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Write a definition of corporate strategy here:
________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
[image: ]Ansoff’s Matrix
Write about Igor Ansoff here: 
________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
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Uses and limitations of Ansoff’s matrix:
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[image: ]Porters Strategic Matrix

· 1979 Michael ________________ suggested that there were _________ generic business strategies that would get competitive ________________________.  These were:
· Cost _____________________________; making products at the lowest cost, may include outsourcing, lean management, standard no _____________________ low cost products
· __________________________________________; the product or service is unique and the ________________________ adds value to the product
· __________________________________; the product or service will serve a very small specific _____________________________, high costs are passed on to customers, no close substitutes (Divided into cost focus and differentiation focus)
· He also said that if a business failed to select one of these strategies that they would be in danger and _____________________________________________________________________
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Cost leadership
________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
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________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
[image: ]Cost focus
[image: ]________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
Differentiation focus
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Uses and limitations of Porter’s strategic matrix:
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BCG Matrix

· The BCG is a _______________ with a marketing planning __________________ which helps managers to plan for a balanced product ____________________________________ 
· It looks at two dimensions, market _______________________________ and market _____________________, in order to assess new and existing products in terms of their market ______________________________________
· A business would place each individual product in its product portfolio (or product _______________________) onto one of the ______________________________________ of the Boston Matrix based on the product's relative market share and the product's market _____________________ in the industry
· There are four possible results from using the Boston matrix; cash ________________, star, dog and problem child (also known as _______________________________ mark)
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[image: ]Kay’s Distinctive Capabilities

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
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Examples of Kay’s in business
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Strategic vs tactical decisions
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Impact of decisions on human resources

Strategic (proactive)

Tactical (reactive)





image20.png
Impact of decisions on physical resources
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Impact of decisions on financial resources
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SKA Textiles.

SKATextiles was founded in 1975 and is one of the UK’ leading textile manufacturers.
The family-run company has grown steadly and today has one of the largest colour
matching and physica fabric testing laboratories in the UK, 2 well as some of the largest
dye machines in Europe.

Having originaly specilised in knitting and dyeing yarns for ladies fashion wear,today
the company'simpressive range of materials are used by retalers such as Next, Marks &
Spencer and Primark.

Investment in new machinery has allowed SKA Textiles to diversify into new markets with
new products, such as specialist yarms and fibres suitable for upholstery; car seats; the fire
services and the aerospace sector.

‘The high performance materials which the company produces today, have earned SKA
Textiles 3 reputation as an‘advanced textiles manufactu
(Source adapted from: htp://wwiskatextiles.co./abouthem)
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Research and development (R&D) expendiiture on UK textile products was £20 million in
2012, representing 0.19% of the £12.2 billion spent on manufacturing RED. Indeed, R&D.
‘expenditure in textiles is one of the lowest of all manufacturing product groups.

As output and jobs in the textile industry have falen, 50 too has R&D expenditure on

textile products; a all of 37.2% between 1994 and 2012. This compares with 2 19.9% s
increase in R&D expenditure on manufacturing products as a whole over the same

period.

R&D expenditure on textile products compared with expenditure on manufacturing products.
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(Source adapted rom: hitp:/wnww.ons qovuklonsfel/uncategorised/surmarychanging shape-of k-
manufactuing._texties/sty-tectile industry.average.wage lowest within uk manufacturing hml)
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SKA Textiles uses the Ansoff Matrix when deciding on its marketing strategies.
The two strategies they are considering are mrket penetration or diversfcation.

(€) Evaluate these two strategies and recommend which one is most suitable for
SKATextiles.
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Assess Superdry’s corporate strategy with the aid of Porter’s strategic matrix.
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Assess Superdry’s corporate strategy with the aid of Porter’s strategic matrix.
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SuperGroup share price slides after news of online discounting

Fashion retailer SuperGroup has seen its shares lose nearly a third of their value in the
past month or so, after a sales slowdown sparked fears it could be losing its edge.
Superdry brand is under

soibntis | DY QFF  INSTORE20

The company behind the i i
| |
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| i
1 ]
i |

everything in-store at the THIS WEEKENDONLY!
weekend, a change to its policy [———"
Superdry.

of not discounting.

Needless to say, the stores weren't offering 20% off to everybody, which could lead to
confusion and resentment amongst its key stakeholder group: customers. Superdry will
need to make sure that its corporate strategy of growing online sales doesn't damage the
retail business.

A stock market analyst said:

'The online promotion aims to reward internet users — a similar tactical decision
successfully adopted in the past to reward student union customers. This action, in our
view, should not be seen as a change in strategy and not in any way a change in policy
regarding discounting’
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Explain how the BCG (Boston) Matrix can contribute to Brompton’s corporate
planning.
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Explain how the BCG (Boston) Matrix can contribute to Brompton’s corporate
planning.
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Brompton wants to keep up with the competition without its folding bicycles losing their
uniqueness.

This year (2008), Brompton Bicycle expects to sell 19,000 of its folding machines, generating
revenue of £7m and a pre-tax profit of £925,000. New managing director Will Butler-Adams
is aware that to remain a player in a rapidly expanding global market it has to see significant
sales growth. “Last year one of our competitors made 350,000 bikes," said Butler-Adams.
“Selling 19,000 is nothing” The Brompton factory has limited capacity and uses sluggish
production methods, as emphasised by a six month lead time. “In the past we have not been
able to make enough bikes to meet demand,” Butler-Adams said. “The market has grown

20 per cent to 25 per cent a year and we haven't been growing at the same rate.”

Using double shifts backed by slicker systems, he wants to boost production to 50,000 bikes
a year. To reach that, Brompton is half way through a £1m production revamp. Butler-Adams
is well aware that the debt-free firm's investment could be undermined by a competitor that
not only competes on quality but undercuts on price. “There is always the risk that someone
could turn up with a bike just as good and compact as ours but for two thirds of the price.”
Brompton bikes sell in the UK for between £550 and £1200. Sales to Europe, the US and Far
East account for 70% of income.

“I think we have the best folding bike but the competition is getting better all the time.
Someone could come along and do a better job. They research and development
and come up with something better. The Brompton is unique, but not that unique”

There are other problems. Any patents Brompton had expired eight years ago. Also, being
based in West London, it does not benefit from the low wage structure of Taiwan, where

80 per cent of bikes are made. In a country where traditional manufacturing skills are in short
supply, Brompton has had to train many of its 85 staff in skills such as welding and brazing.
This means that Brompton Bicycle Limited, named after the area of London where the
prototype was first developed, is unwilling to relocate.

“In other cost areas’, said Butler-Adams, “we are more competitive. Most bike manufacturers
are perpetually changing their models and so never refine their manufacturing process.
Our bikes have hardly changed in 20 years and we have been able to invest over time in the
tooling. It’s a big up-front cost but it’s an investment we have already made.”

Butler-Adams has further reduced costs by outsourcing non-core elements of the
manufacture, retaining only the skilled machining and complex engineering at its Brentford
base. It is this engineering ethos that underpins the business. Butler-Adams said attention to
detail is Brompton’s main differentiator. “They are built to last,” he said. “We have to make sure
that we don't become so obsessed by growing that we lose sight of quality”.

“The Brompton is not a commodity product. We don’t want to sell 250,000 a year as that
would undermine the brand, making it so mainstream that it would lose its appeal. We are
not interested in sales for sales sake”

Despite having 10 outlets in the US - compared to 100 in the UK - America accounted

for just 5 per cent of sales last year. “We need to grow our overseas sales... We had the
chance to go into 15 new shops in the US but didn't because we couldn’t supply them,” said
Butler-Adams.
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