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This study investigates transitioning from bricks-and-mortar to e-commerce whilst addressing the impact of coronavirus on The Luxe Wax Company (TLWC). In addition, research focuses on how TLWC achieved successful transition through coaching and mentoring, change management, sustainability and project management. Further reasons for transition are wider customer base, increased exposure and sales, reduced overheads and cost implications saved from no longer having a high street presence. 

TLWC must transition from bricks-and-mortar to e-commerce since coronavirus restrictions resulted in reduced footfall leading TLWC to cease trading until further notice; establishing the need for change. While this is a transitory period coronavirus restrictions will eventually ease enabling a return to normal trading; however, when is unknown. 

Research indicates a significant increase in e-commerce since the coronavirus pandemic; 46% consumers purchased products online during the pandemic that previously they had only bought in-store (Tababa, 2021).

A combination of qualitative and quantitative research practices will draw upon data and datasets informing the decision processes and, where relevant, guide further research as required. Research focusses on similar companies transitioning from bricks-and-mortar outlets to online, related consumer behaviour, consumer and retailer expectations combined with an analysis of e-commerce and related industry criteria.

Research illustrates antecedents and consequences of transitioning from bricks-and-mortar to e-commerce through journal articles, academic books, statistics and online sources. Market research has been undertaken, analysing customer behaviours and adjustment of product pricing are vital for TLWC to successfully trade online. 

Transitioning employees to digital technology is difficult. Employees were not previously required to employ technology as part of their job role, subsequently the transition requires job role modifications, subsuming additional training requirements, associated coaching and mentoring, addressing, preventing demotivation, encouraging positive engagement. 

Organisational change typically involves employee resistance to the change. It was decided early in the process to engage with employees to address this, creating a positive environment, encouraging employee involvement through a ’voice’ and input in the change.  

Primary research undertaken through customer questionnaires and focus group interviews with people who previously transitioned to e-commerce highlighted barriers to successful transition; lack of digital skills, gaps in organizational capabilities to deliver digital innovation and ineffective employee communication. The focus group interview participants provided Lucy with vital information for instance, avoid barriers and marketing overspending to prevent unsuccessful transition. 

The findings support the prediction that e-commerce benefits TLWC since overheads are decreased and a wider market reach is achieved; however, cybersecurity is a major threat.
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Introduction

The main aim is to investigate the transition of an SME (small-to-medium enterprise) to e-commerce in response to the coronavirus pandemic.

A case study of TLWC will be undertaken generating a comprehensive, multi-faceted understanding of e-commerce transition within a real-life context (Crowe et al, 2011).

A literature review will be conducted, focusing on SMEs transitioning to e-commerce, a systematic approach being most suited to deliver focussed, reliable results.

Primary research will be conducted to gain current and relevant information, informing the decision-making processes, which is then underpinned through secondary research to further justify decisions and processes, ensuring the right decisions are made and importantly, whether the project is viable.

Investigating the transition of SMEs to e-commerce in response to the coronavirus pandemic is vital to determine if e-commerce benefits TLWC. This paper analyses e-commerce, identifying the suitability to distribute consumer products whilst complying with relevant laws.

The project seeks to determine and evaluate, using appropriate tools and methodologies to determine the feasibility, of adopting an e-commerce operation replacing the current bricks-and-mortar option. If achievable, and viable, TLWC can potentially increase turnover, profit and, in turn, create opportunities to offer re-employment and potential new employment opportunities.

Previous research determined 90% e-commerce start-ups result in collapse within the first 120 trading days with overall success rate of e-commerce businesses being fewer than 30% (McKinsey & Company, 2018. Skelton, 2019).

Practical applications of workplace examples are examined throughout underpinning rational understanding for implementing this project whilst addressing complications typically encountered when planning, implementing and reviewing the transition.

The director, Lucy, is considered throughout to determine practical understanding evidencing theory to practise, through relevant models, processes, the application, adaptation and implementation of these into the working environment.

Research is supported by Currency, Relevance, Authority, Accuracy and Purpose (CRAAP) (Lewis, 2018). 

This research paper is based on making clear reasoned judgements based on interpretating, synthesizing and applying evidence gathered from observation, reading and experimentation where appropriate.

Harvard Referencing is implemented, validating research. Additionally, theories and models researched and implemented throughout this report underpin and promote cognisant delivery.

Pertinent models and theories are considered to overcome issues faced with e-commerce transitioning, complete with critical examinations of change management methodologies Kubler-Ross and Kotter, emotional intelligence models Goleman and Maslow, and coaching and mentoring models GROW and ADKAR these being most relevant and the most significant models when implementing this project.

Coaching and mentoring is essential since job role modifications require different skill sets. Moreover, coaching and mentoring addresses areas such as enhancing skills, knowledge and workplace performance (CIPD, 2021). 
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Background

This report aims to determine a successful transition from bricks-and-mortar to e-commerce. E-commerce is significant for research since numerous areas requires examination and addressing to achieve a successful transition from bricks-and-mortar to online.

Coronavirus impacted organisations leading to a shutdown of organisations in the second quarter of 2020 (Fairlie and Fossen, 2021). SME retailers were severely impacted being directly affected by coronavirus response measures (Harel, 2021); therefore, TLWC must adjust to economic interferences to avoid cease of trading. 

Further reasons for transition are wider customer base, increased exposure and sales, reduced overheads and cost implications saved from no longer having a high street presence. As evidenced by online retailers Cath Kidston, Debenhams and Topshop (Nazir, 2022). 

For example, Cath Kidston closed 60 UK stores in 2020 after it fell into administration; however, the organisation transitioned primarily to e-commerce selling goods online to 200 markets globally with predicted further growth in sales and customer base (Rigby, 2022). 

E-commerce was established in the 1990’s and its evolution is connected to the advancement of information technology with demand for convenience and privacy being primary reasons for increased use of consumer e-commerce (Santos et al, 2017). 

In this instance, TLWC was severely affected by coronavirus response measures resulting in ceasing trading. Local and national lockdowns prevented customers from purchasing retail goods in-store; leading to a surge in e-commerce, driving digital transformations (Popov, 2021).

The systematic literature review address clear and answerable research questions as opposed to a general topic. Systematic reviews require equivalent standards of rigour as primary research and the following questions aim to critically analyse e-commerce advantages and disadvantages, e-commerce success rates, SMEs utilizing marketplaces, sustainability environments of e-commerce and impact of SMEs going online.
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A systematic literature review is performed to identify, evaluate, and synthesize the existing body of recorded and completed work produced by researchers, practitioners and scholars (Okoli and Schabram, 2010).

Empirical research of e-commerce is required to gather information; determining the viability, avoid probability of failure and understand clearly, the target audience. 

[bookmark: _Toc119061310]Success of Establishing E-commerce

E-commerce is an ever-growing industry attracting numerous businesspersons; nevertheless, the survival rate is lesser than that of other industries; studies revealing e-commerce businesses are at 1.437 times greater risk of bankruptcy as opposed to bricks-and-mortar retailers (Cuellar-Fernandez et al, 2021).

Research determined the success rate of digital transformations in e-commerce is less than 30% (McKinsey & Company, 2018), with lack of leadership, capability, unempowered workers, not upgrading tools and ineffective communication being factors contributing to unsuccessful digital transformation.

Supporting this assertation, Skelton (2019) states 90% e-commerce start-ups fail within the first 120 days, results from 1,253 business owners in the UK revealing 37% e-commerce businesses failing due to inability to compete or deliver online marketing, 35% expressing lack of online visibility being the primary cause of failure. 
Furthermore, 35% considered failure was due to being a small business, whereas 32% stated lack of money was the cause. Other factors are lack of customer service, pricing and costing issues, large organisations dominating the consumer market and product mistiming (Skelton, 2019). 

Research indicates factors improving e-commerce success are; empowering employees in new ways, communicating regularly via traditional and digital methods, and building capabilities for employee’s future; however, 25% UK SME owners do not possess basic digital skills, potentially inhibiting success (Dunsby, 2021).

Even large organisations (Blockbuster, Kodak and Polaroid) failed to transition to e-commerce resulting in closure, potentially inducing fear of customer loss or ceasing trade should organisations fail to adopt digitalization and e-commerce (Goh, 2022).

Successful e-commerce organisations achieve significant cost savings, lessen administration costs, increase revenue, provide faster delivery and improve customer service (Paris et al, 2016. Khan, 2016). 
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Increasing numbers of SMEs use online methodologies to promote and sell products, accounting for 58% UK SMEs (Federation of Small Businesses, 2022).

SMEs sell online as it is a low-risk option, the benefits being; 
· Opportunities for businesses and suppliers to form new trading partnerships; 
· Greater transparency in purchasing procedures;
· Prices, availability, and stock levels are easily monitored, and
· Time constraints removed allowing 24/7 operations

                                                                                      (Ni Business Info, 2022); 
However, benefits vary between industries and businesses.

SMEs go online seeking opportunities for growth on a bigger scale; improving competitive position, delivering wider market reach; increasing sales without increasing selling costs (Rask and Kragh, 2000). Yet, given strong competition and saturated markets, there is a risk of overloading market capacity and product ideas being copied. 

E-marketplaces eliminate entry barriers for SMEs since investing in sales platforms such as tools and integrations that help businesses accelerate sales cycles are not required; therefore, no upfront costs are necessary to start trading. For example, this is beneficial for SMEs since joining the market requires no financial outlays (Kawa and Walesiak, 2019). 

Brand awareness is the capacity of a person to identify noticeable characteristics of a business and its marketing resources, for example, logo recognition. Research indicates online SMEs have increased global brand awareness; this is an advantage for businesses since it attracts more customers in new markets and the brand potentially becomes recognized worldwide (Garcia, 2021).

There are substantial reasons why SMEs trade through e-marketplaces; however, drawbacks exist and reasons not to transition to an ecommerce platform must be considered. 

Stockdale and Standing (2004) claim e-marketplaces pose a significant threat to small business; they increase competition and leave non-participants susceptible to more e-enabled businesses. For instance, e-marketplaces increase competition since businesses selling similar or identical goods use the platform, resulting in customers comparing prices and products with competitors. 

E-marketplaces charge fees on every transaction; however, fees vary depending on the company. Businesses selling inexpensive goods must consider fees since fees could hinder profit potentially resulting in cease of trading (Ni Business Info, 2022).

Businesses selling goods through e-marketplaces such as Amazon and Etsy make 38% more return of investment as opposed to businesses solely using their own website. Further, businesses retailing in multiple marketplaces increased profits 120% (Making Science, 2021). 

A surge in buyers using e-marketplaces to purchase goods and return of investment is driving SMEs to join e-marketplaces such as Etsy and Amazon.

In 2021, 96.3 million active buyers purchased goods via Etsy; increasing 18% compared to the previous year (Pasquali, 2022). Etsy offers for a fee sellers an enormous potential customer base, several payment options, all sales qualifying for Seller Protection Policy; using sophisticated anti-fraud systems. 

85,000 UK SMEs sell goods on Amazon, increasing more than 25% year-on-year with 15,000 UK SMEs surpassing £100,000 turnover in 2021, and over 700 exceeding sales of £1M for the first time (Amazon, 2022. Amazon Staff, 2022). These statistics demonstrate Amazon is a popular e-marketplace for UK SMEs many being highly successful. 

On the contrary, eBay’s active buyers reduced 11.5% from 159 million to 138 million in 2022 (Chevalier, 2022); indicating less customers are using eBay. This potentially due to eBay changing its focus towards higher-value consumers through decreasing promotional activity for instance, eBay formally mailed consumers quarterly £15.00 coupons when spending over £75.00, but it has mostly abolished these sorts of promotions (Tatevosian, 2022).
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UK e-commerce market is the most advanced in Europe having nearly 60 million e-commerce users leaving 7 million as non-digital buyers (Statista, 2022); providing opportunities for businesses transitioning to e-commerce due to large market size.

However, businesses transitioning to e-commerce lack expertise on aspects such as knowledge, coding skills and time required to efficiently operate online.

E-commerce is highly competitive, SMEs compete with large organisations; therefore, it is crucial SMEs obtain better, and comparable methods to increase capability to compete (Chen and Zang, 2015). 

Competitive pricing, high product quality, online reviews, shipping time and costs, easy return policies and simple navigation help SMEs compete with large businesses; however, e-commerce is a saturated market with mass availability of goods; therefore, focusing on customer experience must be a vital consideration.

E-commerce reduces overheads such as labour costs and operation costs whilst significantly improving service quality (Kumar and Peterson, 2006). 

[bookmark: _Hlk115978950]Shopping online provides customers convenience since they can shop anywhere at any time; however, perpetual accessibility drives customer expectations of immediate communication responses with delays responding resulting in customers shopping elsewhere (Devaraj and Sathya, 2016). 

Studies reveal fast response time is positively linked to stronger connections (Templeton et al, 2021). Nonetheless, day-and-night accessibility disadvantages small businesses since it is difficult to reply to messages around-the-clock.

A primary disadvantage is delivery time since customers wait for goods to be delivered. Late delivery causes detrimental effects on brand reputation, repeat custom and customer satisfaction. 

Findings reveal a correlation between timelessness of delivery and customer satisfaction and future behavioural intentions (Ma, 2016). 

Furthermore, literature indicates ambiguity and perceived riskiness mechanisms clarifying why delivery time impacts customer satisfaction and future behavioural intentions (Crosby and Stephens, 1987). 

To prevent dissatisfaction effective delivery management is crucial. Utilising the following strategies will ensure faster delivery; 
· Prioritizing orders appropriately, 
· Schedule deliveries in advance, 
· Track and trace, 
· Inform changes promptly, and
· Offer complimentary shipping on large purchases 
                                                                                             (Baker, 2021). 

If organisations can sustain timeless delivery, it provides opportunities such as repeat custom and good reputation leading to increased sales and profits.

Shipping costs are a disadvantage and advantage in e-commerce. Studies reveal 66% of customers expect free shipping (You Gov, 2021); however, drawbacks to free shipping includes increased product prices, encourages riskier purchases leading to more returns, and is environmentally bad. Although free shipping increases net sales, it creates higher returns resulting in lost/reduced shipping revenue, rendering free shipping unprofitable (Shehu et al, 2020).

Advantages of free shipping include increased purchases and order value combined with improved customer loyalty since customers value ‘free’ more because it plays on consumer psychology (Kegler, 2014). 

75% of SMEs lack ability and expertise to withstand a cybersecurity attack (Simply Business, 2022). Cybersecurity and privacy concerns are key barriers of e-commerce affecting sales since some customers are circumspect about giving out personal information such as credit or debit cards, addresses and how their personal data is used; however, SMEs alleviate these concerns by establishing policies such as privacy policies and business continuity plans alongside procedures such as maintaining up-to-date software and password encryption to protect customers and themselves from potential hackers attempting to gain unauthorised access.

Udo (2001) revealed for every 3 internet consumers, 7 others exist who are worried and reluctant to shop online. Evidence indicates 70% participants stated if online security and privacy measures are more secure, they would be less reluctant to shop online.
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Small business are responsible for 70% of employment worldwide; thus, vital for economic growth and job creation (International Labour Organisation, 2019). 

Online business both promotes and inhibits employment in numerous occupations and industries (Hecker, 2001). 

Shaw (2020) states UK e-commerce growth is associated with decreased retail jobs over previous years; however, e-commerce generated 178,000 new jobs over a span of 15 years. To support this further, e-commerce jobs increased by 400,000 from 2007-2017, significantly surpassing the 140,000 decrease of bricks-and-mortar retail jobs. Organisations such as Amazon created 250,000 e-commerce jobs in the UK to date (Amazon Staff, 2022. Mandell, 2017).

The exact figure regarding jobs created by e-commerce as opposed to jobs lost due to e-commerce is unknown.

E-commerce spurs employment needs since IT employees are required to design, set-up, maintain and oversee hardware and software systems e-commerce demand; however, administrative support occupations are affected since e-commerce automates various support functions or makes them self-service (Hecker, 2001). SMEs use self-service systems enabling customers and employees to enter and retrieve information without the need for administrative support personnel.

On the contrary, customer buying methods have changed resulting in e-commerce businesses and customer-based growth. Retail stores (Arcadia Group Brands, charity shops and Debenhams) have reduced high street operations to move online. 

Banks have closed many of their branches to move online, but larger towns still have branches allowing personal attendance and business (Rigby, 2022). Between 2011 and 2018 108,000 UK retail jobs were lost due to e-commerce.
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E-commerce businesses argue they have lower carbon footprints than traditional bricks-and-mortar stores; however, e-commerce is worse for the ecosystem due to excessive packaging waste, items tending to originate from different distribution centres. Studies reveal, greenhouse gas emissions from items purchased from bricks-and-mortar retailers are 81% lower than e-commerce (Rao et al, 2021).

Forbes (2019) concurs with Roa et al (2021) maintaining, e-commerce has greater environmental footprint than bricks-and-mortar retailers since 33% of online orders are returned. Customer returns having the biggest environmental impact since products are shipped twice; resulting in increased transport carbon dioxide emissions alongside additional packaging waste.

Increased e-commerce competition resulted in business strategy modifications to attract consumers, for example, same day delivery. Demand for ever-faster delivery is predicted to increase 78% by 2030, resulting in 36% additional delivery vehicles; causing environmental-associated emissions to increase by 33% (World Economic Forum, 2020). 

However, if e-commerce utilize sustainable delivery services with the greenest credentials, for example eco-friendly methods of delivery such as bicycles and electric vehicles it helps the process become more environmentally friendly. Delivery services play a major role in assisting the change to a circular economy through eco-friendlier delivery methods and eco-friendly packaging such as compostable packaging and corrugated cardboard. 

Organisations (DPD, Green Courier and DHL) are undertaking sustainability measures to reduce their carbon footprint.

DPD plan to become the greenest delivery company in the UK, achieving carbon neutral status through using sustainable methods to help the environment. Sustainable methods include; electric vehicles, reducing carbon footprint through waste management, cargo bikes in city centres and launched project BREATHE in 2021 (ensuring better air quality) creating a network of all-electric micro-depots (DPD, 2022).

Yarow (2009) claims e-commerce has a third less carbon footprint than bricks-and-mortar retailers; however, only when goods are not delivered via express delivery. Organisations can actively encourage customer sustainable delivery decision-making through providing information on the ecological footprint of delivery choices, non-financial incentives and offering eco-friendlier delivery options at checkout (Rai et al, 2021).

Transportation is responsible for 37% of harmful emissions (IEA, 2021); however, corporate e-commerce models permit operation without physically commuting; reducing carbon footprint through allowing employees working from home. As evidenced by large organisations such as Dell and Xerox saving 40,894 metric tons of greenhouse gases a year through permitting remote working for 8,000 employees (The Power of Communication, 2022). 

This has additional benefits as employees are less likely to consume plastic-convenience food and drink and 50% less energy is used to run home computers as opposed to using office equipment (Green Journal, 2022).

However, downsides include increased food consumption. 44% employees increased food consumption when working remotely; resulting in increased greenhouse gases (Białek-Dratwa et al, 2022. Ritchie and Roser, 2021). Additional downsides are obesity problems and lack of human interaction.

E-commerce packaging paradigms have not changed over the past few decades, with many packaging materials continuingly manufactured from non-renewable materials; impacting environments. Organisations adapting sustainable practices such as fully recyclable packaging and improving distribution processes with new and more effective tools; lessen carbon footprint (Escursell et al, 2021). Packaging is responsible for generating 141 tonnes of plastic waste a year and the average European produces around 175kg packaging waste a year, with only 66% of that being recycled; therefore, organisations using fully recyclable packaging reduces waste significantly (World Economic Forum, 2020).  

For example, fully recyclable packaging help limit pollutants released into the environment; reducing carbon footprint. 
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The subsequent section intends to present the methodology of this paper. 

[bookmark: _Toc119061316]Research methods

To successfully transition from bricks-and-mortar to e-commerce a mixture of quantitative and qualitative methods are utilized to draw upon data to advise and guide further research as necessary to minimalize failure.

Analysis of primary data on customer online shopping experiences are undertaken; determining if sustainability affects customer purchasing decisions and customer behaviour. 

A quantitative research method is suitable collecting primary data through surveys; focusing on understanding consumer behaviour, expectations and a clear narrative in the e-commerce industry.

Advantages of quantitative research are fewer variables, prevents bias since samples are randomized, people are not required to identify themselves lessoning risk of false results and convenience for participants since research can be performed remotely (Rahman, 2017).

Nevertheless, disadvantages are; cost, inability to gauge authenticity of each result, and specific feedback details cannot be retrieved (Gaille, 2019).  

Surveys are the most suited quantitative research method as TLWC is an SME on a small budget and in this instance, surveys offer an inexpensive means of gathering data since TLWC are conducting free surveys through Survey Monkey.

Advertisement of surveys through social media platforms allows previous and/or new customers to participate.

Quantitative secondary research is undertaken; analysing existing data on e-commerce through academic sources such as journal articles, academic books, statistics and online sources.

PESTLE and SWOT analysis are undertaken; improving understanding of context for transition as well as opportunities and threats around workforce changes such as skills deficiencies or current employee capabilities (CIPD, 2021).

Flawed statistics are inevitable when undertaking quantitative research; therefore, datasets from questionnaires must be increased through bigger sample sizes since the organisation is a SME; limited responses are expected. Furthermore, dishonesty affects statistics since respondents can be untruthful with their answers, some have hidden agendas and others might answer how they think society would consider most acceptable. 

Error rate is inevitable; therefore, ANOVA (1992) and Tukey validation methods are recommended to identify statistical differences between groups of data. 

For example, sampling errors always occur when surveying only a part of the sample frame, which is magnified given the smaller sampling rate; thus, employing ANOVA helps control sample errors through setting significance level. 

Focus group interviews provide qualitative data from business owners who previously transitioned from bricks-and-mortar to e-commerce; determining drawbacks and advantages of transition.  

A focus group interview is a primary qualitative research method involving a small group of individuals answering questions on a topic of interest for the researcher to gain and analyse data. 

Advantages of qualitative research are; eliminating potential of bias resulting in more accurate data, open-ended process as it does not rely on closed questioning, and its fast, affordable and effective (Miller, 2019). 

However, disadvantages are; smaller sample sizes, complex data interpretation, analysis of data is time consuming and inconvenience for participants (Rahman, 2017).

Research suggests, having an effective website is vital for SME owners transitioning to e-commerce (Fisher et al, 2007). Business-web-strategy is undertaken, preparing TLWC for transition through setting a clear direction for marketing, customer relationships and employees going forward.

Ethical considerations are considered when undertaking primary research for this study through ensuring a safe environment, gaining informed consent, guaranteeing confidentiality and voluntary participation. Ethics form was undertaken and granted ethical approval by University of Wales Trinity Saint David prior to primary research being undertaken. Lastly, all participants are over 18 and full consent is obtained prior to focus group interview. 














[bookmark: _Toc119061317]Findings

Major findings from primary and secondary qualitative and quantitative research is discussed as well as any issues or gaps in literature. 

A review of pertinent literature facilitated identification of further areas of research since some scholars claim e-commerce is more sustainable than bricks-and-mortar retailers whilst other scholars disagree. Future technological innovations are expected; potentially resulting in new sustainable methods, therefore, further research is needed to examine how new methods affect sustainability of e-commerce and bricks-and-mortar retailers to determine which one is most sustainable. 

Findings from the literature review revealed many e-commerce retailers fail due to lack of expertise, online visibility and money, inability to deliver online marketing, being a SME, pricing issues and large organisations dominating the market.  

Advantages and disadvantages exist when trading online; however, advantages outweighed the disadvantages.

A gap in literature was identified; no existing data is available regarding number of jobs SMEs take from retail; only data on number of jobs created was accessible.

Quantitative primary research results through customer questionnaire (Appendix A) revealed 50 responses, although sample size is smaller than anticipated results determined a strong correlation between sustainability and customer decision-making.

Findings revealed 74.29% female, 25.71% male, 40% of those respondents aged between 25-34, and 25.71% 45-54; determining main target audience being female.




[bookmark: _Toc119061318]Figure 1. 



48.57% stated sustainability strongly matters when purchasing a product and 67.65% considered sustainability an issue they consider in their purchase decisions. 
Customers preferred choice of online shopping platform is a web page (88.24%), with factors such as price (77.14%), quality (86.71%) and reviews (62.86%) influencing customer purchase decisions, whilst factors such as experience (17.14%) and shipping costs (34.29%) being less influential.

Although shipping costs do not majorly influence customer purchase decisions, 74.29% prefer free shipping higher product cost as opposed to 29.71% favouring paid shipping lower product cost.
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82.86% customers preferred shopping online compared to 17.14% preferring in-store shopping. Additionally, 94.12% felt safe shopping online; however, 5.88% felt unsafe due to risk of online fraud.

Lastly, majority of customers used Facebook and Instagram to search for products. However, not all respondents answered this question; therefore, data is potentially inaccurate.

Focus group interview data revealed several barriers when transitioning from bricks-and-mortar to e-commerce (Appendix B). Business owners encountered barriers such as lack of digital skills, gaps in organizational capabilities to deliver digital innovation and ineffective employee communication. Moreover, two business owners stated marketing overspending was a threat to their online success; recommending use of social media as a free alternative to paid marketing. One participant stated, ‘marketing overspending resulted in financial loss during first year of online trading’. Furthermore, another participant stated, ‘ineffective employee communication led to mistakes; costing time and money’.

Furthermore, transitioning to e-commerce resulted in lower overheads for all business owners; enabling competitive pricing resulting in greater savings for customers combined with the introduction of free delivery, discount codes and increased sales. In turn this delivered an initial increase in the customer footprint/base and sales figures are predicting an increase in customer numbers as sales and reputation grow. 

Skills for successful transition varied amongst business owners as some stated communication skills being most important whilst others stated leadership skills; however, all business owners stated financial management, marketing, sales and customer service, delegation and time management, project management and problem-solving skills are vital.

SWOT (Appendix C) identified internal and external factors of e-commerce. Weaknesses being lack of personalisation, privacy and security issues and delivery. Strengths being lower overheads, faster buying processes and 24/7 accessibility. E-commerce provides opportunities for SMEs; increased market size, reviews and influencers increase revenue. Lastly, saturated market, competition and businesses reduplicating ideas and products are major threats in e-commerce industry.

PESTLE analysis (Appendix D) identified external factors influencing TLWC; cybersecurity, inflation and government regulations and laws being dominant factors influencing macroenvironment.
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A project is commonly defined as a unique set of co-ordinated activities, with definite starting and finishing points, undertaken by an individual or business to meet certain needs goals within defined schedule, cost and performance parameters (Lester, 2007).

Typically, projects are delivered in accordance with project management methodologies such as Agile and Prince2; however, the project is small and TLWC does not have large budgets like big organisations such as governments and councils to purchase such project management methodologies; therefore, utilizing Prince2 and Agile are unnecessary and unfeasible. 

The project goal is to successfully transition from bricks-and-mortar to e-commerce; therefore, key stakeholders must be identified prior to transition through stakeholder analysis (Appendix E). Identifying stakeholders allows TLWC to prioritise stakeholders in order of importance; aiding understanding of resource investment. 

The Iron Triangle (Appendix F) measures project success through breaking the project into 3 constrained factors: scope, time and cost (Pollack et al, 2018).

Results determine time constraints such as website design, training and coaching and mentoring staff delay trading; therefore, Covey’s Time Management Matrix (1989) is vital to plan time for each project stage according to their urgency and significance. Prioritisation of effective time management helps the researcher meet goals through prioritising important tasks to utilize time effectively. 

GANTT is utilized to plan the project in order of the phases and the period each stage is estimated to take; helping TLWC estimate the period it will take to complete transition (Appendix G).

To evaluate project feasibility a five-year financial forecast is undertaken; comparing costs with precited income (Appendix H); results indicating the project being achievable and profitable.

Lastly, risk assessment reduces risk exposure, understand risks associated with transition and clarify necessities for successful transition (Appendix I). 

[bookmark: _Toc119061322]Leadership Skills for E-commerce 

Leadership skills for e-commerce are research skills, emotional intelligence, communication skills, computer skills and money management skills.

As stated previously by McKinsey & Company (2018) lack of leadership capabilities inhibits e-commerce success; therefore, a leadership skills questionnaire is undertaken (Appendix I), determining if the researcher has the right leadership skills to lead employees through transition. 

Results determined the researcher scored high for administrative, interpersonal and conceptual skills; however, she did not score very high; therefore, improvement is required through taking on further projects, opting for flexible leadership styles and developing leadership philosophies (IBQMI, 2022).

[bookmark: _Toc119061323]Emotional Intelligence  

Emotional intelligence is the ability to combine thinking and feeling to make the best decisions (Six Seconds, 2022); being vital in e-commerce since it is customer focused. A further definition of emotional intelligence is being concerned with effectively understanding oneself and others, relating well to people and adjusting to and coping with the immediate surroundings to be more effective in dealing with environmental requirements (Bar-On and Parker, 2000).

Emotionally intelligent organisations build brand loyalty and increase business performance. Being aware of customer needs and expectations, showing empathic engagement and sensitive communication is a key marketing tool in e-commerce. 

Humphrey (2013) states emotionally intelligent people have numerous advantages; positively related to job performance and leadership, reduced stress levels, improved communication, defuse conflict, enhanced social and communication skills, improved mental and physical health, and emphasize with others.

Having high emotional intelligence allows employees to assess emotional needs of customers to orchestrate the correct response. For example, a customer is unhappy with their order due to damaged packaging during transit; however, the employee can accept criticism and take responsibility through solving the problem in a way that works for the customer by apologising and offering a full refund; demonstrating high emotional intelligence. 

Chamarro-Premuzic and Yearsley (2017) argues, emotionally intelligent individuals bypass from making unpopular choices, for instance, invoking transition. This affects the success of change as individuals feel uneasy about making changes. Nevertheless, in this case the researcher feels confident regarding her decision to transition to e-commerce.

To underpin this argument Cornerstone University (2017) advocates emotionally intelligent people may manipulate others either intentionally or accidentally. 

Research revealed highly emotionally connected organisations are 52% more valuable than organisations who fail to emotionally connect with customers (Magids et al, 2015). Further research revealed 50% customers believe brands do not know how to engage with them; lacking empathy resulting in potential lost revenue. 

The researcher completed an emotional intelligence questionnaire to assess those areas where shortcomings arise (Appendix J). Results indicate the researcher evidences recognition of others’ emotions. To help the researcher identify others’ emotions more precisely, Kraus (2017) proposes closing eyes and opening ears; listening to what individuals are saying and the methods in which they say it can improve the ability to identify emotions. 

Furthermore, to improve emotional intelligence the researcher can refer to Goleman’s Emotional Intelligence Theory (2007) to identify weaknesses. For instance, the researcher is in a bad mood with no self-awareness resulting in making wrong decisions in the workplace. Through referring to Goleman’s theory she can identify the weakness (no self-awareness) prior to making wrong decisions and isolate negativity refocusing on the task at hand. Also, the researcher often lacks motivation due to a busy work schedule; therefore, Goleman’s theory facilitates self-motivation causing higher levels of creativity and innovation, improved productivity and customer service; aiding transition success. 

In conclusion, research demonstrated emotional intelligence is widely considered as a vital quality for the researcher to successively transition to e-commerce as she can regulate her actions, manage stress effectively and have more empathy for employees. However, the researcher must not use her emotional intelligence to emotionally manipulate employee’s as it causes stress and confusion; potentially compromising transition success.
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Examining customer expectations, satisfaction and experience are crucial to achieve successful project implementation since needs and trends of online consumers are ever-changing and differ from in-store consumers.

Understanding customer expectations is a prerequisite for delivering superior service; consumers equate perceptions with expectations when judging an organisations service (Berry et al, 1991). 

Factors determining online customer experience are payment, delivery, terms, risk, services, privacy, visual appeal, security, product, personalisation, navigation and enjoyment (Yang et al, 2004).

Offering value and effectively managing customer experience are principal factors for e-commerce success, which in turn also yield benefit to organisations and differentiate it from competitors (Jaiswal and Singh, 2020).

Customer satisfaction of online consumers is influenced by product quality, delivery, product variety and perceived security (Mofokeng, 2021). 

For example, businesses selling wide-range high quality products, delivering products in a timely manner are more likely to satisfy customers. 
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The expectation for what defines good customer service is increasing; therefore, assessing customer service requirements are vital to meet consumer needs. 

Employees previously aided customer enquiries and/or concerns via in-person customer service, however, have no previous experience in online customer service or what it entails. Providing customers with a prominent level of customer service is essential to meet expectations, build rapport and brand image. 

E-commerce has limited communication methods with consumers such as email, social media and live chat since face-to-face communication is not possible.

Of interest, Mehrabian (2007) states 55% of all communication is performed through body language, 38% through tone of voice and 7% through verbal communication, advocating body language plays a significant role in effectively communicating with others; however, when communicating online body language cannot be seen.

Balvin and Tyler (2006) contend Mehrabian (2007) stating, lessening of social cues are an advantage and disadvantage of online communication since inability to observe the body language, tone of voice and facial expressions of the other person may assist in focusing on the issue at hand, but it can also lead to misinterpretation, distrust and frustration. 

Written communication is the main method of communication in e-commerce, disadvantaging TLWC since it is impersonal as opposed to verbal communication; therefore, communicating with customers effectively through using clear and concise language, conveying the right tone, emotionally proofreading messages, and providing detailed responses are key to avoiding digital miscommunication (Fosslien and Duffy, 2020). 

Drawbacks to online communication are identified; however, advantages are reduced wait times, convenience, increased satisfaction and ease of communication exchange (Silva and Iryna, 2012). Advantages of online communication outweigh disadvantages as online communication is fast and convenient for both customer and organisation.

To effectively communicate online TLWC must consider the needs, skills and communication predilections of all parties and choose the fairest and most effective option.  

Emotional intelligence is vital as 49% consumers require organisations to be empathetic; therefore, employees must show empathy and be sensitive towards customers as many consumers remain isolated from loved ones due to government restrictions (Olsen, 2021). 

Goleman (2001) states empathy is being able to define, understand and react to the concerns and needs that underlie others. 

Bloom (2016) argues empathy is unbeneficial to social interactions since empathy focuses our attention on the plight of one person to the exclusion of others. Bloom (2016) further contends empathy is a bad idea when moral reasoning; suggesting showing compassion as opposed to empathy is best.

Although negatives and positives of showing empathy exist; showing empathy in the right situations for example, when product quality does not meet expectations of the customer, benefits TLWC and the customer. 

[bookmark: _Toc119061326]Customer Value 

Customer value is the perception of what a service or product is worth to a customer versus the possible alternatives (Mahajan, 2020); however, online customer value is different from its offline counterpart since customer value is highly context-dependant. In e-commerce not only the product itself, but also the website, social media platforms and internet channel contribute to customer value (Xu and Cai, 2004).

However, customer perceptions on value differ; therefore, TLWC must examine factors that are vital to flourish, build customer relationships and increase profits.

From a customer’s perspective, ‘customer value’ is portrayed as what the customer ‘receives’ in relation to what they have to ‘sacrifice’ (Smith and Colgate, 2007). 

Numerous drivers influence customer views of online value; marketing, brand image, service, product quality and price, existing relationship and personal bias from experience. The McKinsey 7S Model (1980) aids TLWC performance in long term, resulting in gaining value from customers through strategizing around interactions of the following elements: structure, strategy, system, shared values, skills, style and staff. 

Social media platforms such as ‘Facebook’ facilitates customer value growth since customers can leave reviews and recommendations for potential customers to read. Findings indicate correlations between positive social media reviews and increased value and trust by customers (Hajli, 2014). 
 
On the contrary, drawbacks are identified; fake or misleading reviews endanger organisations reputation and consumer purchasing decisions (Otero, 2021).

This exemplifies negatives and positives exist when employing social media to gain customer value within an organisation. To overcome any negativity on social media, TLWC can respond to reviews promptly in a polite and professional way to deescalate the situation. In addition, discussing the matter privately could solve the issue.
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Maintaining brand image when transitioning from bricks-and-mortar to e-commerce can be difficult; however, promoting TLWC based on its differences from competition allows TLWC to market to a specific audience as well as retaining existing customers. 

Tu et al (2013) state brand image significantly influences customer perceived value, loyalty and satisfaction, nevertheless, not all customers will value businesses based on branding. 

Zhang (2015) contends Tu et al (2013) stating there is no connection between customer value and brand image; indicating brand image does not increase customer value since other elements such as how much a product is worth to a customer, price and quality influence customer value.

[bookmark: _Toc119061328]Product Quality 

Product quality is a crucial component behind a decision to purchase a product; however, product price influences customers on how good quality a product is. For example, when customers purchase goods for £1.00, they do not expect high quality nor durability.

Razak et al (2016) state the more expensive product price, the better the perception of product quality. Sinchaisri (2016) supports Razak et al stating, consumers presume product quality and price are highly linked; greater the price equals better quality. 

This suggests there is a relationship between product quality and price in relation to customer value. 

TLWC uses a mid-range pricing strategy yet use the highest quality eco-friendly oils and waxes to make products whilst able to make considerable profit. This is beneficial for customers and TLWC since customers receive high quality products at reasonable prices, yet TLWC achieves a profit.

Being new to e-commerce, TLWC marketing quality such as product photographs and packaging must mirror quality received by consumers to gain good reputation, repeat custom and growth.

TLWC undertake quality processes such as testing each batch of candles and wax melts for appearance, safety and smell; ensuring product quality is maintained or improved. Correct weight stated on product labels must comply with CLP regulations (Health and Safety Executive, 2022).

[bookmark: _Toc119061329]Customer Experience

Customer needs differ when shopping online as opposed to in-store; examining online customer experiences enables TLWC gain a clearer understanding of customers pain points, points of view and encounters with a product or service.

Online customer experiences are social in nature resulting in organisations having less control over customer experience and journey, resulting in behaviours such as showrooming; therefore, e-commerce organisations must integrate multiple functions including marketing, human resources and logistics to create and deliver positive customer experiences (Lemon and Verhoef, 2016). 

This is a drawback for TLWC being an SME with limited knowledge of online customer needs, however, identifying customer needs through reflecting on experiences, observing behaviours and conducting interviews aids knowledge. 

Primary research was undertaken on TLWC’s customers; determining customer expectations when shopping online (Appendix K). Results indicate online customer expectations are high quality products, good reviews and free shipping.

74.29% TLWC customers expect free shipping combined with secondary data revealing 66% customers expect free shipping (You Gov, 2021); indicating free shipping plays a significant role in customer expectations.

However, when consumers suffer any delay in availability, information, or the supply chain, they move onto the next supplier (Butshell, 2022). This implies customers have no loyalty towards organisations when delays occur; however, building and maintaining customer loyalty retains customers lessening the risk of customers shopping elsewhere. This is achieved through communicating openly, loyalty programs, offering discounts and requesting feedback when consumers suffer delays.
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Customer satisfaction is commonly defined as a measurement that determines how happy consumers are with the organisation’s products, capabilities and services (ASQ, 2022).

The following factors influence online customer satisfaction; information quality, system quality, delivery quality, service quality and perceived price (Lin, 2011).  

Findings reveal a correlation between timelessness of delivery and customer satisfaction and future behavioural intentions (Ma, 2016). For example, customers who receive orders on time are more likely to repurchase from organisations, resulting in higher customer-retention rate; therefore, TLWC must distribute products to consumers quickly. 

Furthermore, literature indicates ambiguity and perceived riskiness mechanisms clarify why delivery time impacts customer satisfaction and future behavioural intentions (Crosby and Stephens, 1987); therefore, it is vital TLWC communicates with customers from purchase-to-delivery to ensure customer satisfaction.

Customer satisfaction is the primary driver for customer loyalty; therefore, the Kano Model (1996) is utilized to maintain customer loyalty by considering how TLWC products relate to customer needs. Four attributes to the model are Basics, Satisfiers, Delighters and Indifferent. 

For example, when customers purchase a scented candle from TLWC they expect the product to smell nice (Basics); however, the longer the burn time, the better the satisfaction (Satisfiers). Complimentary wax melts were included with the purchase surprising the customer (Delighters). Features that are neither positive nor negative on customer satisfaction are how the product is made (Indifferent). Through achieving Kano, it allows TWLC to make a profit whilst maintaining customer loyalty.

Kano Model benefits TLWC as they can recognize the most important features of their products, based on the level of satisfaction they are expected to bring to customers.
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Coaching and mentoring in an organisational context involves development approaches based on one-to-one discussions to increase employee’s individual skills, work performance and knowledge, as such, coaching and mentoring serve as imperative purposes for organisations to develop employees, improve skills, support change, reduce workplace stress, and strengthen retention strategies (CIPD, 2021).

However, downsides to coaching and mentoring are overdependence of the mentor or mentee, incorrect matching of coaches/mentors and learners, and creation of false promotion expectations (Stokes et al, 2020).

The transition from bricks-and-mortar to e-commerce requires employees to set new goals for example, improve digital skills and knowledge on sustainable delivery. 

GROW (2016) is the most employed model by coaches/mentors in business due to effective outcomes (Kamarudin et al, 2020); however, evaluation is necessary prior to use to establish its suitability to facilitate employees for coaching and mentoring.

Somers (2019) argues, employees overly rely on the model since it proves difficult for the coach or mentor to move flexibly through a coaching or mentoring conversation. 

In this instance, GROW approach is most suited since employees are lacking confidence and motivation from the change. Utilizing GROW encourages confidence and self-motivation, leading to improved productivity and satisfaction.

Through utilizing GROW, employee’s goals are identified through using SMART objectives; ensuring Specific, Measurable, Achievable, Realistic and Time-bound goals. Next, employees are required to explain their current reality and when current reality is discovered, options are explored and discussed; determining what options are best. 

Through undertaking these steps employees understand how to achieve their goal; however, the researcher must help employees establish the will through encouraging employees to devote to actions to achieve their goal. Lastly, reviewing progress is vital to identify problems and this is achieved through Gibbs Reflective Cycle (1998). Gibbs model allows employees to examine their experience of transitioning to e-commerce through planning and learning from events that occurred, reflecting on what went well and what did not go well; achieving increased self-awareness and critical thinking skills.

For example, minimal digital skills are required when trading as bricks-and-mortar as opposed to e-commerce digital skills are vital; therefore, utilizing GROW facilitates improved skillset and knowledge of employees.

Coaching and mentoring supported employees through improving digital skills and knowledge on sustainable delivery; benefiting employees by enhancing their skills, performance and knowledge. The benefits this delivers TLWC are increased loyalty and employee engagement potentially increasing retention rate as employees develop in their job role.
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Online security is a concern for customers since for every three internet consumers, there are seven others who are worried to shop online (Udo, 2021).

Contrary to this, 94.12% TLWC customers felt safe when shopping online; however, 5.88% did not feel safe shopping online due to risk of online fraud. However, the sample size was too small to generate accurate results. 

Despite customers having online security concerns, e-commerce users are continuously increasing. 

75% of SMEs lack ability and expertise to withstand a cybersecurity attack (Simply Business, 2022). TLWC being an SME must train employees through providing insights regarding identifying malicious activities occurring on their devices and utilizing online cyber security courses via SANS.

TLWC is responsible for creating a culture of security through cybersecurity measures to protect themselves, their customers and their data from cyber threats. Implementing cyber security measures such as strong passwords with multi-factor authentication, installing the latest security software, browser and operating systems, firewall, secure Wi-Fi networks, anti-fraud services for payment such as PayPal and controlling access to computers will increase consumer confidence when shopping online (Federal Communications Commission, 2022).

Further measures such as NIST Cybersecurity Framework helps TLWC understand, manage, and reduce cybersecurity risk through protecting data and networks (NIST, 2022) (Appendix K).

Lastly, a privacy policy is vital to show consumers TLWC take privacy seriously; ensuring security of consumer data (Appendix L). 

[bookmark: _Toc119061333]Change Management 

To effectively lead employees through transition change management is crucial. TLWC must employ change management methodologies to implement change; reducing unsuccessful change, uncertainty and misunderstanding, and support open communication regarding the impact of transition.

Change management minimises resistance to change, manages the diverse cost of change whilst maintaining productivity and efficiency of employees (Ni Business Info, 2022); however, 75% change management efforts fail because of flawed implementation, misdiagnosis and leadership capabilities (Anand and Barsoux, 2017).

ADKAR Model (2006) helps employees analyse and understand transition through desire, knowledge, awareness, reinforcement, and ability, is employed concentrating on driving personal change, addressing barriers, limiting resistance to change. Reinforcement reinforces workplace change as evidenced by daily meetings where employees communicate fears with recommendations for change through knowledge, awareness and desire.

Kotter’s 8 Step Change Management Model (1996) is utilized improving the chances of success through creating a sense of urgency by educating employees on the rationale of urgency through group meetings (Appendix L).

Kotter’s model is easy to implement since it provides clear steps guiding employees through the process and obtains buy-in from employees to ensure success (Auguste, 2013).

Limitations to Kotter’s model exist; a linear process requires steps to be followed in order and the model is best suited to hierarchal companies (Balstrup and Hansen, 2018).

The Kubler-Ross Change Curve (2014) (Appendix M) is utilized alongside Kotter’s model since Kotter’s model can lead to resistance amongst employees. Kubler-Ross Change Curve facilitates the researcher to support employees through transition. This change curve demands identification of effect on employees and helping them through transition; creating easier employee transition resulting in higher success rate. Impact on employees are recognized; resistance is anticipated, nevertheless, communication is crucial to conquer resistance. 

On the contrary, limitations to Kubler-Ross Change Curve exist; employee reactions cannot be predicted, different reactions are inevitable. Vieira (2017) proposes, the model is obsolete since it states transition is negative resulting in initial resistance, whereas for numerous employees’ transition could be positive; thus, disregarding this possibility places directors at threat of failure to gain followers, reducing positive achievement for transition.

It is vital change is communicated successfully; easing the process for employees.

For instance, inadequate effective communication regarding changes to salary previously caused conflict with employees and the researcher. This has proven to be time consuming as well as costly attributable to bad communication that could have been prevented had communications been effective.

A communication plan is implemented; ensuring effective communication of transition to relevant stakeholders (Appendix N).

Lastly, future changes in e-commerce are inevitable; therefore, change management is vital for future changes such as consumer demand changes, marketplace requirement changes, growth changes and competitive changes, for example, impact of coronavirus on consumer behaviour.

[bookmark: _Toc119061334]Organisational Culture 

Organisational culture can be defined as the collective effect of the common beliefs, behaviours, and values of individuals within the organisation (Morcos, 2018), being vital since it impacts human performance and behaviour in the workplace (Health and Safety Executive, 2022). Likewise, Schein (2010) reinforces Morocs (2018), asserting culture is a form of mutual basic beliefs learned by a group as it solves external adaptation as well as inner integration problems.

Organizational culture plays a crucial role in whether it is a happy and healthy workplace environment (Tsai, 2011).

TLWC must adopt a digital culture to successfully transition to e-commerce; however, understanding the obligation to digital transformation is a challenge. 

Schein’s Organisational Culture Model (2010) allows TLWC to recreate culture from the impacts of transitioning to e-commerce by means of utilizing basic assumptions to solve internal and external problems, evidenced by TLWC reclaiming employee trust through communicating efficiently and truthfully.

Strong organisational culture improves competencies as employees are confident, perform better and committed, eventuating in reduced costs, staff retention and organisational growth (Habib et al, 2014). 

This equates to Hofstede’s Organisational Culture (2011) since TLWC uses ‘low power distance culture’, prioritising fairness appreciating equal treatment of every employee, establishing increased commitment and confidence along with happier workplace environment.

For instance, the researcher promotes equality through including employees in decision-making resulting in increased confidence in decision-making whilst completing tasks unsupervised. 

However, downsides to allowing employees to make decisions exist; employees challenge unilateral decisions, lengthen the decision process, diminish quality of expertise and increase the likelihood of conflict (Touro University Worldwide, 2015).

In conclusion, strong organizational culture is vital in e-commerce; however, allowing employees to participate in decision-making has drawbacks. 
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Throughout this paper extensive research and investigation has been carried out on e-commerce, enabling the conclusion that effective communication of change, implementing security and privacy measures, project management, emotional intelligence, customer satisfaction and sustainable delivery methods being vital for e-commerce success.

However, should this study be repeated further research on psychology of consumers sustainability decision-making when purchasing products and choosing delivery options enables TLWC gain greater knowledge in this area.

The primary aim was to investigate the transition of an SME to e-commerce in response to the coronavirus pandemic. Transition from bricks-and-mortar to e-commerce was successful; however, monitoring employee progress, maintaining customer satisfaction and market research are vital to maintain success. 

Embracing e-commerce is vital since digitalization has accelerated rapidly. The primary contribution of this study is identification of main factors affecting TLWC when transitioning from bricks-and-mortar to e-commerce. 

Critical elements for success were change management and project management; enabling the researcher to plan and manage transition efficiently whilst preparing employees through communication, coaching and mentoring and training.

Utilizing sustainable methods to lessen carbon footprint is critical to meet consumer needs as well as maintain eco-friendly brand image.

Limitations to this study are inadequate research on how SMEs affect employment since exact figures regarding jobs created by e-commerce as opposed to jobs lost due to e-commerce is unknown; however, future research may provide further data in this area.

Transition to e-commerce is viable since overheads are decreased and customer market reach is ever-increasing; therefore, e-commerce provides TLWC opportunities such as increased growth and revenue. However, saturated markets in the candle industry are a continuous threat; thus, continuously researching new designs, scents and products lessen this threat. 

[bookmark: _Toc119061336]Recommendations 

Additional meetings with employees are recommended to communicate issues and progress.

Reviewing progress of employees through utilizing Johns model of reflection (1995) as opposed to Gibbs model of reflection (1998) are recommended since Gibb’s model only allows employees to evaluate their approach to work whereas John’s model primarily focuses on what employees have learnt from the change or what they will change in future. John’s model reflects on doing as opposed to while doing. 

Deming (2022) would benefit TLWC for future projects; improving processes such as quality improvement to eliminate recurring mistakes. 

Lastly, for future studies larger datasets when undertaking primary research are required for definitive and more accurate results.
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Customer Expectations; Online Shopping

* 1. What is your gender? 
Female 
Male 
Other (specify) 

* 2. What is your age? 
18 to 24 
25 to 34 
35 to 44 
45 to 54 
55 to 64 
65 to 74 
75 or older 
* 3. How much does sustainability matter to you in purchasing a product? 
Strongly matter 
Somewhat matter 
Neither matter nor does not matter 
It does not matter 
* 4. Is sustainability an issue you consider in your purchase decisions? 
Yes 
No 
Other (please specify) 

* 5. What is your preferred choice of platform when shopping online? 
Web page 
E-marketplaces 
Other (please specify) 

* 6. What factors influence your purchase decisions? Select all that apply 
Price 
Quality 
Reviews 
Experience 
Shipping cost 
Other (please specify) 

* 7. Do you prefer… 
Free shipping- higher product cost 
Paid shipping- lower product cost 

* 8. Where do you prefer to shop? 
Online 
In-store 
* 9. Do you feel safe shopping online? 
Yes 
No 
If no, why? 

* 10. What social media sites do you use to search for products? 


Bottom of Form
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Executive Summary

The focus group interview was undertaken 24th October 2022, at the home address of the researcher. Five people participated in the interview; two male and three female. All participants previously experienced transition of business from bricks-and-mortar to e-commerce. However, eight participants were expected to take part, but two participants were unable to attend due to coronavirus and business commitments.

Questions

The researcher asked the following questions to participants:

1. How did you determine success?
2. Did you achieve success within budget?
3. What barriers did you come across when transitioning to e-commerce?
4. What skills were required for transition?
5. Do you use sustainable delivery methods?
6. What method do you use to sell products?
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	Strengths 

· Lower overheads
· Lower prices 
· Flexibility for customers
· 24/7 accessibility 
· Detailed product information
· Faster buying process
· Eliminates operating cost
· Personalised shopping experience 
· Faster response to market demands
· Global access 
· Offer better discounts since overheads are lower

	Weaknesses

· Staff lack digital skills
· Marketing costs
· Privacy concerns
· Fees (if using e-marketplace to sell goods)
· Lack of engagement 
· Lack personalisation 
· Delivery issues 
· Expensive technology i.e., additional computers, laptops, printers and packaging equipment
· Cannot physically view or try products before committing to purchase

	Opportunities 

· Increased market size
· Influencers
· Market research 
· Post-sales support 
· Reviews
· Customer service 
	Threats

· Saturated market
· Businesses copying ideas or products
· Security issues
· Fraud 
· Competition
· Reviews
· Transaction issues
· GDPR
· Technical difficulties 
· Legal and regulatory changes
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Political

Selling goods worldwide is difficult since governments globally have different laws regarding operations of e-commerce enterprises. For instance, the European Union has strict rules regarding e-commerce enterprise operations; therefore, expanding operations globally will be difficult and costly.

Changes in government regulations and laws could affect TLWC for example, changes to national minimum wage could affect business profits.

As a result of the UK leaving European Union the value of sterling depreciated and the exchange rate of the pound against other leading currencies such as the dollar decreased considerably. Depreciation of sterling increased UK consumer prices 2.9%, a £870.00 increase per year for the average UK household, indicating citizens need to work 1.4 weeks longer to afford the same services and goods (Brienlich et al, 2020). These factors can potentially affect TLWC as consumers may not be able to afford luxury goods such as candles and wax melts.

Environmental 

TLWC manufacture candles and wax melts with soy wax. Soy wax melts low temperatures; therefore, increased temperatures for example, heat waves, are a threat for TLWC since products could potentially get damaged in transit due to being left in delivery vans in high temperatures.

Soy wax is a natural renewable source; therefore, shortages of soybean affects TLWC as manufacturing products would not be possible without wax.  

Less revenue is predicted in summer months since customers are less likely to purchase candles and wax melts; offering customers discount codes combined with the introduction of free delivery during summer months lessens the threat of decreased revenue.

Environmentally friendly packaging is crucial to maintain sustainable brand image; therefore, TLWC must continue creating further innovative packaging solutions to minimalize waste. Moreover, greener delivery options and providing customers with information on sustainable delivery are vital for TLWC to maintain an eco-friendly brand image.

Social

Customers standard of living affects spending habits. Customers enduring financial stress due to increased energy, food and fuel costs affect sales since customers may not be able to afford luxuries such as home fragrance products.

Population growth rate of the UK is predicted to increase 3.2% from 2020 to 2030 (Office for National Statistics, 2022); potentially increasing demand and supply for businesses.

Social media influences spending habits in numerous ways as customers learn about new products and compare products through information and reviews prior to purchase. 

Trends and behaviours of consumers affect TLWC positively and negatively. Consumers crave convenience yet want value for money; therefore, providing easy shopping experience for customers whilst providing high quality products at competitive prices is vital.

Technological

Security violations are a technological threat. Lack of internal training in cyber security skills heightens the threat of cyber-attacks since employees do not have the skills to prevent cyber-attacks; compromising sensitive and personal data. 

Daily internet use is significantly increasing in the UK, with adults spending on average 4 hours a day online (Ofcom, 2020); therefore, consumer base of e-commerce is increasing.

Legal 

Managing personal data in accordance with the Data Protection Act 2018 is crucial in e-commerce (Legislation Gov, 2018). Data cannot be kept for no longer than necessary and must be managed correctly, ensuring correct security and must be used for specified, explicit purposes (Gov, 2022). 

In England, Wales and Scotland it is an infringement to manufacture and sell retail products resembling food under Food Imitations Safety Regulations (Gov, 1989); therefore, TLWC must be cautious when producing products resembling food for example, chocolate bar shapes. Seeking advice from local trading standards prior to retailing products is recommended as regulations vary depending on location. 

Unlawful practice can lead to bad reputation and fines; therefore, TLWC must comply with UK laws to operate online.

Public and product liability insurance is vital to protect TLWC in the event of a customer becoming sick or injured due to their products. Health and safety laws are an important legal factor TLWC must comply with. 

Complying with the subsequent legislation is vital: Data Protection Act, Regulation of Investigatory Powers Act and Human Rights Act; failure to abide by the above legislation might lead to financial penalties. Moreover, complying with the subsequent UK laws is crucial: discrimination laws, anti-trust laws, consumer protection laws, health and safety laws, copyright and patent laws and employment laws, failure to comply with such laws may result in financial consequences.

Economical
E-commerce is more popular in the UK than in any other country since it accounts for 30% of the total retail market in the UK (up from 20% in 2020), with e-commerce revenue totalling over £106 billion (International Trade Administration, 2022).

However, the UK is potentially facing a recession; predicting recession at the end of 2022 (Kirka, 2022). Subsequently, expenditure of people decreases causing lower sales of e-commerce enterprises. 

E-commerce creates opportunities for TLWC, for example, increased customer base and brand image; however, increased e-commerce businesses create more competition for TLWC.

Increased tax and VAT results in decreased SME profit margins; therefore, increasing product cost is vital to make profit.

Inflation rates affect TLWC since employees might request pay rises above the rate of inflation, leading to higher costs that the organisation cannot afford due to being an SME. Moreover, rise in prices and decline in currency leads to decreased purchasing power resulting in trading less products; potentially reducing profits.
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	Public
Customers
Service Users 
	[bookmark: _Hlk110190990]Senior Management 
Staff
Web Team
Coaches and Mentors
Target Market
 


	BCBC
Landlord of Workspace
Local Government 
Government 

	Accountant 
Financial Advisor 
Suppliers



Low                                                                Interest                                         High
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Scope

· TLWC’s primary focus are selling products associated with home fragrance and not bath and skincare products. Bath and skincare products are typically sold by other organisations selling home fragrance products.

· TLWC will only ship products to the United Kingdom and Northern Ireland since shipping products out of country results in tax implications, custom charges and extra delivery costs.

· All products are handmade with vegan and eco-friendly ingredients and all packaging is 100% recyclable. 

· Compliance with GDPR is vital ensuring safety of customer data.

· Job role modifications require training and coaching and mentoring to develop new skills.

Time

· The start date for the project is 1st December 2022 with an expected end date 1st February 2023; however, this is the predicted timescale for completion.

· Coaching and mentoring will be delivered via Lucy the company director.

· Website design is predicted to take 4 weeks.

· Training.

· Purchasing stock and packaging.


Costs

· A budget of £7,000 

· Marketing costs 

· Equipment: three new computers are needed for processing orders, communicating with customers and marketing; costing £449.00 each. Two printers are required to print shipping labels; costing £189.99 each. 

· Coaching and mentoring will be hosted by Lucy the company director to minimise costs.

· Website design (£1,000), web hosting (£15.00 a month) and payment processing fees must be considered. 
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	How long can I go without?
	Impact of going without?
	Weaknesses?
	If there was a disaster, what would you do?

	Equipment
IT 
	0 days
	Unable to process customer orders or ship orders to customers. 
	Limited amount of IT equipment.
	Access orders through a mobile phone or borrow a laptop from a family member.

	Materials
	14 days
	Without materials products cannot be made. Will not be able to fulfil personalised orders as they are made to order.
	Refunding customers due not fulfilling orders.

	Offer customers a discount on products that are in stock.

	Stock
	0 days
	Loss of custom and revenue.
	Cannot trade resulting in higher overheads such as staff wages.
	Stock can be replaced; however, this requires time and money.

	Utilities
	0 hours water
0 hours gas
0 hours electric
	Office would need to close as employees are unable to use the toilet or have access to water. Unable to make stock without electricity, water and gas. Cannot process orders.
	No generator or other source of water.
	Buy bottled water to wash my hands and wear warm clothing if the weather is cold.

	Suppliers
	21 days
	Unable to produce additional stock.
	Limited suppliers.
	Obtain new suppliers.

	Transport
	21 days
	Staff lateness resulting in less work being undertaken.
	Time consuming.
Limited to how many parcels I can carry.
	Staff could car share or use public transport.

	Work premises.
	0 days
	Cease trading.
No income.
No production.
Possible risk of debt as no income yet wages would still need to be paid.
	Fire, flood, high winds, burglary.
	Rent another workspace.

	Internet
	0 days
	Could not process orders without an internet connection nor communicate with customers, suppliers and other vital stakeholders.
	
	Hot spot internet off mobile device or allow employees to work from home; however, further risk assessment and measures would need to be put in place prior to implementing remote working.
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Delivery policies 

Processing time needed to prepare orders is 1-2 working days; however, personalised items are processed in 7 working days. All items are shipped via Royal Mail first class delivery.

Buyers are responsible for any customs and import taxes that may apply. The Luxe Wax Company are not responsible for custom delays.

Please note we only accept orders from the UK and Northern Ireland.

Returns and Exchanges

The Luxe Wax Company accept returns and exchanges, please contact us within 14 days of delivery and post items back to us within 21 days of delivery. We do not accept cancelations; however, please contact us if you have any problems with your order.

The following items cannot be returned or exchanged:
· Customised or personalized orders,
· Sale items, and
· Intimate items 

Conditions of Return

Customers are responsible for return postage costs unless the product has arrived unusable. If returned items do not arrive in original condition, customers are liable for any loss in value.

Refunds

A full refund will be issued within 7 days of dispatch if goods are damaged or mis-sent. 

Payment 

The Luxe Wax Company ensure secure payment options and never receive your credit or debit card information. 

Privacy Policy 

The Luxe Wax Company are committed to protecting your personal information and privacy and fully comply with General Data Protection Regulations. The following privacy policy applies to our website (www.theluxewaxco.co.uk).

This privacy notice for The Luxe Wax Company ('Company', 'we', 'us', or 'our',), describes how and why we might collect, store, use, and/or share ('process') your information when you use our services ('Services'), such as when you:

· Visit our website at http://www.theluxewaxco.co.uk , or any website of ours that links to this privacy notice
· Engage with us in other related ways, including any sales, marketing, or events
Questions or concerns? Reading this privacy notice will help you understand your privacy rights and choices. If you do not agree with our policies and practices, please do not use our Services. If you still have any questions or concerns, please contact us at theluxewaxco@mail.com.

SUMMARY OF KEY POINTS

What personal information do we process? When you visit, use, or navigate our Services, we may process personal information depending on how you interact with The Luxe Wax Co. and the Services, the choices you make, and the products and features you use. Click here to learn more.

Do we process any sensitive personal information? We do not process sensitive personal information.

Do we receive any information from third parties? We do not receive any information from third parties.

How do we process your information? We process your information to provide, improve, and administer our Services, communicate with you, for security and fraud prevention, and to comply with law. We may also process your information for other purposes with your consent. We process your information only when we have a valid legal reason to do so. Click here to learn more.

In what situations and with which parties do we share personal information? We may share information in specific situations and with specific third parties. Click here to learn more.

How do we keep your information safe? We have organisational and technical processes and procedures in place to protect your personal information. However, no electronic transmission over the internet or information storage technology can be guaranteed to be 100% secure, so we cannot promise or guarantee that hackers, cybercriminals, or other unauthorised third parties will not be able to defeat our security and improperly collect, access, steal, or modify your information. Click here to learn more.

What are your rights? Depending on where you are located geographically, the applicable privacy law may mean you have certain rights regarding your personal information. Click here to learn more.

How do you exercise your rights? The easiest way to exercise your rights is by filling out our data subject request form available here, or by contacting us. We will consider and act upon any request in accordance with applicable data protection laws.

Want to learn more about what The Luxe Wax Co. does with any information we collect? Click here to review the notice in full.

TABLE OF CONTENTS

1. WHAT INFORMATION DO WE COLLECT?
2. HOW DO WE PROCESS YOUR INFORMATION?
3. WHAT LEGAL BASES DO WE RELY ON TO PROCESS YOUR PERSONAL INFORMATION?
4. WHEN AND WITH WHOM DO WE SHARE YOUR PERSONAL INFORMATION?
5. DO WE USE COOKIES AND OTHER TRACKING TECHNOLOGIES?
6. HOW DO WE HANDLE YOUR SOCIAL LOGINS?
7. HOW LONG DO WE KEEP YOUR INFORMATION?
8. HOW DO WE KEEP YOUR INFORMATION SAFE?
9. DO WE COLLECT INFORMATION FROM MINORS?
10. WHAT ARE YOUR PRIVACY RIGHTS?
11. CONTROLS FOR DO-NOT-TRACK FEATURES
12. DO CALIFORNIA RESIDENTS HAVE SPECIFIC PRIVACY RIGHTS?
13. DO WE MAKE UPDATES TO THIS NOTICE?
14. HOW CAN YOU CONTACT US ABOUT THIS NOTICE?
15. HOW CAN YOU REVIEW, UPDATE, OR DELETE THE DATA WE COLLECT FROM YOU?

1. WHAT INFORMATION DO WE COLLECT?

We collect personal information that you voluntarily provide to us when you express an interest in obtaining information about us or our products and Services, when you participate in activities on the Services, or otherwise when you contact us.

Personal Information Provided by You. The personal information that we collect depends on the context of your interactions with us and the Services, the choices you make, and the products and features you use. The personal information we collect may include the following:

· phone numbers
· email addresses
· contact or authentication data
· usernames
Sensitive Information. We do not process sensitive information.

Social Media Login Data. We may provide you with the option to register with us using your existing social media account details, like your Facebook, Twitter, or other social media account. If you choose to register in this way, we will collect the information described in the section called 'HOW DO WE HANDLE YOUR SOCIAL LOGINS?' below.

All personal information that you provide to us must be true, complete, and accurate, and you must notify us of any changes to such personal information.

2. HOW DO WE PROCESS YOUR INFORMATION?

We process your personal information for a variety of reasons, depending on how you interact with our Services, including: 

· To save or protect an individual's vital interest. We may process your information when necessary to save or protect an individual’s vital interest, such as to prevent harm.

3. WHAT LEGAL BASES DO WE RELY ON TO PROCESS YOUR INFORMATION?

The General Data Protection Regulation (GDPR) and UK GDPR require us to explain the valid legal bases we rely on to process your personal information. As such, we may rely on the following legal bases to process your personal information:

· Consent. We may process your information if you have given us permission (i.e., Consent) to use your personal information for a specific purpose. You can withdraw your consent at any time. Click here to learn more.
· Legal Obligations. We may process your information where we believe it is necessary for compliance with our legal obligations, such as to cooperate with a law enforcement body or regulatory agency, exercise or defend our legal rights, or disclose your information as evidence in litigation in which we are involved.

· Vital Interests. We may process your information where we believe it is necessary to protect your vital interests or the vital interests of a third party, such as situations involving potential threats to the safety of any person.

4. WHEN AND WITH WHOM DO WE SHARE YOUR PERSONAL INFORMATION?

We may need to share your personal information in the following situations:

· Business Transfers. We may share or transfer your information in connection with, or during negotiations of, any merger, sale of company assets, financing, or acquisition of all or a portion of our business to another company.

5. DO WE USE COOKIES AND OTHER TRACKING TECHNOLOGIES?

We may use cookies and similar tracking technologies (like web beacons and pixels) to access or store information. Specific information about how we use such technologies and how you can refuse certain cookies is set out in our Cookie Notice.

6. HOW DO WE HANDLE YOUR SOCIAL LOGINS?

Our Services offer you the ability to register and log in using your third-party social media account details (like your Facebook or Twitter logins). Where you choose to do this, we will receive certain profile information about you from your social media provider. The profile information we receive may vary depending on the social media provider concerned, but will often include your name, email address, friends list, and profile picture, as well as other information you choose to make public on such a social media platform. 

We will use the information we receive only for the purposes that are described in this privacy notice or that are otherwise made clear to you on the relevant Services. Please note that we do not control, and are not responsible for, other uses of your personal information by your third-party social media provider. We recommend that you review their privacy notice to understand how they collect, use, and share your personal information, and how you can set your privacy preferences on their sites and apps.

7. HOW LONG DO WE KEEP YOUR INFORMATION?

We will only keep your personal information for as long as it is necessary for the purposes set out in this privacy notice, unless a longer retention period is required or permitted by law (such as tax, accounting, or other legal requirements). No purpose in this notice will require us keeping your personal information for longer than 6 months.

When we have no ongoing legitimate business need to process your personal information, we will either delete or anonymise such information, or, if this is not possible (for example, because your personal information has been stored in backup archives), then we will securely store your personal information and isolate it from any further processing until deletion is possible.

HOW DO WE KEEP YOUR INFORMATION SAFE?

We have implemented appropriate and reasonable technical and organisational security measures designed to protect the security of any personal information we process. However, despite our safeguards and efforts to secure your information, no electronic transmission over the Internet or information storage technology can be guaranteed to be 100% secure, so we cannot promise or guarantee that hackers, cybercriminals, or other unauthorised third parties will not be able to defeat our security and improperly collect, access, steal, or modify your information. Although we will do our best to protect your personal information, transmission of personal information to and from our Services is at your own risk. You should only access the Services within a secure environment.

8. DO WE COLLECT INFORMATION FROM MINORS?

We do not knowingly solicit data from or market to children under 18 years of age. By using the Services, you represent that you are at least 18 or that you are the parent or guardian of such a minor and consent to such minor dependent’s use of the Services. If we learn that personal information from users less than 18 years of age has been collected, we will deactivate the account and take reasonable measures to promptly delete such data from our records. If you become aware of any data, we may have collected from children under age 18, please contact us at theluxewaxco@mail.com.

10. WHAT ARE YOUR PRIVACY RIGHTS?

In some regions (like the EEA and UK), you have certain rights under applicable data protection laws. These may include the right (i) to request access and obtain a copy of your personal information, (ii) to request rectification or erasure; (iii) to restrict the processing of your personal information; and (iv) if applicable, to data portability. In certain circumstances, you may also have the right to object to the processing of your personal information. You can make such a request by contacting us by using the contact details provided in the section 'HOW CAN YOU CONTACT US ABOUT THIS NOTICE?' below.

We will consider and act upon any request in accordance with applicable data protection laws.

If you are in the EEA or UK and you believe we are unlawfully processing your personal information, you also have the right to complain to your local data protection supervisory authority. You can find their contact details here: https://ec.europa.eu/justice/data-protection/bodies/authorities/index_en.htm.

Withdrawing your consent: If we are relying on your consent to process your personal information, you have the right to withdraw your consent at any time. You can withdraw your consent at any time by contacting us by using the contact details provided in the section 'HOW CAN YOU CONTACT US ABOUT THIS NOTICE?' below.

However, please note that this will not affect the lawfulness of the processing before its withdrawal nor, will it affect the processing of your personal information conducted in reliance on lawful processing grounds other than consent.

Opting out of marketing and promotional communications: You can unsubscribe from our marketing and promotional communications at any time by or by contacting us using the details provided in the section 'HOW CAN YOU CONTACT US ABOUT THIS NOTICE?' below. You will then be removed from the marketing lists. However, we may still communicate with you — for example, to send you service-related messages that are necessary for the administration and use of your account, to respond to service requests, or for other non-marketing purposes.

Cookies and similar technologies: Most Web browsers are set to accept cookies by default. If you prefer, you can usually choose to set your browser to remove cookies and to reject cookies. If you choose to remove cookies or reject cookies, this could affect certain features or services of our Services. To opt out of interest-based advertising by advertisers on our Services visit http://www.aboutads.info/choices/. 

11. CONTROLS FOR DO-NOT-TRACK FEATURES

Most web browsers and some mobile operating systems and mobile applications include a Do-Not-Track ('DNT') feature or setting you can activate to signal your privacy preference not to have data about your online browsing activities monitored and collected. At this stage no uniform technology standard for recognising and implementing DNT signals has been finalised. As such, we do not currently respond to DNT browser signals or any other mechanism that automatically communicates your choice not to be tracked online. If a standard for online tracking is adopted that we must follow in the future, we will inform you about that practice in a revised version of this privacy notice.

12. DO CALIFORNIA RESIDENTS HAVE SPECIFIC PRIVACY RIGHTS?

California Civil Code Section 1798.83, also known as the 'Shine The Light' law, permits our users who are California residents to request and obtain from us, once a year and free of charge, information about categories of personal information (if any) we disclosed to third parties for direct marketing purposes and the names and addresses of all third parties with which we shared personal information in the immediately preceding calendar year. If you are a California resident and would like to make such a request, please submit your request in writing to us using the contact information provided below.

If you are under 18 years of age, reside in California, and have a registered account with Services, you have the right to request removal of unwanted data that you publicly post on the Services. To request removal of such data, please contact us using the contact information provided below and include the email address associated with your account and a statement that you reside in California. We will make sure the data is not publicly displayed on the Services, but please be aware that the data may not be completely or comprehensively removed from all our systems (e.g., backups, etc.).

13. DO WE MAKE UPDATES TO THIS NOTICE?

In Short: Yes, we will update this notice as necessary to stay compliant with relevant laws.

We may update this privacy notice from time to time. The updated version will be indicated by an updated 'Revised' date and the updated version will be effective as soon as it is accessible. If we make material changes to this privacy notice, we may notify you either by prominently posting a notice of such changes or by directly sending you a notification. We encourage you to review this privacy notice frequently to be informed of how we are protecting your information.

14. HOW CAN YOU CONTACT US ABOUT THIS NOTICE?

If you have questions or comments about this notice, you may email us at theluxewaxco@mail.com 

15. HOW CAN YOU REVIEW, UPDATE, OR DELETE THE DATA WE COLLECT FROM YOU?

Based on the applicable laws of your country, you may have the right to request access to the personal information we collect from you, change that information, or delete it. To request to review, update, or delete your personal information, please submit a request form by clicking here.
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Create a Sense of Urgency

A meeting was held with employees to communicate the urgency for the unplanned change. Many employees resisted the intended change; however, a minority responded positively.

Lucy informed employees there was no imminent job loses; however, a potential decrease of sales could reduce working hours. Lucy comforted employees through offering daily meetings to discuss concerns. Additionally, possible challenges must be addressed to permit change success. 

Create a Guiding Coalition

Lucy advised employees transition is vital to continue trading due to government regulations. A deputy manager is nominated by employees as a supporter for the change, communicating regularly via WhatsApp and email to discuss impediments and concerns.

To accomplish a full ‘buy-in’ one individual was elected to represent their team; facilitating trust.

Develop a Vision and Initiatives 

A shared vision helps clarify TLWC’s direction on what to do and what skills and knowledge are required from employees. 

Benefits of e-commerce are communicated with employees to attain a full ‘buy-in’. Majority of stakeholders are beginning to accept change since there is no option but to transition online.

Communicate the Vision

Daily communication with employees is vital. Lucy must be open and honest when communicating with employees for change success.

Enable Action by Removing Barriers

Barriers and threats are identified from SWOT analysis (Appendix C), results show saturated market, technical difficulties and security issues being major barriers potentially compromising transition success.

Accomplish Short-Term Wins

Rewarding employees through extrinsic and intrinsic rewards when meeting objectives might assist change success.

Build on the Change

Key performance indicators will enable Lucy to monitor performance since change was implemented.

Institute Change

The last element of the change process is guaranteeing that the change is implanted into TLWC’s culture. 

Supporting employees through regular communication and rewarding positive behaviour through rewards facilitates strong workplace culture. Lucy must promote personal growth for employees to remain loyal and engaged but achieving personal and work-related goals too. 
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                                                                            (Kubler-Ross, 1969).
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	Stakeholder
	 Objectives
	Channel
	Priority 
	Frequency
	Comments

	Employee’s
	Transitioning from bricks-and-mortar to online.
	Meetings,
Microsoft Teams and
What’s App.
	High 
	Daily
	Training, coaching and mentoring will be communicated with employees. Communicating issues and/or worries.

	Customers
	Permanently ceasing trade and moving solely online.
	Social media, 
website and
email
notice on shop window.
	High 
	As needed 
	N/A

	Suppliers 
	Order quantities 
	Email and
Telephone. 
	Medium
	
	

	Web designer 
	Ensuring stock is updated and everything is running properly.
	Email, 
Microsoft Teams and meetings.
	High 
	Daily 
	Daily stock take is vital to ensure TLWC have sufficient stock to meet demand.

	Accountant 
	Inform accountant of the change since the business requires new legal structure and change of company address.
	Email, 
telephone,
Meetings and 
letters.
	High 
	As needed 
	N/A
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                                                                                         (Deming, 2022).







Preferred Choice of Platform when Shopping Online

Webpage 	
Webpage	E-marketlpaces	Other	82.86	E-marketplaces 	
Webpage	E-marketlpaces	Other	17.14	Other 	
Webpage	E-marketlpaces	Other	0	



Predicted 5 Year Cash Flow Forecast

Costs	Year 1	Year 2	Year 3	year 4	Year 5 	15000	10000	12000	14000	12000	Turnover	Year 1	Year 2	Year 3	year 4	Year 5 	10000	22000	40000	52000	75000	Profit	Year 1	Year 2	Year 3	year 4	Year 5 	-5000	7000	28000	38000	61000	



How much does Sustainability Matter when Purchasing a Product

Strongly Matters	
48.57	Somewhat matter	
38.43	Neither matter nor does not matter	
13	It does not matter	
0	
Percentage of People 




image2.wmf

image3.wmf



image4.wmf

image5.wmf


4FoTYerhlqpl9PS


image6.wmf


{}


image7.wmf


false


image8.wmf



image9.jpeg
26/10 15/11 05/12  25/12 14/01 03/02  23/02
Coaching and Mentoring I
Training I
Website Functional Analysis B
Website Design I
Coding & Testing [
Stock Check |

Website Live |




image10.jpeg
 phiaophy.
wlmmhwu T 3

£ .
[T ——— 2 3 L ) :
[ror— e
Scaring

1. Sumihoasponsas on s 1, 4,7, 10, 13,00 16 (it skl core)
2. Sumihoresonsas.on s 2,5,8, 1, 16,00 17 (lerporsone skl sccre)
3. Sumoresponsas nams 36,9, 12,15, a0 18 concpt s score
Toal Scares
Mmoot A 5°





image11.jpeg
1. ToMontsy your kdership skl
2. Toprove proio o your ks kil showng yoursrongshs and weoknerses

Directions

1. Plco yourse n o ok cf  kockr when feponcding o s questonnare.

2. Foraochof e sttt bk, s e umber hat Indcals e degre o which you e he stoement
e

B —— 155

e S S B
PR e — 1 2l
¥ e

e s T o
e T . I

[
P sy, 1 2 e
o i

L T ———
.





image12.jpg




image13.png
CYBERSECURITY
FRAMEWORK
VERSION 1.1





image14.png
Denial o 4

Disbelief; looking integration
forvewdence that it , Changes integrated;
. isn't true A a renewed individual
" LS . /
o P \ Frustration ¥4
§ i Recognition that A Beiat
2 Shock things are different; /' Learning how to work
£ Surprise or shock sometimes angry / in the new situation;
] at the event 5 / feeling more positive
.
2 ,/ Experiment
© \ ‘" Initial engagement
K3 . with the new
e - situation
§ Depression
Low mood; lacking
in energy

Time

Source: Kiibler-Ross, E. (1969). On death and dying. New York: Macmillan
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