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1.0 Introduction
In today's dynamic and competitive climate, strategic management has become an essential component of businesses. Strategic management is a constant process in which a corporation analyses its business and industries, examines its rivals, sets goals with all current and prospective competitors, and then revaluates each plan (Juneja, 2015). "Strategy is a mediating factor between the organisation and its environment," according to Mintzberg (1979). "Strategy is predictable patterns of streams of organisational decisions to cope with the environment" (Mintzberg 1979).
Strategic management is based on a company's understanding of its goals, future vision, and values that will guide its actions. For the process to operate, strategic planning, a subset of business management that includes an organisation's ability to determine both short- and long-term goals, is essential. Strategic planning also includes the planning of strategic decisions, activities, and resource allocation necessary to achieve those goals (Tucci and Roy, 2017). Identifying internal factors and their capability, such as people, organisational culture, and management, as well as external components that may represent hurdles, dangers, or opportunities for the company (Mianková & Koiová, 2014), is critical to the strategic planning process' performance.

The Covid - 19 crises have impacted the high risk of uncertainty, with people losing confidence and trust, and the way people behave and do things has changed, affecting the whole culture. Organisations will only be relevant if they have strategic plans and goals for the future, and without such goals, organisations will struggle to remain relevant and profitable. As a result, the Sundabon Kitchen Limited, in which a new strategic idea has been formed, will be the organisation to be examined. The Sundabon's strategic journey will be developed utilising academic theories and models that will offer a clear knowledge of the business's path.
An analysis of frameworks such as the PESTLE will be used to gain awareness of evolving trends and events that may affect or influence business decline, as well as to further explore different models and frameworks on strategic management and how they can be applied in own workplace to improve and enhance business profits.

2.0 Strategic Management
The strategic planning process begins with an organisational assessment, which aids in identifying capabilities, competency, and available resources, as well as reorganising the business to address present shortcomings and industry rivalry. Strategic planning, as defined by Mianková & Koiová (2014), is a process of producing a strategy that is appropriate for the company, assisting in the execution of the strategy, and developing the strategy into a comprehensive plan that can be utilised for strategic implementation in an organisation. Although strategic planning is implemented at the top level of management, it is critical to determine the best manner to apply the strategy at the lower levels of the organisation. Strategic management is made up of three distinct processes that are interrelated and impact one another which are Strategic planning, monitoring and strategic execution of all which necessities an organisation needs to meet its goals and objective (Tucci and Roy, 2017). According to corporate research, the most crucial and underappreciated aspect is strategic implementation.
2.1 The importance of strategic management for Organisations

The key function of strategy is considered not just as passively responding to the external environment's possibilities and risks, but also as continually and actively altering the company to meet the needs of a changing environment. The implementation of a strategy is a component of strategic management, and its success is determined by managers, workers, their organisation, and the transformation of the company's culture. The primary goal of strategy implementation is to bring the plan to fruition (Hax, (1990).
Michael Porter has been a strong advocate for emphasising competitive advantage as the primary goal of strategy. In his first book (Porter, 1980), He develops a framework for analysing an industry's attractiveness and explores fundamental strategies for a firm's effective placement within that sector. Porter further describes competitive strategy as follows in his second book “The pursuit of a favourable competitive position in an industry, the core arena in which competition takes place, and the goal of competitive strategy is to establish a lucrative and long-term position against the dynamics that define industry competitiveness" (Porter, 1985). 

According to (Tucci and Roy, 2017) the strategic management process assists businesses in taking stock of their current condition, developing strategies, deploying them, and analysing the efficacy of the management plans that have been adopted.

Strategic management is frequently regarded as having both financial and non-financial benefits. A strategic management process assists an organization's leadership in thinking about and preparing for its future existence, fulfilling one of the major roles of the board of directors. Effective strategic management continuously plans, monitors, and tests an organization's activities, resulting in greater operational efficiency, market share, and profitability. Tucci and Roy, (2017) states that academics and managers have established several frameworks to guide the strategic management process, and there are different schools of thought on how to perform strategic management.
According to Tucci and Roy, (2017) there are Five stages of strategic management process which are:
· evaluating the existing strategic direction of the company

· recognising and assessing personal and external strengths and weaknesses

· creating action plan

· executing action plan
· evaluating the extent to which action plans have been successful and making revisions when intended outcomes are not delivered

Effective communication, data collecting, and organisational culture are also critical components of the strategic management process, particularly in big, complex organisations. A lack of communication and a bad corporate culture can cause a mismatch between the organisation's strategic management plan and the actions carried out by its different business units and divisions (Tucci and Roy, (2017).
Strategy management entails examining cross-functional company choices before putting them into action to ensure they are in line with the strategic plan.
In order to achieve its goals and objectives, organisations must understand and identify the fundamental drivers of action, as well as the major pattern of resource allocation used to attach the firm to its environment. Strategy is generally viewed as a response to external and internal business factors (Hax, 1990). 
In order to identify new strategies for the Sundabon for its sustainable growth, a PESTLE analysis (Appendix 1) has been created for the business to determine the external factors from the macro-environment that are affecting its profits, as well as to identify any potential plan of change and new strategies that can be implemented for the business to further address these issues.
2.1 Pestle Analysis
A PESTLE analysis is a system to break down the key variables (Political, Economic, Sociological, Technological, Legal and Environmental) that may impact an organisation CIPD, (2020).

From the PESTLE analysis (Appendix 1) it has been identified that there are many factors which has impacted the hospitality industry such as:
Political issues have arisen as a result of COVID-19, which requires the government to take certain steps and make changes to their policies on how businesses can run. Frequent changes in government strategies, has hampered the sector, and has left restaurateurs with no choice but to adapt and make many sacrifices to survive, with some even closing their doors for good. The business must manage political considerations such as trading policies and copyright legislation.

The Brexit issue has already resulted in a huge setback due to labour shortages caused by numerous European drivers who returned to their home countries or chose to work abroad and are now unable to return. Food and fuel shortages are expected as a result of the pressure on the freight transport infrastructure before Britain puts tariffs on products imported from the EU. They have now been postponed until next year, with some taking place in January and others in July (By Reality Check team, 2021).

Environmental factors such as COVID-19, this virus has put the whole globe into uncertainty the hospitality trade such Restaurants, bars, clubs, and pubs also hotel has been massively impacted.
Sociological impact - due to COVID-19 people are not spending money and afraid to go out due to the virus outbreak. So, people are staying home and they not socialising or going out with family to eat in restaurants, instead ordering takeaways. 
Technological - technology has improved to the point that the government has implemented new social media platforms to update everyone on COVID-19 on how many people in within an area have been infected from this virus. These technological advances and messages effect the business. Technological issues can aid Sundabon management in determining what actions and steps the company may take to further upgrade and improve its technology in order to acquire a competitive edge. Prior to Covid, some of this marketing effort had already gone online; restaurants have been establishing websites since the early days of the World Wide Web. When the pandemic came, however, eateries that already had a strong internet presence were better equipped to deal with the sudden upheaval in the hospitality business. Due to the pandemic, there has been a major increase in restaurant technology, with most restaurants using smartphone ordering systems and QR codes to aid with order-taking. Despite this, not all restaurateurs believe that technology is the only path to take when it comes to running a restaurant.
BREXIT and global economic concerns have an influence on the firm, as does COVID-19, which has a global impact. People are hesitant to spend money because of employment and financial insecurity. The reality of leaving the European Union will put more burden on the restaurant business in the near future. The shifting cost of items, as well as the engagement of European employees in the industry, are key concerns ( A, 2021).
People's budgets are decreasing as a result of job losses, and the prospect of leaving the European Union is another major concern. We buy a lot of products from Europe, so we're worried that if we leave, costs will rise. In addition, there are now a huge number of Europeans employed in the field, which I believe will dramatically decrease in the future (A, 2021).

If we as a company are unable to adapt to these changes and implement new tactics, it will be difficult for us to acquire a competitive edge.

2.2 SWOT Analysis
A SWOT analysis is a planning tool that aims to determine an organisations Strengths, Weaknesses, Opportunities and Threats. This is a framework for aligning an organisation’s goal, programmes, and its capabilities with its operating environment. The company’s Internal strategic factors can be analysed using a SWOT analysis. 

The management has created a SWOT analysis (Appendix 2), to gain a clear picture of the company’s strengths and limitations, as well as how to apply strategic a plan focusing on strengths and how create opportunities, as a senior manager must also predict potential business dangers and take steps to avoid or minimize their impact.

From the SWOT analysis (Appendix 2), the manager has identified the strengths of the business which are value-based customers, where those customers will continue to adapt to the current changes that being implemented, as the business is serving high quality of foods. The establishment of the business is also the strength also the brand is well known. The business also benefits from highly skilled staffs and is competitive with its prices. The weakness can be that other competitors are doing similar foods, providing similar service, one of the major weaknesses is that people are lacking in confidence due to this pandemic, peoples eating habits are changing. The threat of the Covid- 19 with the current government guidelines that are changing more often is driving the business to adopt to new changes and face new challenges.
3.0 Stakeholder Analysis

According to Simmons, (2013) Stakeholder analysis is a technique for identifying relevant individuals who are involved in a project, programme, or transformational change who are impacted, influenced, or have influence over the change programme. This is accomplished by segmenting stakeholders, assessing their current desired levels of commitment, and charting the gap between the two. Without a stakeholder analysis, it is difficult to provide to implement new strategic idea through all stakeholders who will be highly involved during this project and goal‌ (Washburn, 2020). 
A stakeholder analysis has been created by the author (Appendix 4), to Identifying the key stakeholders involved during the strategic planning process. These stakeholders are the management, shareholder, employees, customers, suppliers, and the government who will be impacted and influenced during the proposed change (Ali, 2021). 
After completing the stakeholder analysis (Appendix 4), the company was able to identify and target important groups based on their influence and interest in a change. The project team will be able to adjust communications and training programmes to each stakeholder group as a result of this study. It also allows for the development of change teams, which are critical to the process.


4.0 Sundabon current strategy
The current strategy of the business is called Easy Eat app, which is a delivery service for customers. Easy Eat is a system where people can sit at home and pay a monthly instalment of a certain fee, paid once a month with a yearly contract in place where customers can order their food for up to ten times a month. It is a contract where customers are secure members for a year, where they can order food for up to ten times a month without any limitations except from buying alcohol and dining services. This way it does not involve much physical contact with others and is less stressful and safety for customers and staff.

This strategic plan was developed in consultation with the stakeholders, as well as interactions with business partners on how to enhance and reinvent the food services that we provide to clients, and how the company may differentiate itself from its rivals. People have acclimated over the previous 14 months to a system where everything is brought to their houses, and services are now available online, eliminating the need for consumers to leave their homes or spend cash. The new strategy of the business is to create and introduce an App called Easy Eat (Ali, 2021).

This approach will be deployed through the company's website as well as an app that will be developed that potential consumer can download to their phones and use to place orders. At start, the main system is to sign clients up for the business utilising an internet system. The contract is available online through their own company website, where they may choose their package and set a monthly payment for the over 12 months.
The business's potential is enormous since it will know exactly how many clients it has and how much revenue it will generate each month based on the number of consumers who have signed up. Other industries have used a comparable idea or strategy, however in the hospitality industry, neither a franchise nor an independent business has come up with a similar concept. This is a strategic approach of reorganising how the hospitality sector conducts business, and it is something that has the potential to take off and become an innovation in and of itself, with other large corporations adopting the notion as a regular policy, product, or service to their consumers.

Customers may profit from the fact that they do not need to leave their homes or travel if they are afraid due to the present pandemic. Customers will experience less stress as a result of the lack of cash handling and the ability to order meals using their mobile app and have it delivered. Customers may also use their app to keep track of how much money they spend on food each month (Ali, 2021).
4.1 Potential challenges faced by organisation in strategic implementation 
Every organisation, according to Dalum (2018), need a strategic plan. A high-level plan that manufactures, sells, and profits enough to get any business up and operating.

Organisations in order to innovate, expand, and evolve, a company's vision must be narrowed. A strategic plan assists businesses in shedding the things they aren't strong at so they can focus on what they are. A good strategic plan also establishes the basis for improving those areas that require a little or a lot of attention. The appropriate vision guides firm executives in allocating time, human capital, and financial resources. 

According to Dalum (2018), The 5 Biggest Challenges to Strategy Implementation are:

· Weak strategy

· Ineffective training

· Lack of resources

· Lack of communication

· Lack of follow through

According to Harvard Business School, 90 percent of firms fail to properly implement their strategic goals. Improper strategy execution results in a lack of objectives for personnel, inefficient resource allocation, a lack of structure and leadership, and ineffective channels of communication. 

The causes for failing strategies vary, but the majority are related to the fact that plan execution is time-consuming and difficult. Understanding the most prevalent obstacles to plan implementation can help you avoid common pitfalls & can help the organisation to be in a better position for success.
4.2 Company’s New strategy recommendation
H. Igor Ansoff created the matrix, which was published in the Harvard Business Review in 1957. The Ansoff Matrix, known as the Product/Market Expansion Grid, is a tool used by businesses to examine and plan their development strategy (Corporate Finance Institute, 2020). 
The Ansoff Matrix (Appendix 3), also widely known as the Product/Market Expansion Grid, illustrates four techniques that a company might utilise to develop its business. This tool and technique can also be useful to analyse the risks associated with each one. The concept is that risk grows as you move into a new quadrant horizontally or vertically.

According to Corporate Finance Institute, (2020) the four Ansoff Matrix strategies are as follows:

· Market Penetration – which is focused on growing sales of current items in an existing market.

· Product Development - the introduction of new items into an established market.

· Market Development - the goal of this approach is to enter a new market with current items.

· Diversification - the process of entering a new market by introducing new items.

The Ansoff Matrix has assisted many marketers and executives in better understanding the risks associated with corporate growth.
Sundabon’s Strategy development direction

                        Existing                                                        Products                                                             New
	Existing

Markets
	A.

· Quality

· Market position

· Brand
	B.
· Better ingredients

· Enhance current expectation

· Create awareness in new territory

· Online App with delivery service

	New
	C.
· New customers

· Vegan option marketing
	D.
· With existing capabilities

· Produce a new health-conscious base


The manager has identified the following barriers in his current strategic plan and has listed the recommendations for a new strategy below:

· Ineffective training – provide employees with development and training opportunities to help them develop new skills. 

· Lack of resources – manage budgets and resources more effectively. Buy better ingredients
· Lack of communication – hold weekly meetings with the team, establishing the objectives for the week and how to meet them. Have monthly one-to-one meetings with employees to discuss development and any issues. 
· Produce a health-conscious basis - promote healthier eating, healthier menu, vegan friendly food options.

· Improving current technologies
To enhance sales, the company is investing more money in technology, having recently invested in online ordering and an online shopping website, as well as developing the new Easy EAT App, which is similar to just eat but more personalised. We used to use a phone, a pen, and paper, but the manager advises that we upgrade to an integrated system with online ordering and automated processes. As the firm progresses toward automation in general, that is, in fact, the future forward.
Technology is the way of the future in the hospitality industry since it is essential for restaurant management, especially because QR codes, systems, and other developments make it more trustworthy, and it is a one-time investment. In order to compete in this market, the company need advanced technical equipment, which is why our labour expenses must be decreased. As a result, we wish to invest heavily in contemporary technologies, such as online purchasing systems, so that employees do not have to deal directly with orders.
5.0 Models and framework on Strategic Management
A strategic planning model lays out how an organisation intends to carry out a strategy for improving operations, producing quality, and achieving particular objectives. These planning framework sets out how a company can approach the strategic plan conceptually. 

The models below can assist in developing the strategic planning process that the team can use to achieve success.

Mckinsey 7S Model

The McKinsey 7S framework was created by Tom Peters, Robert Waterman, and Julien Philips, along with Richard Pascale and Anthony G. Athos (Appendix 5), this model was established in the 1980s. The model has been widely utilised by academics and practitioners since its inception, and it is still one of the most prominent strategic planning tools according to Jurevicius, (2021). This theory aimed to emphasise human resources (Soft S) as a key to greater organisational performance, rather than the traditional mass production tangibles of capital, infrastructure, and equipment. 
The model's purpose was to illustrate how the company's seven aspects (Appendix 5), the Structure, Strategy, Skills, Staff, Style, Systems, and Shared Values, might be linked to create successful results.

The Mckinsey 7S model (Appendix 5) is a tool that analyses a firm’s organisational design by examining seven key internal elements which are:
1. Strategy
2. Style

3. Structure

4. Staff

5. Systems

6. Skills

7. Shared Values

The goal of this model is to demonstrate how the company’s seven elements can be aligned to achieve effectiveness. The model’s main point is that all seven areas are interconnected, and a change in one area necessitates a change in the rest of a firm in order for it to function effectively.
When it comes to organisational design and effectiveness, the McKinsey 7S framework is frequently used. It is simple to understand the model but is much more difficult to apply within an organisation due to common misunderstanding of what well aligned elements should look like. In reality, the seven elements are much more complex, as it requires a lot of information on each of them before making an informed decision, also another drawback to this model as stated by Mišanková and Kočišová, (2014) is the soft parts of the model are more difficult to describe since they are less explicit and are impacted by the company's culture.

Porter’s Five Force Model 
Porters five forces is a model that identifies and analyses the five competitive forces that shape all organisations and aids in determining and an organisations strengths and weaknesses. According to Scott, (2020) Michael E. Porter published a book in 1980 called "Competitive Strategy: Techniques for Analysing Industries and Competitors"   this concept helps to explain why different sectors may maintain varying degrees of profitability. 
According to Scott, (2020) Porter’s five forces are:

· Competition within the industry

· Potential of new entrants into the industry
· Power of suppliers

· Power of customers

· Threats of substitute products (Porter, 1980)

Porters five forces analysis is frequently used in organisations to determine corporate strategy by identifying an industry’s structure also this model can be applied to any sector of the economy to better understand industry competition and increase a company’s long-term profitability by continuously monitoring changes in the five forces and by adjusting to the business strategies accordingly.
Another advantage of this model if used and applied effectively by organisations will help guide business strategy in order to gain a competitive advantage, as stated by Hax and Sloan, (2006), when applying the Porter’s framework organisations must follow these crucial steps within their planning process as listed below:
a. Form a powerful 10x force to alter the game's regulations. Reject competition emulation, a product-centric perspective, and a commoditization mentality (Hax and Sloan, 2006).

b. Create considerable barriers around the customer with a one-of-a-kind customer value offer based on extensive customer segmentation and a thorough understanding of customers and consumers.

c. Do not utilise competition as a guiding principle for your strategic decisions. The industries of your customers, suppliers, and complementors are the most important to focus on. Strategy isn't about going to battle with your rivals; it's about loving your customers, suppliers, consumers, and complementors.

d. Work with your main suppliers and customers to develop and nurture an integrated value chain. To achieve this goal, we will use all of the B2B and B2C resources. This is essential for client retention.

e. Add the complementors as a new player. Seek out complementary help and investment in your company. Make them major partners in achieving Total Quality Management (Hax and Sloan, 2006).

Application of the Porters Five Forces (Sundarbon)
· Competition within the industry - the hospitality sector is very competitive, new innovative and creative venue will emerge as competition making the industry highly competitive and this should provide optimal competition for change in new strategies going forward in order to stay relevant.
· Potential of new entrants into the industry - as competition is high in this industry potential entrants are a high probability.
· Power of suppliers – the power of supplier is medium because this strategy has been used within other function in the industry.
· Power of customers – power of customers is high because without customers the company would not be able to sustain itself.
· Threats of substitute products – the threats of substitute of products are also high as the industry is large with similar products in place.
The reason why the author has chosen to apply and implement the porters five forces strategy within own workplace instead of the McKinsey 7S model, is because the McKinsey strategy is much more difficult to apply due to common misunderstanding and its complex nature as each elements require more in-depth research and time as stated by Jurevicius, (2021). Whereas Porters five forces is a model helps an organisation to identify and analyse the five competitive forces that shape an organisation structure as well as aids in determining and an organisations strengths and weaknesses and also to better understand industry competition which will ultimately lead the way to increase a company’s long-term profitability, and this can be done by continuously monitoring changes in the five forces also by adjusting to the business strategies accordingly.
CONCLUSION

Strategic implementation, as part of the company's strategic management, is critical to creating prosperity and competitiveness. The strategy expresses the underlying concepts about how the company's goals will be met. The company's prosperity and competitiveness are also influenced by flexible strategic management. Organisations that incorporate a stronger strategic management approach into their company will be more effective in today's competitive climate and will be able to sustain profits, which is critical for the survival and success of any business. Organisations that lack strategic management cannot compete in the long run, and strategic development is ineffective without a suitable plan. 

The research done by the writer on the two models and techniques for implementing the strategy which was examined in this report are the Mckinsey 7S model and the Porter’s five forces. A clear understanding of Porter's Five Forces and how they can be applied to an organisation will enable a company to adjust its business strategy to better use its resources to generate higher earnings for its investors. 
As Porter (1998) points out, the five forces that determine industry profits are important because they influence the pricing, costs, and necessary investment of enterprises in an industry - the components of return on investment. 
In the hospitality business, technology is the way of the future since it is necessary for restaurant management, especially because QR codes, systems, and other advancements make it more trustworthy, and it is a one-time investment. To compete in this market, the firm employs innovative technical equipment, which necessitates a reduction in its labour costs. As technology advances, the correct plan ensures that the organisation's goals are met. As a result, the business is already investing to put a lot of money into modern technologies like online purchasing systems so that staff don't have to deal with orders directly. Organisations will only be relevant if they have long-term strategic plans and objectives, and without them, they will struggle to be relevant and profitable.
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APPENDIX 1

	Element
	Factor
	Impact

	Political
	• Brexit

• Covid-19
	•Labour shortages because of many European drivers who went back to their home countries, or decided to work elsewhere, are unable to return.

Shortage within the supply of food and fuel because the strain on the freight transport system comes before Britain imposes checks on goods coming in from the EU. they have now been delayed until next year - some in January, others in July. (By Reality Check team, 2021)

• The hospitality industry has been halted due to the pandemic and the possibility of widespread illness, and the business may not be able to recover. Employees who choose to stay at home or in quarantine may cause a staff shortage.

	Economical
	• Poor Market performance from the impact of this pandemic Covid-19, which may lead to serious recession (Jones,2021)


	• Because of a lack of trust or a fear of rise in the infection rate, the firm may be unable to re-establish its client base.

	Sociological
	• As a result of the outbreak and the fear of infection, people may get worried or lose confidence. The community's ageing is a topic of concern.


	• Company is based on maximal participation of big crowds and events to sustain sales and advantages



	Technological
	Innovation, such as internet media, facilitates the spread of fake news, exacerbating the situation. The public authority is enforcing programming errors (Ball 2020).

A system and option available to customers with Contactless payment will be vital. 


	· The spread of fake news can cause people to panic. Error in the software used for government track and trace contact can affect the company’s customer flow.
· Due to the spread of the Covid people are afraid to use and handle cash

	Legal
	New legislation has been adopted to maintain social distance (Www.gov.uk, 2021).


	·  The business generates its turnover on maximal contribution on groups of people. As an example, parties and large events are used to sustain sales and benefits.



	Environmental
	·  Covid19 has led in enormous amounts of medical waste being dumped into the environment (Benson, Bassey and Palanisami, 2021).


	·  During the outbreak, large quantities of medical equipment (PPE) will be necessary. The new environmental standards must be followed.
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STRENGTHS  WEAKNESS ES  

   Highly skille d staffs      B rand       E stablishment       R eputation      I ts  experience with  the  foo d   quality      K now ledg e  of the customers  demogra phic tha t it has      Unique recipe     T ime  mana gem ent      V irtual  lea rning      C osts       T raining -   IT illiterate      L ack  of r eso urces -   technology      Negative feedback  

OPP O RTUNITIES  THREAT S  

   V irtual   t rai n ing courses to   enhance  skills      I ncrease   busines s   turn   over      C u stom ers  will adapt   to new  changes as  people’s   habits and   behaviours has ch anged due   to this   pandemic      New technology (Easy Eat App)      P roviding  a new   delivery service      Marketing     COVID - 1 9      Brexit   (as   reported   by  local news  channels  due to the  haulage   problems  shorta ge of  lorry   drivers  impacted the   shortage   of   fo od  & fue l  supply .   A s  a   result,   this has  impacted the supply ch ain.      S taff  retention      New competi tors      C han ges  t o government health &  safety  policy      
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Appendix 4
STAKEHOLDER ANALYSIS

	Stakeholder
	What do we need from them
	Strategic Management involvement
	Risk if they are not engaged

	Management
	Authorisation, support, leading to the strategic direction of the business aim and goal
	Lead, manage, guide everyone for implementing the strategic plan
	High

	Shareholders
	Ideas, support, authority
	Require their support, relevant finance/cost, for the application of the plan
	High

	Employees
	Physical support, understanding new changes, rules, processes, learning
	Need to train employees with new processes and changes, help them adapt and adopt to changes
	High

	Suppliers
	Negotiation, Communication, New orders, revised cost/charges
	Require amending stocks to meet the change,

New deals
	Medium

	Customers
	To be informed to understand and to be patient
	To be pleased and adapt with the changes and new services
	High

	Government
	To update Tax records, to be up to date with guidelines
	To provide legal support and document any changes 
	Medium


[LEVEL OF INFLUENCE, POWER & INTRESTS HIGH/MEDIUM/LOW]

(Source: Washburn, 2020)
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Appendix 5
McKinsey’s 7S Model
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