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Abstract
The value and the presence of strategic management in global business is now obvious that each company and organization needs to ensure good strategic management practice to survive and to achieve its goals in the aggressive competitive business environment. This assessment discusses and identifies about the process of strategic management in the context of Yunnan Lucky Air along with the changes in the environment and how the company deals with the issues in its try to use e-commerce as competitive advantage through their choice of strategic management. In this coursework is provided advanced scholarship and current research so to be enable to analyse the environment, the competitive advantages and the disadvantages of the company, its weaknesses and strengths as well as the difficulties and opportunities due to the government regulations using theories and models thought in the module will be shown how these were deployed in emergent strategies. Also in this assignment will be analysed and discussed the lessons that the company should draw from its experience as well as the other companies from the airline industry. It’s very important also to be explained what factors the executive team should consider in building their strategy of implementing e-commerce as part from the developing strategic model in traditional Chinese company. 

Introduction
The forces that straight affect the business activity of every company are external environments. The companies can’t control the external environment so they formulate different strategies to sustain business profitability and to successfully adapt with the changes of the environment and the factors from the global and national scale which influence on the performance and development of the company. In the context of the theory of the strategic management one strategy should be first formulated and after that to be analysed how successfully to be implemented in the company and how to be executed the strategic plans which are result of precisely planning and decision making process involved in developing company’s strategic goals. For the purposes of the coursework it’s necessary to be explained what it is competitive strategy. According to the theory of Michael Porter (1986)[footnoteRef:1] it is a combination of the ends (goals) for which the firm is striving and the means (policies) by which it is seeking to get there." He seems to embrace competitive strategy as both plan and position.  [1:  Competitive Strategy  (1986).  Michael Porter.  Harvard Business School Press.
] 

In 1996 Porter states that competitive strategy is "about being different." adding that it means deliberately choosing a different set of activities to deliver a unique mix of value." [footnoteRef:2] According him the strategy is about competitive position, about differentiating yourself in the eyes of the customer, about adding value through a mix of activities different from those used by competitors.  [2:  What is Strategy?" Michael Porter. Harvard Business Review (Nov-Dec 1996).] 

According the other authors Benjamin Tregoe and John Zimmerman, of Kepner-Tregoe of Kepner-Tregoe, Inc.(1980) define strategy as "the framework which guides those choices that determine the nature and direction of an organization."[footnoteRef:3] So according their statement it recaps to selecting markets, services or products to offer to offer them. Although there are nine possible driving forces (market needs, technology, product, production capability, method of distribution, method of sale, natural sources and size/growth and profit) only one can serve as the basis for strategy for a given business. In the context of the strategic analysis of Yunnan Lucky Air will be provided advanced discussion about competitive strategy in focusing on e-commerce which will help to the company to achieve its goals and to be strongly competitive among the other airline companies in a country where there are strong government regulations in this specific industry. This report will help us to analyse the effects of the external environment to Yunnan Lucky Air and evaluate the strategies the company should follow to solve these problems effectively. For the purposes of this coursework for developing and sustaining competitive strategy will be used Pestle Analysis, Porter’s generic strategies, Strategic clock, Ansoff’s growth product matrix as well as Green Strategy to be analysed at business level.  [3:  Top Management Strategy (1980). Benjamin Tregoe and John Zimmerman. Simon and Schuster.
] 


Analysis
Helpful strategies which gain success for the companies are vary with different external and internal factors. Yunnan Lucky Air is an airline company which operates mainly on domestic market but there are international flights as well. Developing the idea for increasing the sales of flights tickets through e-commerce would follow to increasing of the international flights because the e-commerce gives huge opportunities for the people all over the world to purchase flight tickets fast, easily and conveniently without to pay additional fees for commissions for the flight agents. Making the buying process easier and giving to the customer satisfactory experience from this process would make him/her to come back again as a return customer. It’s very important to be mentioned that after sale service is crucial as well. The company should provide excellent service on the board and to offer additional and different extras to the customers to be competitive in an industry with so many competitors. 
Under the background of economic globalization E-commerce has greatly accelerated the exchange of goods, information, technologies and capitals among individuals and countries. Chinese E-commerce market became a non-negligible part for all the competitors and investors worldwide.
PESTLE analysis aims to analyse and doing process of monitoring on the macro- environmental factors that impact on Yunnan Lucky Air’s performance and it is useful because the company tries to expand its business and enter a foreign market and will help to be developed strategic plan. PESTLE analysis includes analysing of technological, economic, political, social, legal and environmental factors. 
Political: Companies greatly affected by the political stability of the operating country as well as the government rules and regulations in the industry. Some of the primary factors that affect the development of the business are import tax, employee act, local tax rate, business regulations and rules and waste management (Wang, Y.L, & Elinger, A.D. 2011). There are some difficulties that the Yunnan Lucky Air faced because of the political factors of China. Most of the activities are under the regulation of the National Development and Reform Commission (NDRC). One of the problems is monopoly of the fuel supplier for Chinese Airlines which determines the price of the fuel which is different for the different regions in China, there’s no how to hedge fuel price risk through financial instruments and because Yunnan Lucky Air should be proved itself as established airline has to pay for the fuel in advance which added to the company’s financial burdens. Also due to safety concerns it’s not allowed to be reduced the fuel expense through route optimization which creates serious obstacles for the company. 
The landing fees set by Chinese government are the other problem that Yunnan Lucky Air faced. Because If the company wants to reduce the landing fees operating on a very small airports with lower fees that means that wouldn’t have enough passengers in these cities and these flights wouldn’t be economically viable for it. To be able to attract enough passengers Yunnan Lucky Air should continue operating on airports with higher landing fees. 
Next political limitation came from aircraft leasing which was controlled again by the aviation bureau of the NDRC. It’s not allowed for the airline companies to lease airplanes directly from a manufacturer or a third party who might offer better financial conditions. Also because of the restrictions it’s more difficult for a smaller airline like Yunnan Lucky Air to receive airplanes as the bigger airlines are with priority in the waiting list and sometimes had to wait more than five years which makes the company unable to respond quickly to market dynamics and to expand its business. 
The other political restriction are various government taxes which laid an additional burden on the operation of the company and it couldn’t be avoided. 
One of the most important restrictions is strict price regulation which also reduce the revenue of Yunnan Lucky Air and impede the expansion of the company.
Hyper dependence on Chinese market makes Yunnan Lucky Air vulnerable to the changes in political regulations and rules. 
According the statistics (Airline Weekly, 2018) China has the second largest aviation market in the world after U.S. which gives an opportunity for attracting new passengers. 

The World's Largest Aviation Markets
	Rank
	Country
	Seat Miles

	1
	U.S.
	1,351,836,177,391

	2
	China
	710,515,404,477



Due to increasing of the landing fees and the government restrictions Yunnan Lucky Air can change the registration of the company to another country which also would help them to evade tax and restrictions. Political stability of different countries is in a process of changing so Yunnan Lucky Air can have a conversations and discussions with different government and make negotiations. 
Economic: Economic factors are these issues of economic environment that affect the business operations of an organization[footnoteRef:4]. The company is registered in China and operated mainly in domestic market. The government restrictions and regulations limited expansion of the company and the taxation also greatly impacted the profitability of Yunnan Lucky Air. The company has to deal with high fuel prices, strong competition from the other low-cost airliners and bigger airlines, government restrictions and regulations, taxes, low credit card penetration and limitation of using credit card, and credit card fees for transactions which discourage the online shopping. Yunnan Lucky Air would gain significant cost advantage if focus on e-commerce although the low internet penetration and inadequate payment methods are serious obstacles for the realization and inculcation the e-commerce as part of the shopping culture in China and it will take longer to be implemented as model while the internet penetration is higher and the online payment methods are more adequate. [4:  Budhwar, P. S, Saini, D. S., & Bhatnagar, J. 2005] 

Social:   Social factors such as demography, culture, behaviour and economy also directly affect the profitability of Yunnan Lucky Air. Many people in China are totally unaware of the possibility to use online shopping and to purchase flight tickets directly from the websites of the airlines or faced problems with online payments. The Chinese passengers are used to buy flight tickets from travel agents or authorized offline agent. Other very important social factor is the millennial generation which uses internet more actively turn into the consumer class and making purchases online which has resulted in changes in terms of service because buyers have become much more demanding. So to meet the increasing requirement of the customers Yunnan Lucky Air should stabilize their flight costs which is very difficult when there are so high expenses as high fuel costs, taxes, landing fees and bad financial terms for aircraft leasing. That reduces the competitiveness of the airline compared with the biggest airlines which dominated domestic air travel. Very good indication for low cost companies like Yunnan Lucky Air is the fact that social profile of the passenger has changed and there being more economically minded passengers. Yunnan Lucky Air doesn’t offer business class seats and offer only one class seats. As low-cost company it targets younger people with limited purchase ability as the students as it’s aimed with special deals and offers to appeal to students and turn them into return customers. 
Technological: To achieve increasing of the productivity every company should focus on implementing modern technology. Technological factors are very important which is understandable from the almost unstoppable use of technology in this industry as whole. As already was stated passengers’ profile is changed and they prefer to have access for check-in and ticketing services through their mobile devices instead of booking manually or forming line which gives huge competitive advantage to Yunnan Lucky Air in focusing on e-commerce. To attract more passengers the aviation industry also uses advertising campaign on the social media. If the company is not tech-savvy it could lead to loss of customers. Increased technological advancements let to the airlines to gain profits through offering enhanced services and safety.
Yunnan Lucky Air has lower number of flights in the market compared with the biggest national airlines.  It is considered that the most effective way of gaining competitive advantage is to have technological advancement. Companies all over the world invest a large amount of money in developing their websites and improving the customer’s experience and offering new services. With strong competition in this specific industry it’s crucial the most modern technology to be adapted by airlines in order to survive in the already tough environment. Also use of latest technology in aircrafts would reduce the operation cost of airline and improve the efficiency, speed but also fuel economy. It’s good idea and would be competitive advantage also if Yunnan Lucky Air offer business class seats with additional extras for higher price (compliant with the government’s price restrictions) and with additional extras such as monitors on the seats, larger and more convenient seats, food and drinks, special meals, additional bags and better luggage policy etc. 
Legal: Legal factors are also very important for analysing the external environment of the industry. There are a lot of laws which are devised for safety and security of passengers and air traffic as well as a number of regulations which require the companies to offer not only high-quality services but safe travel. Companies from the industry are made responsible for air crashes or disaster or any type of damage. A lot of laws have been proposed which regulates the treatment of the passengers by the airlines. Yunnan Lucky Air abides by the different laws of the operating countries. Another threat for the company is increased regulation in customer privacy. In recent years e-commerce became more and more popular in China as increasing the number of the internet users and the internet penetration. Yunnan Lucky Air should try to minimise the risk of hacks from cyber criminals into their IT systems, steals of personal data and money for the customers using strongest IT support and systems. The company also should avoid discriminating employees in workplace or different attitude to the passengers. 
Environmental: Environment pollution and global warming are very serious problems for the planet. The waste from the industries and greenhouse effect pollutes the environment. As a result a lot of countries have regulations and rules for minimising environment pollution which forces the companies to abide them. Undoubtedly ecological factors impact the business the most than any other business in the world. As fuel is a major expenditure of the aviation industry and the companies are required to make investments in fuel-efficient and environment-friendly aircrafts. Other factor that impact on the industry are climate changes.  There is a requirement for airlines to practice ‘green flying’ procedure for protecting the environment which involves a lot of finances. Yunnan Lucky Air should also make an investment in fuel-efficient and environment-friendly aircrafts. The company also could offer passengers discount if they don’t print out the boarding cards and show them at check-in desk on their smartphones. In this way it will be saved many printed papers and trees. 

SWOT анализ
As a part of the business planning it’s necessary to be included SWOT analysis which is shown in the table below:
	Strengths
IT operations and IT investment
Bonus points for returning customers
Searchable by most search engines such as Baidu, Google, Ctrip and eLong
The first company in the airline industry to create an online community where its passengers can share their experience and to enable online credit card verification 
Offer menu of services
Opportunity to create blogs where its customers can share their experiences
	Weaknesses
On the website of the company there hadn’t information about why the passengers choose or enjoy their services.
Not using PayPal as additional payment method
Low internet penetration in China
Inadequate and unsecure online payment methods
Didn’t have call-center back-end operation

	Opportunities
Using business travel site sky Corp Direct 
Targeting U.S. students
Loyalty programs which offer bonus points and the opportunity to use these points with their partner airlines, parent companies and other travel services
Opening 50 new airports in China
e-commerce is on earlier stage in China
for increasing cost’s structure of the company it’s necessary to be registrate another company to another country to avoid government-imposed constraints and to achieve higher cost’s structure which to be closer to the average for the industry
expectation of increasing of credit card holders
to rent aircrafts from other airlines
to merge with other company or to buy bankrupted airline if possible and to use its airlines and customers
to have better marketing and more advertisement through social medias
to have contracts with other companies from land transport industry and travel agencies to offer discounted travel packages and tickets
concentration on flights on the most popular routes in China
offering satisfactory online booking service on its website
selling through its website and offering better price instead to pay commissions to the agents
popularization of the main website
improving customer experience online and customer services and self-services
making well-designed thought through web portal to improve customer’s self-service
including new payment methods
targeting to younger people under 35 years with limited income

	Threats
Other companies from the industry to create better websites with more options for the customers
As the company didn’t have call-center passengers are used to trust on companies with call centres so it’s possible not to use its services
Low internet penetration in China is serious problem for a company which tries to impose e-commerce and to use it as competitive advantage
 Distrust of the passengers in the unsecure payment methods
Undeveloped credit card usage in China
Government- imposed constraints
From airlines which offer discounted travel packages 
Strong competition from the three biggest national airlines which dominated domestic air travel 
Founding of new low companies due to relaxation of government regulations 



Value Chain
As a result of ever-increasing competition for exceptional products, unbeatable prices and customer loyalty, companies must continually examine the value they create in order to retain their competitive advantage. A value chain is a set of activities which can help an organization from a specific industry to discern areas of its business that are inefficient, then implement strategies that will optimize its procedures for maximum profitability and efficiency. The value chain is a brilliant strategy, a set of activities that a company in a specific industry uses to drive its businesses. This concept of business was brought up by Michael Porter in a book he wrote about creating and sustaining superior performance in a company. Framework for the value chain helps to the companies to look at specific activities which they can incorporate which helps them create competitive advantage and value.

Inbound Logistics
According Porter it concerns receiving goods, storage of goods, inventory control and scheduling of transportation. In this specific industry, there are a lot of companies that come into play in order to make it a success. These include food service companies, aircraft manufacturers, airports, aircraft leasing companies, local transportation service, fuel companies and labor unions. A breakdown in the supply and storage of items from any of these above-mentioned companies and accessibility then it can have a break down in the airline industry as whole. To make maximum profits as a part of sustainable airline industry all companies should lead efficient model which involves proper supply and storage around each other. As example If the fuel providers are not able to deliver their fuel to the aircrafts on time, then it means that the aircrafts cannot fly.
Operations
[bookmark: _GoBack]The operations in this specific industry should be technologically superior and efficient. Airlines employ specialized companies that do follow up for purposes of maintenance and assemble their equipment. These must be specific companies which to coordinate, control and manage their repair work worldwide and to ensure safety efficiency of the airlines. This should not only be for airport services but also for equipment, the service training for workers and the runway. It is necessary to keep very high performance of this specific industry. The operations are usually activities that prepare people for the transformation of the raw material into the end product.
Outbound Logistics
According to Porter (1998) outbound logistics are all activities that must be undertaken to enable the final product to reach the customer. Especially for this industry these include services such as making sure that those buyers who order tickets on the internet receive them or on the phone, distributing branches of the same company evenly around the world so as to make life easier for buyers  and ensuring transport for these buyers who land at the airport to their homes which also includes warehousing. Furthermore, it comprises inspection for the legitimacy of the passengers and goods, receiving of goods or customers, storing and retrieval of goods when needed in the future and verification.
Marketing and Sales
These are the activities include such factors as the retail management which deals with small-scale customers, promotion of the product  and the channel selection which ensures that the customers buy its products and services. Part from marketing and sales are also pricing and selling of commodity through advertising. As a result of the Internet penetration as one of the distribution channels of the airline services there are a lot of benefits as selling a lot of tickets through the websites. The companies also use a lot of online marketing for their services which are highly efficient. These advertisements pop up on the screen and are able to meet many potential buyers due to one logs on to other pages on the internet.  E-commerce of flight tickets also helps to the airlines to reduce the price for distribution paid before. Buyers can also compare the fares of different airlines and the products and services.  They can even evaluate the punctuality reputation through internet and their safety of the airline. These strategies help in promoting process of the product and help to the passengers to choose air transport as their preferred way of transportation.
Service
It is a set of activities that are aimed at enhancing support of the buyer, the value of the product, in-service training, installation of new plans, spare part management, repair of services and upgrading of the existing systems to the level of the current technology available elsewhere (Porter, 1998). Every company in this industry is making a consequential effort to maintain their standards high. The internet upgrades to the latest application available leads to upgrading of systems and upgrading of equipment used in flying which include the online purchase of tickets, keeping records of tickets sold online and proper communication with the customers that enable the company to meet all its needs in effective way. A lot of innovations are emerging every day so all airlines make an effort to have the latest technology possible.
It’s crucial for the airline companies to have customer support which helps the customers receive the right service that they are going for. Most companies have employed customer service providers who are available online and on the phone for any questions that buyers may have. The companies also incorporate the in-service training of their employees whenever they bring in technological advancements which increases the efficiency of the airline industry (Hitt, 2010). Technicians, pilots, mechanics, hostesses, and office assistants should have continuous training so that they can keep with the last technological innovations implemented in the working process.
Ansoff’s growth/product matrix
Important part from the success of one company or organization is understanding of the leaders that to achieve long term growth is necessary to find new ways to reach new customers and to increase profits.
Important part from the success of one company or organization is understanding of the leaders that to achieve long term growth is necessary to find new ways to reach new customers and to increase profit.
There are a lot of options available, such as opening up new markets or developing new products but it’s necessary to be carefully chosen which оne is applicable and will work best for the particular company. Can be used an approach like the Ansoff Matrix which helps to the executive team to evaluate and analyse the potential risks of each option and would help them devise the most suitable strategic plan for the company’s situation. The Ansoff’s matrix shows four strategies: market penetration, diversification, market development and product development. 
Market penetration is a growth strategy which occurs when a company penetrates a market with its existing product range and strategic capabilities and obtains increased market share (David, 2009).
According the statistics (countryeconomy.com) the population in China 2007 was 1,321,290 000 people, which represents an increase of 6,810,000 people compared to 2006. The male population is greater representing 51,5% of the total population and 48.5% female population. According the information provided in the case study the passengers in China in 2007 are 387 mln. Which is roughly 34% from the total population in China. 349 mln. passengers fly with domestic flights which is roughly 90%. 38 mln. passengers use international flights which is roughly 10% of all flights in China. From the statistical data is clear that 66% of the population don’t fly which means that there are a lot of chances for development of the airline industry and increasing the market share. It’s also clear that Chinese population mainly use domestic flights which means that to achieve increasing of the customers Yunnan Lucky Air should stay concentrated on the Chinese market. Yunnan Lucky Air should start strong marketing campaign for popularization of the awareness of flying with aircrafts and popularization of the brand for attracting new customers from these 66% which don’t fly and to attract existing customers of other airlines competitors. It would be very good strategy if Yunnan Lucky Air uses the most popular social medias in China: WeChat, Sina Weibo, Tencent QQ, Youku Tudou, Baidu Tieba etc. for paid advertisement to popularize the brand and to increase the awareness of the flights. It’s also necessary to be investigated the reason why 66% of the population don’t fly although according the information from the case study the aviation industry is growing and every year more and more new passengers use the services of the airline companies. It’s should be investigated what’s the reason these 66% don’t fly- if it’s because of low income, or unawareness of the flying as a transport alternative, and to be checked what are the prices for land transport for the same destinations such as the flight destinations of Yunnan Lucky Air and to compare if there’s a big difference between it and to be checked if the company can offer closer prices to the land transport companies. China is very big country and the distances between the different towns sometimes are very long and it takes a long time to reach to the destinations as well so it’s a worth to be investigated the opportunity to offer the similar prices as the land transport companies so it would save time to the passengers if they use the services of Yunnan Lucky Air. 
In case of increasing of the flights and attracting new customers it would have a problem with the capacity of the aircrafts and impossibility of Yunnan Lucky Air to do so many flights. In this case it would be a good strategy to be investigated the opportunity to rent other aircrafts from other companies or to merge with another airline company or to buy a losing company with a bank loan and to use its aircrafts.
Also is a good strategy for Yunnan Lucky Air to have a contracts with companies from land transport (buses, trains) which connect the stations and the airports and to have an advertisement through it and to sell combined tickets with discount for bus/train and flight of the company. In this way would be popularized the brand. And also it could be given advertising brochures to the passengers for popularization of Yunnan Lucky Air with the address pf the website of the company so the passengers will be aware of the opportunity to buy flight tickets directly from the airline and that would save them money from the standard fees of the offline travel agents and time in the process of buying flight tickets. 
Other good strategy to attract more new customers is to offer loyalty programs or reward points. As example if the passenger has 9 flights with Yunnan Lucky Air, 10th flight will be for free which would turn many passengers into loyal customers and would bring very good profit for the company. 
Other good strategy is to be given advertising brochures to the passengers of Yunnan Lucky Air on the board of the flights with information how to buy flight tickets through its website which would increase the awareness of the passengers for the e-commerce option and saving money and time. 
Market development 
 Market development is a growth strategy which involves offering existing products to new users, new geographies and new segments. As a part from the market development strategy it would be good idea if the company increases its market share as doing more international flights to new attractive holiday destinations where the landing fees and fuel prices are lower which would save to the company many expenses and would increase the number of the passengers which are looking for holidays. If Yunnan Lucky Air has contacts with travel agencies and hotels it could be offered discounted travel packages for flights and hotels which would increase the profit of the company. It could be also taken example from the experience of other airlines such as airBaltic which lets passengers customize their buy-on-board meal. 
Product development
Product development strategy is implemented when an organization delivers modified or new products or services to an existing market (Johnson et Al, 2008).
On the front seats could be installed monitors with airphones which would let to the customers to listen music, watch movies or tv and in this way their flight would be boring. 
As example AirFrance offers to its passengers the opportunity to order meals which are made by receipts of famous chefs. So this would be also good practice taken from Western airline. 


Diversification
As a part of diversification growth strategy it could be offered to the passengers the opportunity to buy discounted genuine goods on the board such as watches, parfums, toys, souvenirs etc. and lottery tickets. It could be organized draws for the passengers which bought goods or meal. In this way it would be stimulated the purchasing on board and would be increased the profit.
Yunnan Lucky Air could collaborate with other airlines to provide connecting flights in China’s various cities or other cities all over the world which would give to the company strong competitive advantage. 
Porter’s generic competitive strategies
A company's relative position within its industry determines whether its profitability is above or below the industry average. The fundamental basis of above average profitability in the long run is sustainable competitive advantage. There are two basic types of competitive advantage a firm can possess: differentiation or low cost which could be combined with the scope of activities for which the company seeks to achieve them, lead to three generic strategies for achieving above average performance in an industry: differentiation, focus and cost leadership. The focus strategy has two variants, differentiation focus and cost focus. 
Cost Leadership
In cost leadership, the company sets out to become the low-cost producer in its industry. The sources of cost advantage are varied and depend on the structure of the industry and may include proprietary technology the pursuit of economies of scale, preferential access to raw materials and others. A low-cost producer must find and exploit all sources of cost advantage. if a company can achieve and sustain overall cost leadership, then it will be an above average performer in its industry, provided it can determine prices at or near the industry average, preferential access to raw materials and others. 
From the provided information about Yunnan Lucky Air it’s clear that the fuel is the main source of expenses for the airline. 
According the information provided in the case study the main expenses for Yunnan Lucky Air is the price of the fuel which can be changed only if they buy cheaper fuel from another region. In this case good strategy for the company would be if start realizing flights to destinations and airports between shorter points which are not so popular but with cheaper fuel and don’t have many or other competitors companies so even if there are less passengers the expenses for fuel will be compensated from less expenses for the fuel and gives the opportunity to have more flights during the day because it will be saved time from the shorter flights. 
If it is well- developed e-commerce gives opportunity for Yunnan Lucky Air to be avoided the agent fees because the passengers will buy flight tickets directly from the website of the company. 
Differentiation
In the context of the differentiation as strategy a company seeks to be unique in its industry along some dimensions that are widely valued by customers. It selects one or more characteristics that many customers in an industry perceive as important, and uniquely positions itself to meet those needs. It is rewarded for its uniqueness with a premium price.
Focusing on ticket distribution through its own website would let to Yunnan Lucky Air to avoid agent’s fees and to offer better ticket prices to the buyers. As it was mentioned in the text for the company the e-commerce wasn’t very popular in China in this period because low internet penetration and low credit card usage because of the transactions. Тhe customers should be convinced of the advantages to buy flight tickets through the website: avoiding agent’s fees, saving time, easy and convenient way of the process etc. As the e-commerce in airline industry is not well- developed it gives strong competitive advantage to Yunnan Lucky Air compared with the other competitors which should be used to get better profit and to improve its corporate’s performance. 
Focus
The conception of the focus as rests on the choice of a narrow competitive scope within an industry. The focuser selects a segment or group of segments in the industry and tailors its strategy to serving them to the exclusion of others.
According the information from the text for Yunnan Lucky Air an increasingly large percentage of the passengers in China travelled for vacations and leisure and paid the airfare themselves. Yunnan Lucky Air should focus on this target group and to try to attract more of these passengers with carefully selected destinations, reasonable flight prices and discounted travel packages for flights and hotels through loyalty reward programs. As a low-cost airline this is absolute achievable and possible. 


Strategic clock
Bowman’s Strategic Clock is a model that explores which are the options for strategic positioning based on two dimensions – price and perceived value – i.e. how a product should be positioned to give it competitive advantage in the market. The model is base on the principle that “competitive advantage can be achieved if organizations provide customers with products or services that satisfy their necessities (needs and wants) in a way better and more effectively than its competitor” (Faulker, D., & Bowman, C. (1995) The Essence of Competitive Strategy, Prentice Hall, cited on Johnson, G., Scholes, K., Whittington, R. (2006) Exploring Corporate Strategy, 7th edition, Prentice Hall, p. 242). If Bowman's clock is compared to Porter's model, will be noticed that positions 1 and 2 are price-based strategies which correspond to Porter's cost leadership strategy. Position 3 is an intermediary position between cost and differentiation; position 4 is a differentiation strategy that corresponds to Porter's differentiation; position 5 is a focus differentiation strategy more or less similar to Porter's strategy for market differentiation. From the picture can be seen that positions 6, 7 and 8 are failure strategies. 

[image: ]
Identify the strategy pursued by Yunnan Lucky Air based on the Bowman's strategy clock.
The low cost leadership is the strategy that Yunnan Lucky Air is trying to impose using e-commerce model for receiving additional profit following the model from the American company Southwest Airlines to Europe. Using the low cost leadership a company tries to achieve the low cost producer in the industry. The requirements for this strategy are basically cost reductions in all the area of the firm and in efficient scale facility, its value chain, and moreover tight control over cost. As result the company that choose this strategy sells a no-frills product/service; thus, the “no frills” strategy is characterized basically by a low perceived product/service benefits and by a pricesensitive market segment.

Green strategy
Fundamentally a green strategy helps to a company to take decisions with a positive impact on the environment which make good business sense have solid business logic. A lot of airlines are working to build environmental initiatives into their core strategies. Obviously the most obvious environmental impact of aviation is the emission of carbon dioxide into the atmosphere. Yunnan Lucky Air should focus on operational measures aimed at reducing fuel burn, fully cognisant of the fact that with oil prices worryingly close to $100 a barrel, it also makes economic sense to burn as little fuel as possible. Yunnan Lucky Air should also launch a lot of initiatives to reduce the impact on climate change and to have a programme which to be enabled to improve fuel efficiency by almost 30% compared to 1990 levels. When a flight has a slot delay, rather than pushing back from the gate and waiting with engines running it should be entered a new procedure to push aircraft to a remote holding position and start engines only when it is ready to take off. Another way of cutting emissions for Yunnan Lucky Air would be to look at route shortening. 
Conclusion
Yunnan Lucky Air can implement different strategies from strategic management for ensure customer’s satisfaction and to increase its profit significantly. For effective development of the company and maintaining profits experienced, skilled and hard-working employees are required. As the employees are the initial assets of every company Yunnan Lucky Air should focus on activities including training, recruitment, payrolls, selection and monitoring. The company should provide different opportunities to the employees for improving their carrier and making them more capable for their job. E-commerce in China is in its early stage so if Yunnan Lucky Air focuses on it has great opportunities and market niche to turn into successful and powerful low-cost company which has strong competitive. Increasing of internet penetration, usage of credit cards and the bigger security in online payment methods will help to the company to develop this new model of online purchasing of tickets but the company should convince the potential customers in the advantages of buying flight tickets by internet and to popularize the company’s activities and to increase the brand recognition. So it’s crucial to use different strategies from strategic management to impose the e-commerce model in so competitive market as Chinese airline industry. 
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