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Summary Abstract:

[bookmark: _Hlk78028388]Q1) This report will assess new strategic implementations to improve business performance levels in the British Heart Foundation organisation due to COVID-19 Pandemic. This report demonstrates how technology is utilised, updated, and improved by businesses to expand and to provide quality service to customers during a difficult time. This shows that British Heart Foundation plays a strategic role to enhance recruitment process and the performance levels to increase productivity effectively and efficiently using technology to overcome the effects of the pandemic. This also corresponds with the research conducted in this report and further shows that technology is widely adopted and readily accepted by many businesses, which is always kept up to date and improved to meet the needs of the business and clients. This collectively and corresponding research shows the employers can e-recruit and e-perform in the business and run their businesses online during pandemic through corporate websites, commercial job portals or job boards and professional websites, which is effective, efficient, time saving, convenient and cost effective. In this process, strategies by Porter, Kaplan (2021) and the environment in which it operates must be considered because the internal tasks are linked to external factors like customers and partners, which should be researched further with regards to how society affects businesses in relation to e-business and its uses and an institutional perspective. There is call for research into regularly updating its systems to maintain these benefits and to get a better understanding of e-business to ensure reliability of data gathered on wider scale.  





Introduction:
Q2) With regards to this, e-business and performance will be investigated with regards to the COVID-19 pandemic in British Heart Foundation. The definition of e-business is running a business through online. Whereas, e-recruitment is defined as the internet being used to recruit potential candidates through corporate websites, specialised websites, or online advertisements. The definition of performance is the performance of employees carrying out tasks and duties effectively and efficiently, which determining the overall success of the organisation with relevant training. In fact, Parry (2009) defined e-HRM as HR functions operations that is efficient and strategic using technology. In fact, Kaplan (2021) defined strategy as a pattern of activities to achieve objectives of the organisation and adapt its scope, resources, and operations to environmental changes long term.


Discussion:
Q3). In relation to this, British Heart Foundation (BHF) (Eploy, 2009), established an Eploy e-recruitment solution in 2009, which helped to streamline operations allowing to achieve companies collective goal, especially during the COVID-19 pandemic in 2021. This allowed them to gain the ‘Most Effective Use of Technology’ award as a result. This launch of new system made the recruitment process more effective, efficient, and fun as well as proven to be low cost. However, Eploy (2009) encountered challenges such as administration, inflexibility, and complicated communication process was reactive than proactive, (Eploy, 2009). These challenges include relying on extra support from third party recruiters. The benefits were that the process was fast, has tracking service, is monitored, is improved via feedback, and is secure. This allows candidates to experience benefits from email/SMS alerts and utilise website remotely 24/7. Whereas, managers in terms of benefits can log vacancies, review applications, shortlist and provide e-feedback, which allows to save time via highlighting matched skills and document library allowing to upload documents. This system allows to track the recruitment process and performance levels in e-business, analyse the recruitment process, quality, costs, and timescales more accurately. This Eploy system (Eploy, 2009) offers relevant training, and support to succeed. This shows that BHF as a business plays a strategic role to enhance recruitment process and the performance levels of e-business to increase productivity effectively and efficiently using technology. This shows how technology is widely adopted and readily accepted by many businesses, which is always kept up to date and improved to meet the needs of the business and the clients. This shows how technology helped overcome challenges encountered during the pandemic.


In addition to this, Marketing Week (2014) report show that BHF shifts strategy to focus on research. This process includes to boost engagement with patients and stakeholders as well as to grow income to invest in research related to cardiovascular health. When it comes to the BHF (2020) report, they are planning a restructure due to Covid-19 pandemic, they are expecting to lose around half of income of £60m. This will lead to half of job cuts, shops closing and unable to do fundraising events to fund life-saving research. This as a result lead to new implementations by combining marketing and engagement functions, which includes all comms and PR, with fundraising team. Hence, they are requesting everyone from research charities and supporters to work with BHF (British Heart Foundation, 2020) to help people affected by heart and circulatory diseases, especially during this difficult time in the pandemic. 


This shows that BHF encountered many challenges, which negatively affected funded based research. Therefore, NHF implemented many schemes to overcome these negative effects of pandemic and via various resources available like the Academy of Medical Science. Additionally, BHF recognise that the pandemic has been a concerning time, especially for early career researchers, many of whom are uncertain about their futures. Therefore, BHF believes they can mitigate the impact of the pandemic on research community through the schemes they have put in place and relevant resources that are available through institutions. During new national restrictions, the universities and labs remained open under new national restrictions and encouraged researchers to continue with their work, in accordance with Government guidelines and institutional regulations, (British Heart Foundation, 2020). In In terms of strategy, BHF launched Covid-19 disruption grant extension scheme to cover delays caused by the suspension of research, which is no-cost and costed extension schemes. This is because the BHF’s priority is to ensure that the research they fund is successfully completed and researchers remain fully supported. When it comes to the Covid-19 disruption extensions to PhD studentships, the BHF introduced studentship extensions of up to six months depending on the year of study to support bright young scientists towards successful completion of their PhD projects, extended about 115 PhD studentships at 26 universities at a total cost of just over £1 million. Overall, BHF stated by awarding flagship status to projects, they will mobilise resources and research effort behind studies that have best chance of swiftly improving care and saving lives, (British Heart Foundation, 2020). 


According to Strategies for Influence (2021) and Kaplan (2021), the PESTEL model is part of the external analysis and is used in strategic planning, which corresponds with BHF. This model looks at the macro-environment, as part of the external environment, which considers using political, economic, social, and technological aspects. This shows that they may vary in their effects of influences. In terms of political factors, adding or removing legal restrictions lead to various strategic threats and opportunities. Additionally, this process involves taxation, stability of the government and foreign trade laws. This shows that the organisation must be kept updated with the laws that may affect their strategies. Whereas, the economic environment consists of interest rates, inflation, business cycles, unemployment, income, and energy related costs. This is where the organisation must investigate what the effects these will have on their economic growth and strategies in the countries that it operates in. 


With regards to this, the social environment includes population related demographics, social mobility, distributing income, lifestyles, attitudes related to work and leisure, education, and consumers, state Strategies for Influence (2021) and Kaplan (2021). This shows various impacts related to products and services various organisations offer. Whereas, the technological environment is related to government funding research, inventing, focusing on technology, technology transfer related speed and rates of obsolescence. This shows that it is important to investigate existing technologies developments and their effect on the industry. Other similar factors include the ecological environment, which includes producing products and services that have minimal detrimental effect on the environment, (Strategies for Influence, 2021 and Kaplan, 2021). Whereas, the legal environment covers laws related to taxation, employment, monopoly, and environmental protection, (Kaplan, 2021). This shows that this model assists various businesses to assess growth prospects. This also involves environmental factors such as raw materials, energy sources utilised in the product, environmentally friendly substitutes, and effective recycling. Although PEST analysis investigates changes and growth prospects of an organisation, it does not however, lead to profits. This criticism led to the formation of the five forces model.


In relation to this, Kaplan (2021) shows that Porter's five forces model of threats contradicts BHF and yet is a popular framework used as part of the strategic analysis stage of the strategic planning process. This investigates the structure of industries and their attractiveness in the market, via offering above average profits for shareholders to invest in projects. The report by Kaplan (2021) shows that industry attractiveness depends on five factors, which are competitive rivalry, threat of new entrants, threat of substitutes, power of customers and power of suppliers. In fact, competitive rivalry involves intensity of existing competition, whereas, threat of new entrants brings fresh enthusiasm and increase the competition between organisations. However, barriers to entry make it difficult for a new entrant to prove themselves in a market, leading the new entrant to unable to start on a comparable cost basis. This includes product differentiation, where established firms have good brand image and customer loyalty and the costs of overcoming this can be unaffordable. It is also difficult to establish a business where skills are needed than to enter a market, which also includes laws where officials might supervise and limit new entrants. 


This is followed by the threat of substitute products that affect various industries and restrict returns by limiting the price of the organisations, that in return affects the levels of their profits, (Kaplan, 2021). This shows that if the price-performance alternative is provided by substitutes, then the customers will switch. When it comes to opportunities, Kaplan (2021) corresponds with BHF and further states that the bargaining power of customers involves customers who force price cuts and/or quality improvements. This tends to be high when a combination of factors arises like where a buyer's purchases are a high proportion of the supplier's total business or represent a high proportion of total trade in that market, a buyer makes a low profit, the quality of purchases is unimportant or delivery timing is irrelevant, and prices will be forced down, there are similar alternative products available from other suppliers. Additionally, the bargaining power of suppliers, the power of suppliers to charge higher prices will be influenced by switching costs and substitutes that are available, the presence of one or two dominant suppliers controlling prices, and products offered have a uniqueness of brand, technical performance, or design not available elsewhere. This shows that competition in a market can range from perfect competition through to monopoly. However, BHF partly conflicts with this five forces model as this is a not-for-profit charity, which therefore corresponds with the bargaining power of customers and suppliers.


With regards to Kaplan’s (2021) internal analysis, Porter's value chain model corresponds with BHF and is part of the strategic analysis stage of the strategic planning process to assess whether an organisation has a sustainable competitive advantage. This approach involves five 'primary' and four 'support' activities, and whether they give a cost advantage or quality advantage. These primary activities involve inbound logistics where a just-in-time stock system could give a cost advantage, operations where using skilled craftsmen give a quality advantage, outbound logistics where an outsourcing delivering give a cost advantage. Similarly, marketing and sales is where a sponsorship of a sports celebrity enhances the image of the product, service is where all activities occur after the point of sale, such as installation, training, and repair, like Marks & Spencer's returns policy gives it a perceived quality advantage. These secondary activities, involves firm infrastructure where centralised buying could result in cost savings due to bulk discounts, technology development where the latest computer-controlled machinery gives flexibility to tailor products to customers, (Kaplan, 2021). This is followed by human resources development, where employing expert-buyers can enable supermarkets to purchase better wines than competitors, and procurement is where buying a building out of town could give a cost advantage over high street competitors. This shows that many industry companies will have a similar value chain, which will include activities like obtaining raw materials, designing products, building manufacturing facilities, developing co-operative agreements, and providing customer service, like BHF.


This research also shows that the value chain model has many strengths states Kaplan (2021), including offering a generic framework to analyse the behaviour of costs as well as the existing and potential sources of differentiation. This involves activities that do not add value allowed to be identified and addressed, which can be improved to add value or outsourced. It emphasises the importance of (re)grouping functions into activities to produce, market, deliver and support products, to consider relationships between activities and to link the value chain to the understanding of an organisation's competitive position, (Kaplan, 2021). This also emphasises that an organisation is multifaceted and that its underlying activities need to be analysed to understand its overall competitive position. Followed by an attempt to overcome the limitations of portfolio planning in multidivisional organisations. In fact, this shows that value chain analysis identifies synergies or shared activities between them to focus overall. In terms of weaknesses, the value chain model is suited to a manufacturing environment and is difficult to apply to a service provider, (Kaplan, 2021). However, the value chain model is a quantitative analysis, which is time consuming since it requires recalibrating the accounting system to allocate costs to individual activities. A SWOT analysis on the other hand, is utilised as part of the strategic analysis in the overall strategic planning process, strategic choice and strategic implementation referred to as strategic into action, (Kaplan, 2021). This studies Strengths, Weaknesses, Opportunities and Threats of an organisation, which is applied to view the internal and external situation of an organisation unlike a PEST analysis, which focuses on external environmental issues. This process involves Strengths and weaknesses that examine what an organisation internally does well or badly, while opportunities and threats look at positive and negative factors that might impact on the organisation externally. This shows that strategic direction should 'fit' the results of the SWOT analysis, which is referred to as a TOWS matrix.


In fact, Kaplan (2021) shows that Ansoff’s growth matrix theory contradicts BHF as being a charity and involves four strategies called market penetration involves existing products in existing markets, where firms sell more of the company’s existing products to existing markets, via cutting prices, improve its distribution network, invest more in marketing, and increase existing production capacity, to penetrate and grow the customer base in the existing market like Coca Cola. In addition, Kaplan (2021) states that the firm try to maximise the use of distribution channels by making attractive deals with variety of distributors such as supermarkets. Secondly, product development involves new products in existing markets is where firms develop and sell new products to existing markets via modifications in the existing products to give increased value to the customers for their purchase or develop and launch new products alongside a company’s existing product offering, like Apple. Thirdly, market development: existing products in new markets is where firms sell the company’s existing products to new markets to reach new customer segments or to expand internationally by targeting new geographic areas, like IKEA. Finally, the fourth strategy is called diversification: new products in new markets, which are about entering new markets with new products that are related or completely unrelated to a company’s existing offering. In addition, Kaplan (2021) shows that diversification is further classified into three types of diversification strategies called concentric /horizontal diversification (or related diversification) that is about entering a new market with a new product that is somewhat related to a company’s existing product offering. The second is called conglomerate diversification (or unrelated diversification) that is about entering a new market with a new product that is completely unrelated to a company’s existing offering, like Samsung. Finally, vertical diversification (or vertical integration) means moving backward or forward in the value chain by taking control over activities that used to be outsourced to third parties like suppliers, OEMs, or distributors, (Kaplan, 2021). Overall, Ansoff Matrix framework offers options to a firm has to grow in which market penetration is the least risky of all four and most common in business, which corresponds with BHF.


There are also three generic strategies also contradicting BHF because it is a registered charity, which is identified by Porter for an organisation to achieve competitive advantage, states Kaplan (2021). This relates to cost leadership, which is set out to be the lowest cost producer in an industry, by producing at the lowest cost the manufacturer can compete on price with every other producer in the industry and earn the highest unit profits. With regards to this, Kaplan (2021) states that to become a cost leader, a company must decide who their competitors are and perform value analysis to determine why customers value the product as well as understanding own costs and cost drivers. In addition, try to make a product of comparable quality for a lower cost, which has advantages such as better margins through lower costs, ability to undercut competitors on price, thus reducing competitive rivalry, low costs act as a barrier to entry deterring new entrants, and low prices make substitutes less attractive. Followed by better margins give more scope to absorb pressure from powerful buyers/suppliers and low costs give a platform for expansion by gaining market share and moving into new markets. However, Kaplan (2021) states that the limitations are that in industries that require a low critical mass of production output to achieve economies of scale, would make it difficult for cost leadership to be achieved, because other firms would be able to match the costs. Therefore, a cost leadership strategy is likely to be effective when the critical mass of production is high, including one cost leader, cost advantage may be lost because of inflation, movements in exchange rates, competitors using modern manufacturing technology or cheap overseas labour, and customers paying extra for better products.


In fact, Mintzberg's 5 Ps of strategy were developed to suit different demands and strengths of organisations, which were Plan, Ploy, Pattern, Position, and Perspective, states Johnson and Scholes (2019) and Kaplan (2021). They state that specific strategy can be developed, which takes advantages of strengths, competencies, and capabilities, by understanding and analysing each P against own organisation. This plan strategy is a deliberate and natural approach to various daily tasks and activities, and how firms manage individual work and team’s work, which is not enough to develop the full strategy that a company requires to fulfil its potential, and this is where the other Ps can be used in collaboration with planning to maximise results, (Johnson and Scholes, 2019; Kaplan, 2021). They further state that ploy strategy refers to activities, which are deliberately, and actively dependent on the actions of others to influence them in various ways, such as through dissuasion, disruption, and discouragement. This can be utilised alongside a plan and help the organisation to look externally at its environment and other operations within it whilst developing strategy. This requires competence in leaders to identify and analyse future opportunities, which may develop, predicting the actions of competitors, and understand how the effect of organisational activity affects competitors. The emergent pattern strategy involves strategies from past organisational behaviour, from unexpected events, or from accidentally discovering, which actions work, state Johnson and Scholes (2019) and Kaplan (2021). 


This further shows that position strategy is how an organisational orientates itself in a market environment by performing an analysis of the environment and the opportunities, which it presents, and an organisation can facilitate the development of a sustainable competitive advantage through key strategic decisions and planning, (Johnson and Scholes, 2019) and (Kaplan, 2021). This is via differentiating oneself in a market environment by developing unique products and services. Finally, the perspective strategy can influence the ways an organisation will be able to, or will choose to operate, which derived from the cultural ways of thinking in the organisation, in conjunction with its values and overall mission. This shows that the firms must be aware of the culture of the organisation and how that may influence decision-making and behaviour when approaching planning. Correspondingly, BHF operates in line with plan, pattern, position, and perspective, according to Mintzberg’s 5p's, because it is a not-for-profit charity. 


The Bowman’s strategy clock is a marketing model, which BHF corresponds with, to make the companies aware of their position in the market as compared to their competitors states Bhasin (2019), which is based on the two dimensions where first is about the price whereas the second is about the perceived value of the product, service, and the overall brand. There are further eight effective strategies that a company can adopt, and are divided over the four quadrants, which are displayed in a clock format adhering to the name of the model, states Bhasin (2019). This results in the company’s growth and overall development and attainment of its business objectives, which will enable them to better analyse and evaluate the current strategy in an optimal manner. These eight strategies involve firstly, low price and low added value, which by keeping the price low is the only means of the competitive method for firms to compete with its contemporaries in the market.  Secondly, the low price is where the products are sold at a low price leading to the low-profit margins on the individual products, states Bhasin (2019). However, high volume of the output can generate the high number of profits for the company. Thirdly, the hybrid is effective if the added value of the products is consistent and is applied and offered on the regular basis, which convinces customers that the good value product at a low price is being offered benefiting them in a genuine way, states Bhasin (2019). Fourthly, differentiation is where firms try to offer products that are of high quality at an average price and wish to offer their customers the highest level of the perceived added value that makes them curate a distinctive identity in the market, (Bhasin, 2019). This makes their brand reliable to retain loyal customers who are willing to pay more for these products as they are sensitive to the high-quality products of a renowned brand in the market. Fifthly, the focused differentiation is mainly applicable to the brands that focus on the luxury and exclusive products that are of high quality and are sold at a high price, which leads to higher profit margins by using targeted promotions, marketing, distribution, and segmentation strategies, states Bhasin (2019).


Sixthly, the risky high margins are where firms charge high prices for products that are perceived as ordinary in value by the customers, which is a risky strategy to opt for and the position of the company will fail in the long-term, (Bhasin, 2019). In fact, the customers will look for the better-quality product in the similar price range or a similar type of product at a lower price to cut their costs with an objective of value for money. Seventhly, the monopoly pricing is where firms are positioned as the monopoly leader in the market as they are the only ones offering the specific type of product in the market, which involves less competition and they are the only one determining the price of the product, (Bhasin, 2019). Eighthly, the loss of market share is where the company cannot offer the products or services that customers value because the price is too high, states Bhasin (2019). Therefore, companies opt for standard prices to stay relevant and competitive in the market and in the minds of the customers, which BHF agrees with. Overall, there are three strategic positions no’s 6, 7, and 8 that are uncompetitive as these are the ones where product price is greater than the perceived value in the minds of the customers. This shows that the competitors will offer a higher perceived value of the product for the same price or the lower price of the product for the same perceived value because the market is highly competitive.


With regards to BHF (2020, 2021), their priority is to strive for excellence, and they do this by attracting and retaining the best employees. They achieve this by focusing on nurturing talent, increasing engagement, and maintaining the best operational standards. The BHF established Eploy’s recruitment software during 2009, which streamlined their internal processes, reduced overall costs whilst allowing a proactive resourcing strategy, (BHF, 2021). This led the growth of the organisation and employing more staff. In fact, BHF implemented the same recruitment system across the Retail Directorate to continue cost savings and to provide a unified recruitment and on-boarding process across the organisation, with various volume of roles required across the retail operation, states (BHF, 2021). This shows that BHF are delivering their priorities to support their transition to digital working, to run operations and processes in efficient and cost-effective way and attracting high-quality talent. There is a reduction in utilising agencies as a result. Additionally, BHF updated their careers site to allow candidates to get an understanding of BHF values, the working environment and how everyone is working together in the organisation to reach a collective goal. As a result, this led to various navigation and search engine optimisation measures and direct applications via career’s site, which increased by 40%, states BHF (2021). In future, BHF will integrate Eploy with their ERP system to feed Eploy data and metrics to drive analysis capabilities and add further value to run their operations and processes in efficient and cost-effective way, states BHF (2021). With regards to this, in recognition of these achievements, BHF were honoured at a top recruitment awards ceremony and won the title ‘Most Effective Use of Technology / Online’. This shows how BHF looked to the use of technology, which also included reviewing e-business and performance levels in the organisation. In fact, BHF worked extensively with all users through testing, focus groups and regular user feedback to understand their specific needs from the system, BHF (2021). Finally, BHF decided to implement eploy’s specialist recruitment micro-site / website with back-end database and administration system, (BHF, 2021). 


As a result, due to eploy, BHF’s recruitment website has amassed thousands of applicants, and in the first few months of 2010 where the number of applications has reached more than 1000 a month, (BHF, 2021). Additionally, there has been an increase in hits to the site, with the average candidate viewing 4 pages of the site as opposed to just the jobs page. This shows that the additional information such as office directions, staff blogs and benefit details are relevant. This increased online traffic, the online recruitment to be increased by nearly 50% from 33% to 65% in less than 12 months. In terms of figures, BHF is also benefitting from eploy’s automated email/SMS job alerts system, with approximately 6% of applications coming through this route and 4% being offered employment, (BHF, 2021). As a result, BHF filled more than 80 positions via eploy’s system. Although, the Covid-19 pandemic has brought significant challenges to the BHF (British Heart Foundation, 2020) research community and had a substantial impact on the research and researchers they are funding, and the research-related activities they have agreed to support. Therefore, they are having to make new choices about what they do and how they organise themselves. As a result, BHF is bringing together marketing and engagement functions, which includes all comms and PR, with fundraising team. Overall, BHF (2021) stated by awarding flagship status to projects, they will mobilise resources and research effort behind studies that can improve care and save lives. 


The change and transition process went from the charity comfort zone to referring to corporate and public sector careers sites for inspiration and innovation to try to achieve a new and dynamic user journey (BHF, 2021). By designing a bespoke system with eploy, as opposed to standard edition, BHF (2021) stated that they were able to meet their business needs at low cost and create a more exciting and user-friendly candidate experience, which is considered an achievement by BHF’s annual report. Finally, this involves the longer, better lives for everyone, BHF want everyone’s treatment to be personal to them, want everyone to have access to the best available treatment and care, and want everyone to get physical, psychological, and social support they need. This shows that BHF works with patients and public for better health and care, advocate for and with people affected by heart and circulatory diseases, which develops innovative ways of meeting their needs by listening carefully, working together, to think big. They achieve this by growing support and income, because it is important to invest in life-saving research and innovation, to prevent burden of heart and circulatory diseases from growing to beat heartbreak forever. 


Conclusion:
[bookmark: _Hlk82075984]Q4) There is enough evidence to conclude from BHF (2009-21), Strategies for Influence (2021) and Kaplan (2021) that the success levels of e-business and performance levels are determent by various technological systems and access to people. Similarly, management must establish and implement effective e-business strategies, relevant workforce and skills, plan, implement, and evaluate e-business process. This includes to help with planning, developing, executing, and measuring e-business strategies success levels by improving e-business websites regularly and keep updating. In this process, Strategies by Porter, Kaplan (2021) and the working environment should be considered because the tasks are linked to external factors like customers and partners. Additionally, they should be researched further with regards to how society affects businesses in relation to e-business and its uses and an institutional perspective. Therefore, in terms of PEST(EL) strategy, the organisation must investigate what the economic prospects and inflation rates are, which affect their strategies for the countries that it operates in. Overall, the Ansoff Matrix framework offers options to grow in which market penetration is the least risky of all four and most common in day-to-day business, which contradicts with BHF charity. The 5 P’s shows that the firms must be aware of the culture of the organisation and how that may influence decision-making and behaviour when approaching planning. This approach produces comprehensive plan, where everyone shares a common set of definitions. However, this shows that e-business is in early stages in UK, the effects are yet to be investigated.


Recommendation:
Q5) There is further research recommended by BHF (2009-21), Strategies for Influence (2021) and Kaplan (2021) that whether the performance levels are increased by e-business and whether the e-business strategies attribute to the development of industries. Similarly, further research is needed into security of data and maintaining confidentiality. There is also more research needed for more skills and investment in relevant training programs. This shows that it is important to regularly update systems to maintain benefits, to understand e-business better, and to ensure reliability of data gathered on wider scale.  
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