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Executive summary
The primary purpose of this report is to locate the primary impacts that are imposed upon organisations due to the presence of strategic management in the digital age. it will also locate the strategic analysis of the organisation in implementing necessary processes and procedures that needs to be taken into account. 
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[bookmark: _Toc513189340]Introduction 
An organisation is an epitome of the strategic implications and management procedures that are prevalent in their work procedures. The concept of strategic management refers to the definite formulation of the implementation of the ways by which the designated goals and objectives of the organisations are achieved on behalf of the owners. It is based on the resource considerations along with an assessment regarding the internal and external environment analysis with the help of which the organisation competes.  It is to be noted that, a proper strategic management intervention tends to comprise of the overall directions and instructions that are essentially perceived by the specification of the organisational objectives. Thus, in order to locate the dominant features and perspectives of strategic management, Marks and Spencer has been chosen to proceed with the study. 
In the present day era of civilization, the presence of digital technology has managed to captivate the minds of the business coordinators to a great extent. They thus try to achieve their organisational goals and objectives with the help of digital technology. However, in some cases, it has been found that, the organisations and companies often face strategic challenges that hinder their business activities and business propositions, which ultimately results in market hindrance. 
Therefore, the significance of the report lies in the fact that, it will locate the mitigating processes that are adapted by Marks and Spencer in order to attain customer value proposition in an effective manner. The report will also locate the necessary processes and procedures that need to be taken into consideration in order to further understand the ways by which the company is benefitted and faces problems due to the presence of digital technology in the strategic management processes. 



[bookmark: _Toc513189341]Background of the organisation 
Headquartered in London, Marks and Spencer is one of the major multinational retailer companies. With a FTSE 100 Index, the company has managed to list their name into the London Stock Exchange. The areas of expertise that are provided by Marks and Spencer include clothing, home products along with luxury food products. Furthermore, in its initial existence, established by Thomas Spencer and Michael Marks, the company in the beginning started selling branded goods and products, which are namely Kellogg’s Corn Flakes.  At present, the company has over 980 stores, out of which 620 stores sell only food products. After analyzing the revenue generations of the company, it has been found that, the sales of clothing has decreased to a great extent, whereas, the sales of food products have increased. Furthermore, as per the recent survey, there are over 85,000 employees working under the company and is effectively serving the needs and requirements of their customers across the globe (www.marksandspencer.com, 2018).  






[bookmark: _Toc513189342]Analysis and findings
[bookmark: _Toc513189343]Strategic management process and principles 
The facet of strategic management process implies the defining of the supposed organisational goals and strategies that are propagated by the organisation. It is somewhat also defined as the definite process with the help of which the managers of the organisations tend to make a definite choice in accordance with the set of strategic interventions formulated by them. These strategic interventions enable the managers to achieve better performance. Furthermore, the strategic management process is associated with continuous development and welfare that needs to be formulated within the premises of the organisation. There are four definite steps that tend to help in the identification of the processes and procedures of strategic management into consideration and are as follows:
· The first and foremost step of the process is environmental scanning, which refers to the particular process of collecting, scrutinizing and creating provision for essential information that is required for strategic purposes. It helps in the effective analysis of the internal as well as external factors that influences the tenets of the organisation. 
[image: ]
· The next step is known as strategy formulation, which implies the process of deciding the appropriate course of action required for the attainment of successful outcomes out of the estimated organisational objectives. 
· Implementation of strategy is another major step in the strategic management process. The organisational objectives and strategies that are essentially adopted by the organisation needs to be implemented in an effective manner in order to uphold the success of the business propositions formulated by them. 
· The last and final step of the strategic management process is the evaluation of the strategies. It is to be noted that, after the implementation of the strategic interventions formulated by the organisation, it is important to evaluate the extent to which the organisations have been successful in carrying out the necessary business activities and strategic conventions. 
Apart from this, it is also important to locate the primary principles of strategic management, which helps in the attainment of the necessary processes and procedures that needs to be taken into consideration. They are as follows:
· Focusing on the important aspects of strategic management process
· Leveraging strengths
· Effective communication 
· Raising the energy level
· Attainment of flexibility 
· Investing on the external helps that are provided to the organisations












[bookmark: _Toc513189344]Strategic options available to the organisation 
The company of Marks and Spencer deals with various kinds of products that includes apparels, products related to beauty and food as well. Due to the variety of products in the market, the company needs to face a lot of competition in the market. The company of Marks and Spencer has to face a tough competition from the rivals in the market. Moreover, the company needs to keep up with the trends and changes in the market to compete in the every scenario that the company faces. The company needs take care of the external environment of the company and the factors that affects the company (Drucker, 2017). The company of Marks and Spencer takes utmost care regarding the social, economic and technological aspects that has a direct impact on the company and its sales. The main issue that is affecting the company is the purchase in the online market and the company is not able to have any control over it. The company needs to take care of the changing trends that are related to the apparel sector of the company. The main value of the company is to provide affordability, and services. The main value of the company is on the verge of attack by the competitors of the company (Moy, 2014). However, the main issue is that the company is not able to change its strategies according to the demand of the market. Due to this reason the company is facing the issues of losing the share of profit in the market.
[bookmark: _Toc513189345]Strategic management and the digital age 
The presence of internet and the associated phenomenon in the present day scenario has managed to captivate the authenticity of the value propositions of the organisations. It is changing the ways by which the customers along with the suppliers and companies tend to interact with the creation of huge opportunities (Hirt and Willmott, 2014). The presence of digital technology among the facets of strategic management plays an important role in the promulgation of the necessary processes and procedures that needs to be taken into consideration. Moreover, the definite digital capabilities in strategic management increasingly help in the determination of the fact whether an organisation creates or loses value. Nevertheless, after much assessment, it has been found that, the presence of digital technology and digital age has managed to transform the ways with which the companies tend to interact with their consumers. In the context of retail companies, it has been found that, the traditional barriers to entry has managed to shatter the ease at the extent of which the organisations can effectively create and effectively promote the disruptive technology promulgated by the organisational premises (Laudon and Laudon, 2016). Thus, since, the presence of digital age in the strategic management process needs proper improvement in order to avoid cybercrime approaches. The need for this has further accelerated the emergence of the Big Data as cyber criminals try to steal the definite realms of data that are now captured by most of the organisations. Thus, from this point of view, it can be said that, the existence of digital technology and media and the predominant aspects of strategic management processes are characteristically interlinked. They play an important role in the promulgation of the basic propositions that needs to be undertaken (Nambisan et al. 2017). 














[bookmark: _Toc513189346]Strategic analysis 
[bookmark: _Toc513189347]PEST analysis 
The PEST analysis of Marks and Spencer’s helps to understand the environment that has effects on the company.  

	Factors 
	Analysis 

	Political
	The political factors have affected the company in various ways. The company’s CSR initiative is very popular but the lack of clarity about the laws of the UK government on the issue of energy efficiency scheme that had a negative impact on the company and the initiatives related to the company (Morgan, 2015). However, the company of Marks and Spencer had beneficial aspects through the free trade agreements. Moreover, in the international market, the company has to bear the disadvantage due to the higher cost structure.

	Economic
	The analysis of the economic factors evaluated that the company has a profitable market that has economic stability (Narula, 2016). The market is providing the customers who are interested buy products with quality though the costs are in the higher sides. However, the market that lacks economic stability affects the sales of the company. This is because in the financial crisis scenario those customers are more sensitive towards the price of the products. The trend of the customers in the present scenario is to get deals in the online market that are affordable.

	Social
	The social factor that has effect on the company is due to the baby boomers. These baby boomers are not in the trend and it has lost its position. This not considered as the prime factor in the present scenario. Therefore, the company needs to concentrate on the products that are produced in the organic way.

	Technological
	The factor analysis the areas of technology related to the company. The consumers that are related to the company are very active in the online purchasing. Due to this, the company needs to invest in the technologies that help to maintain the market and attract more customers as well. The company should plan to increase its coverage in the digital market. 



[bookmark: _Toc513189348]Porter’s Five Forces 
The five forces are analyzed to understand the effects it has on the company.
Level of competition: The Company needs to face competition from the rivals in the market. Moreover, the competition in the retail market is in extreme level. This is due to the fact the company is also trying to get in the field of noncore that is creating extra competition for the company.   
Threat of substitutes: The Company is facing low threats in terms of substitutes. This is because there is no direct competition that can overcome the company in the sector of clothing. However, there are threats in the sector of food and the products that belong to other companies can substitute it. 
Threat of new entrants: The Company does not have much threat in regards of new entrants. This is because to establish a business like Marks and Spencer’s, the new entrants need to invest a huge amount of capital. Moreover, it is not easy to establish a business like the company is short span of time.
Bargaining power of buyers: The bargaining power of the customers has a direct impact on the sales of the company. The impact from this factor is very high; there are many options in the market that are available in cheap prices (Toms and Zhang, 2016). The economy of the market as well as the income of the buyers also has impact on the buying power of the customers  
Bargaining power of suppliers: The bargaining power of the suppliers does not have much effect on the company. This is because the company has a huge market and the suppliers want to get associated to the company. Moreover, as the company of Marks and Spencer makes their own products, so the company is not dependent on the suppliers to that extent. 
[bookmark: _Toc513189349]Strategic challenges posed by the digital age 
As per the tenets generated by the business propositions of Marks and Spencer, it can be said that, there are certain parameters based on which the strategic management processes tend to face challenges due to the presence of digital technology and facilities (Baym, 2015). Thus, Marks and Spencer has been reportedly facing an 8% fall in the dotcom sales and their fashion products have been left on the track. It has been evidently found that, the company has unfortunately fallen behind the hurtling place of definite digital development that is essentially undeniable. It is to be noted that, Marks and Spencer has adopted a particular technology strategy, which states the fact that, the registered customers of the company needs to re register and align their necessities and requirements (Barrett et al. 2015). However, after asking the customers regarding this technological strategic, they stated that, the entire process is baffling and they have faced issues during the process. Another major problem that is being faced by the company is the fact that, with the change in the requirements and choices of the customers, the company often is failing to cope up with the changing business needs. It ultimately is resulting in the significant need for talent and skill that needs to be acquired by the employees of the company. Fostering of innovation throughout the premises of the company. With the use of innovative ideas, the company will be able to attain the successful outcomes that have been projected by them. Thus, from this point of view, it can be said that, the digital technologies and strategies that are essentially used by the company Marks and Spencer tends to create strategic challenges, which ultimately hinders the supposed business and market propositions (Darvin, 2016).
[bookmark: _Toc513189350]Mitigating the challenges of strategic management in the digital age 
After assessing the current strategic challenges that are posed by the digital age on Marks and Spencer states the fact that, it is of utmost importance to adopt the necessary processes and procedures that needs to be taken into account. The problem that has been enumerated by the customers of the company tends to state the fact that, the company is failing to maintain and manage the existent projects on a daily basis. Thus, in the viewpoint of Coombs et al. (2015), it is to be noted that, in order to mitigate the issue, it is important to create progress reports in order to track the progression of the project that is taking place. It is also important to increase the estimated budget of the management procedure that is associated with digital technology implementation (Jordan-Meier, 2016). 
Furthermore, in the viewpoint of Gregson et al. (2015), it is to be noted that, in the context of the business propositions formulated by the company, it can be said that, if the digital technology strategy is broken, then it implies that, the managerial authority is not putting their best effort into resolving issue out of it. Thus, it is the responsibility of the mangers to effectively communicate with their employees, so that, they can point out the necessary ways by which the issues and problems can be mitigated in an effective manner. Moreover, with the implementation of the proper and executed strategic plan, Marks and Spencer will be able to obtain the mitigating ways with the help of which, the company will be able to attain successful outcomes. Thus, from this particular assessment, it can be propagated that, the mitigating prospects that are initiated by Marks and Spencer needs to be significantly assessed so as to abide by the levels of customer satisfaction and effective customer retention (Sivarajah et al. 2017). 
[bookmark: _Toc513189351]Creating and enhancing customer value proposition 
The concept of customer value proposition refers to the definite description of the estimated experiences that are used by the target users of the companies. It is realised upon the use of the product along with the purchasing of it. As per the tenets propagated by Marks and Spencer, it can be said that, there are certain ways with the help of which the company tends to create and effectively enhance the customer value proposition. In the viewpoint of Porter and Kramer (2019), it is to be noted that, these enhancements tend to act as an epitome of the necessary processes and procedures that needs to be taken into account. 
The first and foremost step that needs to be taken by Marks and Spencer is the fact that, the company needs to understand the ways by which they can help their customers. Thus, as per commented by Kumar and Reinartz, (2016), it is important for them to gain feedback from their customers through the use of digital platforms.  These include emails, and the use of social media platforms. This will help the company to attain the definite actions and reactions from their customers. The valuable customers tend to receive equal benefits of the products and services, and it is important to initiate such processes. Furthermore, with the identification of the customer segmentation, it will be easy and convenient for Marks and Spencer to adapt the negotiations that needs to be done by them in order to attain effectiveness in their value proposition process. This will also help in the identification of target customers and will get competitive advantage out of it. Therefore, from this point of view, it can be said that, the estimated organisational goals and objectives that are propagated by the company needs to be taken into consideration in order to attain necessary outcomes (Payne et al. 2017).  
[bookmark: _Toc513189352]Stakeholder expectation and organisational purpose 
The expectation of the stakeholders is that the company should maintain transparency. The stakeholders of the company of Marks and Spencer’s wants it to be honest about 5the information and data that the companies makes accessible and the company should adopt the aspect of two way dialogue (Sivalingam, 2018). The stakeholders want to understand all the factors that are related to the aspects of the data and the targets of the company. The stakeholders also want the company to be more open about the company is facing and the strategies that company is adopting to face the issues. The organizational purpose of the company is to get its position back in the market and leadership in the clothing and food sector. The company wants to gain it by concentrating on the factor of quality, appeal and value. The company of Marks and Spencer’s also has the organizational purpose of improving in the aspects of sales of the product.









[bookmark: _Toc513189353]Importance of governance stakeholder mapping 
After identifying the target customers of the company, it has been found that, the stakeholder mapping process tends to play an important role in the promulgation of necessary processes and procedures. Marks and Spencer needs to adapt the significances that are born out of governing the effectiveness of stakeholder mapping, which is prevalent within the premises of the company (Reed and Curzon, 2015). Thus, the estimated importance of stakeholder mapping are as follows:
· The foremost importance of stakeholder mapping in Marks and Spencer lies in the fact that, it helps in the effective identification of the stakeholders, who are also considered the investors of the company. They tend to affect the tenets of the project in varied ways and helps in the identification of the techniques with the help of which successful business propositions can be taken place. 
· Once the propagation of stakeholder mapping has been implemented, it helps in the listing of the necessary stakeholder propositions that needs to be taken into account. With the help of stakeholder mapping, the levels of interest in the company and their levels of influence attains a substantial increase (Chaffin et al. 2014).
· The necessary steps and procedures that are associated with the use of stakeholder mapping, tends to state the fact that, it helps in the effective analysis, identification and prioritisation of the people those are present within the premises of the company. Moreover, it also helps in the assisting of the demonstration of the project requirements and helps in the managing of the communication methods with their stakeholders in an effective manner.
Therefore, from this point of view, it can be said that, the facets of stakeholder mapping that are predominant in the company needs to be effectively assessed in order to associate the current business propositions with that of the aligning of the necessary business activities (Thiry, 2016). 

[bookmark: _Toc513189354]Agency Theory 
In order to associate the definite processes of corporate governance, it is important to understand the Agency theory, which explains the importance of strategic management within the premises of the company (Bosse and Phillips, 2014). However, in the context of Marks and Spencer, it can be said that, the tenets generated by the Agency Theory tends to explain the interrelationship, which is characteristically concerned with the resolving of the problems that tends to exist in definite agency relationships. it is relative of the unaligned goals that are predominant in the company. Furthermore, the concepts and theoretical framework of the Agency Theory is effectively used in order to understand and evaluate the relationships, which are prevalent between definite agents and principals. Thus, it is significant for Marks and Spencer in order to formulate the necessary propositions of the business activities that are carried out by them (Shogren et al. 2017). 
[bookmark: _Toc513189355]Conclusion 
After an extensive assessment, it is important to conclude that, the presence of strategic management processes and the supposed business conventions that are associated with it, needs to be taken into consideration. Moreover, in the context of Marks and Spencer, it can be said that, the necessary market propositions that are essentially derived out of the necessary facets are a manifestation of the proposed mitigation processes. However, the presence of digital technology amongst the organisational premises is an epitome of the total customer value proposition, which helps in enhancing the financial growth in the organisation. The advent of strategic management tends to involve the recognisation of the definite opportunities that are acquired by the organisation in the identification of the threats that might hamper the supposed business growth. The competitive advantage that Marks and Spencer attains due to the presence of strategic management tends to state the fact that, the necessary business and market propositions need to be taken into effective account. 
[bookmark: _Toc513189356]Recommendations 
After the analysis of the necessary market propositions, it can be said that, there are certain recommendations, which needs to be adopted by Marks and Spencer in order to improve the strategic management process that are associated with the processes of strategic management. Thus, the projected recommendations often act as a manifestation of the necessary processes and procedures that needs to be taken into account (Hill et al. 2014). It is the foremost duty of the managers in order to determine the identity of the impact of the issues or challenges that are beyond the comprehensions of the potential energies that are associated with the presence of strategic management. On the other hand, it is also important to note that, as Marks and Spencer already has digital technology present within its premises, it is important for the company to adapt improving methods, which will be beneficial for them. With the attainment of valuable feedback and reviews, the company will be able to evaluate the major areas of issue and the major mitigating methods that need to be implemented. Thus, from this point of view, it can be said that, the supposed recommendations that are to be initiated by the company are relative of the strategic management processes. However, with the implementation of stakeholder mapping, the company will be able to effectively locate their key stakeholders and the idea regarding the definite ways, which will benefit their company (Slack, 2015). 
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