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Executive Summary
Kogan is a portfolio which contains several retail and business services which includes Kogan retail, Kogan marketplace, Kogan Mobile, Kogan Heath, Kogan Insurance, Kogan pet insurance, Kogan Travel and Kogan health. The project aims to present a vast and detailed picture of the organisation including its working environment, competitors along with its canvas strategics and its current standing in the technological and e-commerce field. The aim of this project is to present a fair and accurate representation of the company and what the company does to establish a separate identity from other brands and companies and how it goes about in achieving the said goal or objective. With all that being said ample attention and care has been paid to the major points of the organisation which includes SWOT analysis, life cycle, Porter's five forces, the Cultural Web, SFA, Strategic Groups, Segmentation, Strategic Canvas, Environment, Value Proposition and finally competency and resources. Thus it can summarise that nearly every aspect of the company has been discussed in the project to better understand the working o the company in the market and how it tackles competition. This can help in understanding the company and how it manages to keep itself afloat despite stiff competition.
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[bookmark: _Toc522889154]1. Introduction 
Strategic management is one of the effective management of the policies that involve the formulation as well as an implementation of the major goals within the organisational structure of the organisation. Thus the strategic management is taken by the organisations in order to acquire the high position of the destined goals of the organisation. Therefore the strategic management provides the resources that are helping the organisation in access the internal and external environments of the organisation for the success of the business. In the present project, the strategic management of the company Kopgan.com is discussed.Kogan.com is a small organisation that was established in the year 2006 by Rusian Kogan. The working process of the organisations is consists of retailer and services business for the customers. In the services business, the including are Kogan retailer service, Kogan mobile services, Kogan internet service, Kogan pet insurance services, Kogan health services and Kogan insurance service all over Australia. However, the recently added attributions of travel and life insurance help in developing new aspects for the company to earn more profits. Moreover, the process of Kogan.coms is mainly contributed with the service of online, so that the belonging customers are very much attracted to its services, as they are getting all the services on their doorsteps. Later the acquiring collaboration with Dick Smith Holdings' online services ensures the spreading factor of the company or business policy with the electronics sectors in Australia. Here in this assignment, the procedures of marketing strategies along with allocations of services in an internal and external environment of the company are described more elaborately. However, analysis of implementing certain strategies in the business policy of Kogan.com is also provided in the main finding part of this assignment.
[bookmark: _Toc522889155]2. Main findings 
In this part of the assignment, the implementation of different types of strategic plans upon Kogan.com is being analyzed. Although the assurances of the internal and external environment of the organisation is analysed briefly, though the implementation of beneficial strategies is also being described in this part of the assignment (Cruz and Alley, 2017). 

[bookmark: _Toc522889156]2.1 SWOT 
	Strength 
	Weakness

	· Highly skilled workforce
· Superb performance
· Strong distribution network
· Developing new products and track its record
· Merger and acquisition of integrated complementary firms
· Reliable suppliers
· Consistency due to development of automation facilities
	· Limiting expansion in the adjacent segmentation of products
· Could not tract the challenges from new entrants into the segment
· Delay in work from the research and development sector
· High attrition rate form the workplace
· Requires more funding for investigations

	Opportunities 
	Threats

	· Online channels provide new customers
· Lower inflation rate
· Increase the competitiveness in the market
· Develop new environmental policies
· Stable free cash flow
· Opening a new marketing policy
· Implementing of  innovative technologies into the market
	· Changing consumers buying behaviour 
· Increasing trends towards isolations
· New environmental regulation
· New technological development
· Shortage of skilled employees
· No regular supply of innovative products



The provided SWOT analysis is for Kogan.com that consists of the strengths weakness, opportunities and threats proceed to the organisation. The strengths of the organisations are mainly contributed to the working effects of the number of highly skilled workforces present within the organisations. Due to the assurance of high training and learning programs are allocated for the corresponding number of employees. The reliability working policy of the company into three nations of Australia, New Zealand and the United States helps in providing a strong distribution networking facility for Kogan.com the contest of tracking record facilities for the development of new products or merges of integrated complimentary firms lead to the strengthening offered within the organisations (Končar and Leković, 2016). The weakness of the organisation is mainly contributed to the provinces of comfort ability in business models set up, that limits the expansion of the adjacent segmentation regarding the development of the products. However, kogan.com would not be able to tracts the fast development to its surrounding competitors, that would further provide a loss factor of small markets for Kogan.com. Furthermore, the wasting of time allocations form the company regarding the research and development of certain innovative products on the market, also leads to the development of the weakness of the organisation.
The opportunities are main concerns regarding the attraction of more number of customers from the market. The cause of attracting is due opt the provinces of lower inflation rates upon the products pricing, that helps in providing a dilution factor for the corresponding competitions into the market. Although the innovative appliances and products are providing new environmental policies regarding resist to the effective environmental issues helps in developing an opportunity policy of the organisations (Brooks et al. 2014). The sudden changes in the customer's behaviour for buying the products are treated as the threats to the organisations. The implementation of the new environmental regulations upon the associated environmental aspects also puts impacts upon the procedures followed by the organisations. The provinces of the newly developed technology into the market also provide a treats issues for their organization in order of getting lack attracting from the products into the market.
[bookmark: _Toc522889157]2.2 LIFE CYCLE 
The product's life cycle theory is an economic theory that defines the response of failures in trade policies. The theory suggests in all parts and labour associated with the development of the product, where the product is being invented. There are total five stages associated with the life cycle of the products, such as the introduction, growth, maturity, saturation, and decline. In the introductions part, the general awareness through the advertising policy is being made for the products for identifying the demand it is attracting for the marketing increment. Although the seeking customers used to allocate the products that could provide a number of features in one designed, and further associates of long terms of durability factor (Stark, 2015). At this stage, a low number of competitors are also ensured regarding the development of the product. Then in the next stage, the growth of the products is concerns. That helps in developing demands among the number of consumers regarding attenuations of getting sells more in number. Although for snatching the attraction from a number of customers the competitors used to allocate the same products into the market to earn more profits. This affects puts effective more spending upon the promotional strategy of the advertisement of the product. Then comes the maturity factor, where the related profits margin, the costing factors are all identified in order to grow the companies’ benefits. More effective the allocation of the costing factors are also associated with the products, as the products are being distributed to a number of countries. Then comes the saturation period in which neither increment nor decrement of sales volumes are allocated. Through if applicable a modification is attributed with the needed products to attract a number of customers for getting a market share. The last stage is describing the decline factor is associated, where the consumers will get familiar with the products features and supportive attribution in nations. This also the process is much effective for a number of brands. But in the case of Kogan.com, the procedures much rely upon the fulfilment of the demands for the consumer's supplementary attribution upon the development of the products (Fisher et al. 2016). The costing and other associated factors for delivering the innovative product into the markets are more expensive in regards to the process of time allocated by the company, but the skilled workforce of Kogan.om used to provides less expensive materials with highly reliable and durability factors upon the development of the products. This policy of attributing the costing factors affects the products earns by a number of competitors. Although this process of products life cycle provides a much effective theory for the company because the implementations of the new innovative product in the markets cause a much profit earned by the company.


[bookmark: _Toc522889158]2.3 PORTER'S FIVE FORCES 
Porter's five forces are one of the frameworks of the analysis tools that are using in case of the analysing process of the competition of other rival companies in the context of the business within the business world. The fiver forces of the analysing tool that drives the economic forces of the company in order to achieve profitability within the attractiveness of the company. The Porter's five forces are referred to the microenvironment of the business companies (Dobbs, 2014). The microenvironments of the companies are referred to by the five forces in order to contrast with the macro environment of the company. The five forces are needed within the environment of the company in case of the reassessment process of the marketplace of the company.  The Porter's Five Forces are such as the threat of new entries, the bargaining power of suppliers, bargaining power of buyers, the threat from substitute products and rivalry among the existing players.
· The threat of new entries
The entries of new business companies within the retailer market bring innovation in the market that puts pressure on kongar.com by involving various strategies within their business policies are such as lower pricing of products provide new values to the existing customers of Kogan.com. Therefore the e-commerce company Kogan.com manages to make safeguards of those barriers by involving new as well as innovative services and products within the business strategies (R. Anderson and Ullah, 2014). The new policies and products attract new customers to buy the products of the company and also satisfy the existing customers of the company. The company also builds its capacities and spend money in the development process of the business.
· Bargaining power of suppliers
All the suppliers are buying their raw materials from numerous suppliers. The suppliers are increasing the price of the materials that affect the business of Kogan.com. In that case of the bargaining power of the suppliers the Kogan.com make its effective supply chain that is based on the basis of multiple suppliers. The company also experimenting its product design by using multiple materials to the products through which the company can shift to the other suppliers in case of the growth of the prices of raw materials.

· Bargaining power of buyers
[image: ]
From the above graph it can be observed that MVNO consumers based in Australia are mostly satisfied with the service which they are being offered. Next in line is MSP consumers which still relatively satisfied with the service they receive. This makes the industry in Australia booming and easy for Kogan.com. Buyers of all the business companies are always trying to buy products with the best offer ratings. That bargaining power of the buyers put pressure on the kogan.com. The smaller customer based e-commerce company try to set more powerful business strategy by building the larger base for its customers that help the company to reduce the bargaining power of the buyers (Storey, 2016). The company also brings innovative products to its business and for this; the customers are not seeking discounts.
· The threat from substitute products
The new products or the services of other equal companies are fulfilling the same requirements as the existing products of the colony by offering lower prices. In that case, the company feels pressure due to the existence of the substitute products. The e-commerce company Kogan.com set its service strategies by maintaining the service-oriented process rather than product oriented policies. Therefore the company try to understand the core needs of the consumers and also increases the switching cost of the customers.
· Rivalry among the existing players
The existence of rivalry on the business of the company drives down the producer of the products and also decreases the profitability of the company. The kogan.com operates its retailing industry by sustainable definition of its services and products. Thus the company also build scale in order to compete with the competitor with the better way (Gereffi and Lee, 2016). Furthermore, the Kogan.com tries to collaborate with the companies to increase the market size of the business.
With the implementation of Porter's Five Forces within the workforce of the company Kogan.com, the company can be able to acquire its success within the business world.
[bookmark: _Toc522889159]2.4 PORTER'S VALUE CHAIN
The analysis of Porter's Value chain focuses on the systems as well as activities of the companies in case of providing services to the customers. The value chain allows the customer services as one of the major components of the business of every company rather than the categories of accounting expenses (Campbell and Park, 2017). The primary activities of Porter's Value Chain are such as inbound logistics, operations, outbound logistics, marketing and sales, services, the support activities, procurement, Human Resource Management, technological development and infrastructure.
Inbound logistics
Inbound logistics are the products that the company is purchasing as the raw materials of their products. The company Kogan.Com purchases raw materials from suppliers in order to manufacture the products of the company and also for enhancing the storage system of the company.
Operations
Operations are the day to day activities of the company that are taking place in order to convert the input as well as outputs of the business of the company. The operation of Kogan.com added values to the customers of the company and also convert the purchasing behaviours of customers in positive ways by adding real value to the products of the company.
Outbound logistics
The value chain of the companies is moving towards the outbound logistics after finishing the outputs. The outbound logistics added extra value to the value stages of Kogan.Com and also helps to maintain the lower price policies in the products rather than other companies.
Marketing and sales
Marketing and sales of every company show the overlooked of the business of the companies. In the case of the marketing and sales of Kogan.com, the company can add values in its business and marketing policies to have effective sales pitch and also can be able to reach to the target customers.
Services
Services of the companies are showing the attitude and attributes towards the customers. The kogan.com can offer quality services to its customers by adding values to the services of its products. Thus the adding values of services allow friendly return policies to the services and products of the company that makes the reliability of the existing customer towards the services of the company.
The support activities
The adding values in the products and services increase the activities of the company. The e-commerce company Kogan.com is adding values to its services of products that help the company to increase the activities of the company towards the customer services.
Procurement
Procurement helps in order to know the purchasing and also shows the needs and requirements of the business. Through adding the procurement within the business of Koganm.com the company can negotiate the value of the products of the companies with greater ways. 
Human Resource Management
Human resource management is one of the effective processes through which the management strategies of the companies can be developed to serve better services to the customers. The human resource management strategies help the Kogan.com to take strategic steps to the areas where the development is needed for serving better services to the customers (Ridzwan et al. 2016).
Technological development
Technological development is needed in every business for the betterment of business policies of the components. The Kogan.com try to develop the technologies that are used in the services of the products of the company. With the development of the technologies the company can be able to develop its services and also can be able to develop the productivity of the company. Infrastructure
Infrastructure is one of the basic pillars of every successful business. The Kogan.com added more values by involving the porter's value chain strategies within the infrastructure of the company that helps the company in case of increasing the success of its business.
[bookmark: _Toc522889160]2.5 CULTURAL WEB 
The cultural web is identified into six numbers of interrelated elements that help in making up the patterns or models for the working environment of Kogan.com.by analysing the factors it can easily review the pictures of the culture the company prosecuted (van Hoof and Thiell, 2014). The six elements are:
Stories - this comprises of the past events and the immortalised inner stories of Kogan.com office that perceives good behaviour from the workforces.
Rituals and routines - this ensures the working process in tough times, to find the values of the corresponding management and employees. 
Symbols - the association of the dress codes and provinces of the plush within the offices represents the company’s logo.
Organisational structure - this consists of both the structure that prescribed from the organisational charts and unwritten lines of power that influences for identifying the demands of personnel among the employees.
Control systems- this describes the controllability of an organisation which further include the quality system, financial system and the rewards facilities within the organisations (Paradkar et al. 2015).
Power structures - this determines the real power within the company that involves the senior executives and associated departmental executives that influence in decision making, operations prosecution and strategic directions.
All these six elements are much effective in order to demonstrate the culture attributed within Kogan.com. Moreover, it causes an identification of conflict among the number of employees along with the prosecution of disturbances occurred within the organisations.
[bookmark: _Toc522889161]2.6 SFA 
The use of sales force automation or SFA in the Kogan.com retailer service is a relevantly new concept that owes a new extension in distributive set-ups. Moreover, it is an interesting strategy to study the adaptations process which provides advantages for technologies regarding the supply chain management within the whole organisations. Research indicates that the adaptations of innovative technologies are a vital factor for determining the influence of SFA on the sales cycles of an ongoing business. It is also suggested that the implementation of this SFA policy should also be provided by the salesperson of the company, but in the case of Kogan.com, it is varied in accordance with the customers support executives (Damke Junior et al. 2018). The adaptation of the SFA strategy resists the impacts upon the employees of the company. Statistical analysis reveals that the business without automation will perhaps spend nearly 70% of their times in prosecution of the time management and resource planning. Furthermore, the selling of the products acquires a number of intensive tasks such as scheduling appointments, making the visitors report, follow-ups and updates the opportunities for the business. That further raises the significant gaps between the non-productive tasks and productive action plans.
[bookmark: _Toc522889162]2.7 STRATEGIC GROUP
The concept of the strategic group is used in order to demonstrate the strategic management for a group of companies that collage their working procedures with the industries. Due to the rest of the groups provides the same business models and combinational strategies into the market. This managerial concept is much effective due to the season of providing an urgent support on the requirement for the delivery of products to a number of consumers. Although for the inner factors such as the supply chain or value chain management system, the acts of this strategic group management is much effective in activities (Rainnie, 2016). The supportive attributions regarding the provinces of the support actions during the requirement are usually provided by the associated industries. However, the Kogan.com being a small organisation in Australia, used to attributes its working process in more two other countries, that is New Zealand and the United States. The provinces of supportive attribution of the products are usually conducted with the help of other associated industries overseas. Due to this, the policy or strategy of grouping causes much effective associated regarding earning more profits for the company. Traditionally the provinces of the 4P concerts are perhaps included within the grouping policies that further lead to the legal agreement for contributing the supportive attributions in the marketing process for Kogan.com.
[bookmark: _Toc522889163]2.8 SEGMENTATIONS 
In the case of Kogan.com, customers demographics along with the benefits of the product sought are used as the basis for segmenting the marketing procedure. Among the varied ways of segmentation, this is also a particular way where the customers are being grouped. In the marketing procedures, certain characteristics of the consumers are often used by the companies, like the age, personality, and sex. This variation in obtaining data reveal in prosecuting of a number of elements or objects for marketing (Govindan et al. 2014). For instance, a global company Hailer international used to provide a number of appliances and products for the number of age-wise segmentation. More elaborately, the usability of certain electronic appliances is resisted by the other aged persons, so at differentiation in electronics appliances usability is being determined through this process of segmentation. This helps the company to provide a number of products into the markets that are being differentiated to different ages for having it. Moreover, the allocation of the home decorative appliances is provided for a number teenage female, while the production of trimers is mainly provinces for the male candidates. These variances in the allocation of products lead to the factors of segments in products locations (Bocken et al. 2014). However, within the Kogan.com a portfolio of both services like retailer services and companies own productions are associated, so for earning more profit the application of the segmentation provides a much impactful in the allocation of the strategic effectiveness for the organisations.
The usage of the segmentation policy provides more effective usages in applications, such as
· Market penetrations: that ensures an increment of sales percentages in the present market, in comparison with the competitors.
· Product development: offering newly developed innovative technical products into the market that would be applicable for a certain limited number of certain age limit. This strategy helps in building more number of products into the market as there are varied aged personals are available among the consumers.
· Market development: selling existing products will not provide any profits for the organizations, though a number of competitors are also available in association with the productivity of those products. So the variations in products allocations lead to the development of competitors provinces within the market for associating the best marketing policies (Cross et al. 2015).
· Diversification: moving into a new market with more number of offerings upon the developed product orients a number of consumers, to have a facility for these products.
Although in the procession of caution, certain impactful situations regarding the policy of segmentations are needed to be justified. The cautions are identifiable the requirement of the consumers, viable that helps in earning more profit, marketable and controllable which easily pinpoints the promotional and sales efforts for the product, and stable so that the product will be processed for a long time that includes the associated up gradations and services.
[bookmark: _Toc522889164]2.9 STRATEGIC CANVAS 
It first needs to be understood what the term "Strategic Canvas" means. The strategic canvas is actually a diagnostic tool and a framework of actions developed by W. Chan Kim and Renee Mauborgne. The basic meaning or the fundamental of the tool is to convey the meaning that long-term success does not come from competing in a perfectly competitive marketplace but from creating own brand space and you won identity within the marketplace which is separate from other competitors. As such Kogan is set to aim for such a strategy to help them gain momentum n the market which can increase their profitability and also brand visibility in other major markets? Kogan entered the technological space and market with the aim to make the available technology affordable for the common Australian. This objective has always suited their work ethics as they have been able to supply the available technology at appropriate prices to the common folk of Australia (Kim and Mauborgne, 2014). At the same time, the company has grown immensely in size to include many various products and services into its fold. It has also grown in size to include many services like insurance for pets as well to distinguish itself from other competitors in the e-commerce space and in this competitive marketplace. Ultimately, the strategic canvas serves two purposes, that is, the first being to capture the current plays in a specific market space and to clearly present a picture of where the competition lies that is the points of competition and also a comprehensible look at all the competition investments. The second purpose is to help the users in the action by adjusting the focus from the competition to alternate pathways and from customers to non-customers so as to expand their influence on the market and gain new customers as well as discover new pathways to objectives and goals.
[bookmark: _Toc522889165]2.10 ENVIRONMENT 
As the business and reach of Kogan expand into several different continents and countries is also comes in contact with various different types of environments and societies all of which are not very profitable or the presence of some hurdles on the path to meeting their objective as a company. As such it is important for the company to adjust and evaluate themselves effectively to conduct the smooth operations of the business in the future. For this to happen it is important to look at and examine the PESTEL factors of the organisation so that certain well-informed conclusions can be drawn from it (Lee et al.2016). PESTEL stands for Political Economic Social Technological Environmental Legal, and all these elements come together for a specific conclusion. Since Kogan has retail operations in dozens of countries, the company faces multiple forms of political factors which can be quite challenging to them. It has been observed that certain countries can be on the verge of military intervention which can cause some significant loses to those countries which in turn can ham the profitably of the company like Kogan. At the same time, some countries have unstable and corrupt political systems which can n turn give rise to red tapes and bureaucracy, and these political leaders can interfere in the retail market which can in turn cause loss to Kogan. Thus with a lack of legal framework and also in the absence of legal and intellectual property collection can spell do on the company. However, not every country is like this. There are certain developed countries in which the company is thriving and developing and also expanding its customers beyond the national territories. The economic factors are also an important factor to judge. Economic factors include the economic condition of the country and many developing nations offer a high rate of growth which can help the company grow (Spil et al. 2016). The third factor is the technological factor which includes the advancement of technology. Many competitors of Kogan are now using equally advanced technology and hence Kogan needs to upgrade their sophistication so as to gain an advantage.  The environmental factors reflect the environmental standards of the environment. Factors like water level, climate and pollution levels all are reflected in her. The legal factor is the least important factor in PESTEL analysis which is used in the legal framework and institution of the country. It includes data protection law, copyright law and health laws all of which needs to be followed by the company.
[bookmark: _Toc522889166]2.11 VALUE PROPOSITION
Before discussing the value proposition of Kogan, it needs to be understood what the meaning of Value Proposition is in the first place. Value proposition refers to an innovative product or a service or even a feature in them which is supposed to attract more customers to the brand or to the company itself. So an e-commerce company or even a retailer has immense importance for the value proposition of their products or services as this factor attracts more customers and drives the sales for them. This is the importance of the value proposition. The products or the services sold by Kogan are the key elements in driving the value proposition in the eyes of the customers (Hartmann et al. 2016). But merely providing the demanded goods or services is not the only factor here. Other factor includes pricing strategy, promotions and advertisements discounts when a product is bought in bulk by the customer and also includes free shipping and reward points to its members. Return policies and after sales support is also important in its impact on the value proposition. Thus it is important to drive up the value proposition and it has been done by Kogan too. For instance, Kogan has introduced free shipping no matter what the price of the product is. Along with this facility, they have also introduced same day shipping or overnight shipping which means that the ordered product can reach the customer within twenty-four hours. The company is also few of those companies who have introduced online pet insurance policies under which small premium amounts paid at regular intervals can help the pets and its owners in performing the much needed medical activities in the later stage of the pet's life and also cover the necessary medical expenses and surgical costs. As many Australians do own pet and a sizeable portion of these owners also have second pets, it comes as no surprise that many owners have opted for pet insurance so as o better secure the life of their pet (Payne and Frow, 2014). Another added advantage is that the insurance deed can be done online with the help of net banking which can, in turn, help the owner's in availing of the service anytime and anywhere. Thus the combination of all these facilities and perks of availing of the services can certainly help and drive up the value proposition Kogan and also make it appear more attractive in front of the consumer.
[bookmark: _Toc522889167]2.12 COMPETENCY & RESOURCES
Competency is one of the abilities of business organisations in case of an individual to do the job properly. The competency provides the guidelines of jobs to companies in order to set the behaviours of the companies to evaluate the development of the behaviour of the individual employees. Thus the competence policy helps the business organisation in case of shaping the behaviour of the employees within the workforce of the organization that also help the company in case of increasing the productivity of the company (Irani, 2015).
Resources are the sources of the supply chain management of the companies that provide the information are available within the company to serve better services to the customers. The resources are used in case of developing the origin as well as the distribution process of the companies.  However, the resources are the basis origins that are needed for the business of every company are such as materials, energy, services, staff, knowledge and other assets related to the actions of the companies (Arcilla et al. 2016).
In case of the business of the company Kogan.com, the company uses its basic resources that are the great service, great price and great range within the products that are offering to the customers. The company always try to make the competence on the basis of those resources that the company is following as is basic objects. Therefore the company is trying to shape the behaviour of the individuals on the basis of the better service with better policies and also by offering the better range to its customers and also to its employees (Sinisalo et al. 2015).
[bookmark: _Toc522889168]3.0 Conclusion 
From section 2.1 it can be concluded that the company is strong on several fronts but at the same time it is also limited in some other fronts. There are other opportunities for the company to expand into other territories as well. At the same time from the section 2.3 it can be seen that the porter’s five forces are also a crucial element for the projection of the business and making sure that the business remains successful in the long run. All the five elements of porter has been discussed in detailed manner and an in depth analysis too has been carried out tot make sure that not a single elements gets missed or stepped aside. In section 2.4 one can see the value of the chain proposed by porter and how it ties into the business function. The value is important for the overall development of the company. In section 2.5 the cultural web helps in outlining the work environment of Kogan. From section 2.6 till section 2.12 the focus is on the SFA, resources and value proposition of the business. To conclude it can be said that the strategic management is the effective management policy that the company Kogan.com is using in case of the strategic development of the business of the company. Therefore the strategic management helps the company in case of shaping the organisational behaviours by involving various strategies within the business activities of the company. In case of the strategic management of the company, the company is using the various analysis process to analyse the marketing position of the company in case of the customer services are such as Porter's five forces, swot analysis, Porter's value chain management and so on. Thus, from the Porter’s five forces it can be concluded that the five mentioned elements while playing a crucial role in the success probability of the business. While the mentioned elements may seem to encompass all, it should still be noted that these do not form the entirety of the strategic management and there are still other elements like SWOT which will also be discussed. The SWOT analysis helps the company to analyse the strength, weakness, threats, and opportunities of the company in case of taking business actions. The Porter's Five Forces help in order to find out the forces that may increase as well as also can decrease the business actions of the company. Thus the Porter’s Value Chain involves strategic actions within the organisational structure of the company to develop the business of the company. Thus from SWOT analysis one can conclude some strengths and weaknesses of the company and also any available opportunities for such. Furthermore, there are also other strategies that help in the case of shaping the organisational activities are such as value proposition, environment, competency and resources. Those resources help in the case of the development of the business of the company Kogan.com. In addition, it can be added that there are recommendations within the project that helps in order to take further development within the business actions of the company with effective way. The strategic development process of business actions helps the company to acquire its destined success with more flexibility.
[bookmark: _Toc522889169]3.1 Recommendation 
From the section 2.1 the recommendation would be to work on threats and weaknesses along with the expansion of the business. Furthermore, the recommendation which could be drawn from the conclusion of 2.3 that the consideration of Porter’s five forces is important and these five along with section 2.4 which includes the value chain all needs to be considered before framing of further plans or sets of actions. The recommendation which can be drawn from the section 2.5 is that the organisation needs to create a more friendly and approachable work environment along with the use of transparent and polite work ethics. For the rest of the sections it would be important to focus on the value and the proposition which a single customer brings into the business and to tie in Porter’s elements to increase the level of proposition. In this assignment regarding the strategic management, the essential factors that provide the growth and development of an organisation which are in compliance with the Porter’s five forces are going to be recommended for further expansion of the business. From the conclusion it can be seen that Porter’s five forces are in pay here and recommendations would be based on the SWOT analysis of the firm which also comes into the play here. All those are going to be analysed. The implementation of the strategies helps in providing a better workforce for the organisational development. Moreover, it might be recommended than advanced training and development for the employees should be provided so that the employees should have an idea regarding the latest and newly developed technologies available within the market. However, the codes upon dressing styles and processing of cultures should be maintained within the organisations. That helps in resisting the conflicts cause among the employees. Furthermore, the application of the surrounding impacts should also be avoided by the organizations regarding the growth and development of the main organisations. This implementation of the processing factors helps in developing a new reputation among the number of customers it processed. Although the services of fast delivery and development of products should also be recommended, as though the demands for the increasing populations is also increasing day by day. If there in case cause an impact upon the strategy of implementing policies then the prosecution of the productivity would also get hampers to some extent. Further recommendations is for generating more skilled employees among the research and development sectors of the organisations, so that the innovative implementations the last development devices or appliances would help in earning more profits for the organisations. Due to the reason that most of the companies used to seek for providing a customer friendly appliances into the market and in return earns more profits.


[bookmark: _Toc522889170][bookmark: _GoBack]Reference 
Cruz, J. and Alley, C., 2017. An analysis of how future investors and small financial institutions in New Zealand can avoid the effect of double taxation on corporate profits.
Končar, J. and Leković, S., 2016. The Role of Retail Strategy in the Development and Efficiency of Business on the Global Electronic Market. Strategic Management, 21(4), pp.22-28.
Brooks, G., Heffner, A. and Henderson, D., 2014. A SWOT analysis of competitive knowledge from social media for a small start-up business. The Review of Business Information Systems (Online), 18(1), p.23.
Stark, J., 2015. Product lifecycle management. In Product Lifecycle Management (Volume 1) (pp. 1-29). Springer, Cham.
Fisher, G., Kotha, S. and Lahiri, A., 2016. Changing with the times: An integrated view of identity, legitimacy, and new venture life cycles. Academy of Management Review, 41(3), pp.383-409.
E. Dobbs, M., 2014. Guidelines for applying Porter's five forces framework: a set of industry analysis templates. Competitiveness Review, 24(1), pp.32-45.
Campbell, J.M. and Park, J., 2017. Extending the resource-based view: Effects of strategic orientation toward community on small business performance. Journal of Retailing and Consumer Services, 34, pp.302-308.
Utami, R.M. and Lantu, D.C., 2014. Development competitiveness model for small-medium enterprises among the creative industry in bandung. Procedia-Social and Behavioral Sciences, 115, pp.305-323.
Gereffi, G. and Lee, J., 2016. Economic and social upgrading in global value chains and industrial clusters: Why governance matters. Journal of Business Ethics, 133(1), pp.25-38.
Govindan, K., Kaliyan, M., Kannan, D. and Haq, A.N., 2014. Barriers analysis for green supply chain management implementation in Indian industries using analytic hierarchy process. International Journal of Production Economics, 147, pp.555-568.
van Hoof, B. and Thiell, M., 2014. Collaboration capacity for sustainable supply chain management: small and medium-sized enterprises in Mexico. Journal of Cleaner Production, 67, pp.239-248.
E. Dobbs, M., 2014. Guidelines for applying Porter's five forces framework: a set of industry analysis templates. Competitiveness Review, 24(1), pp.32-45.
Irani, L., 2015. The cultural work of microwork. New Media & Society, 17(5), pp.720-739.
Goodenow, R.K., 2018. From Occupation to Cultural and Social Responsibility in Philippine and Puerto Rican Business Education: A First-Stage Historical Research Perspective. In Meeting Expectations in Management Education (pp. 27-42). Palgrave Macmillan, Cham
Arcilla, M.J.B., Baltazar, D.C.V., Ng, H.A.J., Obillo, M.N. and Santiago, M.A.S., 2016. Sales force automation for decision support. International Journal of Innovation, Management and Technology, 7(4), p.137.
Sinisalo, J., Karjaluoto, H. and Saraniemi, S., 2015. Barriers to the use of mobile sales force automation systems: a salesperson’s perspective. Journal of Systems and Information Technology, 17(2), pp.121-140.
Damke Junior, E., Gimenez, F.A.P. and Damke, J.F.W., 2018. Strategic configurations and performance: a study in micro and small business retailers. RAUSP Management Journal, 53(1), pp.11-22.
Lee, S.H., Yoon, S.H., Chang, S.H., Kim, H.J. and Bae, I.S., 2016. A Study on the Effect of Aligning with Management Strategy and Strategic Performance Management on Firms Performance in Medium and Small Firms. Journal of Digital Convergence, 14(1), pp.99-119.
Rainnie, A., 2016. Industrial relations in small firms: Small isn't beautiful. Routledge.
Cross, J.C., Belich, T.J. and Rudelius, W., 2015. How marketing managers use market segmentation: An exploratory study. In Proceedings of the 1990 Academy of Marketing Science (AMS) Annual Conference (pp. 531-536). Springer, Cham.
Spil, T.A., Effing, R. and Both, M.P., 2016, September. Enable, engage and evaluate: introducing the 3E social media strategy canvas based on the european airline industry. In Conference on e-Business, e-Services and e-Society (pp. 15-30). Springer, Cham. 
Kim, W.C. and Mauborgne, R.A., 2014. Blue ocean strategy, expanded edition: How to create uncontested market space and make the competition irrelevant. Harvard business review Press.
Brunswicker, S. and Vanhaverbeke, W., 2015. Open innovation in small and medium‐sized enterprises (SMEs): External knowledge sourcing strategies and internal organizational facilitators. Journal of Small Business Management, 53(4), pp.1241-1263.
Storey, D.J., 2016. Understanding the small business sector. Routledge.
Payne, A. and Frow, P., 2014. Developing superior value propositions: a strategic marketing imperative. Journal of Service Management, 25(2), pp.213-227.
Bocken, N.M., Short, S.W., Rana, P. and Evans, S., 2014. A literature and practice review to develop sustainable business model archetypes. Journal of cleaner production, 65, pp.42-56.
Hartmann, P.M., Zaki, M., Feldmann, N. and Neely, A., 2016. Capturing value from big data–a taxonomy of data-driven business models used by start-up firms. International Journal of Operations & Production Management, 36(10), pp.1382-1406.
Ridzwan, R., Muhammad, N.M.N. and Rahman, A.A.A., 2016. Resources, Social Network Competence and Youth Entrepreneur Success: A Proposed Framework. International Journal of Academic Research in Business and Social Sciences, 6(12), pp.469-480.
R. Anderson, A. and Ullah, F., 2014. The condition of smallness: How what it means to be small deters firms from getting bigger. Management Decision, 52(2), pp.326-349.
Paradkar, A., Knight, J. and Hansen, P., 2015. Innovation in start-ups: Ideas filling the void or ideas devoid of resources and capabilities?. Technovation, 41, pp.1-10.



image1.png
95 Acstralan ki phone sers 14+

REEEEEREE

5%

o705

2w 287

Moble serviceprovidr satstacton and atifudes

225% 211 L
T%450%
L Y " e
lam

TOTHL Setstas Grmsacert Prsepront

MO Consumers

B s iy

Large SP Consumers





