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[bookmark: _Toc512961803]Executive Summary
The report aims to understand the importance of digital platform in business organisation and how it has transformed the way of operation in an organisation. River Island private limited company has been highlighted in the report to understand the strategic challenges faced due to digitalisation and how River Island addresses such challenges in their operational procedure. Besides these, the report also highlights the digital marketing strategies of River Island also specialising the strategic options available for River Island to continuously develop, differentiate and sustain its competitive position in the future. It was analyzed that River Island has implemented numerous technological operation for enhancing its operation which provided organization with an opportunity to grow and presented the challenges as well. Challenges such as Omni channel challenges associated with data privacy, fraud, click and collect, in-store experience, social media tools were pointed out as a major area of challenge. Implementation of personalization and campaign module, search and merchandising, promotion computational engine, digital receipts and mobile payment app were identified to overcome the challenges specified for River Island. The SWOT analysis, external forces and Porter’s model strategy of River Island were discussed to understand the digital marketing strategy of an organization. Various alternative strategic options were analysed for sustaining future growth opportunities. Differentiation strategy was pointed out to be a best strategic option for River Island leading the organisation to grow in the future market. Further, various future implications on a strategy of River Island are discussed in the report. 
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[bookmark: _Toc512961804]Introduction
Over the last few decades, the digital age has completely transformed the interaction between consumers and organisations and the way of doing business. New digital technologies like social media, cloud computing, big data, virtual reality and data analytics have challenged the traditional ways of doing business and force companies in improving their digital strategies (Willems et al., 2017).  It calls for the new process in strategy-making and implementation due to change in ways organisations associated with employees, customers and suppliers and new technologies also facilitate in gathering and analysing data which supports comprehensive and informed strategic decisions and actions. The digital age is allowing changes in how people live, produce, and manufacture, learn, communicate and make a decision. Also, the traditional barriers to entering markets have eliminated as new digital age gives access to capital for innovation, distribution, information and customers. 
The digital age is also responsible for changing strategy’s content by altering the competitive dynamics, and there is the introduction of new concepts like digital ecosystems and digital platforms claiming for a spot in firms’ competitive strategy. The digital age is inventing new rules of competition, creating possibilities and challenges for making and implementation of the strategy. The overwhelming amount of customer’s information are now accessible; improved analytical and processing have scattered intelligence in the cloud and presence of smartphones have made information and computing accessible around the globe (Mohr & Batsakis, 2018). To cut competition and stay ahead of progressing trends, leaders in industries are required to review and revise their assumptions and strategies.  Failing to adopt new innovative approaches and technological advancements will lose efficiency and sometimes it may result in bankruptcy. Companies cannot always rely on the traditional business model, as competitors can emerge at the point of time and the barriers to entry in the market have become lower than ever before (Rothaermel, 2016). In such situation, it is essential for companies to adopt robust technologies, and manage digital change with addressing demands of the digital era. In this report, the impact of strategic challenges posed by the digital age and ways to address such challenges along with creating and enhancing customer value proposition in the case of River Island will be discussed. 

[bookmark: _Toc512961805]Analysis and Main Findings
[bookmark: _Toc512961806]impact of the strategic challenges posed by the digital age  
In the last decade, the retail sector has gone through a significant transformation with technologies advancement, fierce competition and sophisticated customers all responsible for revolutionising the whole landscape of retail business. With the emergence of the digital age, fast and speed have become the norm, and customers prefer to navigate through the vast online catalogue. Retailers thus must ensure that their products and services can be found and purchased quickly through an online platform.  Shoppers now carry smartphones and tablets, and they can easily log on to different websites from their home, offices or stores itself. Almost half of the shoppers use technology in grocery shopping, and it includes practices of checking the price before and special offers before actually making purchases (Reinartz et al., 2011). Customers mainly seek for a combination of lowest price and greatest convenience offer. 
The four main digital age challenges faced by retail business in the UK are presented below:
Consolidation in the system: Retail business faces issues in a considerable legacy system with the exclusive system used by different teams and departments across the business. This brings in challenges for staffs to integrate and collaborate with restricting their ability to efficiently deliver a first class customer experience. 
Creation of enhancing Omni channel interaction: Digital age created unpredictable customer choice and which creates a challenge in providing actual integrated customer experience (von Briel, 2018). Such type of Omnichannel experience challenges the business to start their communication strategies to be competitive in the market.
Getting customer service excellence in the contact centre: With the increase in expectation of the customer, management faces the different challenges. The effective contact centre is the management tool which supports the day-to-day operations. The effective contact centre needs the flexible and improved technology to satisfy the customers. To cope up with the expectation of the customer, the organisation have to go on the digital age and which is a challenge for the organisation in this age (Pantano et al., 2017).
Mobility implementation for enhanced engagement: The mobility is changing retail business by changing the way of shopping and also creating disruptive business models. Today’s customers use a smartphone, tables to shop online. This is the demand of digital age. Such rapid rise of digital technology for shopping is the demand of digital age (Maryska et al., 2015). For this, the retail business has made its services digitalised. So this is the next challenge.
[bookmark: _Toc512961807]Challenges for River Island
River Island is the London-based retail market operating in fashion brand business. The organisation operates in UK and Ireland prioritising on delivering the best fashionable products to its customers (River Island, 2018). The organisation has been successful in transforming the bricks and mortar tradition of employees and customers into digital online technologies. Though the organisation are mostly encountered with Omnichannel challenges, the organisation has been able to develop sufficient technologies in encountering such problems. Technology has met innovation in River Island which turned routine grocery shopping into commuter multitasking. Click and collect was the Omnichannel where customers could place orders online and received groceries at their choice of collection point. But, River Island suffered from challenges in their operating model. The organisation were most likely to experience fall out in maintaining the privacy of customer where tracking down the customers’ journey provided a major concern for the business to successfully implement the technology. Despite heavy investment in online platform’s development, home delivery labour, and grocery dotcom centres, difficulties arise due to inaccuracy in forecasting of online grocery orders. The implication of handheld devices for the staff members are also a subject of concern for the organisation as there is the necessity of regular monitoring for implementing the effective business practice. Another challenge experienced in River Island is concerned with the implementation of scanable devices in the in-store experience of the customer (au.riverisland.com, 2018). It is an accurate method to reduce fraud but once such technology is implemented challenges on lack of supervision from employees is to be experienced in handling the delivery facilities. 
[bookmark: _Toc512961808]SWOT analysis of River Island 	
River Island, operating in the UK is a popular clothing brand which serves to provide stylish and fashionable products to its customer. The SWOT analysis reflects the internal capabilities and external forces of River Island operating in a market. The details on the strength, weakness, opportunities and weakness are shown below:

Figure: SWOT analysis of River Island
Strengths:
· Experience in retail business is facilitating wide base of customer loyalty.
· The unique styling of delivering the product enhancing sales of an organisation.
· Store layout is differentiating availability of wide range of products in a single place.
· Association of reference group people such as celebrity enhancing recognition of brand in the eye of customers. 
· Participation with tech entrepreneurs facilitating the organisation with technological access on addressing the products.
Weakness
· No provision in attracting a wide range of customers’ time.
· The slow rate of growth in profit.
· Unable to cope with seasonal variations.
· Lack of effective interaction with the customer facilitating effective shopping experience for the customer.
Opportunities
· The retail industry is globally emerging market which benefits River Island to hold some opportunities for providing goods and services to the area of need. 
· The world is experiencing a vast change in styling and fashion which provides an opportunity for River Island to capitalise the fast-changing fashionable market.
· The use of digital technologies captures a global reach of consumers, and its vast use facilitates retail business like River Island. Organisations alliance with tech entrepreneurs ensures the new development of digital technologies facilitating organisations to explore their operations through online technologies. 
Threats
· River Island is affected by seasonal variations in demand of consumers leading to affect the planning and implementation of products and services.
· The legislation and intervention of government policies create an obstacle for River Island to acquire them and make significant changes in the management and operational procedure.
· Fast turnover on the demand of customer creates a threat to the organisation.
· The rise in retail industry addresses in addition to competitive rivals which increases competitive threats from the global world. 
[bookmark: _Toc512961809]Porter’s Five Forces Model
The threat of new entrants: The Threat of new entrants in the retail industry is relatively high. With the business of River Island in fashionable goods, the possibility of new entrants in the form of competition is high. It creates an unfavourable situation for River Island.
Bargaining power of Buyer: The bargaining power of buyer in the UK market is high because the population of UK are very aware of the availability and quality of the product (Filimonau & Gherbin, 2017). The choices of the customer on selection of the brand is high. Thus, River Island needs to effectively implement the pricing strategy without hampering the quality standard of product.
Bargaining power of Supplier: The number of a supplier in UK market is relatively low. Therefore, the supermarket business of UK is positively affected by the supplier chain. River Island, operating as a mid-sized retailer, is likely to experience limited bargaining power over the supplier.
The threat of substitute goods: The substitute products of fashionable goods are few in UK market benefitting operation of River Island.
Competitive Rivalry: The supermarket industry in the UK is in an emerging trend resulting in River Island facing some competition in operation. The intense competitor exists in UK retail business where the organisation faces a number of competition.
[bookmark: _Toc512961810]PESTLE Analysis
Political forces: River Island, operating as a fashionable brand in high-street has to deal with numerous political landscape and governmental regulations for smooth running of the business. The political scenario of the retail business in the UK is stable. Recently, the government has employed the policies to addresses the employment need in the nation (Filimonau & Gherbin, 2017). River Island has successfully followed the employment legislation and responded positively to the change. 
Economic forces: River Island, operating in UK market is severely affected by the changes in economic factors such as interest rates, income, inflation rate, GDP level and so on. The UK market has shown speedy recovery regarding supermarket business where it covers market share of 30% in a global world. The fashion retailers have experienced stable input price in their product. The growth in UK market has reflected positive growth for River Island.
Social factors: River Island have positively responded to the changing social needs of British customers by addressing the demographic preferences on the fashionable goods. The customers buying preferences depends on the choices of brands, and thus, mid-sized retail business as River Island are likely to be affected by such forces (Carlsson, 2017).
Technological factors: River Island has adopted an effective and adequate technological advancement procedure to improve the level of satisfaction of consumers. Adaptation of new technologies are in wide use of operation, and with the transformation to a digital platform, various customers are expected to purchase their products online facilitating operation of River Island.
Legal factor: The operation of River island is directly affected by the legal laws and policies abided by the government. River Island attempts to operate its business considering ethical values and morals are uplifting the quality of the produced products. 
Environmental factors: River Island ensures effective balance in operational transaction enhancing corporate social responsibility and green practices focusing on protecting the natural resources and serving the needs of the society. River Island follows effective environmental policies prioritising that customers are more curious about the business performance towards the preservation of the environment.
[bookmark: _Toc512961811]ways to address challenges faced by organisation 
With the current exposure of digital transformation in a different organisation, River Island has enhanced its competitive edge in the market but also has innovated several challenges in its operation. With the right use of modern technologies, an organisation can develop their strong presence in the market (Armbruster et al., 2013). The involvement of River Island in improving its digital technologies for addressing the customer requirements has resulted in encountering several technological issues. It is necessary for any organisations to make a detailed analysis on the project before implementation and conduct an appropriate risk assessment measures in such a way that organisation have a backup plan for encountering any specified issues in the future (Dess et al., 2015). Since River Island is a mid-sized fashionable business, it also faces numerous challenges and certain points can be drawn to overcome such issues by River Island which are presented below:
· Implementation of voice technology
The implementation of ‘click and collect’ technology by Tesco bagged numerous challenges in operational procedure of River Island. It prioritised heavy investment in the effective development of online platforms and supply chain difficulties because of inaccurate forecasting. The use of such technology simply addresses the soundtrack letting manual workers enhance multiple tasks at a time and have access to utilise it whenever required (Yeow et al., 2018). It minimises the traditional working pattern and enhances free allocation of distributary resources for River Island. Therefore, River Island although has enhanced the customer convenience through click and collected, but still are required to ensure that the technology adapted are both accurate and agile for fulfilling their commitments. The implementation of voice technology can best serve the purpose to overcome such challenges, and River Island can come up with better execution of technology.
· Digital receipt and specialised camera technology
River Island is not free from employees’ challenges. The implementation of self-checkout counter often gives rise to the development of fraud initiative which results in loss of organisational procedure (Hill et al., 2016). River Island can adopt the use of digital receipt technology to eliminate paperwork and reduce fraud in business operation. Various strategies such as electronic shelf-edge labels and allocation of portable badges to employees can be implemented by River Island to minimise the risk of theft and fraud. The distribution of tap and tag technology to its customers and employees can help River Island to determine how much is the fraud going and whether it is legitimate or not. The use of video cameras in stores also provides an immediate alert in case of any violations and River Island can detect the illegal actions of consumers. Also, the maintenance of electronic shelf-edge labels can be implemented by River Island to address the notice of current promotional prices. Further, the allocation of badges to employees can help River Island to address all the relevant information to its employees in such a way that employees can provide easy access to the queries of its customers.
· Search and Merchandising
River Island prioritises on analysing the current needs of the customer and serve them with the best qualitative fashionable products. The development of such merchandising procedure enables River Island to adopt advanced search and merchandising devices to capture the attention of customer such that the customers’ needs meet the prospect of business standards. 
· Development of Mobile Payment App
River Island can enhance extending the facilities of mobile payment app for making the services available to its customer. As River Island tends to implement digital technologies for its customer, it facilitates the organisation and customer to develop fast access to the products and making delivery of the products with greater convenience. The better access to such technology facilitates the customer of River Island to locate specific needs of an item offered by the store. Customers are facilitated with convenient shopping through the use of such digital wallet technology (Willems et al., 2017). This would enable customers’ satisfaction towards the operation of River Island. Such operation would also initiate in decreasing the store headcount and costs. 
Besides these, River Island can also implement technologies such as Catalog framework, a module for enhancing customer relationship management for assessing the customers’ interest.
[bookmark: _Toc512961812]Strategic options available to the organisation 
River Island is concerned with adopting an appropriate marketing strategy which serves the best purpose of satisfying its customers and increasing their loyalty towards the offered products and services. The major strategy of River Island is driving towards the product differentiation, digital transformation, product packaging and media marketing. There is a different strategic option available to River Island for successfully sustain in the market and develop its future competitive position. Strategies such as porters five forces model can help River Island to analyse its competitive position in the market. Also, the Ansoff Matrix strategy provides key direction for future growth of the company (Weerakkody et al., 2016). In this regard, the best strategic option available to River Island happens to be an appropriate use of Ansoff Matrix which initiates following actions:
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This strategic option focuses on existing and future products of an organisation, i.e. River Island.
Market penetration
Market penetration is a necessary element for developing appropriate hold in the market (Snihur & Tarzijan, 2018). It is concerned with prioritising on the products and markets which are well known to the organisation. Since River Island has been operating its business over the past 60 years, the business is likely to have more information on its competitors and customers. For the past years, it has experienced declines in sales growth. River Island can increase its market penetration strategy by extending its available product and services. The application of such strategy initiates new direction for River Island to enhance its product quality and make available in the market for increasing its sales. 
New Product development
River Island will intend to develop a new product prioritising its sale in the existing market. Introducing new and innovative product in the market help the organisation to develop competitive advantage (Durugbo et al., 2013). It is a strategy where business plans to initiate new product in the existing market. The development of new fashionable products as per the changing needs and demand of customer in such market can help River Island to improve its growth in the market. From this perspective, River Island is required to make continuous improvement in demonstrating new services and facilities for retaining the trust of its customer.   
New Market development
River Island, following market development strategy, aims at delivering existing product in the new market. It is a risky strategy for River Island as the provision of targeting new market is difficult with the extensive procedure in developing entire new marketing procedure. 
Diversification
The strategy of diversification is a risky option for River Island as it intends to enlarge the business operation with completely new and different product in the new market. Since it is a medium-sized retail business, the procedure of diversification encounters with no experience and knowledge on the markets targeted or products that are to be delivered (Hodson et al., 2012). However, River Island can imply this strategy by using the digital platform to make a global outreach to its diversified customers.
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From the above perspective of availability of different strategic options, River Island would best fit for the differentiation strategy (New product development) strategy as the company has already explored its potential growth in existing market with the existing product so now it would be the best option for River Island to follow differentiation strategy for future expansion of the business. It can be examined regarding:
Suitability: an organisation should initiate differentiation strategy because it focuses on adding value to the product with a medium level of pricing strategy for its customers. The strategy is suitable for River Island because of the increasing interest of customers in exploring new fashionable goods available in the market. As the business has occupied sufficient brand position in the market, so differentiating its business would integrate into strengthening the capabilities of River Island.
Acceptability: It is concerned with whether the proposed option benefits the stakeholders of River Island or not. Differentiation is acceptable because it initiates extension of new facilities making new products of River Island reach to its customers ensuring the growth of market share.  
Feasibility: It is concerned with capability and convenience of work performed by the organisation (Carlsson, 2017). As River Island has transformed its digital business and has continuously focused on implementing effective technology, differentiation strategy for mid-sized business would enable the organisation to spread its unique and differentiated products in the existing market. 
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Although River Island has established a position in UK market, it is not free from regular business challenges. To encounter such digital challenges, following recommendations can be followed:
· Government rules and legislation severely affect the operation of any business organisation. Therefore, River Island needs to carefully examine and study the legal implications before initiating operations around the world.
· Reduce the use of dynamic database where consumers might feel lengthy procedure while making a purchasing decision online. 
· Creative and dynamic content management are most likely to gain a competitive edge for River Island.
· Receiving feedback from the users initially helps the business to generate positive trust in capabilities and also to improve their operational procedure if necessary.
· Formulation of business policies and procedures to set a certain standard code of practice eliminating the incidence of any illegal activity.
· Use of attribution model can help River island to improve the sales efficiently.
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From the above discussion, it can be concluded that the digital platform has transformed the way of operation of the business in the global world. Although River Island had prioritised in implementing the digital technologies in business is not free from challenges which come through the operation of digital technology. Challenges such as the implementation of the in-store experience, click and collect, social media tools are discussed in the report which highlights the key issues surrounding in operation of River Island. The study of SWOT analysis and the external environmental forces describes the key marketing strategy for River Island to understand the inner capability of the organisation and to study the changing needs of consumers. Implementation of voice technology, digitalised receipts, video cameras, mobile payment app highlights some of the ways which ensure sustainable growth of River Island. There are four strategic options generated to River Island, i.e. market penetration, new product development, new market development and diversification. From the available option, the best-recommended option is new product development which best serves the purpose of enhancing digitalised marketing strategy for River Island. The chosen strategy satisfies the suitability, acceptability and feasibility analysis as well. Therefore, the report suggests that with the vast growing trend of digitalisation, it is important that River Island consider an effective strategy for delivering the customised digital business operation for its respective stakeholders. 
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River Island is a medium sized private fashionable business operating in the UK. It was initially established in 1948, by the foundation of Lewis family. It is one of the most well-known fashionable business which has been operating its activities successfully for the past 60 years. The organisation is one of the well-renowned and affordable fashion styles. River Island has been operating in over 350 stores across the UK, Europe. River Island has an objective of bringing original fashion to its customer. Most of the product of River Island are designed in-house as it is operated by a family business.  It has its largest designative under the high street. The customer of River Island can always rely on the product of River Island which may include going outlook, occasional wear, bags, and shoes, etc. It is one of the perfect stores where everything customer need in an instance is available. The values of River Island is to understand customers, colleagues, communities and things they want. Also, it treats them the way they want to be treated by working as a team, trusting and respecting each other and listening to them. River Island has precise business strategies. It aspires to improve customer loyalty and in developing better shopping experiences for customers. The driving forces behind these competitive strategies are price, innovation, quality and range. 


SWOT Analysis


Strengths:
Visual Merchandising
Customer service
Store layout and standards


Weakness:
Less interaction with customer
Less involvement of staff


Opportunities:
Store specific
Brand specific


Threats:
Seasonal variations
Demographic variables
Strong competition
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