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Chapter One: This chapter includes the history of Amazon and Argos. Overall information about the impact of covid in retail and its impact in the UK.
Chapter Two: This includes secondary research about strategic management theory that is relevant to the study.
Chapter Three: Here is where the primary research was conducted using an interview as data collection method. There is also analysis of the qualitative and quantitative methods.
Chapter Four: This shows the results of the primary research in light with the secondary research utilised on chapter two. And steps to build resilient companies.
Chapter Five: Here a conclusion with limitations. The main capabilities that foster competitive advantage in Amazon and Argos are innovation technology, customer centricity and sustainability which created resilience throughout.


[bookmark: _Toc449683559][bookmark: _Toc157632626]Chapter One
[bookmark: _Toc449683560][bookmark: _Toc157632627]1.0 Introduction to the research
[bookmark: _Toc435451014][bookmark: _Toc448672407][bookmark: _Toc449683561][bookmark: _Toc157632628]1.1 Introduction to research rationale
According to Peters (2022) the main online stores in the UK based on revenue in 2021 were Amazon in first place, Tesco in 2nd place, Sainsbury’s in 3rd place and Argos in 4th place. For the purpose of this research, Amazon and Argos will be studied due to being in the same market segment as opposed to Sainsbury’s and Tesco which are online grocery retailers.
[bookmark: _Toc448672408][bookmark: _Toc449683562]
[bookmark: _Toc157632629]1.2 History
[bookmark: _Toc157632630]1.2.1 History of Amazon
The CEO of Amazon, Jeff Bezos, has focused on growth and investment instead of maximizing revenue (Wells, Danskin, and Ellsworth, 2018, p.1). According to Statista (2022), Amazon is the 5th largest company in the world in relations to market in 2021. This has pushed other companies such as Walmart to increase their investment in online retailing to counteract the loss of market share (Wells, Danskin, and Ellsworth, 2018, p.1).
According to Wells, Danskin, and Ellsworth (2018, p.2), after Jeff Bezos worked as a programmer, he had vision of creating an online retailer. He then founded Amazon in 1995 in his garage in Seattle, Washington. His first steps were done in the book business competing against larger companies such as Barnes And Noble and Borders, Walmart, and Costco. He chose Seattle due to low sales tax and closeness to the largest book wholesaler Ingram. The name comes from his desire to becoming the biggest company in the world like the Amazon river. In the first letter written to shareholders by Bezos, he stated that his main aim was to provide value in an easy way that clients could not obtain anywhere else that were always both open and available to the costumers (Bezos 1997). In addition, he highlights importance in long term investments to achieve long-term market leadership rather than short-term revenue, bold investments to become leaders, a lean culture, prioritising growth, and high standards to hire talented people.

In 1998, Amazon started moving past the book market to reviews about videos and movies with the purchase of IMDB. In 1999 they added toys, videogames, furniture, digital and physical infrastructure in 10 distribution centres, including 2 abroad from the US. In 2000, Amazon then started associating with startup companies to become exclusive suppliers through their website such as Greenlight, which were car sellers, drugstore.com for pharmaceutical products. All these moves without any profitability yet. 
Bezos had outlined that before the year 2000 the company had been unsuccessful at creating a strategic planning method ((Wells, Danskin, and Ellsworth, 2018, p.5). In 2003 then Amazon had their first year with profit with a net of 35.3 million and more categories were added to the website. In 2003, Amazon Prime was launched. 
In 2006 Amazon entered the grocery business with Amazon Fresh. The company had a workforce of half a million employees by 2017. From 2015 to 2018, the company grew to robust levels of profitability and with this, Bezos became the wealthiest man in the world. 

[bookmark: _Toc157632631]1.2.2 History of Argos:
Argos was founded in 1973 as a catalogue retailer. Nowadays, they offer over 60,000 products on their website and are conveniently located in Sainsbury’s supermarkets. Furthermore, over 30,000 people work for Argos in the UK, they were in 840 stores, and they are the current market leaders in furniture, and homeware (Sainsbury's 2022). Argos is the UK largest non-food, retailer with a multi-channel approach (Whittington et al, 2019, p.362). They offered several services such as click and collect, online, telephone and catalogue delivery.

1.2.2.1Argos and Sainsbury’s
Whittington et al (2019, p.361) explain that in 2015, Sainsbury’s was the second largest grocery retailer in the UK with 16.8% of the market share in the industry. Tesco was the market leader with 29%, Asda was third with 17% and Morrisons was fourth with 11%. In 2016, the 4 largest supermarkets had a steep decline in sales due to the rapid rate of growth that Aldi and Lidl as discounters had in the industry. It was in 2016 when the supermarkets decided to adopt online shopping to mitigate the decline in sales. At the time, only 5% of grocery sales were online as there were several issues. They were the cost of the delivery fees, the inconvenience of delivery slots and how the food picked for customers was not always fresh. Moreover, from the supermarket’s perspective, the foods needed different temperatures to be delivered, and there were extra costs incurred due to picking and fuel for this process to work. Also, the IT tools needed to make this happen were expensive. The CEO of Sainsbury’s at the time, Mike Coupe, described that the strategy was to open more stores and to adapt to customers. Also, he explained that technology was going to be utilised only to improve client’s expectations in the business.
In the midst of this situation, a new threat emerged when Amazon opened Pantry, to Amazon Prime associates where a box with essential groceries were delivered to customers. In 2016, Amazon partnered with Morrisons to offer fresh groceries online.   
After a decrease in sales of 2.2 percent in Argos in 2015, experts stated that the business was in decline. The proprietors of Argos were focused on digitalising the company where any delivery before 6pm could be delivered on the same day for £3.95. Argos partnered with Sainsbury’s and this brought a rise of 3.1% in sales with online sales becoming 62% of the revenue. Sainsbury’s acquired Home Retail Group, which are the owners of Argos, for £1.4bn (Ike, 2017).
Some analysts highlighted that the integration of both companies could be problematic due to having 2 different IT systems and others stated that Sainsbury’s should have focused on selling food. After this acquisition took place, Sainsbury’s was able to fill out the spare space in their supermarkets and the profits of the company halved. After this, the question would be whether the purchase of Argos really developed the future and competitive advantage of Sainsbury’s. Guo, and Wang (2019) highlighted that from 2015 to 2018 Sainsbury’s has improved their sales. However, this progress is negated by a decrease in profitability. Which seems to suggest that the acquisition of Argos was probably a strategic move to consolidate Sainsbury’s in a highly competitive industry, to diversify the business and future proof the brand. One could also argue that a £1.4b purchase was going to set back the main company. The real results of this merge should be analysed in a longer period to truly assess its effect. ContactPigeon (2022) added that the main strategies that the company is implementing are a strong omnichannel focus, effective post pandemic management with it becoming the grocery retailer with the greatest growth in the industry, to change their brand positioning and adapt better to customer’s needs, the use of local produce and to provide supreme shopping experience. One could argue that finding customer led IT solutions are one of the main strategies that the company is utilising and all these efforts are to serve customers better. In a competitive industry where differentiation based on product offered is low, it is pivotal to be excellent and capitalise on those core aspects in order to stay relevant and competitive. Specially considering the threat that the discounters represent in the market as their influence in the market is growing exponentially.
ContactPigeon (2022) added that a partnership between Amazon and the company occured to utilise the technology of Amazon Go where customers would get charged just by walking out of stores without needing to experience checkout lines. 
However, in 2023 the company has announced that all the stores in Ireland will close, their warehouses will reduce from five to three and other stores in Scotland, and England will be affected as well (Bartram, 2023). This seems to suggest that although they are market leaders, they might be reformulating their strategy to prioritise profitability as market penetration is being affected.
Argos has utilised technological tools such as data analysis and artificial intelligence paired with an omni-channel strategy to satisfy the changing behaviour of their customers (UddinAhmed, Mazid, and Ahmed, 2020). In fact, it was not until 2020 when Argos decided to stop releasing their print catalogues due to the advancement of online shopping (Hope, 2020). Mazzei, and Noble (2017) pinpoint that the growth of data and technological tools has an impact in competition and efficiency. One could then state that Argos’ value could be linked to their reliance on technology that suits and satisfies customer’s needs.


[bookmark: _Toc448672410][bookmark: _Toc449683564][bookmark: _Toc157632632]1.3 Covid in the retail industry
The covid-19 pandemic began in december 2019 in Wuhan, China and rapidly expanded across the world. 
In the UK, Boris Johnson declared lockdowns on march 23rd in 2020 in response to the virus with scientists deeming it as a critical move to allow vulnerable individuals to increase their chances of survival (Iacobucci, 2020). This lockdown affected businesses as only the ones believed to be essential could remain open (Faheem and Purkayastha, 2020).
Wang et al (2020, p.2) outline that covid-19 led to changes in customer’s actions. It is further highlighted that consumers have decreased their shopping frequency, in store duration, and increased instore spending. Wang et al (2020, p.3) state that some consequences that covid-19 has brought to the retail industry are disrupted international supply chain, increased prices of goods, and growth from instore experience to online retailing. 
Businesses were forced to adapt quickly to this new norm. Companies had to develop mobile-compatible solutions to satisfy consumers demand promptly (Wang et al, 2020, p.4-8).
According to the ONS (2022) the spending habits of consumers have shifted ever since the pandemic restrictions occurred. Online spending remains higher than pre-pandemic levels but it is falling in comparison to mid-pandemic levels. They also emphasize that certain retail sectors such as household goods, clothes shopping, sports equipment, books, have continuously grown online after post-pandemic levels. This indicates that covid-19 had an impact in customer’s behaviour and due to the fact that Amazon and Argos had a robust online presence, this situation helped them increase their competitive advantage faster in comparison to brick-and-mortar retailers. 

[bookmark: _Toc157632633]1.4 Impact of covid on the retailers
[bookmark: _Toc157632634]1.4.1 Covid and Amazon

Kassem (2022, p.59) affirmed that Amazon grew during the pandemic with other authors stating that it had superior position to combat the disruption because of its e-commerce nature (Faheem, & Purkayastha, 2020). 
The company doubled their profits to £3.95bn in comparison to 2019 with sales rising by 40% (The Guardian, 2020). With this, Amazon had to increase their headcount by 34% to meet customer’s orders (Palmer, 2020). Warehouse workers stated that the company did not prioritise their safety during the pandemic (Palmer, 2020). In contrast, the company stated that they provided bonuses for the staff that remained working, they opened 15,000 vacancies across the UK, they spent 4billion on covid-19 related costs and improved the sick pay of the employees that were diagnosed with the virus (Amazon 2021). One could then state that sales and demand increased for this retailer during the pandemic. Which then led to an increase in vacancies.  Conversely, although the company made investments to improve the employee’s safety in the midst of covid-19, employees allege that they did not feel like their safety needs were met.

[bookmark: _Toc157632635]1.4.2 Covid and Argos
During covid-19, the company kept their doors open. They even faced criticism for finding a loophole during lockdown by handing in letters to workers stating that they work for Sainsbury’s instead of Argos as, at the time, Sainsbury’s was considered an essential business that needed to remain open (Munbodh, 2020). They also experience an abrupt rise in online transactions. Nevertheless, the Sainsbury’s group profits fell by 39% due to covid-19 related costs (Roche, 2021). Also, their online sales rose by 120% and its capacity increased to 850,000 orders per week. Although covid-19 increased the online sales of this group, the cost of keeping the staff safe during the pandemic meant that overall profits fell. Moreover, Argos has declared that they are to close stores in Ireland affecting over 500 employees as the investment demanded to innovate in the country was not feasible (Neville, and Healy, 2023). This strategy is a bold move as decreasing market penetration is not usually a plan that companies wish to follow. 

[bookmark: _Toc448672411][bookmark: _Toc449683565][bookmark: _Toc157632636]1.5 Research rationale 
The intention about the subject is to identify the main reasons why Amazon and Argos kept their competitive advantage during the pandemic and create a framework that can aid other businesses to increase competitiveness during challenging situations. The primary focus of the research is strategic management. Porter’s competitive advantage theory will be applied in the research topic.  Snowdon, and Stonehouse, (2006, p.164) outline that Porter stated that in the economics studies there were no theories that considered the micro parts of competitiveness.
Andrews (1997, p.52) highlights that business strategy is the way that a company is perceived compared to their competitors whilst corporate strategy is the decisions that describe objectives to attain goals and its purpose is to utilise resources of the company to obtain competitive advantage. Porter (1989, p.8) outlines that corporate strategy can be successful if firms have clear objectives, apply their skills to achieve them, organise the organisation to comply to the strategy and if the company is in a market setting that is suitable for their business. 
Porter (2001, p.50) states that the value chain is the tool to analyse the source of competitive advantage of companies. Also, Stonehouse, and Snowdon (2007, p.256) pinpoint that Porter has made long lasting influence in strategy and its availability to managers. In contrast, Grundy (2006, p.213) describes that whilst Porter’s five forces have been important in business their application is not practical. He also further adds that it can be progressed further. Bruijl, and Gerard (2018, p.16) also explain that in today’s market, Porter’s framework is analytical, impractical, and rigid. One could state that although the value chain might not be practical, it can be a helpful starting tool to discover the source of competitive advantage of companies.
Fisk (2016) had a contradicting opinion and disagreed with Porter and claimed that they underestimate the importance of the customers and focuses solely on competition. Bruijl, and Gerard (2018, p.6) argue that customer centricity in business is essential regarding profits. Miles, Miles, and Cannon (2012, p.772) highlight that there is a strong link between customer satisfaction and competitive strategy. They also outline that it is critical to align strategy to increase customer service. One could then state that although Porter’s competitive advantage strategy focuses mostly on competition, it is crucial to ensure that customer satisfaction is at the heart of the strategy formulation.
Grundy (2006, p.213) depicts that utilising mapping, macro analysis of each of the forces and overseeing their correlation can improve the practicality of the five forces. Therefore, this approach will be performed to improve the practicality of the value chain. 
Miyamasu (2011, p.185) stated that “the simpler the corporate strategy then the better the financial results”. Furthermore, it is also stated that having an exceptional strategy does not assure success and that complexity makes the strategy difficult to understand, and impracticality makes it lose credibility. Nevertheless, it is further explained that the best strategy is the one that goes to plan, is consistent, and true to stakeholders’ expectations. The rise of competition has propelled businesses to increase the importance of strategy formulation. This leads to a further question: “can competitive advantage and resilience be learned by the analysis of strategic management practises of top companies?” 
[bookmark: _Toc448672412][bookmark: _Toc449683566][bookmark: _Toc157632637]1.6 Aim
The identification of strategic decisions that maintained competitive advantage of the two main online retailers in the UK in relations to the pandemic and with this the creation of a framework to build resilient companies.

[bookmark: _Toc448672413][bookmark: _Toc449683567][bookmark: _Toc157632638]1.7 Objectives
[bookmark: _Toc157630462]With this study, it is hoped to attain these objectives: 
· To evaluate the competitive strategy of the two main online retailers in the UK.
· To analyse the environmental factors that aid in their strategy formulation.
· To generate the main factors that maintain competitive advantage to Amazon and Argos pre and post pandemic.
· To discover abilities needed to maintain and build resilient companies.
· To develop a framework that would support online retailers in the UK market in the post pandemic era.

[bookmark: _Toc448672414][bookmark: _Toc449683568][bookmark: _Toc157632639]1.8 Research design
Chapter One: This chapter will include an introduction to the research subject and a comprehensible presentation of the aim and objectives of the study.
Chapter Two: It will include secondary research about the main topic. This will incorporate journals, websites and textbooks as main sources of information.
Chapter Three: This chapter will include primary research and will also explain why the interview method was utilised for data collection. This is followed by an analysis on the pros and cons of this selected method. 
Chapter Four: This will present and analyse the data included on chapter three. This analysis will also utilise the secondary research investigated in chapter two. 
Chapter Five: This will include a conclusion about the information presented in the previous chapters and it will display the creation of a framework that will aid strategic formulation to online retailers in the UK. 
[bookmark: _Toc448672415]

[bookmark: _Toc449683569][bookmark: _Toc157632640][bookmark: _Toc448672416]Chapter Two
[bookmark: _Toc449683570][bookmark: _Toc157632641]2.0 Literature Review
[bookmark: _Toc157632642]2.1 Strategy:
Strategy’s etymology surged in ancient Greece coming from the word “strategos” which means guiding a troop from a commanding officer perspective (Palladan, Ahmed & Adamu, Ahmed, 2018, p.1) 

 It was utilised as a war concept during the middle age into modern days. It had to do with the factors that were pertinent in war. The word started to spread in the eighteenth century as an implementation of reason to combat affairs. Business started using the word strategy to reflect organisational plans after 1960 (Freedman, 2015, p.xiv). 
Minztberg (1987, p.25-28) pinpoints that strategy is important because it sets direction in a turbulent environment, it allows companies to focus their effort and action, it specifies the organisation needed, and it gives consistency.

[bookmark: _Toc157632643]2.2 Strategic management:
This research will be based on strategic management theories. Strategic management entails the establishment of goals for firms to keep connections between the organisation and the environment to achieve the targets that respond to environmental demands (Ansoff, et al 2018, p.12). Moreover, it is further highlighted that strategic management also supports with creating a flexible structure in a company that allows it to react to changes in the environment. Lynch (2018, p9.) describes that strategic management is the recognition of the objectives of a firm and the actions that would lead to the achievement of those plans. One could then state that strong strategic management helps to create robust and resilient companies that respond to changes in the environment better and allow adaptability to ensure survival.
Strategy is directions that drive decision-making in an organisation (Ansoff et al, 2018, p.17).  Managers need to gather data to make accurate strategic judgements (Stead, and Stead, 2019, p.67). An example of this could be how in the beginnings of the company, Amazon changed their long-term strategy from being a book retailer to becoming a diversified retailer (Whittington et al, 2019, p.5).
Strategic planning is a procedure followed with the purpose of creating a plan that benefits the organisation (Bryson, and Alston, 2011, p.4). 
Bryson, and Alston (2011, p.8) suggest that in order to create a plan, the company need to assess the following questions: Where the company is in terms of mission, structure, budget and staff, where it wants to be relating to vision, purpose and goals and how to get there which includes the strategy, the human resource plan, budget distribution and communication. This process should be applied in phases.
Phase one pertains organising the resources which include an assessment of the capacity of an organisation through planning, an analysis to the environment where PESTEL could further expand on. 
Phase two has to do with the establishment of the vision for the company with the use of the mission, values and the strategic goals.
Phase three relates to how the company will react to the challenges it has and how to create an action plan to mitigate these issues. This phase incorporates strategy and budget.
Phase four contains both the direction, implementation, and the control of the outcome of the plans. 

[bookmark: _Toc157632644]2.3 The prescriptive process of strategic management:
Lynch (2018, p.355) summarised another approach of strategic creation that is proposed by Wheelen and Hunger (2014, p.15) in which they describe that strategic management requires five components:
1- Environmental scanning which can be addressed by the utilisation of the external opportunities and threads that are included in the SWOT analysis and the Pestel analysis.
2- Internal scanning: which comes with the strengths and weaknesses part of SWOT.
3- Strategy formulation which includes the mission, objectives, strategies, and policies that are needed.
4- Strategy implementation that contains budgets and programmes.
5- Evaluation and control that help monitor that the previously determined strategy is being followed. 

[bookmark: _Toc157632645]2.4 Strategic analysis:
This includes the analysis of the external environment and the competitive analysis. Environmental scanning is the examining of data from the internal and external environment to managers in the firm (Wheelen and Hunger, 2014, p.15).   Shtal, et al, (2018) state that in the current business environment there is a high level of dynamism, complexity, and improbability. Indris, S. and Primiana (2015, p.193) argue that the internal and external analysis of the organisation affect performance and they also add that it can be increased through the utilisation of internal and external analysis. One could then state that it is critical to understand the context under which organisations operate to aid strategy development.
[bookmark: _Toc157632646]2.4.1 Competitive environment:
Porter states that the competitive strategy purpose is to create value for customers. This value is generated from the tasks that the company incurs to create a product (Huggins, and Izushi, 2011, p.7). An organisation obtains competitive advantage when they operate activities at lower price and higher quality (Porter, 2001, p. 50). The increase or decrease of competitive advantage is influenced by how the company creates and performs the value system.
Porter is the “most influential scholar over the previous twenty-five years” about strategic management (Huggins, and Izushi, 2011, p.1). He was also the most cited author in strategic management studies (Ramos‐Rodríguez, and Ruíz‐Navarro, 2004, p.995). Stonehouse, and Snowdon (2007, p.259) pinpoint that the main theory behind his contribution is competitive advantage, the five forces, the value chain, and generic competitive strategies. 
In the book competitive strategy, Porter states that profit is related to the industry where a company operates and the intensity of the five forces which are: threat of new entrants, rivalry among competitors, substitute products, power of buyers and power of suppliers (Huggins, and Izushi, 2011, p.5-6). It is also pinpointed that new entrants can decrease the prices which reduces revenue. Existing competition can use marketing campaigns, price rivalry, new products and improved services. Substitute products do not allow goods to go past a certain price as customers could replace them. Buyers have an impact in how profitable an industry is by pushing prices down and competing between themselves. Alternatively, suppliers can decide to increase their fees or decrease the condition of the goods. The interaction of these forces influences how profitable an industry is.
Lynch (2018, p.95) describes that porter’s five forces have been criticised for being static when the environment is persistently varying. One could then state that even though this is accurate, it is still a useful tool that can support decision making and no company is in full control of the market conditions as these are hard to predict.
Lynch (2018, p.164) describes that three components can help to improve competitive advantage in a company and these are 1- Benchmarking which consists of comparing the company with another with the purpose of finding areas to improve. 2- Leveraging which entails utilising all resources to their maximum capacity. 3- Progressing resources which has to do with changing and improving the resources to increase productivity. 

[bookmark: _Toc157632647]2.4.2 External analysis:
The external environment has an impact on the performance of the organisation. The analysis is divided into two, the micro-environment and the macro-environment. Micro-environment includes groups that have a direct relationship with the organisation, these might be competitors, sellers, and clients (Voiculet, et al, 2010). Macro-environment comprises what occurs in the economy in its entirety rather than in a particular sector (Itani and Mason, 2014, p.126). 
Some of the advantages of the external analysis are more understanding of environmental trends, more knowledge about the context of the different industries, assistance in the distribution of resource, and higher level of awareness (Ritson, 2011, p.34).
[bookmark: _Toc157632648]2.4.2.1 Pestel analysis.
The Pestel analysis comprises the political, economic, socio-cultural, technological, environmental, and legal attributes of the environment (Lynch, 2018, p.75).
Whittington et al (2019, p. 37-42) and Lynch (2018, p.75) define each component of the pestel analysis as follows:
Politics: They include the responsibility of the government, the state and other political influences such as legislation, and regulation of the government in the industry. For instance, most european countries are considered to have low political risk, whereas some middle eastern countries have high risk.
Economics: It pertains economic growth, inflation, exchange rates, unemployment, interest rates and the impact of the overall economic environment where a company operates. 
Social: They can affect organisations in demand and supply when it comes to demographics, allocation, geography and cultural aspects. 
Technology: They utilise the internet, new research, R&D cost, new products, speed of change, and other technologically driven initiatives to facilitate and provide chances for some organisations to succeed whilst confronting others. 
Ecological: It includes the efforts made that relate to environmental challenges such as pollution, rubbish management, waste, climate change, recycling and sustainability. 
Legal: These add in labour regulation, taxation, safety laws and regulations that affect businesses across all industries.
Lynch (2018, p.76) clarifies that pestel is a tool that analyses the past and the present of the environmental factors that affect a company to help forecast the future. Moreover, they further argue that some strategists claim that due to the uncertainty that comes with trying to predict the future, then this analysis is pointless. However, this instrument is still useful to provide an overall understanding and a starting point to create strategic decisions.

[bookmark: _Toc157632649]2.4.3 Internal analysis:
Competence is a trait that all the businesses in an industry have that include skills, capabilities and technologies that are critical for the subsistence of the company (Ritson, 2011, p.41).  Lynch (2008, p.289) highlights that core competencies are talents that allow a company to provide value to clients. The manipulation of these could bring strategic opportunities to organisations. Core competences are only owned by the companies that have outstanding performance in comparison to competitors, they are exclusive, hard to replicate, they develop greater value than other competences, and they derive from exceptional skills (Ritson, 2011, p.41).  

[bookmark: _Toc157632650]2.4.3.1 Swot
SWOT is an assessment of the strong points, weaknesses in an organisation alongside the opportunities and threads that a company can encounter externally (Lynch, 2008, p.268). Some factors to consider with the swot analysis could be: strengths (market position, low- cost situation, management expertise, differentiation in products and quality of service). In weaknesses (high cost in comparison to competitors, low innovation, low flexibility, low differentiation). In opportunities (new segments in the market, new services, market expansion, competitors’ flaws, variation in politics, international business, partnerships). In threads (new competitors, replacements, recessions, taxes, technological disruption) (Lynch, 2008, p.268). 
Some advantages of this analysis are: it is clear and straightforward, and it is highly applicable across all levels of an organisation. Disadvantages include that it is susceptible to bias and there could be low quality information (Sarsby, 2016, p.3-4).
Sarsby (2016, p.3-4). argues that SWOT does not promote strategy and that it is simply an analysis instrument. One could then state that even though it does not lead to strategy, the findings and information provided by this tool will aid decision making and strategy formulation. 
[bookmark: _Toc157632651]2.4.5 The value chain: 
The value chain depict the set of activities that are involved into the creation of a product or service (Whittington et al, 2019, p. 105). It is critical to understand which behaviours provide value in a firm. According to Porter (2001, p.51-54) there are five categories of primary activities that occur in the creation of value. These are: inbound logistics which pertains the actions related to receiving, storing and returns of goods. Operations which are all the activities that help to transform goods into the ultimate product. Outbound logistics: These include the collection, pick and distribution of the finished goods to clients. Marketing: These are all the actions that relate to clients buying products, that promote sales, advertising and pricing. Service: It is linked to activities that give service to improve the value of goods and these include installation and reparation of products to customers.
Each activity has different levels of importance conditional to the industry they are performed in (Porter, 2001, p.54). Moreover, all of these would be existent across businesses and have a critical part in developing competitive advantage.  
These categories have support activities that aid to improve the efficiency of the primary activities (Whittington, 2019, p.106). These are:
Procurement: Which entails the purchase of consumable items such as supplies, and raw goods, and assets such as buildings and machinery. Even though these might be classed as a primary action, it plays a role in every value activity (Porter, 2001, p.54).
Technology: It attempts to improve products and processes with automation and process equipment design (Porter, 2001, p.55). It can be used in many forms across businesses. Its importance would vary based on the industry it is deployed in.
Human resource management: This includes all the efforts done to manage people in organisations. It promotes that staff are essential towards increasing competitive advantage, that employees must be incorporated and considered in the creation of the corporate strategy in the most efficient way (Bratton, et al, 2021, p.11).
Firm infrastructure: This activity assists the entire chain, and it incorporates administration, accounting, legal matters, and quality control. 
[bookmark: _Toc157632652]2.4.6 Resource- based strategic options:
The resource-based view describes the internal resources that create competitive advantage to an organisation (Kraaijenbrink, Spender, and Groen, 2010, p.2). Basically, it is an internal analysis that seeks to increase competitive advantage where the customer’s demands are satisfied better than how competitors do (Barney, 1991). It is also added that this is achieved by obtaining valued, unique, distinctive, and inconvertible assets (Barney, 1991, p.99). It is critical to detect the main sources of competitive advantage with reputation, innovation and strategic assets as ideal opening moves (Kay, 1995).

Although the resource-based view has been widely accepted, other authors have emphasized drawbacks. Godfrey & Hill (1995, p.519) highlight that unobservable builds increase the difficulty of applying the RBV. Wernerfelt (1984) pointed out that strategy should focus on resources of firms rather than just based on product capacity. Armstrong, and Shimizu (2007, p. 976) reviewed empirical studies done about the resource-based view and noted some key findings and challenges on the RBV studies. These were, operationalising the resources, the sustainability of these, and the lack of control on aspects such as the industry and the parent company’s performance. In sum, the resource-based view has been studied for several decades and has attracted interest from scholars to explain how companies create competitive advantage (Armstrong, and Shimizu, 2007, p. 960). However, the intangibility of certain resources makes it difficult to apply or measure, making the resources work and become sustainable are also setbacks and the uncertainty found in the external environment. 
Kraaijenbrink, Spender, and Groen (2010, p.5) depict that this view has faced criticism as it is too restrained, it does not consider managerial value and it is a rather onerous task to determine the value of a resource. However, they further argue that this does not deter the resource-based view relevance.
Teece, Pisano, and Shuen (1997, p.509) argue that wealth maximization depends on enhancing internal technical, directorial, and organisational practices in the organisation. They further add that recognising opportunities and managing effectively are more important to increase profitability than it is to strategize by focusing on competition’s costs, blocking new competitors, and engaging in practices that disrupt competitors.
Cost reduction is another resource based strategic option that entails the cut back of operations to decrease costs (Lynch, 2008, p.291). There are six paths to apply this principle, in design, lowering costs from suppliers, economies of scale, the experience curve, capacity used and synergistic influences (Lynch, 2008, p.296).
[bookmark: _Toc157632653]2.4.7 Strategy formulation: 
Wheelen and Hunger (2014, p.16) describe that strategy formulation is the advancement of long-term plans for the efficient use of the environmental challenges in relations to a firm’s resources and limitations. The strategy formulation practice allows an organisation to coordinate the internal resources available with the external environment (Nwachukwu, Chládková, and Fadeyi, 2018, p.147)
Nwachukwu, Chládková, and Fadeyi, (2018, p.147) pinpointed that the strategy formulation development has a favourable result in process innovation, product expansion and marketing improvement. 
A mission includes the reason why an organisation exists and the distinct purpose that separates them from other companies in regard to their products and market (Wheelen and Hunger, 2014, p.16). Moreover, it is further added that objectives describe what should be achieved and by when. Objectives and goals can be chosen in a firm in profitability, growth, survival, market and technological leadership, and efficiency in resources (Wheelen and Hunger, 2014, p.16-17).  
Nutt (2002, p.67) analysed 10 strategic decisions across companies based in north America and he concluded by stating that those choices that utilised analysis during the implementation of the strategy were more likely to be successful. Also, in his article of why decisions fail he stated that 50% of the decisions that were unsuccessful were so largely because strategists did not consider the interests and data by stakeholders (Bryson, 2004, p.5).
Babafemi (2015, p.43) pinpoint that business survival is promoted when a company can function in unpredictable and variable environments and is able to implement strategic actions to manage these.
Babafemi (2015, p.43) highlights that strategic planning works favourably towards improving performance. It is also further argued that strategic planning needs proper implementation, and it is critical to ensure corporate goal attainment and survival.
[bookmark: _Toc157632654]2.4.8 Strategy implementation
Wheelen and Hunger (2014, p.19-20) propose that strategy implementation is the course of action by which strategies and policies are applied with the use of plans, budgets, and systems. The authors further explain that programs are a set of actions that are needed to achieve a plan. A budget highlights the cost of each of the programs. Procedures are a set of steps that are paramount to complete a program. 
[bookmark: _Toc157632655]2.4.8.1 Evaluation and control:
Evaluation and control comprise the system by which the actions and outcomes in a firm are assessed with the purpose of comparing the expected result with the actual result. These components would then lead to the creation of the performance. (Wheelen and Hunger, 2014, p.20). 
  
[bookmark: _Toc157632656]2.4.8.2 Business resilience
Tompkins (2007) suggests that to create a resilient plan then 4 steps must be followed. 1- preparation for the plan, 2- settlement of targets, 3- creation of strategies and 4- evaluation. 
Tompkins (2007, p.14-15) adds that even prepared companies at some point will experience interference. It is also pinpointed that businesses need to have a business recovery strategy that includes crisis management plans.
Avery, and Bergsteiner (2011) argue that business resilience occurs when firms deviate from the stakeholder first approach and create a sustainable and ethical business that focuses on long term profits rather than short-term revenue. Also, they allege that there are 23 principles which help to switch the focus from shareholder first to resilient practises. These practices aid in “namely brand and reputation, customer satisfaction, operational finances, long-term shareholder value, and long-term value for multiple stakeholders.” (Avery, and Bergsteiner, 2011, p.5)
One could then state that resilience is built when firms change their point of view from short term profit to long term gain and when there is an established crisis plan to follow as challenging times are due to happen.  
A case study that can illustrate what building a resilient business is is the case of Walmart. In 2005 the CEO Lee Scott encountered complaints from several stakeholders and decided to make the company ethical and environmentally responsible by providing value in healthcare and energy savings, enhancing payment to ethical suppliers, and improve healthy options to customers. The following 5 years after implementation have reflected an increase in their sales (Avery, and Bergsteiner, 2011, p.11)
Kantabutra, and Avery, (2013, p.36) explain that other resilient practises include investing in staff, becoming adaptable, implementing innovation, adopting an ethical approach, and becoming environmentally sustainable. 

[bookmark: _Toc157632657]2.5 Business strategy and models:
Competitive strategy relates to the way a firm reaches competitive advantage in their industry (Whittington et al, 2019, p.204). Moreover, it is further highlighted that competitive advantage has to do with how an organisation generates value for customers which exceeds the rate of providing that whilst being above the value presented by competition.  To be competitive a company must assure that clients are willing to pay for the cost of the goods and to exhibit advantage then this value must be higher than that provided by rivals.
[bookmark: _Toc157632658]2.6 Generic strategies:
Porter explained that there are three generic strategies that companies could develop. These are cost leadership, differentiation and focus. Based on his principle, businesses need to choose one of these to obtain advantage in comparison to the competition (Lynch, 2008, p.269). Cost leadership consists on developing working methods within the business that are centered in decreasing costs and promoting cost advantage in all aspects of the organisation. The main value of this type of strategy is that in the eyes of the customers, the company will be perceived as providing higher value than the competition. An example of this could be McDonalds, which performs this strategy using standard products and high-volume acquisition (Lynch, 2008, p.270). Differentiation happens when the products of a company are different and better than those offered by the competition and with this, the ability to charge higher prices is facilitated. Porter adds that this strategy could require extra investments to persuade customers to utilise the brand. 
Banker, Mashruwala, and Tripathy (2014, p.872) pinpoint that the differentiation strategy is more financially favourable than cost leadership. Moreover, Kim, Nam, and Stimpert (2004, p.582) state that differentiation will deliver greater performance in comparison to cost leadership in e-commerce. Nevertheless, this also provides higher risk. An example is the Mars ice cream, which charges higher prices than competitors (Lynch, 2008, p.271).
Focus strategy is applied when a company directs their efforts towards a niche and fosters growth by presenting targeted products to a specific market segment (Lynch, 2008, p.272). An example could be Ferrari which offers vehicles to a small niche with premium prices. 
Kim, Nam, and Stimpert (2004, p.569) explain that the integration of elements from both the differentiation and cost leadership strategies is better than the use of an isolated strategy. However, Nandakumar, Ghobadian, and O'Regan (2011, p.222) disagree with this statement and add that companies that adopt a middle ground in both strategies have lower overall performance than those that have a leading strategic parameter. Which further supports Porter’s opinion with the statement that the strategies cannot be combined. One could then argue that the best scenario should consider the environment and the nature of the organisation to apply the best approach. Also, a leading strategy should be utilized, but it does not negate that some aspects of the least strong strategy can bring value to the firm. A case study that can illustrate this is the case of Toyota which has successfully integrated both low cost and differentiation in their strategy (Lynch, 2008, p.272). Kim, Nam, and Stimpert (2004, p.582) described that the generic strategies have applicability in modern e-business broadly. 
Lynch (2008, p.275) concludes by stating that the generic strategies should be utilised as a starting point and as a parameter, but not as a concept that should be set on stone. 

[bookmark: _Toc157632659]2.7 The strategy clock:
The strategy clock enables a dynamic method for exploring alternate generic strategies and provides a higher opportunity to utilise hybrid strategies (Whittington et al, 2019, p.213).  It is centered on the cost of clients rather than the cost incurred by the business and the circular shape enables the utilisation of different approaches rather than the definite difference between cost leadership and differentiation. 




[bookmark: _Toc157632660]Chapter 3
[bookmark: _Toc157632661]3.0 Research methodology
[bookmark: _Toc157632662]3.1 Introduction
This chapter pinpoints the methods that were utilised to create the critical analysis of strategic management practises used to grow and maintain competitive advantage of the two main online retailers in the UK during the covid-19 pandemic and with this, help to build a framework that could help build more resilient companies. In addition, this section will also display methods that were used in data analysis, type of data gathered, ethical considerations of the research  and the research design of the study.
3.2 Research design
Dulock (1993, p.154) described that research design is a plan constructed with the purpose of answering the research question that has been previously established. Moreover, Stangor, C. and Walinga, (2019) highlight that research design is the approach that is used to gather, investigate and deduce data.   Research designs could be descriptive, correlational, quasiexperimental or experimental (Dulock, 1993, p.154). It is further outlined that the actual design would be affected by how much data and information there is accessible in the topic of research.
In order to examine the strategic management practices that kept competitive advantage of Argos and Amazon during the pandemic in the UK, this study has made use of primary data with a survey and secondary data by using textbooks, journals, reports and newspaper. 
There are two types of research methods. These can be qualitative which is the type that is utilised to gather extensive data about a certain subject and quantitative which concentrates on information collection from high population and scrutiny of the data but then disregards emotions or environmental approaches (Rahi, 2017, p.2). 
Onwuegbuzie and Leech (2005, p.267) explicate that the debate that currently exists between the concept of quantitative and qualitative research is disharmonious and consequently inefficient and ineffective. They argue that all research should be pragmatist and that both methods should be taught simultaneously.	In addition, Sale, Loheld and Brazil (2002) add that because the paradigms have dissimilar points of view then both qualitative and quantitative methods cannot be integrated but they can be utilised to complement each other. 	One could then state that it is critical to know how both qualitative and quantitative research methods work and that research provides a suitable method based on its nature and although both types of research cannot be combined, they can complement each other. 
Rahman (2020, p.104) highlights that the advantages of quantitative research can be that sampling tends to be accurate, data analysis can be less time consuming as softwares can help to reach conclusions and it is highly objective. This method also has disadvantages such as, it does not help to reach meaningful justifications, it does not consider the context and underlying meaning of studies, it also fails to consider participants’ opinions and feelings. 
To assess strategic management practises that increase competitive advantage, the qualitative method was used as this is the nature of the research. The study was supported by surveys conducted to 3 employees within the companies in different positions. Justification for the qualitative research could be that it would display the main drivers of competitive advantage and with this then it would help create a framework that could help other firms become more competitive and resilient in turbulent markets. Rahman (2020, p.104) describes that advantages of the qualitative method can be that it illustrates a thorough explanation of the participants’ points of view and with this one can deduct the significance of their behaviour. It also provides an accurate picture of human experiences. Moreover, the data collection can be subjective and personal. The disadvantages of the qualitative method can include the fact that it usually has a reduced population size, that it is highly time consuming and could be inclined to have researcher bias. The interview questions are included in the appendix. 
[bookmark: _Toc157632663]3.3 Research Philosophy:
Rahi (2017, p.1) declares that paradigm is a compilation of beliefs that is credited by researchers, an array of accords that describe how issues are assumed, how the world is seen and how it impacts research. In addition, it is further pinpointed that there are four paradigms that have been utilised in research. These are positivist paradigm which states that knowledge can be acquired with observation and experiment. The interpretive paradigm that highlights that a subjective meaning and an interpretation must be given to research. The participatory paradigm that explains that research needs to be involved in political and social situations which helps to cover persecution, liberation among others. Pragmatism paradigm which states that it is better to find the limitations of the research and make it stronger by using mix methods where the investigator has the freedom to use either qualitative or quantitative method. The one that will be used in the research is the interpretative paradigm as an understanding of the findings needs to be provided based on the information acquired which is not quantifiable and needs to be interpreted. 
[bookmark: _Toc157632664]3.4 Sample
A sample is a subgroup of a population that is part of a greater population (Acharya et al, 2013, p.330). The sample consisted of 6 colleagues, 3 from Argos and 3 from Amazon across different positions with both permanent and temporary contracts. A sample of 6 which were 3 per company was the most viable for this research.
Non-probability sampling where the subject was selected through purposive sampling was the type used as the respondents were willing to participate in the study. The main criteria was that the participants needed to work or have worked in Amazon and Argos. The chosen sample is representative of several departments and working status in both companies. This will ensure that the respondents have different points of view and would provide a clear understanding of both firms across all levels. An interview was conducted to gather information about several topics such as the employees’ knowledge and involvement in the strategic plan of the organisations, the employees’ awareness of the core values of the companies, their opinions about the response of the firms to covid-19. 	According to the findings, 100% of the participants were unaware of the strategic direction of the firms they were working in. The demographic of these is highlighted in the table below:
Interview 	Gender		Firm
	Interview
	Gender
	Firm

	Interview a
	female
	Amazon

	Interview b
	female
	Amazon

	Interview c
	female
	Amazon

	Interview a
	female
	Argos

	Interview b
	male
	Argos

	Interview c
	male
	Argos



[bookmark: _Toc157632665]3.5 Data Analysis: 
The data collection methods include secondary and primary data. This research utilised both approaches (Sileyew, 2019). The primary data can be used for qualitative and quantitative methods. This research has a qualitative nature and has utilised the interview as a method to gather information. The interview comprises a set of questions that are done to people that are experienced or educated about a particular topic (Sileyew, 2019). This type of data collection method was done via phone and the participants were contacted via facebook and linkedin. This research was exploratory due to the fact that the main goal was to explore the knowledge and experience of the contributors. The interviews took about 20-30 minutes where a set of questions was created. However, the respondents had the opportunity to add their opinions in relations to the topic. Every opinion was encouraged to be justified with examples. The construction of the set of questions had objectives. The first two questions were to gather data about the context of the worker, to know whether they were ex-employees, managers or current employees and how long they have worked for the firm. Then question number 3 was to know which departments they considered were stronger in the organisation. Questions 4 and 5 intended to investigate the knowledge in strategic goals and objectives of the respondents in relations to the firms. Question 6 focused on their evaluation of the response of the companies to covid with staff, adaptability, their products and speed. Questions 7 to 11 address their opinion about the main value provided to customers. Question 12-15 evaluate the strategic formulation and level of involvement of the respondents to the firms. 

[bookmark: _Toc157632666]3.7 Ethical Considerations:
Resnik (2015, p.1) describes ethics as rules of behaviour that differentiate between what is appropriate and inappropriate. In addition, Aguinis, and Henle (2004, p.34) corroborate and add that ethics have to do with how individuals should behave, views about these behaviours and the use of rules to justify these. When it comes to research, ethics are critical to follow as these give parameters to evaluate information, it aids at reducing fabrication, misrepresentation of data which increases truth. Also, it fosters collaboration among several areas of study, and it holds researchers liable to society (Resnik, 2015) (Aguinis, and Henle, 2004, p.35).     
At the core of research ethics the idea of voluntary consent is present (David, 2015, p.310). Participants were read the consent and had a copy of the form sent to them but were not required to sign it (Aguinis, and Henle, 2004, p.40). This is to ensure that there is full anonymity, it is an attempt to help them see that this collaboration will have no direct consequence to them, or that the companies in question have no traceability. The consent form which was read to participants has been added in the appendix part. All participants included in the research provided their participation after consent was acquired. All of them were explained the benefits of this study. Mostly, the answers and the interviews were separated into participants A, B and C. The data was gathered via interviews that allowed freedom to participants. 
Aguinis, and Henle (2004, p.39) state that respondents must be ensured that they have the right to say no to participate at any stage of the research without any repercussions. Due to this, the participants then had the option to respond or skip inquiries as they saw fit. Also, no personal information was collected in the interview and the questions were designed to ensure that this does not happen.
[bookmark: _Toc157632667]3.8 Limitations: 
The findings of this study should be examined considering certain limitations. Qu and Dumay (2011, p.238) outline that the use of the interview as a tool to gather information and then assert that it is objective and true needs context to be interpreted correctly. Also, they further add that in qualitative research, there is a risk of analysing an interview based on the belief that the participants are fully capable and ethical individuals that are simply sharing data that needs to come to light based on their experiences and points of view. This study utilised interviews as a main form of data collection. Therefore, it is subject to biases that are naturally influenced by the method used. However, presenting the data and context could also uncover information that would not be accessible utilising other techniques such as questionnaires and observations (Alshenqeeti, 2014, p.42).  One could then state that although the interview method might be biased, it is still a method that allows more information collection that might be relevant to the study than others which reduces rigidity in the research. Another limitation worth considering is the limited access to info as it was a rather onerous task to find people that would participate due to being employed at the organisations and fear of retaliation. Because of this, the research had to be carried out on a deeper level to ensure all relevant information was gathered with full confidentiality performed throughout. Also, time constraint was a challenge to overcome. The researcher took at least 3 months to find all the suitable candidates that were willing to collaborate with the study.  By utilising word of mouth and social media platforms such as facebook and linkedin, this challenge was overcome. Connelly (2013) highlighted that limitations are present in most studies and that some can only be minimised. For future research, the author suggests that these can be reduced by taking longer to gather the data in order to increase the sample size.
[bookmark: _Toc157632668]3.9 Validity and Reliability: 
Cohen, Manion, and Morrison (2017, p. 179) clarify that validity used to be evidence that a tool measures what it intends to measure. Nevertheless, it has now evolved and in qualitative data it could be adopted through the intensity, value and reach of the data, the contributors contacted and the impartiality of the researcher. To achieve the validity of the research, the researcher made sure that the interview questions were addressing topics such as knowledge of the strategic management practices of the companies, their job profile, their opinion about competitive advantage of the respective firms and their views about the covid-19 response. Also, the questions were open and further explained to ensure that they were answerable by the respondents.
Moss (1994) state that traditionally authors have determined that there is no validity without reliability. However, it is further concluded that there can be validity without reliability when constancy between autonomous processes is explained depending on the context where it is utilised. 
Cohen, Manion, and Morrison (2017, p.198) affirm that to ensure that there is validity in research it is critical to choose an achievable schedule, to have adequate resources for the study, to select the right instruments to obtain and process data, to utilise apt sample that provides a suitable representation and to avoid bias. 
On the other hand, reliability refers to steadiness, ability to be replicated with several tools and in different respondent groups (Cohen, Manion, and Morrison, 2017, p.199). It has to do with how accurate a study is. For example, research must prove that if it were carried out again with a group of participants in a similar setting then the conclusions should be alike. To ensure that the results are reliable, the researcher made an effort to cover the context of the participants to understand the background as to why a respondent provided a particular answer. In addition, they were involved in the assessment as to whether the final analyses presented an accurate picture of what they wanted to respond (Creswell and Miller, 2000, p.125). Other activities done to enhance validity are choosing an accurate methodology to ensure that the study was done in a timescale that does not discredit the research and by making sure that the participants responded voluntarily. The researcher will communicate with the contributors an hour past their work hours whilst they are at home. This is to ensure that they feel that they are in a safe environment where they can put across their opinion freely. They will also be provided with copies of the interviews so that they can check their answers and approve before these are presented in the current study. This will also help them recheck that the interview portrays a true reflection of what they intended to express.
[bookmark: _Toc157632669]3.10 Analysis
The researcher will type each interview as it is taking place. Afterwards, there will be a 5 minute check to make sure that all main points of the interview have been truly caught. Following the conclusion of the investigation, the researcher will provide the copy of the transcript to the respondents and give them time to check and modify any information as they see fit. The three interviews of both companies will then be scrutinised with the objective of finding any common opinions or patterns that would help create an accurate picture of the companies’ state.
Then, the data will be presented easily. Sandelowski (2000, p.335) state that when interrogations are taking place then interpretation is critical, and it is to follow. Also, an awareness of the facts needs to be performed. These descriptions rely on the respondent’s experiences, observations, and feelings. One can then state that the success of the study will be mostly due to how well the presentation of the data is done.
The structure used to create the interview questions derived from the objectives and these are the foundation of the data. The information will then be gathered to create an accurate conclusion based on common opinions. Once the researcher believes that the information is accurate, each metric will be individually assessed. All files will then be closely examined to verify common ground between the descriptions done by the participants. After this, themes will be created.



[bookmark: _Toc157632670]Chapter 4
[bookmark: _Toc157632671]4.0 Analysis of results
The methodology utilised gave the participants the opportunity to outline their point of view about the circumstances that could have provided and kept competitive advantage of the two main online retailers in the UK through their own knowledge, interaction and experiences with both companies. They could also highlight their opinion about the business actions. The interviews were examined with the purpose of discovering any patterns or persistent ideas.

The results that have to do with the strategic management practices that are utilised by the companies are necessary to create maximum value to customers and optimise profitability. Some of the main pillars that help are addressed in a simple manner with multiple choice questions and open ended questions just to ensure the participants have the chance to express their opinions in the topic.
The outcomes are presented into different segments.  The first two questions intend to create a profile about the participant where it is outlined if they are currently employed by that company in question and how long their interaction with the organisation happened. The next question asks the participant to rank different aspects with the purpose of establishing which department has the most importance into the value creation process. Questions 4 and 5 looks to see if the respondents are aware of the mission, vision, and strategic direction of the organisation. Question 6 intends to give a valuation of the performance of specific aspects of the company during covid. Question 7 asks what they consider where the main value is. Question 8 is an open-ended question where they can say where  they believe there is an opportunity to improve the value already provided. Questions 9, 10 and 11 look to evaluate the level of motivation and satisfaction is in regards to engagement, communication and their progression status. This can help to further analyse how biased the questions are being answered. Question 12 seeks to check what they think is the prioritised department in the organisation. Questions 13, 14 and 15 look into finding their level of involvement in the strategic formulation and long-term goals. Question 16 seeks their evaluation about the overall performance of the companies in relation to covid-19, with the chance to see how well the companies did in sum. At the end, all the participants are asked if there is anything else that they would like to add to sum up or conclude their opinion. 
[bookmark: _Toc481582388][bookmark: _Toc157632672] 4.1 The Main Findings
[bookmark: _Toc481582389][bookmark: _Toc157632673]4.1.1Profile of the Sample
[bookmark: _Toc481582390][bookmark: _Toc157632674]4.1.2 Characteristics of the Business Owners
According to Sainbury’s (2003), the owners of the group are Qatar Holdings with 14% of the business, Vesa Equity investment with 10%, Blackrock with 6.40%, Schroders with 5.22%, Bestway group with 4.99 and Pzena investment management with 4.69%. In contrast, Amazon was founded by a sole owner and it is still mostly owned by Jeff Bezos (Wells, Danskin, and Ellsworth, 2018, p.1) with Andy Jassy becoming the CEO from 2016 (Amazon, 2023).


[bookmark: _Toc157632675]4.1.3 Characteristics of the businesses:
Although Argos started as a catalogue retailer it has now become the second largest online retailer in the UK (Sainsbury’s 2022). However, it has physical stores where the public can go and buy goods strategically located in Sainsbury’s supermarkets. It now offers online, telephone, catalogue services, online service which means that it has a strong omnichannel strategy which many traditional retailers are looking to start (Rigby, 2011). This is unlike Amazon where all their services are provided online without physical stores. Digital retailing is proving to be much greatly lucrative than traditional brick and mortar stores as the average return on investment (ROI) in this market sector is about 6.5% whereas the average in a 5-year period for Amazon accounted for 17% in ROI (Rigby, 2011). 

[bookmark: _Toc157632676]4.1.4 Argos and Amazon’s PESTEL analysis:
[bookmark: _Toc157632677]4.1.4.1 Political: 
The UK is a state that is formed by England, Wales, Scotland and Northern Ireland. Its capital is London and its language is english. King Charles III is the head of state and Rishi Sunak is the prime minister. It is a parliamentary democracy and constitutional monarchy (BBC, 2022)
According to the department for business and trade (2023), the UK presents a strong and business-friendly environment that is ideal for investment and trade. They also highlight the fact that english is an international language and that the UK is strategically located, it presents an ideal business environment that encourages business growth.  One could then state that the government is interested in free trade and is actively encouraging investment to attract businesses.
The United Kingdom contemplated the creation of charges for online retailers such as Amazon (Whittington et al, 2019, p.38-39). In addition, agencies that oversee national security in America have put large online companies such as Amazon under further inspection to ensure that the interests of the consumers is guarded. 
Burt, and Sparks (2002, p.25) add that restrictive planning control are one of the ways that the UK government uses to control retailers. This is achieved through utilising planning restrictions in off town centres and green spaces which limit space availability. One could then state that the government encourages business investments. However, they monitor the large retailer companies to safeguard the customers and they utilise different strategies to control their expansion. 
[bookmark: _Toc157632678]4.1.4.2 Economic:
According to Clark (2023a) the GDP or gross domestic product of the United Kingdom in 2022 was 2.27 trillion British pounds. This shows growth of 94.6 billion more when compared to 2021. The decrease shown in 2019 is based on the effect that occurred due to the impact of covid-19. This was encouraged by the lockdowns. 2021 shows the sharpest decrease in the UK GDP since 1948. Moreover, Clark (2023b) states that the UK has the fifth largest global economy only behind by USA, China, Japan, and Germany. With an unemployment rate of 4.2% and a large inflation rate of 4.6%.  One could then argue that the UK has a strong economy that supports market competition. 
Argos has an active role in the UK retail industry and its relation to economic policies. A prime example is when the CEO at the time in 2011 called for the government to reduce the income tax so the shoppers could have extra income to be able to revitalise the retail market (UK FashionNetwork, 2011). It denotes that the company is involved in macroeconomic influences that affect their customers and ultimately their sales. 
[bookmark: _Toc157632679]4.1.4.3 Socio-cultural: 
The population of the UK is 67.7 million (BBC, 2022). Some key demographics of the UK are that there are 33.15 million men and 33.94 million females with the median age of 40.1, life expectancy is 82.3 years with London, Birmingham and Liverpool being their most populated cities (worldometers, 2023). GOV UK. (2023) highlighted that 82% of the english and welsh residents are white whereas the 18% come from black, asian and other different ethnic groups.
In terms of population in relations to retail, changes in socio cultural factors have occurred in recent years, especially with the influence of covid-19 in customer behaviour. Lately, branded items are preferred by customers due to brand identification, chopped and ready to eat foods are vastly increasing in popularity due to saving time as most of the time the households have both partners working (Burt, and Sparks, 2002, p.13)
 Burt, and Sparks (2002, p.25) depict that companies need skill, defined systems, brand differentiation, trust and an efficient delivery process to be successful in online retailing.
Vollero, Sardanelli, and Siano (2023, p.1062) argue that Amazon’s disruption in digital retailing has modified costumer’s behaviour, it has also changed their expectations. They also further claim that due to the quality of the service provided by Amazon which comes in terms of price, customer centricity, shipping efficiency and post-acquisition support, it has subsequently encouraged clients to become more demanding and has left them less satisfied with other retailer’s policies. This statement can also be reinforced by Solon, and Wong (2018) which highlight that Amazon’s aggressive market dominance techniques has several retailers suffer of the term “Death by Amazon” which occurs when Amazon copies and betters services that are already provided by other retailers. Amazon is highly data focused, there is an inherent obsession with knowing what customers do, want, where they live and their personal information as depending on how much you know a client then the likelihood of satisfying their needs increases significantly.
In contrast, Amazon has also been accused of reducing jobs in the areas where their fulfilment centres are established, considering their workers as robots and forcefully leading competitors out of business (Solon, and Wong, 2018). 
Another term that has been associated with the strategy of the business is the “Amazon effect” which describes the association with logistics where the customer’s lack of patience has been increased due to the low waiting of the delivery time of Amazon’s products. This aspect makes it nearly impossible for a smaller business to compete against the ecommerce giant.  

[bookmark: _Toc157632680]4.1.4.4 Technologic 
According to TechUk (2023) the technology sector in the UK has increased to 25% in the last 10 years. Although it is one of the top technology industries in Europe, there is high competition and challenging obstacles. Some of these barriers are the rise of artificial intelligence, generating policies that enhance the creation of green and ethical technology that fosters sustainability, attracting talent that can manage these and appealing to businesses that invest in the sector. 
Porter (1985) states that not all technological modernization is beneficial for companies or strategy. Sparks (2003) highlights that catalogue retailing has been mostly unsuccessful in Europe except for Argos. It is also further argued that the business has always prioritised innovation through experimentation and development. One could then state that technology in Argos is an inherent part of the business’ strategy, that it has been tailored to serve customers better and that the company is not afraid to experiment. 
Another technology driven solution that Argos has utilised in their marketing mix is omnichannel retailing. Rigby (2011) argues that omnichannel retailing is the most important strategy to satisfy all customers’ needs. Consumers now require the advantages of digitalisation such as high selection amount, price clarity, availability, adaptability, convenience and customer’s opinions on the products. Whereas other customers have need of a sensorial shopping experience where they can see, feel and try what they want, enjoy the shopping experience and have their questions answered in regards to products with human interaction.  
Argos currently has over 60,000 products other than furniture whilst being the no.1 in UK furniture retailing (Whittington et al, 2019, p.231).
[bookmark: _Toc157632681]4.1.4.5 Environmental
Skinner et al (1997, p.124-125) highlight that the main environmental challenges in the UK come from pesticides, nitrogen, pollution and the deterioration of habitat due to water purification. In addition, the weather in the UK has regular extreme events such as extended rainfall, occasional droughts and heatwaves (Jones et al, 2010, p.7). Although these factors provide further environmental challenges for business, they do not deter the fact that the UK still presents itself as an attractive option for companies that want to consider the environment.
Argos (2024) explain that as a company they are committed to encourage sustainability across their operations through the utilisation of items that can be reused. They also add that one of their environmental goals is to challenge climate change by finding mechanisms that work better for the planet. They also have on their website an environmentally friendly area where the conscious customer can purchase items with recycled materials and energy saving appliances. Amazon (2023) state in their 2022 sustainability report that their aim is to make decisions that create climate solutions that do not sacrifice the speed and the service that Amazon’s customers are used to. In addition, they prioritise renewable energy, the use of recyclable packaging and are committed to be net-zero carbon in 20 years’ time.  One could then argue that both companies have considered environmental factors and sustainability friendly decisions to do business. 

[bookmark: _Toc157632682]4.1.4.6 Legal 
The UK has three different and independent legal systems depending on the country where they are performed (judiciary, 2024). The UK in its uniqueness has no written constitution which just goes to show that the political and legal institutions have uniquely progressed since 1066. One could then state that companies need to ensure they research the legal matters in the UK with an expert or using previous rulings to not break the law as the fact the constitution remains unwritten makes it unclear.
In the US, Amazon is threatened by legal regulation that could curb the market penetration that Amazon has as in 2018 it accounted for almost half of the retail expenditure in the US and currently has 80 million of US users in their Amazon prime service (Whittington et al, 2019, p.38). Moreover, Argos has participated in socially irresponsible practices. In 2000 Argos and Littlewoods agreed an unlawful price setting arrangement where a RRP price was set by both (Vindelyn Smith-Hillman, 2007). 

[bookmark: _Toc157632683]4.2 Knowledge that participants have about strategic management practices
The interviewees were all asked about their understanding in regards to the vision, mission and objectives of the businesses.
Only a participant in a managerial position had a notion of the aforementioned aspects of the company they worked for. Which leaves 83% of the respondents without any knowledge of these. This does not help the study performed by AlDhaheri, Ameen, and Isaac (2020, p. 1932) which states that strategy implementation and aligning this with the organisational structure increases performance by a 19.3%. This might indicate that the companies have the potential to leverage identification of the colleagues with organisational goals by involving and addressing this matter with the participants. 
[bookmark: _Toc157632684]4.3 Evaluation of the departments of both companies by the participants
The respondents had the opportunity to establish their opinion about the strongest departments in the companies. Regarding Amazon, the product and service quality prevailed as the main value given to customers which aligns with their promise to deliver best value and best customer service. The participants also highlighted that the operations and activities are customer centric by a 100%. 
In Argos, the product and service quality accounted for 66%. The justification in this case is that one of the colleagues stated that the operations are the most efficient part of the company. In contrast, the management and organisation culture were deemed as the lowest value adding factors of the organisations. One could then argue that these companies are customer and efficiency focused rather than employee focused. Sokro (2012, p.106) denotes that the better the organisational culture of an organisation then the better the motivation of the colleagues and this then improves performance. It could be stated that the companies have the chance to improve their organisational culture which could lead to greater motivation and performance which have the potential to turn into greater profits for the organisations.  

[bookmark: _Toc157632685]4.4 Response to the covid-19 pandemic:
The respondents highlighted responses that occurred during the pandemic by the companies and their evaluation about these. The majority of the respondents stated that Amazon’s adaptability was high and that speed remained the same. However, a vast percentage said that the staff management was low with some former colleagues stating they felt unsafe whilst working in Amazon’s premises during the pandemic.
One could argue that the nature of these companies helped to adapt faster to the changing market because they had a strong online presence established and the platform for success was already created. 
[bookmark: _Toc157632686]4.5 Satisfaction of the participants with the company
In this section the respondents were encouraged to highlight how satisfied they are with the company, their position and how engaged they feel. With this we look to see how their feelings with the company influence their answer.  Mann, and Darby (2014) pinpointed that the key to success in a company is to have managers that are focused on both performance and engagement. Based on the answer provided by the respondents one can state that all of the respondents were somewhat dissatisfied with the company due to different reasons
One stated that there were previous managers that were helpful, but this changed once Amazon started hiring new graduates as managers. Another was dissatisfied due to the fast-paced environment which did not help her mental health. The last one claimed dissatisfaction due to Amazon’s strategy to take over smaller companies and with this, unhelping smaller businesses. 
Argos colleagues stated dissatisfaction due to a high turnover of managers and lack of progression. 
The identification of strategic decisions that maintained competitive advantage of the two main online retailers in the UK in relations to the pandemic and with this the creation of a framework to build resilient companies.

[bookmark: _Toc157632687]4.6 Critical analysis of the competitive strategy:
[bookmark: _Toc157632688]4.6.1 Amazon: 
Filson (2004, p.3) claims that in the early days of Amazon, companies thought that increasing sales as a competitive strategy was the key factor to increase value. Their early competitors were focusing their efforts on web traffic, and even though it worked to an extent, the impact of this reduced with time and the firms were fixated on doing more of what had previously worked which made them slow to adapt to the market. Subsequently, reducing their willingness to disrupt the status quo and innovate.
Hahn, Kim and Youn (2018, p.17) state that the main factors that have maintained Amazon’s competitive advantage above their online and brick and mortar competitors are technology and innovation, the low cost and efficiency of their logistics structure, and their customer centricity. Other contributing factors have been Bezos’ vision when it comes to innovation where it has become a pioneer company, the focus on reduction of costs of the deliveries just to benefit the customers in order to have a shipping structure just as strong as DHL and Fedex, and their aggressive advancement is areas such as electronic commerce, groceries, fashion, entertainment, just to name a few. Amazon decided it was time to detach from the shipping companies just to improve shipping times. The company utilized this strategy in the UK where they acquired 4.2% of the shares in Yodel, a delivery business and 25% of shares at Colis Prive which is a French delivery company (Weise, 2016). One could then argue that if the most important factor that drives their competitive advantage had to be summarized it would be to be the best at providing what the customers want. They also acquire companies and associate with businesses that help them move in that direction. 

[bookmark: _Toc157632689]4.6.2 Argos: 
According to Sparks (2001, p.427) Argos was the most successful catalogue retailer in Europe. In the early days, in the 1970’s their focus was to ensure that the catalogues would be in as many UK households as possible. These catalogues had to deliver the look of the product, what it was for, and have sellable stock, whilst maintaining competitive prices. The centricity of this business model did not stop until recently. Argos catalogues were also considered a reference of the british lifestyle (Sparks, 2001, p.440). Nowadays, the company has rapidly evolved from their early days, the product range has significantly increased, their distribution platform is rather efficient even offering same day delivery on some products whilst still maintaining their original essence. Argos has known how to evolve and adapt to the market by keeping their traditional roots and improving their distribution and multi-channel capability. One could then state that the main factors that have kept Argos’ competitive advantage are an identification with british values, a highly efficient distribution strategy, a vast selection of products, an effective multi-channel strategy which makes it highly flexible and the lack of fear about investing on customer driven technological solutions to improve their service. 

[bookmark: _Toc157632690]4.7 Abilities needed to maintain and build resilient companies.
Fiksel, and Fiksel (2015, p.4) explain that it is crucial for companies to foresee instability rather than oppose it. Also, they further pinpoint that organizations need to rapidly adapt to a turbulent environment by restructuring their approach. A study involving 5 companies that faced turbulence due to covid-19 succesfully concluded by claiming that businesses need to build innovation capabilities as main factor, leadership capabilities, and emotional capabilities that foster resilience (Bergami, et al, 2022, p.247). Cheese (2016) highlight that organisational efficacy does not only pertain value creation, but it is also driven by building resilient and sustainable companies.

[bookmark: _Toc157632691]4.8 Recommended framework to support online retailers in the UK market in the post pandemic era:
Although further research should be conducted, there are key factors that the case study of Amazon and Argos as the main online retailers in the UK in relations to the pandemic and their competitive advantage can highpoint. Even if online sales rose during and post pandemic era, it is important to elucidate that Amazon and Argos had decreased profits due to the high cost of the pandemic. Amazon hired more staff to face the rise in sales and increased the sick pay. Both companies adapted quickly to not only resist covid-19 but to obtain advantage by the risk.  They leveraged their own resources, studied the skills gap, and acted quickly to fulfil them. During the pandemic they ensured operations kept going. 
Companies need to add resilience and risk management inherent in the strategy. Online retailers need to become customer centric and create systems that build a fantastic customer experience. It is also important to identify the main value provided to clients and leverage it. Whilst ensuring that innovation and sustainability are considered and applied. 






[bookmark: _Toc157632692]Chapter 5
[bookmark: _Toc157632693]5.0 Conclusion:
This chapter is about appraising the conclusions and the recommendations. The research tries to not only highlight the main factors that provide competitive advantage to Argos and Amazon, but also, to create key points that can be useful for other online retailers to apply.
The literature advocates that there are strategic management practices that successful companies apply that help to increase competitive advantage. Although this is challenging in itself as companies are different and there are no size fits-all strategies, doing so in light of the economic turbulence that the pandemic created in the world is a step ahead.
The conclusion of this study highlights that the aforementioned companies had strong strategic management skills and high levels of adaptability that made their journeys smooth. Although one can recognise the advantage of being online retailers during the pandemic, they still faced the setbacks of lockdowns, steep increase of demand and low profitability due to high costs of covid-19. 
Porter is the most important scholar in the strategic management field. However, Fisk (2016) did not support Porter’s ideas about competitive strategy deeming his work as single sided in regards to competition. Based on the analysis done to both companies, one could conclude that although competitive advantage is key in order to survive in turbulent times, it is crucial to ensure that all primary and secondary activities performed in an organisation are customer centric as this factor seems to be one of the most important value adding aspects that help both companies to maintain market leadership. 
Porter also argued that competitive advantage is created by the activities the business performs. Nevertheless, Cheese (2016) states that competitive advantage is not only about value, but also about fostering sustainability and resilience (Avery, and Bergsteiner, 2011). Moreover, Avery, and Bergsteiner (2011) pinpoint that long term profits is more convenient than short term. One could state that although Porter’s ideas are still relevant, there are further studies that refine, improve and complement the competitive advantage theory.
[bookmark: _Toc157632694]5.1 Identification of the value creation that maintain advantage above competitors
This objective was completed within the interviews that were conducted in both companies where the main activities were evaluated by the respondents. 
Most of them stated that both companies prioritise finances and operations. These results agree with authors Andrew, and Johnson (1982, p.124) which assert that operations are the reason to be of companies, the focal point of the value creation as well as being deemed as a primary function under Porter’s (1980) ideas. It is no wonder that these market leaders have it at the heart of their priorities.
In addition, other variables that were analysed in terms of Amazon are their innovation and technology approach, their constant search to make their logistics more efficient and low cost and their customer centricity. In regards to Argos, it is their successful multichannel strategy, their evolution with the market and their innovation technology with the aim to satisfy customers better.
[bookmark: _Toc157632695]5.2 To analyse the environmental factors that aid in their strategy formulation.
The UK presents an ideal market for business creation. Investments are encouraged and the government works hard to ensure that there is political and economic stability to attract business. This, the fact that the UK has an unwritten constitution and laws that change from country to country in the kingdom make the business environment inviting and unique. 
 
[bookmark: _Toc157632696]5.3 To discover abilities needed to maintain and build resilient companies
This was met with the analysis of the study conducted by Bergami, et al (2022, p.247) where they interviewed 5 companies that had successful post pandemic results in spite of the adversity. In sum, the key is to build innovation capabilities, strong leadership capabilities to execute the plan and sustainability. Based on this, one could argue that Argos and Amazon have high adaptability, whilst promoting sustainability within their business. And these are also factors that have contributed to their success.


[bookmark: _Toc157632697]5.4 To develop a framework that would support online retailers in the UK market in the post pandemic era.
Based on the accomplishment of the two main online retailers in the UK market, one can conclude by stating that online retailers can overcome crisis by leveraging their own resources, having a closer ear to market tendencies, filling the skill gap needed to fulfill customer’s needs based on market demands whilst maintaining supreme customer service. This is whilst maintaining innovation and sustainable practices. One can learn from Amazon how the satisfaction of the client should be the main driver of change. Moreover, one can learn from Argos that technological innovation needs to be driven by customer needs to avoid unnecessary spending.

[bookmark: _Toc157632698]5.5 Future of the companies in their current market:
Amazon has ambitious expansion plans not only in their field but also in the grocery market. The researcher would recommend them to take over the latin american market in online retailing so it becomes as strong as it is in the US and Europe. This is to further consolidate their dominion globally. 
Also, the researcher would encourage Argos to expand in Europe utilizing the entry strategy that Amazon used in France where they entered partnerships with french delivery companies, or bought percentages of well established businesses until they were able to launch enough distribution centres that gave them the ability to operate without the help of these companies. 

[bookmark: _Toc157632699]5.5 Recommendations:
Further studies could be undertaken on a larger and deeper level. It could be a reality by performing more interviews and also including senior managers. In addition, a greater time frame to evaluate the 10-year impact of the pandemic in retail in the UK in order to have more data as more secondary research would have been helpful. This is because the information available on the subject is not vast. Also adding quantitative data with financial implications and consequences about the effect of the pandemic could have expanded the research. However, the researcher considers this to be too vast and out of the scope of the key elements of achieving competitive advantage.
The majority of the respondents were dissatisfied with their company for different reasons. This proves that even businesses that are market leaders encounter this situation and challenges with staff. Due to limited time and wordcount, it was not viable to address and expand in the challenging situations the respondents encountered. In spite of this, one can encourage further research as the limitations of corporations that are market leaders can be a contribution to future studies. 
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Appendix
Labaw (cited in Scheppele, 1982, p.731) states that the framework specified on Advanced Questionnaire Design has been utilised for the creation of surveys and that a survey must have specified objectives. Nevertheless, Converse (1982, p.295) argues that Labaw’s work focuses on the initial stages of research design. Although one can note that, the initial inquiries are the base for construction of an interview. As the research aim is to identify the key strategic decisions that kept the competitive advantage of Argos and Amazon during and post-pandemic, the following questions will focus on the employee’s perspective on the topic.

Amazon A
I am associated with the company as a:
Stakeholder
Manager
Employee
X Ex-employee
 
How long have you worked for the organisation?
>10 years
8-10 years
5-8 years
3-5 years
X 1-3 years
< 1 year
 
Please rank (1 as lowest and 5 as highest) the following departments of the organization, from weakest to strongest:
Production/Operations

Customer Service

Organization Culture

Management

Product/Service Quality

 
Please justify your answer:
Management are not very good. They are all babies, straight out of university, never had a job. I think the product 

Management were no supportive: They tried to tell people that they were good 
Managers.
I was the head of the coaching team. B They expect you to do an awful lot but not nearly as bad as people think.
When I started there was a good manager but the 25 year olds and then went downhill. 

Are you aware of the company’s strategy to succeed in the market against the competition?
Yes	X No	Why?	They never involved us in this. 					

Are you aware of the organisation’s vision, mission, objectives and values?
Yes	X No				How long ago did you work for Amazon? About 18 months. 	 						


During the pandemic, how satisfied were you in regards to..?
	Extremely Satisfied	Satisfied	Neutral	Dissatisfied	Extremely Dissatisfied
Adaptability to the market		x			

Staff management				x	

Product/service		x			

Communication 			x		
Speed 	X				
					

					


 
What is the main value or advantage that you consider the organisation provides to customers? (Maximum 2)
Flexibility
Quality
Cost
Marketing strategies
Customer Service
Convenience
Speed

How do you think the company can improve value to customers?
As a costumer, the company is good, it is just as an employee that things change.
		
 	How satisfied are you with your position in this organisation?	Very dissatisfied	Somewhat dissatisfied	X Not satisfied or dissatisfied	Somewhat Satisfied	Very satisfied		How satisfied are you with the communication in this organisation?	Very dissatisfied	X Somewhat dissatisfied	Not satisfied or dissatisfied	Somewhat Satisfied	Very satisfied		 	9- How motivated are you to see the company succeed?	Not at all motivated	Motivated	X Not very motivated	Somewhat motivated	Very motivated	

Please elaborate
I was motivated with my old manager. But after he left then I was just not interested.
Which department is prioritised in the company?
Human resources
Technology
Marketing
Operations
Finance
Costumer service
Product development


Does your organisation utilise SWOT and Pestel analysis for strategy formulation?
Yes	X No							

 Pinpoint your level of involvement in strategy formulation:
X Not at all involved
Involved
Not very involved
Somewhat involved
Very involved
How satisfied are you about the overall performance of the company to covid-19?
X Very dissatisfied
Somewhat dissatisfied
Not satisfied or dissatisfied
Somewhat Satisfied
Very satisfied

Are you aware of the long-term goals of the organisation?
Yes
X No
 Money driven goals

Is there anything you would like to add?
No.
Amazon B
I am associated with the company as a:
Stakeholder
Manager
Employee
X Ex-employee
 
How long have you worked for the organisation?
>10 years
8-10 years
5-8 years
3-5 years
1-3 years
X < 1 year
 
Please rank (1 as lowest and 5 as highest) the following departments of the organization, from weakest to strongest:
Production/Operations

Customer Service

Organization Culture

Management

Product/Service Quality

 
Please justify your answer:
It is a very stressful working environment because of the enormous amount of customers and lack of employees to deal with all of the problems. I think there are so many moving parts of the company, I just think it was severely understaffed. There were so many systems that it was hard to keep up with them all the time.

Are you aware of the company’s strategy to succeed in the market against the competition?
Yes	X No	Why?			 						

Are you aware of the organisation’s vision, mission, objectives and values?
Yes	X No					 						


During the pandemic, how satisfied were you in regards to..?
	Extremely Satisfied	Satisfied	Neutral	Dissatisfied	Extremely Dissatisfied
Adaptability to the market			x		

Staff management				x	

Product/service					

Communication 					x
Speed 		X			
					

					


 
What is the main value or advantage that you consider the organisation provides to customers? (Maximum 2)
Flexibility
Quality
Cost
Marketing strategies
Customer Service
Convenience
Speed

How do you think the company can improve value to customers?
I would say by providing better customer service. The responding time to customers and escalations should improve. 

		
 	How satisfied are you with your position in this organisation?	X Very dissatisfied	Somewhat dissatisfied	Not satisfied or dissatisfied	Somewhat Satisfied	Very satisfied		How satisfied are you with the communication in this organisation?	X Very dissatisfied	Somewhat dissatisfied	Not satisfied or dissatisfied	Somewhat Satisfied	Very satisfied		 How come? Managers would take way too long to get back to me. And I could never do my job properly. 		9- How motivated are you to see the company succeed?	Not at all motivated	Motivated	X Not very motivated	Somewhat motivated	Very motivated	

Please elaborate
I did not feel passionate about the company at all. The salary was not the best. It was irritating seeing how much the company was earning and how that retribution never showed up for us. 
So as an employee you consider that you weren’t justly compensated? Exactly. Could you please elaborate? I worked long hours, it was very stressful because everything was fast paced. I don’t think one was justly retributed. It is a draining job. 

Which department is prioritised in the company?
Human resources
Technology
Marketing
Operations
Finance
Costumer service
Product development


Does your organisation utilise SWOT and Pestel analysis for strategy formulation?
Yes	X No	I do not know if they did. 						

 Pinpoint your level of involvement in strategy formulation:
X Not at all involved
Involved
Not very involved
Somewhat involved
Very involved
How satisfied are you about the overall performance of the company to covid-19?
X Very dissatisfied
 Somewhat dissatisfied
Not satisfied or dissatisfied
Somewhat Satisfied
Very satisfied
The company did not provide enough ppe at times and it felt unsafe to go.
Are you aware of the long-term goals of the organisation?
Yes
X No
 To keep making money

Is there anything you would like to add?
It is a highly stressful environment, low support and unfairly compensated for the job that you do.

Amazon C
I am associated with the company as a:
Stakeholder
Manager
X Employee
Ex-employee
 
How long have you worked for the organisation?
>10 years
X 8-10 years
5-8 years
3-5 years
1-3 years
< 1 year
 
Please rank (1 as lowest and 5 as highest) the following departments of the organization, from weakest to strongest:
Production/Operations

Customer Service

Organization Culture

Management

Product/Service Quality

 
Please justify your answer:
I believe the service is overall good. Most of the amazon products provide quality. It is the third parties that they should regulate more.
Are you aware of the company’s strategy to succeed in the market against the competition?
X Yes	No	Why?			 						

Are you aware of the organisation’s vision, mission, objectives and values?
Yes	X No						


During the pandemic, how satisfied were you in regards to..?
	Extremely Satisfied	Satisfied	Neutral	Dissatisfied	Extremely Dissatisfied
Adaptability to the market			x		

Staff management			x		

Product/service		x				

Communication 				x	
Speed 		X			
					

					


 
What is the main value or advantage that you consider the organisation provides to customers? (Maximum 2)
Flexibility
Quality
Cost
Marketing strategies
Customer Service
Convenience
Speed

How do you think the company can improve value to customers?
By creating more distribution centres.
		
 	How satisfied are you with your position in this organisation?	Very dissatisfied	X Somewhat dissatisfied	Not satisfied or dissatisfied	Somewhat Satisfied	Very satisfied		How satisfied are you with the communication in this organisation?	Very dissatisfied	Somewhat dissatisfied	X Not satisfied or dissatisfied	Somewhat Satisfied	Very satisfied		 How come? I just come here, do my job and go home. I am not interested in knowing more than that.		9- How motivated are you to see the company succeed?	X Not at all motivated	Motivated	Not very motivated	Somewhat motivated	Very motivated	

Please elaborate
I think they are killing small businesses.
Is that something important for you? Yes, the richer get richer and there is no equality for society. It is either you let Amazon take over or you lose your business.

Which department is prioritised in the company?
Human resources
Technology
Marketing
Operations
Finance
Costumer service
Product development


Does your organisation utilise SWOT and Pestel analysis for strategy formulation?
Yes	X No	I am not sure about this.						

 Pinpoint your level of involvement in strategy formulation:
X Not at all involved
Involved
Not very involved
Somewhat involved
Very involved
How satisfied are you about the overall performance of the company to covid-19?
X Very dissatisfied
Somewhat dissatisfied
Not satisfied or dissatisfied
Somewhat Satisfied
Very satisfied
I disliked it tremendously. We were not provided with enough masks, our hours were still long, there was no consideration of our wellbeing.
Are you aware of the long-term goals of the organisation?
Yes
X No

Is there anything you would like to add?
I am trying to find another job at the moment.
Argos A
I am associated with the company as a:
Stakeholder
Manager
Employee
X Ex-employee
 
How long have you worked for the organisation?
>10 years
8-10 years
5-8 years
3-5 years
 X 1-3 years
< 1 year
 
Please rank (1 as lowest and 5 as highest) the following departments of the organization, from weakest to strongest:
Production/Operations

Customer Service

Organization Culture

Management

Product/Service Quality

 
Please justify your answer:
The management was awful. The rotation was so high that by the time that you got used to a manager’s ways there would be a new one coming. I consider the customer service and the product quality to be ok. The organisation culture was ok with the workers but it was very unstable, people were coming and going.
Why do you think the high rotation was happening? Because they would either find higher paying jobs or they would be taken to another store to learn things.
Are you aware of the company’s strategy to succeed in the market against the competition?
Yes	X No	Why?	I was not interested in knowing it being honest with you. 						

Are you aware of the organisation’s vision, mission, objectives and values?
Yes	X No		How long ago did you work for Argos?  About 2 years ago. I was a student at the time. Now that I graduated I went onto finding a new job.	 						


During the pandemic, how satisfied were you in regards to..?
	Extremely Satisfied	Satisfied	Neutral	Dissatisfied	Extremely Dissatisfied
Adaptability to the market		X			

Staff management				x	

Product/service		x			

Communication 				x	
Speed 		x			
					

					


 
What is the main value or advantage that you consider the organisation provides to customers? (Maximum 2)
Flexibility
Quality
Cost
Marketing strategies
Customer Service
Convenience
Speed

How do you think the company can improve value to customers?
By having better management.
		
 	How satisfied are you with your position in this organisation?	Very dissatisfied	Somewhat dissatisfied	X Not satisfied or dissatisfied	Somewhat Satisfied	Very satisfied		How satisfied are you with the communication in this organisation?	Very dissatisfied	Somewhat dissatisfied	Not satisfied or dissatisfied	X Somewhat Satisfied	Very satisfied		 	9- How motivated are you to see the company succeed?	Not at all motivated	Motivated	X Not very motivated	Somewhat motivated	Very motivated	

Please elaborate: I studied law. Therefore I do not think that I would have progressed in that company. 

Which department is prioritised in the company?
Human resources
Technology
Marketing
Operations
Finance
Costumer service
Product development


Does your organisation utilise SWOT and Pestel analysis for strategy formulation?
Yes	X No							

 Pinpoint your level of involvement in strategy formulation:
Not at all involved
Involved
X Not very involved
Somewhat involved
Very involved
How satisfied are you about the overall performance of the company to covid-19?
X Very dissatisfied
Somewhat dissatisfied
Not satisfied or dissatisfied
Somewhat Satisfied
Very satisfied
I was shocked at how they manipulated the company to deem it as critical when the lockdown happened. I would have understood the supermarket, but they requested us to stay in Argos even with the lockdown in place which I think shows how they prioritised their income over the people. 
Are you aware of the long-term goals of the organisation?
Yes
X No
 

Is there anything you would like to add?
No.

Argos B 
I am associated with the company as a:
Stakeholder
X Manager
Employee
Ex-employee
 
How long have you worked for the organisation?
>10 years
X 8-10 years
5-8 years
3-5 years
 1-3 years
< 1 year
 
Please rank (1 as lowest and 5 as highest) the following departments of the organization, from weakest to strongest:
Production/Operations

Customer Service

Organization Culture

Management

Product/Service Quality

 
Please justify your answer:
 I believe there is a high emphasis on customer service. I am a deputy manager and I have experience in other competitors. This is not the worst place to work for. 
Are you aware of the company’s strategy to succeed in the market against the competition?
Yes	X No	Why? In some occasions they have been mentioned in meetings but I cannot recall it from the top of my head right now. 							

Are you aware of the organisation’s vision, mission, objectives and values?
Yes	X No	 	Again, I have heard it but I am not familiarised with them. 					


During the pandemic, how satisfied were you in regards to..?
	Extremely Satisfied	Satisfied	Neutral	Dissatisfied	Extremely Dissatisfied
Adaptability to the market		x			

Staff management		X			

Product/service		x			

Communication 			x		
Speed 		x			
					

					


 The company was quick to adapt during the pandemic. I am just glad I was able to work during that time. It was somewhat chaotic. 

What is the main value or advantage that you consider the organisation provides to customers? (Maximum 2)
Flexibility
Quality
Cost
Marketing strategies
Customer Service
Convenience
Speed

How do you think the company can improve value to customers?
By improving their logistics. 
		
 	How satisfied are you with your position in this organisation?	Very dissatisfied	Somewhat dissatisfied	X Not satisfied or dissatisfied	Somewhat Satisfied	Very satisfied		How satisfied are you with the communication in this organisation?	Very dissatisfied	Somewhat dissatisfied	X Not satisfied or dissatisfied	Somewhat Satisfied	Very satisfied		 	9- How motivated are you to see the company succeed?	Not at all motivated	X Motivated	Not very motivated	Somewhat motivated	Very motivated	

Please elaborate
I believe that if the company does good then it should reflect on the employees too.

Which department is prioritised in the company?
Human resources
Technology
Marketing
Operations
Finance
Costumer service
Product development


Does your organisation utilise SWOT and Pestel analysis for strategy formulation?
Yes	X No							

 Pinpoint your level of involvement in strategy formulation:
Not at all involved
Involved
X Not very involved
Somewhat involved
Very involved
How satisfied are you about the overall performance of the company to covid-19?
Very dissatisfied
Somewhat dissatisfied
X Not satisfied or dissatisfied
Somewhat Satisfied
Very satisfied

Are you aware of the long-term goals of the organisation?
Yes
X No

Is there anything you would like to add?
No.

Argos C
I am associated with the company as a:
Stakeholder
Manager
X Employee
Ex-employee
 
How long have you worked for the organisation?
>10 years
8-10 years
5-8 years
3-5 years
X 1-3 years
< 1 year
 
Please rank (1 as lowest and 5 as highest) the following departments of the organization, from weakest to strongest:
Production/Operations

Customer Service

Organization Culture

Management

Product/Service Quality

 
Please justify your answer:
I was not keen on that job at all. I was a customer service representative and in several occasions I had to deal with angry customers. 
Are you aware of the company’s strategy to succeed in the market against the competition?
Yes	X No	Why? I do not think it was mentioned. 						

Are you aware of the organisation’s vision, mission, objectives and values?
Yes	X No		 						


During the pandemic, how satisfied were you in regards to..?
	Extremely Satisfied	Satisfied	Neutral	Dissatisfied	Extremely Dissatisfied
Adaptability to the market				X	

Staff management				X	

Product/service		x			

Communication 				x	
Speed 		X			
					

					


 
What is the main value or advantage that you consider the organisation provides to customers? (Maximum 2)
Flexibility
Quality
Cost
Marketing strategies
Customer Service
Convenience
Speed

How do you think the company can improve value to customers?
I am not sure, the service is good I consider.
		
 	How satisfied are you with your position in this organisation?	Very dissatisfied	Somewhat dissatisfied	X Not satisfied or dissatisfied	Somewhat Satisfied	Very satisfied		How satisfied are you with the communication in this organisation?	Very dissatisfied	X Somewhat dissatisfied	Not satisfied or dissatisfied	Somewhat Satisfied	Very satisfied		 	9- How motivated are you to see the company succeed?	Not at all motivated	Motivated	X Not very motivated	Somewhat motivated	Very motivated	

Please elaborate:
I tried to get the role as a manager and I was unable to obtain it but thankfully that helped me start my own business afterwards.

Which department is prioritised in the company?
Human resources
Technology
Marketing
Operations
Finance
Costumer service
Product development


Does your organisation utilise SWOT and Pestel analysis for strategy formulation?
Yes	X No							

 Pinpoint your level of involvement in strategy formulation:
Not at all involved
Involved
X Not very involved
Somewhat involved
Very involved
How satisfied are you about the overall performance of the company to covid-19?
Very dissatisfied
Somewhat dissatisfied
X Not satisfied or dissatisfied
Somewhat Satisfied
Very satisfied

Are you aware of the long-term goals of the organisation?
Yes
No
 

Is there anything you would like to add?
No.
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