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[bookmark: _Toc165638957]Introduction 
The current business world is undergoing an accelerated transformation with static organisational structures giving rise to versatile and dynamic versions. The elaboration of virtual organisations as the paradigm is the most challenging concept because it was defined against physical offices, working time, and geographical borders. Virtual Organisation represents the entity that operates in the digital world making use of technology to bring together teams that are far from each other, partners, and stakeholders. Such associations are generally successful due to cooperation, communication tools, and a goal to fulfil, instead of a physical office. In virtual organisations, communication takes place through digital channels and replaces the in-person touch. Leadership in the virtual environment poses challenges, including being adaptive, trust-building, and conflict resolution. This individual assignment seeks to analyse the strategic management issues that involve planning, designing, and leading virtual organisations. This assignment highlights the strategic management and digital transformation of virtual organisations along with the organisational strategy and structure. Moreover, the strategic human resource management of such organisations has been demonstrated here to value the organisational performance. 

[bookmark: _Toc165638958]Strategic management issues associated with planning, designing, and leading virtual Organisation
The virtual organisations encounter multiple strategic management issues that are mainly associated with the planning, designing, and leading virtual organisations. All the strategic management issues and challenges are critical to confirm the sustainability and success of the companies that primarily operate through the digital spaces (Asatiani et al., 2021). These issues are communication challenges, decreased geographic collocation, leadership challenges, technological barriers, cyber risks, and so on. 

Diminished Geographic Collocation: Often, virtual workplaces comprise geographically distributed teams working across different time zones and cultural contexts. The main issue here lies in conducting collaboration without being in a co-location (Kumar, 2023). The consequences involve communication dilemmas like resorting to digital platforms such as coordination challenges, e-mails, and video conferencing meetings, and the need for sensitivity to diverse cultural settings. Leaders should be able to navigate these complexities in order to enhance team-building and decision-making. For example, Gitlab Inc. is a dev-op platform that completely operates remotely. However, the company faces strategic management issues regarding building connectivity and culture which impacts on the organisational work culture (Graves and Karabayeva, 2020). 

Communication challenge: Communication skills are the most essential factor to accomplish virtual success. The advanced technologies are dominating the stage of the new digital era. Due to this, the virtual organisations often face miscommunication through a lack of personal presence. Guaranteeing the clarity, attention, and understanding are the priorities (Wang et al., 2021). For example, Scopic Software is a virtual organisation which operates globally, sometimes facing communication challenges regarding responsiveness and clarity.  Virtual leaders need to consistently support transparency in communication, give attention to active listening, and provide timely feedback in order to compensate for the distance between the physical setting. 
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Figure 1: The Strategic management issues in the virtual organisations
Source: (Self-made)
Technological barriers: The virtual organisations are significantly dependent on the Information and Communication Technologies or ICT for the exchange of data and information. Integration of the new communication tools is considered as the most vital instrument for efficient operation in the virtual organisations (Blanchard, 2021). Alongside these technical glitches, compatibility issues and security concerns can be some of the reasons for slowing down progress. Strategic planning needs to hinge on the technology adoption that supports the organization's goals to create a seamless transition to digital platforms.

Leadership in Virtual Environments: Leading remote teams necessitates certain peculiar proficiencies. Virtual leaders face leadership challenges in virtual organizations when handling diverse virtual teams and distinct workplace cultures. The leaders should reengineer their leadership strategies to stimulate the team members and direct the remote squads (Raghuram et al., 2019). The emergence of trust-building as a strategic priority is consequently dictated by the limited frequency of face-to-face interactions. Managing conflict virtually through digital channels is a complex process that needs great expertise. Successful leadership in the virtual environment is through team bonding, employee morale, and addressing individual needs.

Risk Management and Cybersecurity: Virtually based work has a number of specific challenges. The risk factors, such as data leaks, remote access problems, and cyberattacks, are everywhere (Adisa, Ogbonnaya, and Adekoya, 2023). For instance, the virtual Organisation named Clevertech, which is a software development company focused on digital transformation, also faces cybersecurity issues. Leaders are required to take cybersecurity seriously by enforcing strong cybersecurity measures, evaluating cyber risk, and designing contingency strategies (Abarca, Palos-Sanchez, and Rus-Arias, 2020). Balancing innovation with security constitutes a difficult strategic quest.

Virtual businesses must rapidly adapt their operations to changing market conditions. High flexibility and adaptability allow being in the game in the constantly evolving digital environment (Bagga, Gera, and Haque, 2023). Executives should redeploy change management tactics and ensure that business processes correspond to the changing market requirements. It's crucial to develop a learning culture that promotes perceptual adaptation. Strategic management in the virtual setting implicates coping with communication complexities, utilising technology productively, advancing leadership skills, and securing against digital risks. Successful virtual leadership is a combination of creativity, flexibility, and an in-depth knowledge of the digital arena.

[bookmark: _Toc165638959]Strategic management and digital transformation of the virtual Organisation
In the past few years, digital transformation has taken a prominent role in enabling organisations to develop and compete. There is no field or Organisation capable of disengagement from this sweeping change. Digital transformation entails the collaborative use of and exploration of various digital technologies such as cloud systems, big data analysis, predictive analytics, and interactive platforms (Fuertes et al., 2020). In the conventional view, strategic management accounts for physical assets like factories, market positioning, and industry dynamics. On the contrary, the fast pace of digital technology can only be followed after a new paradigm has been established. Today's strategic management of the virtual Organisation covers both the traditional offline domain and the vast digital sphere (Saghafian, Laumann, and Skogstad, 2021).
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Figure 2: The remote work options among people
Source: (McKinsey, 2022)

Based on the information in the above chart, 35% of the respondents got offered full time remote work, 23% of the respondents got part-time remote work, and 42% of the respondents did not get any offer of the remote work opportunities (McKinsey, 2022). As virtual organisations primarily operate in digital spaces, they transcend physical boundaries. The organisations are required to comprehend the market disruptions, digital landscapes, and emerging trends (Teece, 2019). The Organisation considers some of the strategic imperatives like anticipating the marketing shifts, recognising the digital competitors or rivals, and evaluating the regulatory changes Moreover, assessing the digital capabilities of the Organisation, readiness, and culture is paramount. The virtual organisations primarily evaluate digital maturity and foster a tech-savvy workforce which helps the Organisation to maintain work balance in the virtual context. 

As per the perspective of Ketchen Jr. and Craighead (2020) digital transformation comprehends the strategic adoption and integration of the advanced and digital tools and technologies across the business model, culture, and organisational processes. In the virtual Organisation, digital transformation encompasses customer experiences, organisational agility, and organisational mindset. The key factors of the digital transformation in virtual organisations include customer-centricity, agile business operation, technology adoption, data-driven insights, innovation work culture, risk management and culture (Wang et al., 2019).  The organisations or the business that adopts digital transformation or virtual business concepts can holistically and strategically thrive in this digital age. As the virtual organisations are evolving these days, the capability of the virtual organisations to blend adaptability, strategy, and technology are contributing to organisational success. 

[bookmark: _Toc165638960]Organisational strategy and structure in the virtual Organisation
Organisational structure
Majority of the virtual organisations consist of flat organisational structures with traditional hierarchies along with a smaller number of middle management. It helps the employees and staff of the virtual organisations to take ownership of their position and role. As virtual organisations are considered a flat organisational structure, the communication channel generally becomes efficient and direct (Anthony Jnr and Abbas Petersen, 2021). On the other hand, the cross-functional and virtual teams collaborate on certain projects due to which the virtual teams' expertise drives the virtual team compositions. Through the advanced tools and technologies, the team members get connected with each other, which helps the management and the team members to form groups, reconfigure, and disband, relying on the requirements of the project (O’Dowd, 2021).  
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Figure 3: Virtual organisational structure
Source: (Self-made)

Moreover, virtual organisations primarily rely on accountability and trust whereas performance metrics mainly align with the realities of remote work. For instance, in Gitlab Inc. the management remotely connects with the organisational employees, and the organisational work is coordinated and done through digital platforms (Shaik and Makhecha, 2019). As a virtual organisation, Gitlab Inc. concentrates on the outcomes or results instead of micromanagement. The triumph of virtual organisations outlines the effectiveness and capability of the virtual structure of the Organisation. By fostering collaboration, empowering the team, and embracing new and advanced tools and technologies, virtual organisations can have the potential to thrive in this digital era.

Organisational strategies
Agility and adoption: Virtual organisations readily adapt to changing markets, technological changes, and evolving customer needs. Strategic planning needs to focus on flexibility, fast response, and agility (Skare and Soriano, 2021). Leaders plan for disruptions and generate solutions that ensure the smooth operation of ongoing activities.
Digital transformation: Using technology is not only an option but a need. Strategies should go hand-in-hand with digital capabilities, focusing on the utilisation of data intelligence, innovation, and smooth integration of digital tools (Romanelli, 2021). Organisations that are digitally transformed are able to enjoy a competitive edge in the online world.
Collaboration and Trust: Effective communication and trust-building are top-notch. Virtual teams include digital channels for communication as their communication devices. Strategies should be aimed at promoting collaboration, the sharing of knowledge, and cultivating a convincing virtual culture (Clark, Marnewick, and Marnewick, 2019). Trust creation, regardless of the boundaries of geography and time, is vital to the success of the virtual company.

[bookmark: _Toc165638961]Strategic human resource management to value the organisational performance in a virtual context
In the context of virtual organization, strategic alignment, agile structures, and good communication become key aspects. Organisations that incorporate these principles metamorphose the boundaries of the physical world and accomplish their aims (Boon, Den Hartog, and Lepak, 2019). With the ever-changing nature of the work front and the growing influence of remote work as well as virtual teams, strategic HR plays a key part in the realization of organisational success. The environment of a virtual organization is an ever-changing one, Strategic Human Resource Management (SHRM) assumes new forms (Hamadamin and Atan, 2019). Firms were thrown into the remote work environment due to the pandemic in early 2020, however, there is a chance for leadership to plan and implement remote work more deliberately and strategically.
Talent acquisition and retention: It is a challenge for virtual organisations to retain and attract talent in the virtual workplace environment. SHRM of virtual organizations provides flexible work arrangements and leverages the global talent pool to improve the performance of the organization (Collins, 2021).
Performance management: It is one of the major issues to measure and evaluate the organisational performance as the physical presence is not an issue for the virtual organisations. The SHRM of virtual organisations considering outcome-driven measures by setting a communication expectancy, clear goals, and furnishing regular feedback (Hamouche, 2023). 
Leadership development: It is the responsibility of the HRM to develop an efficient and effective virtual leader who can foster team-building activities and provide support and resources to the team for work-life balance and stress management (Chams and García-Blandón, 2019).
With a high number of companies adopting remote work and distributed teams, SHRM strategies are becoming more vital for attracting and engaging talented people, as well as for the team's emotional well-being and innovation (Davidescu et al., 2020). Through the congruity of HR functions with the distinct attributes of remote work, companies have the capacity to develop an adaptable and high-performance workforce that could contribute to the ultimate success. Flexibility in fostering collaboration, and setting priorities will be the hallmarks of virtual organisations in the interconnected world in the near future.

[bookmark: _Toc165638962]Conclusion
This assignment mainly focuses on the strategic management issues that virtual organisations primarily encounter in planning, designing, and leading. It has shed light on the virtual organisational structure and strategies along with the strategic human resource management of virtual organisations. 
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E-Commerce 

An examination of the growth of online business in India is presented in this article. Both shifting lifestyles and the proliferation of the internet are contributing to this surge. The research investigates the numerous business-to-consumer, business-to-business, and business-to-business (B2C) e-commerce sectors and depicts the evolution of the industry over the course of time. More than that, it brings to light the challenges that the industry is confronted with, such as low internet penetration, slow speeds, and a mobile environment that is still in the process of emerging.
There are a number of variables that may be responsible for the emergence of the e-commerce business in India. These factors include the increase of the middle class, the availability of mobile phones at reasonable prices, and the widespread adoption of the internet. The number of people who use the internet has increased as a direct result of this, and a sizeable portion of those individuals have chosen to make their purchases via the realm of online shopping.
It is clear from the research that India has seen two separate waves of the e-commerce boom that has occurred in the country. The first wave of online dating began to emerge at the beginning of the 1990s, and it was differentiated by the arrival of ads for marriage and career services on the internet. This wave of online dating was characterized by both of these factors. within the second wave, which began in the middle of the 2000s, notable advancements included the coming of online shopping and the popularity of travel portals. Both of these innovations occurred within the same time period.
While online travel now has the highest share of the e-commerce market, online retail is swiftly catching up to it and becoming the dominant player in the industry. Despite the fact that cash on delivery is still a widespread means of payment, debit cards and mobile wallets are gaining more and more popularity.
Even with this enlargement, there are still issues to be resolved. It is possible that the low rate of credit card use and the lack of established mobile internet infrastructure may hinder the possibility for future e-commerce development. In addition, a significant proportion of clients who make failed online purchases for a number of reasons is a deterrent to them.
There are certain recommendations that are provided at the conclusion of the article with regard to the process of seeking solutions to these issues. It is feasible for businesses who are active in e-commerce to work together with traditional financial institutions in order to establish platforms that are compatible with mobile devices and payment processes that are safe. There is also the possibility that the Reserve Bank of India may get involved by keeping an eye on the growth of online transactions and requiring higher quality requirements. An illustration of their participation might be something like this.
As a result of the study, an optimistic image of the e-commerce scene in India emerges when all of the criteria are taken into account. After the difficulties that are now being encountered have been conquered, it is projected that the sector will have a more significant expansion in the years to come.


Summary

[bookmark: _Toc165638965]Question 1: Restate the author's argument
The author believes that India is on the verge of experiencing a revolution in e-commerce, which will be driven by the rapidly growing number of internet users in the nation as well as the emerging digital environment. An examination of the factors that are projected to drive future development in e-commerce is presented in this article. Additionally, the study discusses the significant growth of e-commerce in India over the course of the last five years.
The following is a breakdown of the primary concepts:
· Internet Penetration: The launch of 3G services and the continued decline in the cost of broadband have led to a significant rise in the number of people who use the internet. Therefore, as a consequence of this, businesses who engage in e-commerce now have access to a larger pool of potential clients.
· Alterations in Consumer Behavior: The urban population's changing lifestyle, which includes busy schedules and a need for convenience, is a driving force behind the rising popularity of online shopping for a variety of objectives.
· E-commerce Growth: The e-commerce business has risen at an astounding pace, with online travel and the rapidly growing online retail sectors leading the way. This growth has been driven especially by the rise of online shopping.
· A Changing Landscape of Electronic Commerce: According to the author, there have been two waves of e-commerce operations in India. The original wave focused on people searching for jobs online, doing business-to-business transactions, and using marriage services. During the second wave, the most notable developments were the expansion of online shops and the use of the internet to make trip bookings.
· Mobile Opportunity: E-commerce businesses have the potential to reach a huge number of new customers by using mobile-friendly platforms. This is because the number of individuals browsing the internet on their mobile devices continues to rise.
The research focuses on two key phases in the growth of e-commerce in India and analyzes their respective significance.
The first wave (1995–2005):
· This period is distinguished by the introduction of the internet and the liberalization of India's economy.
· It was also during this time period that websites that were devoted to marriage, online job search engines, and business-to-business portals saw development.
The second phase (2005–2011):
· Occurred at the same time as low-cost carriers (LCCs) began operating in the aviation business.
· Online travel became the most popular category, which introduced potential customers to the concept of online shopping.
· In addition, throughout this time period, the following reasons contributed to the growth of online shopping:
· The increasing prevalence of broadband technologies and the internet.
· A rise in discretionary money and a shift away from necessity.
· The convenience of shop online from the comfort of one's own home.
The following are the primary factors that the author considers as being responsible for this rapid growth in e-commerce:
· As more people use the internet, access to it is becoming more accessible and affordable. This is due to the fact that the cost of personal computers (PCs) is decreasing, the number of people using smartphones and tablets is increasing, as well as the number of people who have internet penetration is growing.
· As a consequence of the proliferation of online payment gateways that use secure authentication methods such as one-time passwords (OTPs), customers are developing a greater desire to trust transactions that take place online.
· As India's economy continues to grow, people will have access to more money that they may spend online. This is referred to as the growing disposable income.
By doing the following, the author emphasizes how essential it is for businesses involved in e-commerce to adapt to changing times:
· Developing platforms that are compatible with mobile devices: In order to increase one's market share, it is necessary to cater to the requirements of the growing number of mobile users.
· Collaborating with Financial Institutions: It is of the utmost importance to create innovative payment methods that take into consideration concerns about security and make use of the increasing number of people who use mobile phones.
· Enhancing the User Experience: Providing a straightforward and secure online shopping experience is essential to attracting new customers and gaining established trust in your business.
Nevertheless, the author acknowledges that there are a number of problems that need to be solved:
· Slow Internet: The average internet speed in India is slower than that of affluent countries, which may have an impact on the way people engage with e-commerce websites.
· Inadequate Mobile Optimization: The growing number of people who use the internet on their mobile devices is impeded by the fact that many websites that sell products online are not suited for mobile devices.
· Problems with Payment Gateways: Despite the fact that there are more options accessible, online transactions that include credit and debit cards as well as internet banking may not be as effective as they might be for a variety of reasons.
In conclusion, the article offers some suggestions for fixing these issues: 
· In order to address concerns about trust, e-commerce enterprises could develop websites that are compatible with mobile devices and innovative payment mechanisms (such as escrow services).
· Through the establishment of quality-of-service metrics for payment gateways by the Reserve Bank of India (RBI), it is feasible to increase the percentage of successful online transactions.
As a conclusion, the author highlights how vital it is for businesses involved in e-commerce to mature and adjust to changing circumstances. In order to overcome challenges and make the most of the enormous opportunities offered by the Indian e-commerce market, they need to focus on developing platforms that are compatible with mobile devices and study alternative payment methods.
An optimistic outlook is presented in the article on the future of e-commerce in India. The article highlights the vast opportunities that have arisen as a result of the increasing number of internet users in the country as well as the growing popularity of online shopping habits. It acknowledges that improvements are necessary in terms of infrastructure, payment security, as well as the overall user experience for mobile devices in order to fully achieve this promise.
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In this study, author discuss the growing popularity of online shopping in India. In
doing so, it draws attention to the factors that are driving this development, such
as the increasing prevalence of the usage of mobile phones, the growing
penetration of the internet, and the changing lifestyles of consumers. In addition,
the pamphlet discusses the challenges that Indian e-commerce companies are
confronted with, such as the low credit card penetration rate and the public's
skepticism of online transactions. The article presents a positive outlook for the

future of e-commerce in India, taking everything into consideration.
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This article explores the factors that have led to the rapid growth of e-commerce in India. The primary findings are

as follows:

“ Rapid expansion of the internet: The number of people using the internet is increasing rapidly as a result of
dropping costs for internet connections as well as an increase in the usage of smartphones. Because of this,
the atmosphere is beneficial for businesses who engage in e-commerce.

Alterations in consumer behavior: The buying habits of Indians are undergoing changes as a consequence of
their busy lifestyles, higher discretionary budgets, and the convenience of purchasing. Online shopping
presents a compelling alternative to the traditional brick-and-mortar enterprises that are already in use.

The development of the ecosystem for electronic commerce: Over the course of the last decade, there have
been significant improvements in the field of vital infrastructure. The expansion of the number of e-commerce
platforms, the availability of trustworthy delivery networks, and the availability of secure payment gateways are

all contributing factors to the growing convenience of online shopping.
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