-trade.pdf [Accessed 4th November 2021]

Jackson, M., (2021). Uswitch 2021 Awards Name the Best UK Mobile Operators. [Online] Available at: https://www.ispreview.co.uk/index.php/2021/02/uswitch-2021-awards-name-the-best-uk-mobile-operators.html [Accessed 4th November 2021]

Johnson, G., Scholes, K. and Whittington, R., (2008). Exploring corporate strategy: Text and cases. Pearson education. 

Jones, L., (2018). Going solo: The rise of self-employment. [Online] Available at: https://www.bbc.co.uk/news/business-44887623 [Accessed 12th November 2021]

Kader, M.A. and Hossain, H., (2020). ‘AN ANALYSIS ON BCG GROWTH SHARING MATRIX’. International Journal of Economics, Business and Accounting Research (IJEBAR), 4(1). Available at: http://jurnal.stie-aas.ac.id/index.php/IJEBAR/article/view/971 [Accessed 15th November 2021]

Kong, E., (2008). ‘The development of strategic management in the non‐profit context: Intellectual capital in social service non‐profit organizations’. International Journal of Management Reviews, 10(3), pp.281-299. DOI: https://doi.org/10.1111/j.1468-2370.2007.00224.x [Accessed 2nd November 2021]

Lengnick-Hall, C.A. and Beck, T.E., (2005). ‘Adaptive fit versus robust transformation: How organizations respond to environmental change.’ Journal of Management, 31(5), pp.738-757. DOI:  https://doi.org/10.1177%2F0149206305279367 [Accessed 5thth November 2021]

Lindgreen, A., et al., (2018). Engaging with Stakeholders: A Relational Perspective on Responsible Business. 1st ed. Routledge. DOI: https://doi.org/10.4324/978042945034 [Accessed 12th November 2021]

Lindstrom, M., (2008). Buyology: Truth and lies about why we buy. Currency.

Long, S. and Spurlock, D.G., (2008). ‘Motivation and stakeholder acceptance in technology-driven change management: Implications for the engineering manager’. Engineering Management Journal, 20(2), pp.30-36. DOI: https://doi.org/10.1080/10429247.2008.11431764 [Accessed 12th November 2021]

Magretta, J., (2011), ‘Understanding Michael Porter : The Essential Guide to Competition and Strategy, Harvard Business Review Press, Boston’. Available at: https://ebookcentral.proquest.com/lib/trinity/detail.action?docID=5181983 [Accessed 2nd November 2021].

MarketLine, (2021). CK Hutchinson Holdings LTD. [Online] Available at: https://advantage-marketline-com.ezproxy.uwtsd.ac.uk/Company/Summary/cheung-kong-holdings-limited [Accessed 4th November 2021]

McCaskill, S., (2021). Three is the UK's most complained about mobile network. [Online] Available at: https://www.techradar.com/uk/news/three-is-the-uks-most-complained-about-mobile-network [Accessed 3rd November 2021]

Mintzberg, H., (1987). ‘The strategy concept I: Five Ps for strategy’. California management review, 30(1), pp.11-24. DOI: https://doi.org/10.2307%2F41165263 [Accessed 2nd November 2021]

Mintzberg, H., (2000). The rise and fall of strategic planning. Pearson Education.

Mirabeau, L. and Maguire, S., (2014). ‘From autonomous strategic behavior to emergent strategy’. Strategic management journal, 35(8), pp.1202-1229. DOI: https://doi.org/10.1002/smj.2149 [Accessed 2nd November 2021]

Nickols, F., (2008). ‘Strategy, strategic management, strategic planning and strategic thinking’, Management Journal, 1(1), Pp. 4-7. Available: https://www.researchgate.net/publication/242698739_STRATEGY_STRATEGIC_MANAGEMENT_STRATEGIC_PLANNING_AND_STRATEGIC_THINKING [Accessed 2nd November 2021]

Nicolle, E., (2019). Mobile network Three scraps its Wuntu rewards. [online] available at: https://www.proquest.com/docview/2317791381?accountid=130472&pq-origsite=primo [Accessed 13th November 2021]

Nolan, K., (2019). ‘5G’s Biggest Selling Point is its Ability to Resolve Consumer Pain-Points’. [Online] Available at: https://www.strategyanalytics.com/access-services/service-providers/service-providers-strategies/reports/report-detail/5g%27s-biggest-selling-point-is-its-ability-to-resolve-consumer-pain-points?Related [Accessed 12th November 2021]

Oliver, R.L., (2006). ‘Customer satisfaction research’. The handbook of marketing research: Uses, misuses, and future advances, 1. DOI: https://dx.doi.org/10.4135/9781412973380.n27 [Accessed 2nd November 2021]

Pitt, M., and Koufopoulos, D., (2012). Essentials of Strategic Management. SAGE Publications inc. DOI: http://dx.doi.org.ezproxy.uwtsd.ac.uk/10.4135/9781526435736 [Accessed 2nd November 2021]

Porter, M.E., (1989). ‘From competitive advantage to corporate strategy’. In Readings in strategic management (pp. 234-255). Palgrave, London. Available at: https://link.springer.com/chapter/10.1007/978-1-349-20317-8_17 [Accessed 6th November 2021]

Regner, P, et al., (2019). Exploring Strategy. 12th Ed, Pearson Higher Education & Professional Group, Harlow, United Kingdom. Available at: https://ebookcentral.proquest.com/lib/trinity/detail.action?docID=5987036 [Accessed 2nd November 2021]

Sciandra, M.R., Inman, J.J. and Stephen, A.T., (2019). ‘Smart phones, bad calls? The influence of consumer mobile phone use, distraction, and phone dependence on adherence to shopping plans’. Journal of the Academy of Marketing Science, 47(4), pp.574-594. DOI: https://doi.org/10.1007/s11747-019-00647-9 [Accessed 6th November 2021]

Sebastian, J., (2013). ‘SSE readies 'O2 Priority-style' reward scheme’ [Online] Centaur Media USA Inc. Available at: https://www.proquest.com/magazines/sse-readies-o2-priority-style-reward-scheme/docview/1432501087/se-2?accountid=130472 [Accessed 15th November 2021]

Sensier, M. and Devine, F., (2020). ‘Understanding regional economic performance and resilience in the UK: Trends since the global financial crisis’. National Institute Economic Review, 253, pp.18-28. DOI:  https://doi:10.1017/nie.2020.27 [Accessed 5th November 2021]

Shapiro, A. (2010) Creating Contagious Commitment. 2nd edn. Hillsborough, North Carolina: Strategy Perspective​. 

Sharman, J. & Griffin, A. (2019), Three down: Mobile network completely stops working as UK customers report signal failure, Independent Digital News & Media, London. [Online] Available at: https://www.proquest.com/other-sources/three-down-mobile-network-completely-stops/docview/2306372189/se-2?accountid=130472 [Accessed 4th November 2021]

Smith, J.B. and Colgate, M., (2007). ‘Customer value creation: a practical framework’. Journal of marketing Theory and Practice, 15(1), pp.7-23. DOI: https://doi.org/10.2753/MTP1069-6679150101 [Accessed 15th November 2021]

Stonehouse, G., and Snowdon, B., (2007). ‘Competitive Advantage Revisited: Michael Porter on Strategy and Competitiveness.’ 16(3). Pp. 256-273. DOI: https://doi.org/10.1177%2F1056492607306333 [Accessed 6th November 2021]

Stoney, C., (2001). ‘Strategic management or strategic Taylorism? A case study into change within a UK local authority’. International Journal of Public Sector Management, 14(1), Pp. 27-42. DOI: https://doi.org/10.1108/09513550110387057 [Accessed 3rd November 2021]

Teece, D.J., (2010). ‘Business models, business strategy and innovation’. Long range planning, 43(2-3), pp.172-194. Available at: https://doi.org/10.1016/j.lrp.2009.07.003 [Accessed 2nd November 2021]

Three Media Centre, (2020). Year of the Boss – Three Means Business. Press release. [Online] Available at: https://www.threemediacentre.co.uk/content/year-of-the-boss-three-means-business/ [Accessed 12th November 2021]

Todorov, K, & Akbar, YH (2018). Strategic Management in Emerging Markets: Aligning Business and Corporate Strategy. Emerald Publishing Limited, Bingley. ProQuest Ebook Central. Available at: https://ebookcentral.proquest.com/lib/trinity/detail.action?docID=5609295 [Accessed 2nd November 2021]

Yusuf, H., (2021). Best and Worst UK Mobile Networks. [Online] Available at: https://www.which.co.uk/reviews/mobile-phone-providers/article/best-mobile-networks-overview-amhDx1F0z41t [Accessed 2nd November 2021]

Žilinčík, S., (2018). Strategy and the Instrumental Role of Emotions. [Online] Available at: https://thestrategybridge.org/the-bridge/2018/9/25/strategy-and-the-instrumental-role-of-emotions [Accessed 13th November 2021]









1. 

[bookmark: _Toc87901690]Appendix A

[bookmark: _Toc87901691]Elements of Strategic Management 

[image: Diagram

Description automatically generated]
(Brodin, 2015)



[bookmark: _Toc87901692]Appendix B

[bookmark: _Toc87901693]SWOT analysis 

[image: Table

Description automatically generated]

[bookmark: _Toc87901694]Appendix C

[bookmark: _Toc87901695]Pestle Analysis 
[image: Table

Description automatically generated]




[bookmark: _Toc87901696]Appendix D

[bookmark: _Toc87901697]Porter’s five forces
[image: Graphical user interface, text, email

Description automatically generated with medium confidence]



[bookmark: _Toc87901698]Appendix E

[bookmark: _Toc87901699]Stakeholder Analysis 



Power 
Media

	High power, Low stake = Handle with careGovernment
Customers


	High power, High stakeInvestors

 = Top priorityManagement team
Employees


	Low power, Low stake = Low priority  Suppliers
Local community
Influence 

	Low power, High stake = Need help to engageInfluence 




Interest 







[bookmark: _Toc87901700]Appendix F

[bookmark: _Toc87901701]The Boston Matrix
	[image: Star outline]5G Spectrum
Stars

	[image: Question mark with solid fill]Air time 
Smart watches
5G products
Question Marks


	[image: Cow with solid fill]Handsets
4G Spectrum
Three means business
Cash Cows

	[image: Puppy 2 with solid fill]Accessories
Dogs



 Relative Market Share Rate 
Market Growth Rate 

image1.png
Expectations

The
environment

Capability

Strategic
analysis

Planning and
allocating
resources

Strategic
options

Strategic
implementation)

Strategic
choice

Organisation
structure
and design

Evaluating
options

Managing
strategic
change

Selecting
strategy





image2.png
Strengths

- Competitive prices
- 5G coverage service
Mobile broadband services including
5G rollout,
Business customers accommodation
- Unlocked devices
- Part of CK Hutchinson group

Customer loyalty and retention offers
Network signal for 4G
Supply chain for products

Opportunities

- Improving the 4G Network signal

- Expansion on 5G Market
Global telecommunication service
- Launch E-Sims
- Customer loyalty programmes
Reintroduction of essential and advance
plans.

Weakness Threats

Third party companies offering reduced
prices e.g., U Switch.

Go Roam services now chargeable
Covid-19

Cybersecurity threats





image3.png
Political Economic Sociological chnological Legal Environmental

=  Brexit — impact = Economic = Ethnicmixin = Reliable on =  Govern- =  Sustainable —
on roaming ser- growth/decline work technology ment trade in + recy-
vices (recession) = Connectivity more — working guidelines cle service
= Trade restrictions == Covid-19 im- for entertain- from home, in conse- = 5G rollout — im-
(Huawei, google pact. ment, personal online education quence to pact on climate
— America) " 5G spectrum and work life. =~ * New technolo- pandemic change +envi-
= National security costs, = Lifestyle — gies emerging = National ronment
— differs by coun- = = Increase in connected yearly lockdown
try, tighter wholesale roam- mindset = Mobile broad- — limited
measures to mon- ing charges = Bundling band — no instal- transporta-
itor and control products in lation via fibre tion for
communications. packages. wire etc. stock + re-
=  Growthin = Constant in- sources
wearable and crease of de-
smart devices mand.
= Implications = Introduction of
of COVID-19 5G
— restrictions,

more people
working from
home — de-
pending on
connection.




image4.png
Threat of new Bargaining power  Bargaining power Threat of substitute Rivalry among exist-

entrants of suppliers of buyers products or services  ing competitors

e Brand loyalty Multiple sup- e Low to none Products and ser- | e Highly competi-

pliers switching costs vices can be sub- tive market with
e New subsidi- to move to dif- stituted with an- four main rivarlies
ary companies = o Exclusive con- ferent provider. other providers. in the telecoms in-
tracts with sup- dustry
e High setup pliers e Customers have e Lostrevenues due
cost and capi- a variety of op- to third party ap- | e Exclusive products
tal-intensive tions available plications such as and Services
industry lead- WhatsApp and
ing to slow Skype etc.

market entry
e Packaged services

e Regulations

around ap- e Competitive prices

proval and li-

cencing for

telecoms entry

barrier




image5.png




image6.svg
   


image7.png




image8.svg
   


image9.png




image10.svg
    


image11.png




image12.svg
   


