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1. Background and current situation of the company 
The Liaoning Salt Industry Group Co., Ltd. was established in June 1992 and is a state-owned enterprise. The registered capital is 20 million yuan. The business scope is the wholesale of raw materials for salt and salt chemical products for the salt industry (Chinasalt, 2019). The company has 22 employees and the total assets of the company are 83.91 million yuan. According to the functions and responsibilities, the company has six functional departments: office, financial audit department, asset management department, plan settlement department, enterprise management department and human resources department. The main function is supervision and agency sales, so the company's main income is based on the wholesale sales of salt in the participating companies; the company has not had a salt production plant of its own for many years (Liaoning Salt Industry Group, 2019).
The company is located in Shenyang, the capital of Liaoning Province. It is located in the centre of the Northeast and the eastern part of Inner Mongolia. Historically, Liaoning was a large province producing sea salt in northern China. In addition to supplying its own province, Liaoning's salt products are also exported to Jilin Province, Heilongjiang Province and Inner Mongolia. In recent years, Liaoning Province has developed a coastal economy, and it has acquired a large number of salt flats (Chinasalt, 2019). This has led to a sharp decline in salt production, and it is declining year by year. Although the production of salt has declined, the demand for salt has not declined. The salt and livestock salt in Northeast China and Inner Mongolia have reached more than 800,000 tons. In the face of such a large salt market, even if the company supplies a part of it, it is not enough to meet the market demand. Therefore, the company needs to build a salt distribution system with strategic reserve capacity (Liaoning Salt Industry Group, 2019).
2. Rationale
The Liaoning Salt Industry Group belongs to the monitoring institution and agency sales. But they are not responsible for production; they are only responsible for agency sales and supervision in the province (Chinasalt, 2019). Other private salt companies and product suppliers in the province do not have direct sales rights, and all sales need to pass through salt state-owned companies. Because the salt companies in China's state-owned enterprises sell expensive salt in the market and the purchasing power of ordinary people is insufficient, the country adopted a salt policy reform in 2017. The main content policy reform change shows that private salt companies and production institutions do not need to sell through state-owned companies. Nowadays, they can directly go to the market for sales with cheaper priced salt. After the reform of China's salt policy, the market share of state-owned salt companies that specialise in salt may be largely lost, and the current operating model is not adapting to future competition requirements (Liaoning Salt Industry Group, 2019). 
The main specific problems faced by the company are as follows:
Firstly, the state-owned enterprises that specialise in salt lose their dominance in the entire supply chain, and the company will return to ordinary distributors. After the salt policy reform, more than a dozen salt production companies have set up branches in Shenyang and other cities to carry out salt sales in Liaoning Province. Under this circumstance, the Liaoning Salt Industry Group Company and other state-owned salt companies and these newly established subsidiaries have become equal competition relations from past partnerships, and state-owned salt companies will face enormous survival. pressure. Secondly, the company will face two pressures from private salt producers and retailers. Due to the disorderly competition and malignant price of private salt companies in the market, the Liaoning Salt Industry Group Company’s and other state-owned salt companies’ sales volume of salt plummeted, and profits fell sharply. Finally, the pricing power of salt has shifted from the government to the producers. In the past, private salt production enterprises and wholesale enterprises could not set prices at will, and the government price department firmly controlled the pricing power of salt. But after the salt policy reform, all salt production companies could freely price according to market demand and competition. The Liaoning Salt Industry Group and other state-owned salt companies also freely price products. However, it must purchase salt from the production company. Due to the gradual loss of market share and the significant decline in sales volume, it loses the advantage of bargaining with salt producers (Liaoning Salt Industry Group, 2019).
Driven by these issues, this project will offer consultancy for the Liaoning Salt Industry Group Company in terms of managing strategic change.
3. Project aim and objectives 
The aim of this objective is to help the company rediscover a quality salt producer as its own salt resource and improve its competitiveness in the province. The objective consists of three parts. First is understanding the main issues facing the company today following the 2017 salt industry policy reform. This has led to a productivity shortage due to the lack of salt suppliers and the ability of private salt companies to directly enter the market, which has caused a decline in the competitiveness of the company's products. Second is finding a suitable strategy to help the company to solve issues. A more appropriate strategy for the Liaoning Salt Industry Group Company’s current situation is to manage strategic changes. The contents of the managing strategic change model are as follows: diagnosis, change agent, lever for change, and managing change programme (Exploring corporate strategy, 2010). Third, using the managing strategy change model to analyse the specific problems faced by the company and making relevant recommendations for the company.
Due to the 2017 salt industry policy reform, the company must look for their own salt producer and increase its competitiveness, otherwise, the company will find it difficult to survive in the market.
4. Benefit 
If the Liaoning Salt Group Corporation enhances its competitiveness in the province and can find a suitable salt supplier, it will bring the following advantages to the company:
Firstly, the advantages of sales channels. If the sales channels of other salt companies and the sales channels of the Liaoning Salt Industry Group are combined, a new sales network will be formed, covering a wide range and with low operating costs. Compared with other production companies in the province, there will be a great competitive advantage because the Liaoning Salt Group has a good reputation. When the two salt companies were integrated, their production share and scale of operations exceeded those of any competitor in the province.
Secondly, the advantages of the production base. If the company can find a salt field with geographical advantages in the province, the Liaoning Salt Industry Group can carry out salt sales to various provinces in North China. Due to the short transportation distance and low freight rate, the cost savings also make the enterprise have a huge advantage. This will greatly enhance the market competitiveness of the Liaoning Salt Industry Group Co.
5. Literature review
The following two theories have been chosen:
Strategic change management is the process of managing change in a structured, thoughtful way in order to meet organisational goals, objectives, and missions (Balogun, 2008). Exploring strategic change 3rd ed., Harlow, England; New York: FT Prentice Hall Financial Times. Change is necessary for organisations to continue to thrive and meet and exceed the competition of industry competitors (Whipp, 2006). 
The benefits of enterprise change management are as follows:
Organisations can respond more quickly to customer needs and help adjust existing resources within the organisation (Turner, 2009). Change management provides a way to anticipate challenges and effectively address them (Quinn, 1980). Effective change management processes reduce risk associated with change and increase return on the investment rate (Burnes, 2009). It can also bring other benefits to the business, such as a deeper understanding of external threats and competitor strategies, improved employee productivity, reduced resistance to change, and a clearer understanding of performance-reward relationships. It can also improve a company's problem prevention capabilities and help improve products or services (12reads, 2019).
SWOT analysis includes the analysis of the strengths, weaknesses, opportunities and threats of the company. Therefore, SWOT analysis is actually a way to synthesise and summarise all aspects of internal and external conditions of the enterprise, and then analyse the advantages and disadvantages of the organisation, the opportunities and the threats (Doyle, 2011). Through SWOT analysis, companies can focus on resources and actions on their strengths and where they have the most opportunities; this makes the company's strategy clear (Summitasia, 2019).
The advantages of SWOT analysis are as follows:
Zero cost: One of the biggest advantages of SWOT analysis is that it has no associated costs. This is an analysis that anyone can do in business, so no expert or consultant involvement is required. It is an effective way to analyse projects and recommendations in any function or industry within the company (Valentin, 2001).
Important Results: The premise of SWOT analysis is to identify strengths, weaknesses, opportunities, and threats in the concept of analysis (Sabbaghi, 2004). The ideal result is very important for the company to maximise its advantages and minimise weaknesses so that the company can take advantage of the external opportunities listed above to overcome identified threats. In this sense, there is great value in the results that can lead to a SWOT analysis of the firm (Jackson, 2003).
New Ideas: Another benefit of SWOT analysis is that it can help create new ideas for the business (Helms, 2010). By studying the problems that arise in the columns and rows following a SWOT analysis, as a society, it not only raises awareness of potential advantages (or disadvantages) and threats but also helps us to react more effectively and plan for the future (Piercy, 1989). 
6. Research method
Primary Research
Sources	Methods	Information needed
The manager of the Liaoning Salt Industry Group company	Phone Interview	Recent company sales 	The positioning of the target market	How many suppliers the company can choose in the province
The CEO of the Liaoning Salt Industry Group company		Phone Interview	The problem faced by the company	


Secondary research
By the secondary research of official websites and a library, some possible reasons of status quo are discussed and the successful experience in other salt companies can be used as a reference; moreover, journals and books which relate to managing strategic change will also be helpful.

7. Project plan and control and time management
Task 	Duration	Activities
Research the company background and issues	1 month	To clearly understand the company's background and the problems faced by the company, consult the corresponding data to understand how the problem is generated
Phone interview	7 days	Conduct a telephone interview with the internal manager and chairman to understand the current business situation and the competitiveness of the company in the province.
Design project aim and objectives	15 days	Design a reasonable project goal to help companies solve the current difficulties
Research the benefit for the company	10 days	Explain the benefits of the company’s measures to address these issues
Time schedules	7 days	Find out the key points of each part. Introduce the main content of the report and the structure of the report and create a schedule for the plan.
Recommendation	1 month	Propose effective solutions and recommendations for the company
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