




                      	
	Module
	BMSW 6104 Strategic Management for SMEs

	Student Name
	Navila Hassan

	Student Number
	1711167

	Task
	Report









Contents
Introduction	1
NISA’s Current SM Process	1
Understanding the Business Environment	3
PESTEL Analysis	4
Micro Environment Analysis	6
Internal Analysis	9
Stakeholder Analysis	10
The Importance of Stakeholder Management Strategy	13
Strategic Choices	13
VIRO Framework	13
The corporate strategy	15
The key findings	16
Recommendation	18
References	20



BMSW6104 Strategic Management for SMEs





[bookmark: _Toc57183776]Introduction 
The report is produced with an extensive focus of strategic management principals and its application on Small and Medium-sized Enterprise (SME). Strategic Management Process (SMP) is the general management responsibility to identify a course of action that harmonised with the firm’s environmental forces. These responses contribute to determining the unexpected business threat to maintaining the continued success of the firm (Ansoff, 1984). SMEs are the independent businesses in various formed such as small techs to local shop. These businesses run with different infrastructure than large enterprises; however very influential in generating economic growth. One such company is NISA, also known as the corner shop selling groceries and general goods, mainly in residential areas. Originated in 1977 in the United Kingdom (UK) NISA (National Independent Supermarket Association) retail strategy is to supports independent retailers to build and grow their business (NISA, 2020). Their business evolution has ensured the prosperity in thousands of local independent retailers hence make NISA the perfect example of SME. 
[bookmark: _Toc57183777]NISA’s Current SM Process
Lynch (2018) identifies, a firm’s SM process begins by defining its mission to understand the overall purposes of their business existence. NISA’s mission is to be the partner of choices for independent retailers and wholesalers. NISA established their business with an interesting business model to create a brand image. NISA’s brand is more than just a name or visual appearance; it mainly represents the services associated in offering full support that an independent retailer needs to build and grow their business. Since then the company have been evolving through partnership SME segmented grocery retailers. Unlike many businesses NISA’s mission are not represented as the formed of statement giving a brief description of the core purpose. Having a clearly communicated mission statement is significant in creating consensus for business stakeholders who are served by it and has interest in the company. However, NISA’s executive decision makers focused on creating a more action-oriented objectives the specific measurable targets that are set up to evaluating the achievement of the firm’s mission.  
It is evident that the company’s executive decision- making process is influenced by the layer of managerial roles.  The team consists of retail development officer, regional manager, fresh food development managers and store development manager who are responsible for presenting conscious judgment and choices.  
NISA’s objectives and strategic goal that broadly explain their plan to the retailer partners, employees, and suppliers are described below: 
1) Develop customer-focused business schemas- They have flexible trading opportunities that are consist of tailor-made business schemas to accommodate individual retailer demographic demand and personal preferences. The concepts are designed in considering competitions and emerging trends. This gives the retailers operate under the NISA brand the confidence and assurance to survive and grow in the highly competitive grocery marketplace.  
2) Educate Partner- NISA’s business movement heavily relays on the retail partners’ ability to utilise the information and services to set up their store. NISA take full responsibility to educate the retail partners to ensure that they have solid knowledge and understanding about NISA’s unique business protocol and system. NISA facilitate step by step guidance through a comprehensive support management team for ongoing mentoring, training and coaching.
3) Develop retail-focused team- From business launched to customer support employees are the main resources for NISA to connect with their customer. Therefore, creating a retail-focused team from operational to strategic level is significant for the band survival. For this to happen, the NISA’s managerial support system consists of a complete support package to its employee that provides a bespoke staff training facility. 
4) Coopetition as a growth strategy- Coopetition is used to support business performance through cooperating with competition (Morris et al. 2007).  In 2018 Nisa collaborated with the Co-operative that completed its acquisition of Nisa Retail Limited. Coopetiting with the industry-leading substitute, the company aims to enhanced NISA partners’ trading capabilities with access to competitive prices and greater promotions channel. 
5) Digitalised Innovation – To meet, the customers' expectation and demand in the rapid technology development era NISA has been innovating through digitalised solutions. Their commercial operation, both instore and online are simplified through EPOS (Electronic Point of Sale) and the OCS (Order Capture System) platform (NISA, Retail   Limited, 2020). 


NISA’s strategy is identified as the planned strategy. The formal authority is central to creating corporate objectives that are coherent with the company's available resources (Mintzberg, 1978).  Nisa is a £1.45 billion turnover company operating almost 4,000 stores through 1,400 partners. This achievement is the result of honest and innovative strategic managerial techniques in selecting SMART (Specific, Manageable, Attainable, Relevant, Time Base) objectives that aligned with the company’s mission (CIMA, 2014). 
NISA has been in the SME partner for over forty years. The biggest challenges most business faces are to sustaining this success against competitors and uncertain circumstances (Morris et al. 2007). Considering business environment that is surrounded by a group of individuals, entities and other factors that may challenge the performance, growth and even survival of the business. Jonshe et al. (2019) explain the distinct characteristics of strategy exploration. These include analysing the organisation’s position in the external environments both in macro and industry sector as well if the activities are fulfilling the stakeholder expectation. For this purpose, the report will apply varieties of tools and approaches to understand the efficiency of NISA’s current strategic position. Based on the finding, the report will conclude with a recommendation to enhanced NISA’s overall SMP. 
[bookmark: _Toc57183778]Understanding the Business Environment 
Its business environment heavily influences organisation functions; therefore, environmental understanding helps business to recognise qualitative information that can be used to help decision-makers to think more strategically (Capon, 2009). Environmental Scanning (ES) is one such system that allows an organisation to better understand its environments. It is an information gathering processes to systematically explore the nature and changes in that environment.  It is inevitable for an organisation not to be affected by its external environment; however, this information can help an organisation to better examine the orientation of the external and internal environment. Through the ES process organisation is able to make a decision in considering the influences of the external environment to validate the merit of current implemented activities initiated through the internal forces. Therefore, for the purpose of NISA’s strategy development process, the scanning will include identifying the threat and opportunities, trends and changes in the existing environment. To broaden the thinking, this will also include evaluating the internal operating environments to facilitate the identification of the supportive or less supportive components. The following diagram will demonstrate the application of an ideal ES process that can support a successful strategic direction (Thinking Futures, 2009).
                  Business Environment 



Table 1: Environmental Scanning
The ES diagram demonstrates a significant detail to achieve a more strategic focus plan. A company need to look beyond its organisation by diving into the industry and the global trends. These aspects are identified as the external environment. The two distinct forms of the external environments are the micro and macro environments that are represented as a different set of entities and external forces. The components of these environments are numerous and complex, even in some circumstances, can be unpredictable.  There is a huge possibility that this unpredictability can disrupt an organization's work and influences on the progression or survival of the organisation. Therefore, detailed knowledge of the external environments is important. For this purpose, a PESTEL analysis will be conducted to examine the microenvironment and Porter five forces for the microenvironment (Muscalu, Iancu and Halmaghi, 2016). 
[bookmark: _Toc57183779]PESTEL Analysis 
The efficiency of PESTEL relays in its acronym. This acronym represents all the elements to support the concepts of looking at the industry as a whole (Kroon, 1995). Also, these aspects of a business environment cannot be controlled by the organisation. Therefore, conducting PESTE analysis is significant in understanding the macro-environment in measuring NISA’s current strategic position. A macro-environment refers to the border condition of a business environment that shaped through national and international societies. In general, the macro-environment reflects the market system as a whole; this includes the influences from government, Gross Domestic Product (GDP), government, economic policies etc.                        
Political: The political factors influencing the UK SME are the law and decisions resulting from the government. These components are related to political stability, corporate taxation, business rate etc. For example, the Brexit plan. Following the Brexit NISA will face changes in the trading laws with the European countries. Recently NISA has acknowledged their suppliers’ exceptional level of services into their business (Nisa Retail Limited, 2020). However, the Brexit finalisation could result in losing international suppliers, product shipping rate and losing business partners due to the related impact on the European immigration system (Soffer, 2020). 
Economic: The economic factors are the fundamental data relating to the market and the business outsider economy. The economic factors influencing NISA may include inflation, employee wages, customer spending, governmental activities etc. For example, focusing on employment, the current technological intervention has changed the current job market giving job seekers with different possibilities and career route. These changes can impact NISA to sources its business partners and employee as people are more independent in terms of making career choices (Frontier Issues, 2017).
Social: The social factors mainly refer to the leaving style and culture aspects of a business location (Heather, 2010). NISA identified its customers’ speeding lifestyle that has evolved with the availability of similar products and services. Therefore, the company has made an effort in stepping up from the traditional retail facilitation. NISA is now well facilitated with an informative website and interactive social media blogging. However, as online shopping has become more preferable than the physical one, the aspect of online shopping experience is still not available at NISA. This factor could influence on obstructive NISA’s customer demand, thus losing revenue (Frontier Issues, 2017).
Technological: Technological factors are mostly related to technological innovations with the power of internet sources. This aspect introduces to new trends and customers’ buying behaviour as well as company ability in the mass-market analysis. In the case of NISA, their online, operational strategy incorporates unique offering embracing the technological demand. This includes allowing customer to locate their product in their nearest store. The marketing aspects also visible in Nisa has utilised the social media, search engine and emailing platform to reach out to its potential customer. 
Legal: The legal factor influencing SMEs grocery industry are the law and regulation made by the government. It provides guidelines that every business need to abide by.This includes abiding with employment law, health and safety regulation, consumer rights etc. (Heather, 2010). 
Environmental: Environmental factors are the influences of the weather and climate changes. These factors can largely affect the growth and harvest of crops, fruits and vegetables. This can cause issues with supply chain influencing pricing for consumers.  Therefore, grocery SMEs like NISA can highly be affected by these factors.
The table demonstrates the PESTLE analysis of NISAs macro environments  that could possibly affect NISAs growth within the SME grocery industry:
[image: ]
Table 2. PESTEL findings. 
[bookmark: _Toc57183780]Micro Environment Analysis 
The micro-environment refers to those elements of the environment that composed within the industry such as the competitors, customer, industry structure etc. These elements have direct links on a firm’s regular operation; therefore, they can interrupt the company’s performance. Thus, with micro-environment analysis company can have a clear insight on the industries market factors affecting opportunities and causing threats. Porter’s five forces are one of the powerful tools to have a clear view of a company’s competitive position within the industry. This tool examines the most dominant five important factors refers to the forces. Analysing these forces can determine a company’s competitive within the company is working in ( Blythe, 2013)These forces are described below considering NISA’s current performances: 

[image: ]
Diagram1: Porter’s 5 Forces Model
     Sources: (Porter, 2008)
Threat of new entrant: Company that are emerging in the marketplace influences the competitive environment of existing companies. The high threat to entry refers to its ability to attract more customer with its businesses model, thus affecting the profitability of the others in the industry (Porter, 2008). However, high barriers to new entrants make it difficult for a new company to enter a market. The national and local government’s interest in supporting SMEs significantly lower the entry barriers due to lower setting up cost, available grant funds and support (HM Treasry, 2018).  This place NISA partners at a high risk to its new entrants. 
Customer power: The power of customers/ buyers refers to the extent of strong position they hold. Company’s risks to this situation are mainly being pressurised by customers to lower prices or demand improved quality. Nisa as the corner stores are easily accessible by a local customer within the walking distances.This makes the NISA best choices for customer who avoid using transport. However, all the mainstream retailer such as Tesco, Aldi, Lidle etc.  Also have their sub-branches similar to NISA (Retail Think Tank, 2018). Porter (1998) explains the extent to which customers can influence the business relay on factors such as the increased in the number of similar providers with less product differentiation and low switching cost for the customer. This placed NISA’s with high customer power. 
Threat of Substitutes: Substitute company provides similar product or services targeting the same customer group. The level of customer demand decides the level of threat company are likely to face (Grundy, 2006). The number of grocery supermarkets continues to rise in the UK. Along with the big players (Tesco, Asda, Sainbyries and Morrison), most independent supermarkets have increased the grocery industry market share (Statista, 2020). Due to high customer demand, the threat from substitutes is medium for NISA partners. 
Supplier Power: Supplier power linked to the suppliers' ability to increase prices, limiting quality, or decrease the production they will sell. Business face with powerful suppliers is more likely to increase their investment in the product and services. Nisa relay on a mix production ranges to collect its complete selling items. This includes its own-label products line though its heritage along with  Co-op own brands (SCCG, 2020). Their in-house manufacturing capability can reduce the pressure from possible supplier power in term of outsourcing their good and materials.  
Competitor power: This is the most significant factor, therefore, remained in the centre of the model. These forces examine the intensity of the competition in the market place. The number of competitors and the quality of their work influences the rivalry level the most. By analysing the previous four forces, it is clear that the SMEs grocery industry is thriving with a growing number of interested individuals. Thus, the competitors' power is also high for NISA to maintain its competitive advancement. Below table summarised the findings from the five forces: 
[image: ]
Table 3. Porter’s five forces findings
[bookmark: _Toc57183781]Internal Analysis
Any strategic plan, big or small, long or short term can not succeed without knowing its internal environment. This refers to business's internal possession encompassing an organisation's culture, resources, employees behaviour, work process, leadership and management practice. The strength and weakness of these internal elements can hugely be responsible for the achievement or failure of an organisation's strategic goal. Therefore, it is significant to understand the factors that can support and energises the plan, factors that need improvement or elimination (Messala, 2015). For this,  in this section, a SWOT analysis will be implemented. SWOT is the acronym of Strengths, Weaknesses, Opportunities and  Threats (CIMA, 2008). 
[image: ]
Diagram 2: SWOT planning.
Below a critical assessment of NISA's organisational context are described: 
Strength: These are the areas that organisation do well and even better than its rivals. For instance, NISA's, effort in maintaining a healthy relationship with its customer demonstrated through its phrasing, considering customer as the NISA partners. Their overall attitude towards its customers distinguishes the company from the other competitors and can be regarded as their unique selling point.
Weakness: A SOWT can only be valuable when company are honest about their deficiencies or weakness. Knowing these features will give relevant information in order to implement the right improvement plan and avoiding practice that is not beneficial. For example, comparing to the overall industry retailers, the online shopping experience is absence from NISA. Due to the increasing popularity of online shopping, this deficiency is a big shortcoming for NISA, therefore, considered as the weakness (Meesala, 2015).
Opportunities: Opportunities are the openings or changes that arise from the outside of the organisation. Company's ability to take advantage of the situation can increase organisation's competitiveness. The growing interest of the grocery market in the SME industry is an opportunity for NISA to extend its market growth. However, discovering the opportunity does not add value. NISA's organisational resource management need to support the financial aspect to exploit this opportunity,
Threat: Threat refers to anythings that negatively influence the business. They are associated from outside sources such as a shift in the market requirement, new competitors etc. For NISA the evolving technology and unpredictability in customer buying behaviour hold significant threat. Thinking about these threats can help NISA to take action against them. 
Below is NISA’s advanced SOWT analysis table: 
[image: ]
Table 4: Advance SWOT findings. 
[bookmark: _Toc57183782]Stakeholder Analysis
Stakeholders are any group of people who are influences by the operations of an organisation in both a positive and negative manner. In the past, individual with financial investment only been given exclusive prioritisation to maximise their financial return (CIMA, 2014). The stakeholder theory argues that as these group or individual have the power to affect business; therefore, the interest of all stakeholder should be considered. For the purpose of developing successful strategic planning for NISA, a Stakeholder Analysis (SA) would be into this strategic planning journey.  SA is the process in identifying the key stakeholders, recognising their interest and their ability to fulfil the organisation's objectives (Freeman, Wicks and Parmer, 2004).
According to Bryson (2004), there are techniques that can be utilised for an organised SA. Stakeholder mapping is one good technique that provides decision-makers with information about the right people and their level of power that influences the project/ objective. The process is described below:  
Identification potential stakeholders - In the strategic planning process; it is essential to identify the key stakeholders to maximise the values of the potential strategy. Therefore the first stage of the SA mapping begins by assessing each stakeholder’s expectation and the possible influences they can make to achieve a sustainable approach. Depending on individual position stakeholders are classified into two categories internal (e.g. all level of management and employees) and (e.g. customers, competitors, suppliers, etc.) external ( Customer, suppliers, competitors, investor, government, etc.) stakeholders.
At this point in this report, comprehensive background of both internal and external stakeholders has been understood during the whole environmental scanning process (Mendelow,1991). Below table explain the role and responsibility of NISA’s each stakeholder and how their interest can be involved to create a sustainable strategy. 

[image: ]

Table 5. NISA’s stakeholders Identification

However, there is a distinction between these two categories refers to the primary and secondary stakeholders. Based on their power (that is defined by individual position) and the extent of influence (that is determined by their level of interaction with the outer environment) (CIMA, 2014). Therefore, once the relevant stakeholders been identified, it is ideal to categorise all the stakeholders based on their power, interest and influences. To achieve this, the power-interest grid is a technique to identify each stakeholder’s accurate position.  The grid is demonstrated below: 


[image: A picture containing calendar

Description automatically generated] Diagram 3: Power Interest grid

Completing the grid demonstrates a clear assessment of each stakeholder’s varying power. This categorisation can be used to develop a strategy for effective stakeholders management.  For example, high power and high-interest stakeholders need to be informed in a regular base whereas it’s not necessary for  low power and low-interest stakeholders to be communicated and engaged in a regular manner (Friedman and Miles, 2006) The same grid can be used to identify the level of effort and awareness each group need to be given:

[image: ]
        Diagram 4:   Grid to determine the effort level.                        

[bookmark: _Toc57183783]The Importance of Stakeholder Management Strategy 
Every business has its own role to play in terms of managing a sound relationship with its stakeholders. Good business ethic involves organisation taking responsibility to address the concern of all stakeholders and acknowledge their interest appropriately. The stakeholder management plan requires a cautious awareness of each group’s uniques information need at the various stages of the strategy development process.  This will save time and budget as only the right person would be contacted without having to engage the entire team. In terms of working with outer entities, a proper strategy can address any harms and risks that may arise from corporate activities. This can save the business to avoid any potential conflicts (legal, environmental, regulatory, etc.) and over budgeting to develop a positive corporate brand reputation (Matuleviciene and Stravinskiene, 2015).
[bookmark: _Toc57183784]Strategic Choices 
Evaluating NISA’S current strategies, objectives and mission together with a mix of tools and techniques provided the basis for generating and feasibility of choosing alternative strategies. Selecting alternatives should determine the course of action that enable incremental steps to forward the firm form its current position to its most desired future state. Every business’s strategies formulation run through multiple levels of management authorities refers as business- level and corporate level strategies.
Busines-level strategies are framed by middle management. Their strategic options are related to activities that will promote competitive advantages and enhance the overall performance in the marketplace. According to Porter (1998), product differentiation and cost- leadership are the two most effective option to focus on for the business-level strategy. The information form the SWOT analysis is used to evaluate the merit of NISA’s strongest strength and opportunities. A number of techniques are suitable; some are described below: 
[bookmark: _Toc57183785]VIRO Framework 
The VIRO model is created considering the Valuable, Rarity, Imitability and Organised aspect of the available resources, both tactical and row materials. It is an analytical technique for evaluating company’s current resources. The advance SOWT table demonstrates NISA’s ability to support its business partners as one of their main strength. The facilities NISA hold is the advantage customer-centric support system. With VIRO the necessity and competitive implication of this strength will be assessed considering the following aspects:
Valuebility: The valuebility aspect define the worthiness of the resources that can be measured by its effectivity and the production cost. For example, if NISA’s production cost for designing a flexible business model is higher than the expected profit, then company cannot effort to have this resource. However, NISA managed to attract its independent retail partner through this their flexible model, therefore add a value to the business (Banks, 2020). 
Rarity: Being resourceful in managing partnership with customer is a top priority for similar NISA aline SMEs. However, this desired also depend on the unique competencies and expertise to make that desired into reality this allowing NISA to extend its business growth in neighbourhood areas. 
Inimitability: The imitable aspect looks at the possibility of resource duplication or creating substitutes by other companies. With enough money and time, any ideas can be imitated. However, NISA invests its effort to minimise the imitability through maintaining the quality of the resource (Grant, Butler and Murray, 2014).
Organise: It the previous aspects are positive then the organise aspect is necessary to make the best uses of the resource. Nisa’s management system and culture seem to support the maintenance of this resource (Banks, 2020). 
[image: Vrio Analysis - 2]
Diagram 5. VIRO Model (Source: Bhasin, 2020).
[image: ]
Table 6. NISA’s VIRO assessment. 
[bookmark: _Toc57183786]The corporate strategy 
NISA partnering with more than 2,500 independent retailers and also the acquisition from Co-op in 2008 placed NISA Retail Limited as the multi-business company. Corporate strategy is necessary to manage a multi-business enterprise successfully. It involves upper-level decision-maker to look across all the owing businesses to determine how they fit together, impact each other to border stability and expansion (Green, 1994). A different type of techniques is available among BCG Growth-Share Matrix is one for corporate portfolio analysis. The matrix is created in placing the resources in four categories as to ranking the product and services with the highest profit potential and allocating them accordingly (Lynch, 2018). It is described below:
[image: ]
 Diagram 6:  BCG Matrix Source: (Professional Academy, ND).
Star: Stars are the resources with a high market share in high demand industry (Anon, 2005). The Co-op’s uniques ownership model offered Nisa their award-winning Co-op own-brand products, a wider distribution channel and the promotion of NISA partners. Adding, industry-leading stocks with brand credibility optimised NISA’s overall wholesale operating with competitive prices in (Co-op, 2019). Looking at these offerings demonstrates long-run opportunities for NISA to generate high growth in the industry. Therefore they should make a substantial investment in maintaining a successful partnership with Co-op. 
Cash Cow: These are low growth but high market share resources.  Due to its high demand, it is clear that they are at the maturity stage and hold a very competitive position. Looking at NISA’s prestigious industry awards from the year 2013-2020 demonstrates the effectiveness of their corporate social activities. This includes operating business activities in an environmentally conscious manner, supporting the modern slavery act, fair engagement with company partners supplier and communities (Nisa Retail Limited 2020). It  has been proven that an organization that maintain strong ethical principles through a sustainable business model generate long-run business profit than they consumed to create that model (Bergquist, 2017). Therefore, NISA’s passion for sustainable values should continue to be reinforced. 
Dog:  Dogs are the resources with low market -share and low-growth. For example, if NISA wishes to introduce delivery services that do not generate the expected revenue, this would come under the dog service categories. Because of the low market share having this facility would provide a fragile competitive position. Also, Nisa would still have to invest in production cost and maintenance. Therefore, the corporate head office needs to make a prudent decision the future cash generator aspects of this services or to eliminate it (BCG,1973). 
Problem Child: They are the high demand product and services, but the company’s low – sharing condition placed them as the problem child. For example, Nisa has recently incorporated social media as their marketing platform, which is one of the most demanded aspects of today’s customers. Nisa as the new entrance is competing against companies who have been in social media platform before. This could place NISA’s marketing features in the low share units. To avoid this, the management needs to ensure that NISA can take advantage of this high demand in developing their e-marketing competencies (Vlleger, 2019).



[bookmark: _Toc57183787]The key findings
The extensive analysis demonstrates some areas that NISA should introduce new strategies to maintain its competitive position.  
These are explained below:
Strategy A. Strategies for mission and vision statement. Although NISA is maintaining a steady growth in the SMEs industry but having a mission and vision statement could add more value to its business. However, to maximise the impact, these statements need to be expressed in a powerfully crafted manner that clearly communicates their passion, purpose and social responsibility towards their stakeholders (Lynch, 2018). 

Strategy B. The PESTEL analysis (table 2) identifies political and economic factors as negative influencer. Both of these factors are related to uncertainties caused by Brexit and technological intervention. Financial loos are major consequences caused by any formed of uncertainties. Thus, having a back-up strategy is necessary that specifically target the affect of economic loos in the turbulence time (Syrett and Devine, 2012).
However, it can often be difficult to knowing the relativity and usefulness of the considered strategies. To make this process easier Scholes, Johnson and  Whittington (2009) introduce the Suitability, Acceptability and Feasibility (SAF), model. An effective strategy should satisfy these three criteria before the actual implementation takes place. 
SAFs assessment for the proposed Strategies (A and B):
Suitability: Under these criteria, the proposed strategies are assessed to ensure if their implementation can enhance the organisation’s effectivity and minimise the constraints from possible risks. Strategy A will allow NISA to reinforce its strengths which their ability to maintain an ethical business relationship with stakeholders. Strategy B is specifically important to overcome the difficulties which are identified in the environmental scanning process. 
Acceptability: This criteria measure the risk, return and stakeholders’ reactions. The risk factors look at the probability of the strategy failure, return is based on gaining back the investment for time, effort, and money; and if the stakeholders are reacting positively to the new plan.
Feasibility: When it’s come to the feasibility the strategy is assessed against the organisation capabilities to determine if they could effort to place the strategy (Marc and Warda, 2019). To make this easier M-word model is the tool to assess the feasibilities.
[image: ]
Table 7: M-words Model.

[image: ]

Table 11. SAFs findings
[bookmark: _Toc57183788]Recommendation
Based on the findings assessed with SAFs revealed the financial and non-financial benefits of the strategies A and B. To establishes these strategies will involve certain changes to different parts of organisation Change has become an essential part of an organisation to develop and grow. However, changes can be overwhelming and unwelcomed by employees. Major changes can also create aggressive resistance in employees’ behaviour. As the solution, Kurt Lewin’s change management can play an essential role for NISA to successfully implement these changes. The relevancy of this model is its focuses on the ‘people side’ of the changes. After all, it is the employee who will execute these strategies. This model examines the three stages of change journey referred to as Unfreeze, Change (Transition) and Freeze (Refreeze) (Cumming, Bridgman and Brown, 2015).
[image: Three Stage Theory]
 Diagram 7: Lewin’s change management model. 
Source: (Strategies for managing change, ND)
The stages are described below:
Stage 1 - Unfreezing: This stage involves making people aware of the need for changes and the good side of it. 
Stage 2 - Change: At this stage, the actual changes are implemented; therefore, it can be the most unstable stages. 
Stage 3 - Freeze (Refreezing): At this stage employee transition to a much more stable state as people have expected the new way of working.
The model from stage one to three heavily rely on employee involvement. This involves leadership inventiveness to understand human behaviour and motivating employee to engage them in the process. Communication plays an important role in the readiness of the changes. Once a leader understands the reason for employees to demonstrate reluctance or defensive behaviour, they can promote incentive in reassuring individuals for the fact in coming out of the comfort zone.  It is important to appreciate employees’ participation in internalised a new way of thinking. This can lead to the later success of high organisation strategic implementation (Hussain et al. 2018).
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