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[bookmark: _Toc120797982]Executive Summary

[bookmark: _GoBack]Corporate level strategy is an essential aspect to organisational growth, direction and ultimately to ensure that the organisation is in a state of ‘consistent realignment’ to its purpose and vision; as time, societal, economic and technological landscapes evolve. This is particularly important as an overarching corporate level strategy should form the bedrock of all the detailed organisational planning, prioritisation and delivery activities. 
The global pandemic fundamentally altered the way in which businesses operated overnight; businesses were forced to shut down and (where possible) allow staff to work from home, all in an attempt to stem the spread of the COVID19 virus. This detrimental change resulted in failure for many organisations whose cash reserves were not enough to survive moreover were slow to adapt to the changing landscape that subsequently impacted almost all of the components of PESTEL. 
Post COVID, businesses find themselves having to re-strategize thus having an inherent strategic challenge in regard to how they operate as a business in a new socially conscious hybrid working world. For consultancy organisations like ours, we need to re-think how do we maintain the personal relationships with our customers when we/they are no longer present on-site? how we deliver innovative customer care to meet/exceed customer expectations? How we they ensure any proposed strategies are successful/how are they measured (employee retention, customer satisfaction and business growth)? Moreover, how we do this in a world where sustainability is now forefront of companies and governments agendas meaning the traditional strategies are immediately outdated.
This report will outline how our company can adapt to a new world we have inherited from the backdrop of a global pandemic; moreover provide strategy to plan, deliver, govern in a new era of business operation and service delivery.   




[bookmark: _Toc120797983]Introduction
The COVID pandemic caused a macro-economic cultural shift almost overnight. This presents a new and modern business problem where strategy planning and delivery is needed to overcome the obstacles associated with significant remote working changes and (with equal importance) addressing the increasing pressure on UK businesses to conform to the governments high priority net-zero strategy.
The Government has policies “for decarbonising all sectors of the UK economy to meet our net-zero target by 2050” (Gov.uk, 2022) and there is an increasing call for the government to “supporting UK businesses to meet their net-zero commitments” and to “increase awareness of net zero and empower businesses to make green choices” (Government Net-Zero Strategy, Oct 2021).
Our company therefore requires a strategic overhaul whilst ensuring we operate a business that exceeds client expectations, it’s now a real problem that our business has suddenly entered an irreversible ‘new world’ that needs a ‘new way’ of doing business. 
Firstly, we need to realise that we need to create the micro-economic climate for change; this can be done through using the initial 3 steps in Kotter’s 8 Step Change Management Model - we will explore this in more detail later but it is important we need to advocate the need for reformed strategy in-accordance with Kotters second and third steps (Appendix A). 
Using Kotters steps in conjunction with a PESTEL Analysis (Appendix B) we can see evidence within the industry of past organisational failure should emergent threats and macro-economic changes not be correctly assessed, our strategy would subsequently evolve alongside sociable, economic and technological changes. 
Once of the most well-known examples of a company failing to implement this and to adapt is that of the failed media giant Blockbuster who were once regarded as a giant in their industry; whilst being a recognisable and reputable brand they were not good at strategic management. Blockbuster once had a great reputation and had the delivery vehicle for continued success but ultimately the lack of strategic vision regarding sociological shifts in viewing habits towards digital media, lack of technical innovation nor realising the macro-economic environmental changes (i.e. ‘horizon-scanning’) orbiting the company are likely to have significantly contributed to their downfall. 
 “A new survey finds that responses to COVID-19 have speeded the adoption of digital technologies by several years, during the pandemic, consumers have moved dramatically toward online channels, and companies and industries have responded in turn” (mckinsey.com, 2020).
Our organisation provides ICT consultancy to private and public sector bodies and as a result the marketplace is soaring with opportunities, we need to develop strategies that enable us to use our core assets (people) in order to secure new business and as-such needs robust strategies to ensure we provide excellent customer care, moreover continue to secure new business – leading to profitable growth.  
The Ansoff Growth Matrix can be used to indicate our current market position and as such our position on Appendix C indicates that our company provides existing products to new customers that span a diverse portfolio clients; our position illustrates that our organisation offers new products/services (such as the growing need for Security as a Service (SaaS)) that is within our gift but highlights we operate in the more riskier segments which emphasised the need for investment into the underpinning strategies (Appendix C) to align growth to strategy. 
[bookmark: _Toc120797984]Planning the Strategy – Planning Enablers & Toolsets
“Strategy can be defined as a long-range plan for achieving something or reaching a goal, or the skill of making such plans” (dictionary.cambridge.org, 2022). We can use the principals taught by Michael Porters who describes strategy as setting out what is the ‘end state’, understanding how a company is unique and how that translates into an advantage. Therefore, our company should use Porters definition that strategy needs to be de-linked to other goals and objectives that managers need to think about, importantly not to get lost in detailed steps without having a defined ‘end state’.
Kotter’s 8 Step Change Management Model must be used to combat and pre-conceived stigma that strategy relates to pompous or archaic processes.  
We need to ‘develop a vision for change’ and ‘communicate the vision’ to all employees, we need to support a shift from these traditional views and agree that successful strategy is about continual refinement and adaptability. 
Strategies can have different timescales associated, we should mitigate against the risks of inflexible and non-relevant corporate strategy by implementing a ‘layered-system’ of different strategies over the short – long term, included within will be the considerations of timescales between profitability and non-profitability. To achieve this initial step, our organisation can use the ‘5 step strategy planning framework’ to identify sources of uncertainly and to subsequently anticipate scenarios which in-turn enables strategies to mitigate against risk and future sudden changes imposed on us through external factors.
Learning from the Pandemic, we need to ensure adequate planning focuses on high probability scenarios which (as a risk-based approach) can support minimise the downside and areas of uncertainly. We need to ensure that it takes a combination of cross discipline executives to drive strategy.
To achieve this, we can look at our sector and understand how vulnerable we are to a future ‘sudden’ change of industry ‘general change’ and subsequently plan to proactively combat external factors. 
An additional strategy for consideration is Mintzberg's 5 Ps of strategy, this can help us with the initial changes and strategic setup.
Leading businesses and industries make use of five-to-10-year strategic plans as a key resource for sustaining a company’s vision, market-share growth, brand equity, employee and product/service effectiveness, profitability, and stakeholder satisfaction. They understand that the true value of long-term planning lies within the ability to remain relevant and strategic. They understand that change is inevitable and manageable (Forbes, 2020).
We can use the ‘plan’ and ‘ploy’ components of Mintzberg's 5 Ps of strategy to create an overarching strategy for our organisation – we will therefore set a 10 year long term plan that sets out the ‘end state’ in accordance with Porters definition. The ‘perspectives’ segment of Mintzberg's strategy can be used to establish an Integrated Medium Term Plan (IMTP) whilst the flexibility should be handed over to the sub divisions/departments to execute their 12-month annual plan that links into the IMTP and ultimately back into the long term strategy (as part of a 2 way process/communication flow).

[bookmark: _Toc120797985]Setting the Strategy
It’s important as an organisation we have a long-term plan defined as it sets out the end-state/target for the decade, we can establish IMTP’s that can subsequently act as strategic ‘checkpoints’ along the way, our people and customers would be at the heart of long-term planning. 
We ensure that all business changes, enhancements, suggestions and proposals map into an item listed on the 12-month plan and then the IMTP. This is to ensure that all changes map/correlate into the 10-year plan and the business doesn’t inadvertently head down a ‘side-road’. Flexibility is the key component but the overarching strategy (10-year & IMTP) ensures that the direction is always maintained.
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Using Mintzberg's ‘plan strategy’, our organisation should set a plan to act as the top level strategy covering the entire organisation and will contain enough detail so that it can be handed to the individual business units to subsequently take and layer-in their respective delivery plans. 
The structure of the 10-year plan will be important as it should contain enough detail to govern and provides clear parameters for subsequent delivery sub-units to act within but importantly will not contain low-level/line-by-line steps/detail as this will take autonomy away from the multiple business divisions that need flexibility to create their detailed plans themselves, as they are more close to the mechanics ‘on-the-ground’ and not the executive team.
The way businesses operate has changed significantly since the global pandemic hit early 2020. Businesses have started to realise a new world has emerged but many are still evolving moreover understanding what it actually means to operate and work in a hybrid way that differs significantly within industry. 
As a result, our organisation is finding we are too having to make an ‘instant switch’ to the way we serve clients but we are uniquely positioned to capitalise on the new world given our people strength and so are organisational success. But we must not become complacent, as there is a real risk our model would become outdated – quickly. We need to realise that our organisation needs to set a balance, spending more time working remotely but provide key enablers to continue to ensure we provide first-class consultancy services to our clients. To dovetail into this, sustainability remains a big priority; our business will need to have a long-term plan to drive that focus.  We need to equip out employees with the skills and knowledge to make contributions to our net-zero targets whilst ensuring we continue to operate a viable, relevant and profitable company. 
We need to use the unique levers at our disposal to re-structure and re-define the macro-economic factors that have changed so dramatically over the past 2.5 years. To achieve this, our organisation will create a long-term plan spanning 10 years. This will set an overarching company strategy that is based on us becoming a people-centric organisation, investing heavily on staff, sustainability moreover putting the customer in the forefront of organisational planning:
· Become a NET ZERO company by 2050 
· Overarching hybrid working strategy for employees to work in a new working pattern; invest in remote working technologies
· Measurements of Customer Satisfaction
· Continual improvements in staff career advances, reduction in staff turnover – measured by balanced scorecards
· Organic and Profitable Growth
Underpinning the abovementioned long term objectives would be the establishment of a unique set of values and standards, they will underpin the ethical operation of the business, set how we engage, support and manage our clients. These values and standards would be engraved in the DNA of our company and act as the blueprint for any business changes – they would be unique to us and therefore provide competitive advantage against rivals.
Earlier we explored the Ansoff Growth Matrix; there are further opportunities to set long-term strategic growth by the acquisition of smaller organisations that fulfil roles in our organisations wider group - such as the need to re-organise to meet our new sustainability targets. This is a new and growing field and therefore presents opportunities to achieve our sustainability and corporate social targets/responsibilities. 
Acquisitions in this area would support ‘diversification’ strategies as we will not only be able to use the new expertise ‘in-house’ but will subsequently be able to offer this new consultancy to customers and therefore enter new markets (by selling new products and services to a new customer base). By executing this, our position on the Ansoff Growth Matrix would change as indicated in Appendix D.  
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We mitigate against risk of a one size fits all single strategy by breaking our company down into business and capability divisions. Whilst these link in with an overarching strategy, the business/capability divisions have the flexibility to tailor the IMTP’s so they fit, moreover are achievable based on the country and clients that fall within. The IMTP will therefore act as the ‘glue’ between the overarching long-term plan and that of the detailed annual plans.
The resource-based view or RBV is a strategy to understand the elements of the business for a long-term competitive advantage. To have an edge over the competition, organisations should look into the potential of the company’s internal resource pool rather than seeking the external competitive environment (Saviom.com, 2022)
Building upon the tool-sets in the previous section; we should plan how we implement strategic change in accordance with our organisational strengths, Porters Framework for competitive advantage indicates organisations should understand their unique leverages that they have to ultimately obtain a competitive advantage over rivals. I believe that our organisation need to understand and recognise that people are our biggest asset and we should therefore recognise that RBV strategy is relevant for us as we will need to demonstrate our competitive advantage between other companies with similar revenues and costs.
If competition is fierce, we need to use RBV to demonstrate to potential clients that our organisation has a people advantage but that in-turn presents a new problem – how do we attract/retain talent if individuals can work from home, therefore removing the geographical recruitment barriers that have previously been in-play within the consultancy industry. To combat this, using RBV, we should set a people strategy to govern our competitive advantage in our people power. 
We have over 360,000 employees in our organisation; our strategic direction is defined from within the organisation, we are one of the largest IT consultancy firms in the world and as such recognise that a one-size-fits all approach should be treated cautiously due to the differences in regions, cultures, clients and geographical reach. To mitigate against this, our company will break down into business and capability divisions. Whilst these link in with an overarching strategy, the business/capability divisions have the flexibility to tailor the IMTP’s so they fit, moreover are achievable based on the country and clients that fall within. 
[bookmark: _Toc120797988]Retaining Talent
Clearly, the success of achieving our new long-term strategy relies on our internal resource, if candidates can work predominately from home we need to internally ensure we build into IMTPs the need to develop and retain staff and mitigate against them moving on or looking elsewhere.
Research published by Wiley Edge found that company culture suffered in almost two-thirds of UK businesses as a result of high staff turnover. The report revealed 23% have noticed company culture deviate from the stated mission and values moreover that poor retention rates can turn into a vicious cycle where culture gets destabilised and results in employees choosing to leave (Peoplemanagement.co.uk, 2022).
In order to delight our customers, the IMTP plans will have people at the heart. We will therefore now provide a flexible approach to where, when and how we sell and deliver our services, supporting:
1. Our People: More flexibility to balance individual/personal needs and preferences with work, supporting diversity and inclusion
2. Our Clients: working with clients to agree best ways of using hybrid delivery models, providing them and our people with greater flexibility additionally complementing clients own hybrid arrangements
3. Our Business: Supports our business goals, including sustainability and growth, whilst ensuring we attract, grow and retain our talent.
Due to the amount of people we employ, we need to ensure our business (as a collective) stays on the same course; without this, it is impossible to improve customer care and is why IMTPs will focus on the above 3 areas. IMTP’s will empower subsequent departments to define their own 12-month plans; such as staff to work within their own areas of autonomy as agreed with their line manager.
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The departmental strategies should act as the detail delivery vehicle for the IMTPs mentioned in the previous section. This is where team managers would be empowered to work with their respective employees (these conversations are too detailed for the higher level strategies) but all focus on a strategic change/shift to delight customers. Deriving from the IMTP, Appendix H gives examples of the responsibilities of departmental leads that will form part of their respective 12-month annual plans. 
An example of where a departmental plan could impact corporate strategy is by undertaking a pilot/test a new working policy where selected members of staff are able to work from overseas; this can give staff more flexibility around holiday and travelling whilst still being contactable and being able to undertake work tasks. Feedback from the testing of this approach can feed into the IMTP item mentioned in the previous section relating to “Our People” which (if successful) could eventually feed into corporate strategy.
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Our organisation should embrace change moreover understand that (as part of PESTEL) it’s inevitable. Again, our strategic direction is defined from within the organisation, given our organisational size we need to recognise that a one-size-fits all approach should be treated cautiously due to the differences in regions, cultures and clients. 
[image: ]
This is why it is recommended that the abovementioned long term plan is set by corporate, but regions need to have flexibility to drive the mechanics within based on their unique attributes.
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McKinseys Staircases to growth strategy highlights that the world’s best growth companies do it through increasing revenue of roughly 25% a year and achieve it through ‘step’ change/increments at a time, each bringing options and new capabilities. McKinseys describes this as a strategy where organisations are not “zigzagging all over the place but a distinctive pattern or "footprint" in the form of a staircase of manageable steps” (mckinsey.com, 1996).
This is clearly a strong, reliable and tried-and-tested strategy that has seen some of the worlds most iconic brands see profitable growth.
“At The Coca-Cola Company, our long-term targets consist of solid revenue growth of 4% to 6%, strong operating leverage driving 6% to 8% operating income growth” (coca-cola.com (2022).
As an organisation, we should be a believer in organic growth. As mentioned earlier, our customers are now operating in a digital environment and some have been forced to adopt digital technologies post-pandemic almost over-night. Taking McKinseys strategy into consideration, our people strategy should contain steps to organically grow our organisation, ensuring we have the right people, moreover we retain them. Like the Coca-Cola example above where the ‘staircase’ strategy is being adopted; it would fit in well with our organisation as it enables growth but de-risks organisations investing too heavily in services/products that become outdated quickly therefore having to write-off the significant investment. It’s also an important strategy to mitigate against over-trading when revenue is less than capital required to produce products and services nor having the order book in place to fund growth. 
That said, innovation often comes from taking big risks, if Steve Jobs adopted the ‘staircase strategy’; you could argue if Apple and Tesla would have transformed their industries through the creation of their innovated products, however by taking on bold risks has substantial downsides for in relation to the ramification of potential failure. Our organisation can use the ‘staircase’ strategy to ensure that our company’s strategies are based on organic, profitable and responsible/sustainable growth as described in the next section.   
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As part of our long term plan – specifically building on the people component, we need to foster an organisation that empowers human social responsibility.  Whilst the organisation should continue to support its charitable causes we can make it clear that we empower staff to support causes that important in their family communities.
The Chartered Financial Analyst (CFA) Institute is an ambassador for the term Environmental, Social, and corporate Governance (ESG).
An ESG analysis has become increasingly important for investment professionals and is used as a reference to gain a fuller understanding of the companies in which they invest (Chartered Financial Analyst (CFA) Institute, 2022). 
We need our people managers to practice ‘inclusive leadership’ as this will be a key component to retaining our key asset – our people. Our company should differentiate from the competition by promoting social responsibility, understanding it’s a balancing act between people, the community and organisation; it’s about understanding what is important to people and to members of their communities. 
We need to ensure our leadership team to understand how they lead organisations they care about, moreover keep the human component central. Our leadership team would need to be trained to understand this and specifically ensuring their social conscious must now take more of a central stage of company strategy.
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The association for project management describes change management as “the overarching approach taken in an organisation to move from the current to a future desirable state using a coordinated and structured approach. It is needed to ensure continued business relevance, offers the best potential for delivering new results/capabilities and importantly embedding the change” (apg.org, 2022).
We plan on introducing strategic fundamental changes, in order to achieve our long-term plan we need to embed change management processes. As part of 12-month plans, departmental managers will have a defined process to follow that ‘controls’ the rate of change that’s introduced to the business but importantly ensures the correct strategic course of direction. We will continue to operate ‘Change Approval Boards’ (CAB’s) but it is recommended they are ‘re-pointed’ at the various new strategies – to ensure conformance. It is recommended CABs involve key stakeholders signing off and subsequently approving every changes before they are made live; these can be anything from a small system change to large scale business transformations but ultimately the boards control the approval to ensure changes don’t over-lap, the correct people are engaged and the support community are in a position to support the change once the delivery phase is complete.
An important factor to the success in governing 12-month plans would be change leadership. Ultimately change leadership differs as it’s about inspiring the vision and is subsequently links the change execution with strategy; and tactical deployment management with operation strategy; the result being that change leadership has responsibility for the ultimate realisation of the expected strategic benefits. We believe Kotter’s 8 Step Change Management Model is a good representation of how this can be achieved. 
It is absolute paramount that all the independent changes being approved each week conform to the overarching business direction. Without having a ‘strategic control mechanism’ in place, the array of changes can quickly start to ‘divert the ship off course’. 
Those in leadership positions within organisations need to ensure that CAB changes indeed conform to the organisations strategic direction and that’s where we will use Kotters 8 step Change Management Model. This model can be used to provide the ‘linkage’ between the tactical day-to-day managerial work and that of the executives’ vision - the important steps due to this are numbers 3, 4, 7 & 8. 
The failed media giant blockbuster could have harnessed this framework to ensure that ‘on the ground’ managers were linked into the overall company direction. The company failed to innovate and that’s what ultimately led to their downfall but it was clear that they didn’t effectively use steps 1, 3, 4 and 5 – if blockbuster had a clear vision, communicated it successfully, removed obstacles then it may have fostered innovation within the organisation that ‘could’ have been well placed to take advantage of the digital media boom. 
“Corporate governance is the system of rules, practices and processes by which a company is directed and controlled. Corporate governance ensures that businesses have appropriate decision-making processes and controls in place to achieve objectives” (Chartered Governance Institute UK & Ireland, 2022).
Following on from CGI’s definition; governance will provides the framework, processes and infrastructure to improve the quality of decisions, outputs and outcomes that map into long term strategic plans. 
Governance should be applied at multiple levels. All projects and programmes will need to confirm to agreed ‘gate-criteria’ over their respective delivery life-cycles; this ensures that the ‘end state’ (whether it’s a new product or service) conforms to the original requirements moreover delivers to on time, at/under the desired cost and to the appropriate quality and is a control that will enable us to deliver the outputs and services our clients desire.  Our new governance model will be a protective mechanism that ensures the organisation is aligned to overall strategy; it can be implemented through as a series of checkpoints and (as long as the criteria is defined within) it can help managers by removing ambiguity, reducing risk and ensuring their product is still/always viable/aligned to what the overall/initial client ‘ask’ was.
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With reference to PESTEL/Appendix B and in relation to the work adapted from Johnson and Scholes (2011) in Appendix F we can see that our organisations ‘remote environmental’ segment relates to our ability to successfully incorporate a continuous review of external orbiting businesses risks moreover mitigate against any emerging external threats.
In relation to Appendix F, technology companies like ours operate in a ‘dynamic’ environment; where legislation can (at very short notice) significantly alter / hinder the growth of an organisation; political stability would provide assurances here. Take Huawei products in America, the PESTEL ‘political’ forces came into effect where the organisation was banned from deploying its operating system within the country due to its company origins in China. Additionally, there are now significant regulations coming into force that impact social media companies in the UK – this will again drive companies to continually adapt to the PESTEL forces that externally orbit a given company. 
Due to these external risks, it will be important that we establish a central risk planning team to ensure that top-level strategy reflects the changing dynamics of our macro-economic environment. This team will be responsible for horizon-scanning emerging risks and presenting them to the corporate board, the toolsets/reports they will use are in Appendix G but the output of the board can then filter down into respective IMTPs. 
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Our organisation was not immune to the impact of COVID, many clients scaled back their digital transformation programmes in a way to save their own internal costs due to their sudden drop in revenue. However, what transpired is that the organisations started to inherit ‘technical debt’ as a result. We see evidence in the industry in regards to large-scale digital transformation programmes being initiated to combat this technical debt; moreover to make better use of digital channels to drive additional sales and revenue. Organisation planning has also shifted onto mitigation against dealing with similar situation in future such as another pandemic or global event that has an immediate sales impact. Nowadays, other IT companies are tendering for the sheer amount of work but the land-scape has changed significantly given employees expect remote/hybrid working build into their contracts as part of an enhanced work-life-balance. 
Due to this change in technological, economic, sociable macro-economic factors; organisations were suddenly forced to change their business model and to heavily focus on re-creating business models that were fully sustainable should another pandemic occur. Being in consultancy, we do not have physical assets in the form of goods or products, our revenue is based upon invoicing for our ‘peoples-time’ and as such need to ensure we have the people to serve our clients, with more opportunities opening in the market we need to ensure we have the correct skills mix, moreover set our self aside from the competition which is to become a ‘people centric’ organisation that focuses on the recruitment and retention – without this, it would be impossible to deliver excellent innovated customer care thus enter a spiral of downhill business regression.
That’s why the strategies listed within each layered strategy is focused on ‘people’; without having the umbrella of a dedicated long-term plan the more detailed strategies have no relevance or direction and we run the risk of being irrelevant in an extremely fast paced industry thus inherit the same fate as made.com who recently went into administration, confirming their “existing world vanished and their business could not survive in its current iteration; they could not pivot fast enough to survive” (BBC News, 2022).
With our global workforce, we can certainly harness the ‘blue ocean’ strategy to design our future direction, having so much talent can yield significant advantages with entrepreneurial talent. The ‘blue ocean’ strategy is apparent in the way we have designed the respective strategies in this report, thinking how we use our best assets, develop them and reward through progression and promotion. 
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We need to be constantly mindful that there is significant completion in the marketplace. Being in technology a-lot of the ‘Five Forces’ policies come into play; there are a vast number of other consultancy agencies (competitive rivalry), the threat of substitution is great and traits are shared with other organisations regarding buyer and supplier powers. 
Our main rival is IBM who are one of the largest IT Consultancy organisations in the world, however they are firm in not offering flexible working as standard “the ability to work remotely will depend on the job you'll be doing and the makeup of your team, some teams need to work on-site due to the nature of the project” (IBM, 2022).
Our IMTP’s provide the vehicle for our workforce to work remotely, whilst linking into our long term plans, this gives us a competitive advantage over IBM. This competitive advantage is in relation to a recognition that people are our biggest asset and what enables profitable growth, we have ‘overall differentiation’ that defines/manages career advances through mentorship schemes, accreditation processes and mature career paths and this subsequently enables individuals to be trained in the areas that serve our client (whilst always enabling ‘fresh’ opportunities for training, growth and advancement). Through delighting our clients are we able to recruit, grow and retain staff. This gives us an advantageous between other companies with similar revenues and similar costs in the consultancy industry.
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The aforementioned governance strategies will control the communication and business change between the above blue process cycles, this will ensure a two directional communication process where executives can clearly articulate the vision and seek departmental buy-in (green arrow) and alignment to the direction (Klotters principals) however the cycle also promotes reporting from departmental level into the corporate function (red arrow) to ensure that the realities/operations on-the-ground are also considered and factored into the higher strategic levels.  However, our environment is one of constant change, advancement and innovation – this is why the ‘Blue Ocean’ strategy must be considered to ensure we continue to remain relevant in the marketplace; therefore mitigating against the risks associated with the Five Forces and importantly put customers at the heart/centre of our company. 
The IMTPs focus on being an employee centric company where we subsequently achieve:
· Value employees and give them autonomy to work remotely, offering 100% home based roles -  providing the space to come together if wanted or needed
· Remove status quo of 9-5 onsite
· Empower departmental mangers to recognise and encourage entrepreneurial talent within their teams
If we take the success of Apple, they clearly adopted the Blue Ocean strategy from the outset; ticking all of the components within the ‘Six Paths’ segmentations. Steve Jobs famously quoted ‘consumers don’t know what they want till we show them’ and is a good example of a company dominating one of the strategies moreover making a complete success of it.   
The abovementioned recommendations will enable us to also adopt a ‘blue sky’ strategy to redefine the traditional status quo and subsequently delight our clients and attract/retain talent; offering 100% home based roles will allow us to recruit from a larger candidate pool as we no longer need to  recruit locally for role and therefore choose national best talent rather than localised recruitment approaches, offering better work-life-balances are at the forefront of our new organisational strategy.
Porters Framework for competitive advantage indicates organisations should understand their unique leverages that they have to ultimately obtain a competitive advantage over rivals. My organisations competitive differentiation is that we have a unique set of values and standards that put people at centre of the company.
The Strategy Clock is a useful graphical representation of how an organisation could see themselves plotted on a chart to compare against rivals. Even though the strategy clock is a useful tool it is recognised that its one-dimensional and therefore it will be used alongside other more detailed analysis tools, such as the IMTP balanced scorecards to drive a continual review and alignment of organisational strategy.  
If we implemented the recommendations based on the strategies discussed, we would see our place change on the strategy clock change from position A to B on Appendix E giving our organisation focused differentiation in regards to our people strategy; overtime we would need to ‘layer-on’ different data-points to view any ‘changes’ and spot trends.
Companies create culture, from bottom to top and vice-versa. It is important to ensure succession planning given leaders of today anticipate what next leadership generation will have and want, strategies in this document enable succession planning as the framework enables a continual review cycle to ensure they don’t become obsolete, this could happy if the organisation operates on a single annual strategy that takes 3 months each year to define, moreover doesn’t give any detail how its achieved – this goes against Klotters principals which our ‘layered-approach’ (12 month -> IMTP -> Long Term strategy) is based on. If we did not have a corporate strategy, moreover ensure it’s continually adapted, refined and updated; the organisation would not be able to build upon the company’s identity nor build on historic strengths and embark on areas of further opportunity. We need to philosophise - if we can ‘predict it’, can we ‘shape it’ and can we ‘survive it’, there is no universal formula across all markets, products, services so it’s down to us to shape our own destiny and ensure continued profitable business success. 
[bookmark: _Toc120797997]Appendix

[bookmark: _Toc120797998]Appendix A – Klotters 8-Step Change Model
John Kotters created an 8-step change management process that was originally designed to ensure change professionals (such as Managers) have created an environment to enable successful change. It is based on the observation of several successful and unsuccessful change initiatives and subsequently provides a framework / sequence for organisational change initiatives through steps 1-8.   
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      Image from Linkedin.com, 2021

[bookmark: _Toc120797999]Appendix B – PESTEL Overview
A PESTEL analysis can be used as a strategic tool to analyse the remote environment of a given organisation. It can be used to assess, plan and mitigate against risk from external factors and/or forces and subsequently is a tool-set that enables an organisation to form a risk-based view of the orbiting factors that might impact a new business and/or industry
The acronym stands from: Political, Economic, Social, Technological, Environmental and Legal factors. 
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The Ansoff Growth Matrix can be used to indicate our current market position.
Any business that wants to grow and continue to find success will likely need to expand its strategy by focusing on growth models. Many organizations can grow their business by either expanding their offerings or entering new markets, although other ways are described in the Ansoff Matrix. This matrix helps businesses access risk and understand the advantages of their growth strategy (Indeed, 2022).

[image: ]

[bookmark: _Toc120798001]Appendix D – Ansoff Growth Matrix (Potential Shift)
Our long-term strategy for acquisitions should be modelled on the Virgin Group, here they act as a united front to expand the trusted brand; moreover expand into new business territory using its reputable alias (Diversification). Virgin mobile capitalises on their brand awareness and piggybanks off the Vodafone network to sell ‘Virgin Mobile’ to consumers that are bought into the Virgin brand experience. Our organisation can look into the acquisition of sustainability experts who can set us measures and help us create balanced scorecards to measure success (the delivery vehicle would be detailed annual plans). The acquisitions will form part of our organisation but (like the Virgin group) we will compartmentalise them to ensure they are independent/different commercial entities but assume the trading name as our organisation. This protects the group from any downside in the economy as one organisations is subsequently not able to bring down the entire group (as part of a domino effect) given they are all isolated/different/compartmentalised organisations. 
An example being ‘Climate Partner’ who offer organisations the ability to “explore how they can measure, reduce and offset emissions; as-well as embed a holistic climate action strategy” (ClimatePartner.com, 2022).
Appendix C contains a representation of our organisational ‘current’ projection onto the Ansoff Growth Matrix, Appendix D indicates the opportunities for new acquisitions of sustainable growth organisations. 


[image: ]
[bookmark: _Toc120798002]Appendix E – Our Position on the Strategy Clock
Bowman's Strategy Clock is a comprehensive and easy to use strategy tool that provides options for positioning within a market based around price and perceived value. It's commonly used in conjunction with tools such as the Ansoff Matrix and can be seen as an alternative or extension to Porter's Generic Strategies (getlucidity.com, 2022). 
If we implemented the recommendations based on the strategies within this report, our organisation would subsequently see our place change on the strategy clock change from position A to B.
[image: ]
[bookmark: _Toc120798003]Appendix F - Dimensions of the External Environment


Appendix F is a representation of the three dimensions of the external business environment and is adapted from Johnson and Scholes (2011).
[image: ]

[bookmark: _Toc120798004]Appendix G – Corporate Risk Planning Toolsets
SWOT can be used as a corporate planning tool to identify, assess and plan organisational strategy relating to internal/external forces and can be subsequently used as a forward-thinking tool. The SOAR tool focuses on the vision and methodologies to achieve this, these tools complement each other; when combined the tool-sets can be used as a ‘collaborative planning system’. 
Whereas SWOT could identify the organisational internal strengths the SOAR tool could support by taking the strengths and defining the vision and the ‘how’ organisational goals can be achieved by using them. Our companies’ new risk planning function/team will subsequently take our organisational strengths & weaknesses and create a balanced-scorecard to agree with the business the key indicators that can be used to ensure we are aligned to our overarching strategy; it provided ‘early’ indication for any deviances and early warning for management intervention. An example of a performance indicator that is linked to the long-term plan would be to ensure single person car travel millage across the company is reducing per year.  

[bookmark: _Toc120798005]Appendix H – Annual/12-Month Departmental Plans
Departmental strategies act as the detail delivery vehicle for the IMTPs, this appendix gives examples of the responsibilities of departmental leads that will form part of their respective 12-month annual plans. Our long term plans focus on a commitment to a sustainable future, a positive and influential working culture all whilst proving staff with the tools to delight customers in a new micro-economical workplace. We can achieve this by incorporating the following into annual plans: 
·  Team leads to be given a framework to support employees’ transition into a hybrid working pattern; only at this level would managers be able to assess individuals on a case-by-case basis. 
· Team members all have options for additional home-working equipment
· Sustainability awareness training rolled out to all employees
· Need for travel regularly reviewed
· Support offered to enable travel to local offices
· Connected days available to physically meet as a team
· Once a month client or team face-to-face meetings 
· All team members supplied with a Volunteering/CSR day for a charity of their choice.
· All projects/changes have client satisfaction surveys built in, emerging trends reported
· Balanced scorecards established for departmental deliverables to measure if we are meeting client commitments, used as a method to track progress
· Sustainability training is completed by each employee, tracking of reduction of employee business travel
· Training for all staff how to run effective remote meetings
· Pilot changes to lead industry change regarding a new 4 day compressed working week (much like the earlier referred to example of a ’overseas working’ pilot/trial); the outcome of 4 day working week tests can be reported into IMTP’s that could eventually influence corporate strategy.     
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