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[bookmark: _Toc106798221]Executive Summary
The purpose of this report is to evaluate and analyse strategically the selected organisation of the Walt Disney Company (referred to hereon as Disney). It critically discusses how and why it has reached its current strategic performance and concludes with a description of the areas of strength and areas requiring future improvement.
This report provides background information and a description of Disney’s recent development. Strategic models and theories are utilised in analysis of Disney’s current organisational operation. The report finds areas of advantages, such as Disney’s timely investment in streaming, and disadvantages, such as their continued operation of moribund television channels, and the strategic gaps created by political vacillation. The report concludes with the finding that Disney’s strategy has had overall success, while bearing losses to parts of its business. This report need not be circulated further than the immediate superiors of the author.
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1.0 [bookmark: _Toc106798222]Introduction
This report was commissioned by Maria Heffernan, and the request received on 25th April 2022. Gareth Lewis compiled this report and submitted on 24th June 2022. The secondary research comprised academic textbooks; industry journals; credible news outlet publications; and various websites. No primary research was initiated for this report. The purpose of this report is to critically evaluate Disney’s current strategy. It will examine background information and its recent performance. The work of organisations today within internal and external environments which present constant change and shifting circumstances will be addressed. The maintenance of customers, profit margins and market share will be discussed. The preferred routes to survival of expansion, contraction, and/or diversification will be explored. The change of Mission Statement will be reviewed. Various models will be utilised for their analytical output. The advantages and disadvantages shall be examined. A set of credible conclusions are to be drawn from these findings. The success and/or main elements requiring improvements will be explored. How and why this point has been reached will be presented. Rational and creative decision-making methods will generate a relevant and appropriate selection of solutions. 

.


2.0 [bookmark: _Toc106798223]Findings
2.1 [bookmark: _Toc106798224]Organisational Background
2.1.1 [bookmark: _Toc106798225]History, Position and Structure
The Walt Disney Company is a global entertainment and media parent company, incorporating multiple subsidiaries. It runs television channels, streaming services, theatrical and music productions, resorts, cruises, and other diversified schemes (Marketline, 2022). The company was founded in the 1920s as an animation studio (Disney, 2022a). In 2018, Disney announced the first in what became a series of strategic reorganisations, grouping itself eventually into four main subsidiaries (Disney 2022c), which by 2022 operate as strategic business units (SBUs):
· Disney Parks, Experiences and Products (DPED) (which includes multiple resorts)
· Disney Media and Entertainment Distribution (DMED) (which includes streaming technology and distribution services)
· Studios Content Groups (SCG) (including Marvel, Pixar, Lucasfilm and other studios)
· General Entertainment Content Group (GECG) (including ABC News, 20th Television and more)
Other miscellaneous activities covering sports and local and regional international content fall outside of these groupings.
Disney turned a profit of $3,131,000,000 in FY2021, turning around from a loss of $1,941,000,000 in FY2020 (Marketline, 2022). Marketline (2022) contrarily view the four units as two distinct segments: DPED as one, while grouping both content units under DMED. According to Marketline’s figures for revenue in FY2021, DMED provided $50,866,000,000 in revenue, over three-quarters of total revenue. DPED in the same time period, it claims, saw revenues of $16,552,000,000- less than a quarter of overall revenue. Geographically, over 80% of revenue was from the Americas, with the Asia-Pacific region and Europe gleaning 9.7% and 9.9% respectively.
Concentrating on DMED, Foelber (2022) measures Disney’s market share as 20.2%, up from 10.3% in 2008, but down from 33% in 2019. Foelber (2022) acknowledges the damage done to Disney’s cinematic arm by the effects of the pandemic, but predicts Disney’s policy of holding back releases will result in a profitable rebound in the aftermath of post-covid normalisation.
Disney’s financial shareholders are not, on the face of it, groups seeking publicity, nor seeking to publicly exert influence over the organisation. Most of the largest shareholders are corporations and conglomerates, with a running theme of facelessness to be found. Public interventions from shareholders are rare. Influence exerted on Disney publicly by shareholders appears to be negligible, if not non-existent. CNN (2022) lists the largest shareholders currently as; the Vanguard group, Blackrock Fund Advisors, SSgA Funds Management, State Farm Investment Management, Geode Capital Management, Northern Trust Investments, and Morgan Stanley Smith Barney LLC. The largest shareholder is the Vanguard group at 7.32% with the lowest shareholder owning over one percentile being Morgan Stanley Smith Barney LLC at 1.06%.
2.1.2 [bookmark: _Toc106798226]Vision and Mission
A Mission Statement, according to Whittington et al., (2020) ‘aims to provide employees and stakeholders with clarity about what the organisation is fundamentally there to do’. The self-stated mission of Disney (2022a) is: ‘to entertain, inform and inspire people around the globe through the power of unparalleled storytelling, reflecting the iconic brands, creative minds and innovative technologies that make ours the world’s premier entertainment company’. Disney have held this mission for several years, it previously having been the simpler, and simultaneously vaguer and more direct: ‘Make People Happy’ (Rasmus, 2012). This represents less a change in the vision or direction, more a clarification of how it would be done. ‘Make People Happy’ is a slogan that could be used by many, many organisations, and the newer vision is not. The newer one could be said therefore, to define Disney more definitely. The decision to change Mission Statement implies a flexibility of limited emergence. What is remarkable in terms of Disney’s mission statement is the decision to announce a specific and deliberative statement of intent, while leaving open, through the specific reference to innovation, the development of new and different ideas within the prescribed model. Disney show awareness of deliberate and emergent strategy, and have elected to pursue a strategy akin to ‘deliberate emergence’. In this case, does this imply the criticality of the vision statement to Disney’s strategy; would the strategy have been different in its absence? The existence of the statement will have buttressed the strategy and acted as a form of bulwark against some forces of change. It may well have helped drive the strategy and policy decisions. But the strategy could have persisted without the statement, and there is little evidence that strategy would have been markedly different without the Mission statement: the specific strategic decision-making employed by Disney shows the influence of market forces on policy rather than internal principles or values. The Mission statement does not preclude investments, divestments, acquisitions, or anything else which could be presented as a means to an end. Whittington et al., (2020) list Disney alongside other successful corporations such as General Electric and 3M as examples of long-run success being in part attributable to the clarity and motivational impetus provided by their respective Mission Statements. Bowman (1998) concurs that Mission Statements can be powerful if well-crafted, but risk being devalued by indiscriminate use or being employed as a fashionable adornment. Bowman theorises that the ‘required’ strategy needs high quality of strategy, and high commitment to the strategy, to avoid what he terms as ‘impoverished’ strategy.
Touting their social responsibility, Disney (2022b) also assign themselves a ‘purpose’: ‘Inspiring a better world through the power of stories’. The use of the subjective adjective ‘better’ in this sentence opens up potential as a unifying aim for its employees and stakeholders alike (who, one might ask, would argue against a better world?), however the precise interpretation of what exactly makes for a ‘better’ world is likewise capable of causing conflict when output does not meet expectation. Lynch’s definition makes a discerning nod to this distinction, noting that the Mission Statement: ‘Defines the business the organisation is in against the values and expectations of the stakeholders’.
Digging a little deeper into the detail reveals commitments (Disney, 2022b) to equity, inclusion, and (horror of horrors to some of Disney’s detractors) diversity. It is this detail where Disney’s laudable but limited progressiveness is causing damage to their relationships with various regional and national politicians and governments (Washington Post, 2022). Once natural bedfellows (Politico, 2022a), the ongoing pivot from major western political parties away from capitalist profit under the guise of ‘caring conservatism’ (Politico, 2022b) towards culture wars (The Guardian, 2022), scapegoating of minorities (Mijatovic, 2021), etc., coupled with big business’s harnessing (Financial Post, 2022) of populist progressive causes (e.g. the co-opting of lgbtqa+ pride campaigns into annual rainbow-washing marketing attempts) have cooled relationships to an all-time low (Financial Times, 2022a).
Mintzberg’s (1994) framework on strategy formation lists ten schools of thought. Of the ten, Disney’s use is chiefly of the ‘Positioning’ School, an analytical view of the process (according to Mintzberg, heavily extrapolated from the ‘Planning’ School), with deference shown as and when required to the ‘Environmental’ School, which Mintzberg describes as ‘passive’ in terms of its view of reacting to external influences. The ‘Political’ School, a power-led view of process can also be seen as influential, as can any exertion of any power in any circumstance.
Disney are an example of a Complex model of strategy, as opposed to Dynamic or Simple and Static. The inter-connected resources of Disney create a level of inimitability as theorised in the VRIO framework (Whittington et al, 2020) adding value alongside the complexity. The interconnected nature of problems faced by complex organisations will be best confronted by inter-connected solutions, encompassing several SBUs at corporate level.
2.1.3 [bookmark: _Toc106798227]Recent Development
Govindarajan (2016) writing in the HBR, lauded Disney’s previous strategy, equating it with innovation and success, in contrast with rival, Warner Bros. Govindarajan underlines the importance to long term competitiveness of creativity and innovation, although it is worth noting that the fortunes of Warner Bros have not yet resulted in the destruction of that organisation.
Disney had pursued a strategy of acquisitions of successful studios, Pixar in 2006, Marvel in 2009, and Lucasfilm in 2012. Bob Iger, then CEO, sought to increase penetration into the Chinese market for films and the Shanghai Disney resort (Financial Times, 2013). Disney have diverse enough holdings so that a temporary decline in one SBU can be carried by the success of the others. This provides a modicum of flexibility, where a general strategy of growth across the organisation can accommodate an unforeseen decline in one or more SBU, providing the skeleton of a contingency plan, or a back-up policy of exiting any given arena with the ability to cut losses without major disruption to the wider organisation. Disney acknowledge the strategy of withdrawal from some television channels (Marketline, 2022) in what is seen as a dwindling flow of revenue. In a sign of differences between corporate and business level strategy, there is evidence of Disney limiting the scope of their strategy of growth and acquisition to certain SBUs, with GCEG, the SBU responsible for Televisual content bucking this trend. Disney are outward-looking strategically, and seek to add to their resources where necessary to match their ambition. Disney retains huge bargaining power as part of its ‘outside-in’ perspective on strategy.
2.2 [bookmark: _Toc106798228]Current Strategy
The author has availed himself of multiple models for strategic analysis, contained in the appendices of this report.
2.2.1 [bookmark: _Toc106798229]SWOT
The SWOT model reveals Disney to be bristling with areas of strength. The main areas of influence revealed by the SWOT model as strategic drivers are its solid grounding in strategic theory and the massive clout availed to it by its gargantuan size and market share, giving it the upper hand in competitivity and buyer/supplier negotiation.
2.2.2 [bookmark: _Toc106798230]PESTLE
The PESTLE analysis model shows the main areas of influence on Disney to be of the Political and Social spheres. Formerly smooth relationships with local and national politicians have been replaced by conflict and threats, with Disney having been drawn reluctantly onto battlefields over which the ongoing Western culture wars are currently being fought.
2.2.3 [bookmark: _Toc106798231]Porter’s Generic Model
According to Porter’s Generic Model, Disney’s strategy is that of differentiation. They show broad industry-wide targeting, although the four main SBUs have narrower targets, they are still broad in their more limited fields. Taken together, they represent a behemoth of entertainment, with few industrial segments left untouched by Disney’s long reach. Disney are seldom, if ever found to be competing at low-cost levels. Disney’s own Vision Statement refers to its ‘unparalleled’ output as an obvious nod to its intent of differentiation.
2.2.4 [bookmark: _Toc106798232]Porter’s Five Forces
Porter’s Five Forces model shows the following main pressures on Disney’s current positioning.
The Threat of Substitute Products or Services: this threat is unforeseeable to some extent. But the threat of streaming piracy and the marketing of piracy methods could be considered a substitutable product or service, which could disastrously affect Disney’ streaming and theatrical takings.
The Rivalry Among Existing Competitors: While Warner Bros Cinematic universe and Universal Theme Parks provide ample choice for the entertainment-consuming public, the exclusivity Disney hold over their characters mean that one would be likely to become aware of the popular cultural references being missed should a strict policy of Disney-avoidance be pursued. Nevertheless, the presence of such heavyweight rivals as Warner Bros, Universal, and others makes the rivalry among existing the chief strategic driving force according to this model.
2.2.5 [bookmark: _Toc106798233]Stakeholder Analysis
While the stakeholder analysis reveals many stakeholders of some influence, it clearly elevates two groups above the rest in terms of importance of accommodation: the current Disney leadership, and the customers. While the leadership are in the position to cater to their own needs, they cannot be ignored as a heavily influential group, and one that must be satisfied with Disney strategy and progress. Tried and trusted leadership, or the appearance thereof will be of importance to the financial shareholders and general public (groups with far less current influence). Departures from the organisation of previous high-flying proteges mean the absence of an obvious heir apparent in the event of unforeseen leadership departures. The customers in the market together have great power in voting with their feet, and as something of an avatar for market forces in general, but of course individually have negligible clout.
2.2.6 [bookmark: _Toc106798234]Boston Consulting Group Matrix
It is difficult to imagine that the pandemic disruption will not have somehow altered the life-prospects of many given products and services. However, the categorisation of product groups availed by the matrix can provide a beneficial perspective on the balance and make up of an organisation’s portfolio. Measuring against the axes of market growth rate and relative market share (Lynch, 2021) several of Disney’s product groups can be seen to bear the risks or benefits they share in common with their quadrantal neighbours. Starting with products with high market share but low market growth, the example of Marvel’s cinematic dominance comes immediately to mind. High market share and low market growth combine to create a ‘cash cow’, a cash-generating product group. Next, with a high market share in a highly-growing market comes the example of Pixar, what the Boston Group term a ‘Star’. These product groups are usually cash-neutral, with high investments generally being matched by economies of scale bringing in large revenues. The quadrant of high market growth but low market share is typified by the recent streaming forays of Disney+. Low share of market in comparison to the established name of Netflix, but with a high market growth rate, these products are often cash-users, frequently subsidised by cash-cows in the portfolio. Heavy investment is generally required to convert these ‘question marks’, or ‘problem children’ as Lynch (2021) terms them, into ‘stars’ by leveraging them into market dominance. Fourth, comes the category of ‘Pet’ occupying a position of low market share in a market of low growth: Disney’s network television channel embodies the archetype of the ‘pet’. Requiring low levels of investment, and being unlikely to be earners of large profit, ‘Pets’ such as Disney’s television channel are often cash-neutral, but unattractive in the long term, and are oft advisedly earmarked for divestment or disposal. Lynch (2021) sketches a generic strategy for cash cows such as marvel to fund stars like marvel, and selectively-chosen prospectively successful question marks such as Disney+ streaming, to turn them into more stars, while the Pets such as Disney Television present the most difficult choice of whether they might be best repositioned or sold.
2.2.7 [bookmark: _Toc106798235]Overview of current strategy
The overall balance of influences on Disney’s strategy and whether they have proved advantageous is discussed in the next section. Reasons for such strategic options and choices fall within the model proffered by Johnson and Scholes (2018): External influences, nature of business, organisational culture, individuals and groups.
2.3 [bookmark: _Hlk89968504][bookmark: _Toc106798236]Critical Discussion
Kenny (2016) attributes to Field Marshal Moltke the abbreviated quote of ‘No battle plan survives first contact with the enemy’.  Citing Churchill’s contribution of ‘Plans are of little importance, but planning is essential’, Kenny coins his own strategic mantra, that: ‘Strategic Plans Are Less Important than Strategic Planning’. The thrust of each of these quotes is that the wisdom of any given plan can be debated as good or bad, likely to succeed or not, but that the most important thing is to have ‘a’ plan. Accepting the limitations and potential deficiencies of a plan may be less than desirable, but the implication is that the absence of any plan is a strategy of idiocy. A further step that an observer might take is to suppose that the more specific a plan, the more specifically it may be inappropriate, while the vaguer the plan, while losing specific directional aim, may prove to be wieldier come the slings and arrows of the real world. This view is compatible with Whittington’s (1993) Systemic perspective, from his four generic strategies. In analysing the general success of companies pursuing a strategy locked to their Vision statement, one might consider a propensity for vagueness among such statements to be a natural defence against accusations of hypocrisy should market forces demand a reversal or contradiction. For today’s organisational strategists, Kenny has direct advice: ‘Your strategic plan is an essential device in navigating disruption’s headwinds’.
2.3.1 [bookmark: _Toc106798237]Advantages
The 2018 reorganisation represented an attempt to strengthen its digital platforms as traditional paid television was seen to be in decline (CNBC, 2018). The then head of strategy, Kevin Mayer was moved to become head of DMED in a signal of its strategic importance (CNBC, 2021). The CEO at the time, Bob Iger announced the intention for Disney to compete with streaming giants Netflix, touting Disney’s ownership of Star Wars, Marvel, and Pixar (CNBC, 2018b), planning to launch in 2019. This would appear to be evidence of growth strategy for DMED, and of broader diversification for Disney generally. They can be viewed as exploiting the strengths of branding and market share as shown in the SWOT analysis. This strategy has kept Disney’s advantage as a globally-recognised brand. The strategic choice of holding multiple diverse subsidiaries has allowed it the advantage of flexibility in times where some SBUs have taken a significant hit.
In pursuing differentiation, one of Porter’s three generic strategies, Disney have avoided the trap of having become ‘stuck in the middle’ (Porter, 1998), a fate awaiting those companies that fail to develop a strategy in a particular direction. Whittington (1993) uses a different four generic strategies; Classical, Evolutionary, Processual, and Systemic; somewhat reductively identifying Porter as a Classicist thinker, a categorisation presumably equally applicable to Disney, by Whittington’s logic.
Disney’s pursuit of ‘outside-in’ policy rather than being led by shareholder concerns has left it adaptable to market forces, and protected from potentially damaging campaigns among shareholders who might have otherwise been tempted to influence the leadership. The benefit of the ‘Positioning School’ they have elected to use gives better focus on the content of strategic plans Mintzberg (1994).
In a sign of strategizing that could have been lifted directly from the Five Forces model of Porter (1979), Disney continued to pivot towards direct-to-consumer content in 2019 (Disney 2019) in a strategy that according to Forbes (2019) was ‘working’. 2020 saw the continuation of this trend for Disney (2020c; Reuters, 2020; CNBC, 2020), with the lean towards streaming ‘further accelerated’ according to Disney, with CNBC noting additionally that their theatrical business had been ‘crippled’ by coronavirus concerns. Disney allude to this in their end-of-year statement for FY2021 (Marketline, 2022) describing the ‘significant disruption’ to theatres of shifting regulations and capacity limits, but single out the loss of income to the parks of DPED as the ‘most significant impact on operating income’. CNBC (2020) also report Disney ‘centralizing its… content distribution, ad sales and Disney+’. Forbes (2020) remark on Disney+ attracting over 60 million subscribers in its first year. (CNBC 2021) reports Disney breaking earnings records in early 2020. In the wake of the coronavirus turmoil in 2021, Disney sharpened their focus on streaming (NY Times, 2021) in an attempt to dominate the market (Variety, 2020), again winning media approval for their strategic ‘winning’ success (Barnes, 2021). The complexity of Disney’s strategy allows nuance among the chosen strategies for the SBUs, and the inter-connected inimitability of their cross-over options for products and marketing provides a difficult marketplace for new entrants, scant opportunities for substitute products and services, with the added bonus of near-unassailable bargaining power.
Bob Chapek was chosen as CEO in February 2020 ahead of Mayer, leading to the successful erstwhile strategic head’s departure from Disney (CNBC 2021). The ruthlessness of ensuring the correct leadership group will have been evidently justified by the correct implementation and interpretation of the Stakeholder Analysis Model. Chapek’s strategy for 2022 and beyond incorporates the ‘Metaverse’ (Fortune, 2022), again an example which would have been gleaned from PESTLE analysis of social trends, providing an advantageous foothold in this burgeoning area of new technology.
2.3.2 [bookmark: _Toc106798238]Disadvantages
PESTLE analysis reveals the social and major political influences which have been disadvantageous to Disney. Disney has faced criticism for its censorship of Chinese releases of films (HIR, 2021). It has also faced criticism over the dismissals of staff from television shows The Mandalorian (New York Post, 2022) and Bob’s Burgers (The Guardian, 2021) for political views expressed outside of the workplace, bringing it into conflict with erstwhile supporters among right-wing American politicians. Florida Governor DeSantis has threatened sanctions (Washington Post, 2022) on Disney’s Florida businesses in response to perceived slights regarding Florida’s perceived homophobic legislation.
The portfolio of product groups revealed by the BCG matrix appears to be relatively balanced, with featured examples of all four quadrants. However, the looming anachronism of Disney’s television does not present an obvious opportunity for divestment, nor repositioning, and as such can only be seen as a disadvantage to the overall portfolio of Disney. The losses encountered by the Theme Parks (Marketline, 2022) in Disney’s portfolio show a glaring weakness and possible gap in their strategy. Should a repeat of the losses sustained occur again in the near future, this could wipe out the benefits accrued by Disney’s other successful SBUs, perhaps allowing more breathing space for competitors, in extremis this could force divestments from Disney’s portfolio. The imbalance in profitability between DMED and DPED (Marketline, 2022) and the other assorted units shows a glimpse of strategic drift in the midst of the pandemic, and a failure to quickly adapt in the way that policies of emergent strategies should (CNBC, 2021). The deliberate part of Disney’s strategizing failed to foresee such events, although it is notable that many other industries and organisations struggled to cope in the same circumstances as Disney, many with far fewer successes to point towards in the midst of assorted losses and failures.
One glaring deficiency in the analysis of Disney strategy appears to be the reticence and reluctance to have divested or repositioned the developing millstone around its neck of the Television channel (CNBC, 2021). The best time to have done this has now lapsed by several years, and current prospects for the profitable sale or profitable repositioning now seem remote, and becoming more remote by every passing day (Marketline, 2022).
The biggest currently controversial example of acquired strategic disadvantage is the furore regarding Disney’s ‘botched’ response to Florida’s ‘Don’t Say Gay’ bill (Financial Times, 2022b). It appears that the deliberative position of Disney’s progressiveness was undermined by the emergent pressure of flexible hesitancy, causing some grief to employees and detractors on the political left. The eventual re-imposition of its deliberation then brought a series of attacks from the political right, apparently leading to a significant drop (from 28th to 65th in a national poll) in Disney’s reputation as a corporation among the public (Financial Times, 2022b). The ‘drift’ one way then the other left strategic gaps on each side, which could well present a weakness for competitors to exploit.
In addition to the large revenue imbalance twixt the various SBUs, there is also a huge geographical imbalance, with the vast majority of Disney revenue coming from its American markets (Marketline, 2022). The Asian market bears the second highest minority share, with negligible returns from its other global areas (HIR, 2021). The reliance on authoritative goodwill from Chinese authorities highlights a weakness in Disney to confront these stakeholders, leaving them open to criticism of partiality, and of hypocrisy. While Asian revenues are low compared to American revenues, the assumed power of Chinese authorities to hold sway over Disney policy, makes the Asian segment of their revenue less reliable should any confrontation with authorities occur.

3.0 [bookmark: _Toc106798239]Conclusion
Disney are a large global brand with huge worldwide brand recognition. They demonstrate knowledge of strategic schools, using positioning chiefly, with deference to the Environmental school as and when applicable. The strategy of differentiation as a group is nuanced in its application across its different and differently-performing SBUs. Its strategy is an attempt to bridge deliberate strategy and emergent strategy, one which on balance has led to continuing success as a group with large periods of success interrupted by occasional retreats, usually in response to unforeseen market forces. The uncommon strategic drifts in their deliberation have left intermittent strategic gaps which have generally come to be covered by the emergent end of their bridging strategy. Disney’s strategic shortcomings relate to their reluctance and lack of ruthlessness in divesting their television business segments, and more significantly, their recent political troubles in Florida. Strategic gaps have been created due to deliberate hesitance and emergent vacillation. This element of strategy needs the most urgent attention. Meanwhile, their ruthlessness in broader organisational strategy has been to the fore and left them well-positioned for the technological advances in streaming and metaverse applications on the cusp of which the industry is opening. While Disney’s attempt at bridging both deliberate and emergent strategies is to be applauded in terms of its objective success in comparison to its current competitors, opportunities have been lost to the limited nature of emergent tactics allowed by the vision and Mission Statement of Disney’s leadership. The opportunity for a wholesale replacement of strategy formation is open to Disney, but the hitherto success of the strategy mix, the market conditions displayed by the analysis of the models, and the unpredictable nature of current events makes an augmentation of strategy, rather than replacement, appear to be the strongest route forward for the leadership, and this end could be sought without a major change in the vision or Mission Statement as it stands. There is scope for the Mission Statement to be more evenly apportioned across all of Disney’s SBUs, and for the consideration that some SBUs are reaching the zenith of their profitability, and that the time for repositioning or divestment could be approaching, and similarly that cash-neutral units must be pushed into profitability comparable with the level of investment.
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Porter’s Generic Analysis (Porter, 1998).
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Porter’s 5 Forces analysis (Porter, 1979).
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Stakeholder Analysis
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Boston Consulting Group (BCG) analysis
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