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Section 1: Strategic Management Report
1. [bookmark: _Toc236648321]Organisational Context and Overview
1.1 [bookmark: _Toc236648322]Organisation and Product Background
Suzuki Motor Corporation is the Japanese mobility company that has operations all over the world, in motorcycles, cars and associated technologies.
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[bookmark: _Toc236648346]Figure 1: Trademark of Suzuki Motor Corporation. Source: Suzuki Motor Corporation (2026).
It has a 100% owned subsidiary in India called Suzuki Motorcycle India Private Limited (SMIPL) which was revived in 2006 following the earlier TVS-Suzuki joint venture, and operates from a 37-acre manufacturing premises at Kherki Dhaula, Gurugram with an annual capacity of one million two-wheelers (Suzuki Motorcycle India, 2025; Right to Repair India, 2025). Targeted at the aspirational young audience of the Indian market, the Gixxer family has become Suzuki's flagship sports range. The report is dedicated to the 2026-model-year Gixxer SF 250, which is the fully-faired sibling of the naked Gixxer 250, and which was refreshed in January 2026 with new colourways and OBD-2B emission compliance while keeping the same mechanical specification as the 2026 Gixxer 250 (Rajput, 2026; Fasterwheeler, 2026).
1.2 [bookmark: _Toc236648323]Mission, Vision and Strategic Purpose
The Suzuki Motorcycle India 2025 philosophy of the company is based on the “value-packed”, reliable and accessible products, which are products of superior value, with the aim of always achieving a higher level of technology. SMIPL's strategic intent is to make this philosophy relevant in the Indian context – manufacture of two-wheelers, which are relevant for the value-conscious Indian rider, across the commuter and sport and adventure segment. The Gixxer SF 250 does just that directly, benefiting from Suzuki's own oil-cooling technology, which was developed based on the principles of weight and friction reduction found in MotoGP (Suzuki Motorcycle India, 2025), to offer performance without compromising reliability or running costs. This is aligned with the resource-based literature, which states that company's mission becomes actionable by the deployment of the resources and capabilities in a specific market (Utami and Alamanos, 2023).
1.3 [bookmark: _Toc236648324]Business Model and Value Proposition
SMIPL is a value creator with its in-house manufacturing at Gurugram, pan-India dealership and services network and product range covering commuter, sport and touring categories. Dealerships are currently offering schemes like extended warranties, insurance benefits and financing at 7.99 per cent interest, while value is captured through direct sales to the dealers, after-sales servicing, and accessory and finance tie-ups.
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[bookmark: _Toc236648347]Figure 2: Suzuki Gixxer SF 250. Source: Suzuki Motorcycle India (2025).
The Gixxer SF 250's true strength is its all-faired touring-ready sports bike, combining the reliability of Suzuki's oil-cooled engine with digital connectivity (Suzuki Ride Connect) and practical ergonomics with impressive fuel economy of approximately 38 kmpl (BikeDekho, 2026). With its recent 3,259 kilometre mark in 24 hours, the first 250cc machine to achieve such a distance in India, SMIPL is taking a stance of a durable touring machine, as opposed to a track machine (Gupta, 2026).
1.4 [bookmark: _Toc236648325]Industry, Competitors and Market Position
The Indian premium full-faired motorcycle segment, as a whole, includes KTM RC 200, Hero Karizma XMR, Bajaj Pulsar RS200, TVS Apache RR 310 and the Yamaha R15 range of motorcycles which are broadly defined as engines ranging from around 150cc to 310cc. The price range is from around ₹1.74 lakh (Bajaj Pulsar RS200) to more than ₹2.3 lakh (KTM RC 200), with the Hero Karizma XMR and Yamaha R15 in between at ₹1.66 lakh and ₹1.9 lakh ex-showroom, respectively (Rajput, 2025; BikeDekho, 2026). The Gixxer SF 250 is an ex-Delhi ex-showroom price of around ₹1.90 lakh which falls in the middle of this segment.The price of Gixxer 250 is around ₹1.90 lakh ex-showroom in dhaula khan, in the middle of this range. According to the Crisil Intelligence data, premium motorcycles (more than 150cc) accounted for 14 per cent of the two-wheeler volume in FY2019, but it has jumped to 19 per cent in FY2025 and will reach 22 per cent by FY2030, making Suzuki's performance in this volume segment the fastest in the industry (Press Trust of India, 2025).

2. [bookmark: _Toc236648326]External and Internal Analysis
2.1 [bookmark: _Toc236648327]PESTEL Analysis
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[bookmark: _Toc236648348]Figure 3: Summary of PESTEL Analysis for Suzuki Gixxer SF 250 in India. Source: Own Contribution.
2.1.1 Political
The “Make in India” initiative and the Production Linked Incentive (PLI) scheme for the automotive industry remain in favor of domestic manufacturing and localisation of automotive components, all of which are advantageous for SMIPL's plant in Gurugram (Jameel Motors, 2025). There is also a push towards electrification happening via policy, with the PM E-DRIVE scheme (October 2024-March 2026) having a target for 10 per cent market share for electric two-wheelers, and the requirement for 50 per cent local content for the scheme to be eligible for subsidy (Revolt Motors, 2026). In the case of an ICE-only producer like SMIPL, this is a policy risk and a potential diversification indicator, a pattern seen in previous studies indicating that supply-side policy can affect competitive positioning quicker than demand-side subsidy alone (Clean Mobility Shift 2025). As a 100% subsidiary of a Japanese parent company, SMIPL is also highly attuned to bilateral trade deals and import taxes on connectivity components and other advanced chemistry-cell materials, even as a significant amount of bill-of-materials components still come from abroad, despite efforts to localise (Jameel Motors, 2025).
2.1.2 Economic
The Reserve Bank of India has been implementing a policy of easing through 2025-26, dropping the repo rate to 5.25 per cent and the cash reserve ratio 100 bps, which pushes down the cost of financing two-wheelers (Trading Economics, 2026).
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[bookmark: _Toc236648349]Figure 4: India Interest Rate. Source: Trading Economics (2026).
The growth projections for FY2025-26 have been kept high, ranging between 6.6 and 7.8 per cent, across the RBI revisions, with CPI inflation having remained historically low, close to 2 per cent in some places, before central bank estimates have revised it upwards to around 5.1 per cent with pressures on energy and rupee rates (PIB, 2025; News On AIR, 2026).
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[bookmark: _Toc236648350]Figure 5: Annual GDP Estimates along with Y-o-Y Growth Rates. Source: PIB (2025).
The changes to the rates of the two-wheelers under GST 2.0 to make them more affordable in the festive season of 2025-26 have been cited as a catalyst for the 7.4 per cent surge in two-vehicle sales in Q2 FY26 (SIAM, 2025). The overall scenario for premium motorcycle financing is good, but the risk of currency fluctuations and import cost fluctuations is present. Labour and production costs are a live consideration too: the Union Budget's personal income-tax changes and two back-to-back RBI rate cuts have been directly attributed to making vehicle financing more accessible, which should aid discretionary spending on more premium motorcycles, in the medium term (SIAM, 2025).
2.1.3 Social
As identified in Indian consumer-behaviour studies (Kumar and Sarkar, 2008; Kumar et al., 2025), this aspiration of the many young people of India is towards the sport-themed motorcycles, which are seen as emblems of personal accomplishments. The Indian two-wheeler market is greatly influenced by brand reputation, resale value, and total cost of ownership, with customers considering factors such as durability and service-network proximity when making purchase decisions (Kumar et al., 2025). The focus on safety is also increasing, with dual-channel ABS becoming mandatory on all machines to all but eliminate brake lock-up, and more rider involvement in the brand community via social media and organised “pit-stop” events (Gupta, 2026).
2.1.4 Technological
Competitors are separating themselves with connected dashboards, ride-mode electronics and app-based diagnostics: The Gixxer SF 250 has a cluster that has a Bluetooth option with Suzuki Ride Connect, while other models, like the Apache RR 310 and Karizma XMR, have similar or more comprehensive dashboards. This finding aligns with broader evidence that digital engagement is now a critical factor in the pre-purchase journey and that brand trust and purchase decisions in nascent automotive markets are significantly influenced by digital engagement (Gupta et al., 2023). Rivals are also stepping up their game with more features, bigger TFTs, navigation and quickshifters at comparable price points, which is driving up feature expectations for the entire 200–310cc class and forces Suzuki to speed up its digital path, not only with Ride Connect, but with its own product offering (Miller, 2019).
2.1.5 Environmental
Emission regulation is getting tighter, with OBD-2B compliance from April 2025, and the government's ethanol-blending programme has already met the E20 (20 per cent ethanol) standard nationally, five years before the original 2030 target, with policy now in the direction of flex-fuel vehicles (E85/E100) now in the pipeline (Fasterwheeler, 2026; Ranjan, 2026). However, Suzuki has anticipated this development—with the Gixxer SF 250 available in a flex-fuel version that is compliant with the E85 standard—and is ahead of some of its competitors on this particular regulatory journey (Gupta, 2026). The details of corporate environmental commitments, such as the waste management, emissions, and energy management at the Gurugram plant, are recorded in Suzuki Motorcycle India's own environmental policy (Suzuki Motorcycle India, 2025).
2.1.6 Legal
In addition to BS6 and OBD-2B emission norms, manufacturers are required to meet increasingly complex Motor Vehicle Rules being amended to provide a formal definition of flex-fuel vehicles, and also face obligations under consumer-protection and right-to-repair rules, which are beginning to be given regulatory attention in India (Consumer Protection India, 2025; Ranjan, 2026). 
Combined, the PESTEL analysis suggests that premiumisation, flex-fuel readiness and good financing terms represent the greatest opportunities, while electrification policy, rupee-related volatility in costs and increased compliance costs for emissions represent the key threats.
2.2 [bookmark: _Toc236648328]Porter’s Five Forces
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[bookmark: _Toc236648351]Figure 6: Porter’s Five Forces Summary for Suzuki Gixxer SF 250 in India. Source: Own Contribution.
2.2.1 Competitive rivalry (High)
The premium fully-faired segment (200-310cc) has a high level of competitive rivalry. The empirical study on the motorcycle industry reveals that the bargaining power of the dealers as well as the suppliers is considered “high,” the power of the buyer is also assessed as “high” and the availability of substitutes is “high” while the entry threat and rivalry is rated as “high” by the managers, which shows an intensely contested industry structure (Dacula Jr and Gelacio, 2023).
2.2.2 Threat of new entrants (moderate)
The capital costs of manufacturing or homologation are significant, and dealer network and brand equity are an advantage for the incumbents, but this does not mean they are a formidable threat as they can gain access through completely knocked down (CKD) configurations, with Chinese-backed brands as another option (Obu, 2022).
2.2.3 Threat of substitutes (high)
With the PM E-DRIVE scheme (Clean Mobility Shift, 2025) nearing meaningful volumes of EV two-wheelers, naked sports motorcycles, high-spec commuter bikes and the used-bike market are all fighting for the same discretionary dollar.
2.2.4 Buyer power (high)
Riders can easily view specifications and compare prices online, switching costs are low, and price sensitivity is high even among premium buyers, as seen in the study that resale value and overall cost of ownership are the most important factors in Indian riders' buying decisions (Kumar et al., 2025).
2.2.5 Supplier power (moderate)
Localisation and PLI linked component procurement are advantages for SMIPL; however, it is still reliant on the global semiconductor and electronics suppliers for connectivity hardware and raw material price movement in steel and aluminium which has an impact on all manufacturers to a certain extent. Supplier power is somewhat lessened as a domestic supplier can easily switch to another and the switching cost for a manufacturer on SMIPL's scale is relatively low.
The overall segment is moderately attractive and profitable, cost leadership is not sufficient for competitive advantage; the segment is structurally challenged due to buyer power and threats from substitutes; and well differentiated players can make money.


2.3 [bookmark: _Toc236648329]VRIO and Internal Analysis
The tangible assets of SMIPL are the Gurugram plant and dealer network, while the intangible assets are the Suzuki global brand, oil-cooling engineering skills, and access to the parent company R&D. Adopting the VRIO framework (Barney, 1991, Antony and Dr. Anuradha, 2026)
[image: ]
[bookmark: _Toc236648352]Figure 7: VRIO Analysis Summary for Suzuki Gixxer SF 250 in India. Source: Own Contribution.
Scale of manufacturing and coverage of dealers is important, albeit not uncommon features of the top five, and a threshold resource required to compete (Cardeal and António, 2012). The oil-cooling platform and early flex-fuel readiness are more unique: they are valuable, comparatively rare in this particular niche and somewhat harder to be quickly matched with engineering lead times, but not so difficult that it would take the competitors more than a few product cycles. The most obvious sustainable competitive advantage is the ability to access Suzuki's knowledge base and the transfer of technology from MotoGP, which is embedded within the organisation and has not been easily duplicated by other domestic competitors like Bajaj or Hero, although, for example, Austrian (KTM) and Japanese (Yamaha) rivals do likewise have comparable parent level resources (Utami and Alamanos, 2023; Antony and Dr. Anuradha). 2026). However, manufacturing capacity (as well as the dealer network) is a necessary but insufficient condition for sustained advantage or competitive edge; the VRIO literature cautions against the assumption that operational capability is a source of durable advantage, given that without it a competitor cannot sustain its presence in the segment. A quick look at the value chain lends credence to this; Suzuki's competitive strength lies in engineering and manufacturing and the outbound and service part of the value chain, both of which are customer-facing, are comparatively under-exploited when compared to its rivals like TVS and KTM, which indicates that the company should invest more in the customer end of the value chain than in its manufacturing efficiency.


2.4 [bookmark: _Toc236648330] SWOT Analysis

[bookmark: _Toc236648353]Figure 8: SWOT Analysis Summary for Suzuki Gixxer SF 250 in India. Source: Own Contribution.
2.4.1 Strengths
The Gixxer SF 250 carries over a 249cc oil-cooled engine, a six-speed transmission, enhanced delivery, and a stable handling and long ride comfort package, all in keeping with Suzuki's reliability-based sports-touring approach. The E85 version is flex-fuel, ensuring alignment with India's ethanol transition, while its local manufacturing and dealer support bolster availability and ownership confidence. The fuel efficiency is also tested and has an estimated mileage of approximately 35 km/l, which is suitable for regular use as well (Suzuki Motorcycle India, 2026a; BikeWale, 2026).
2.4.2 Weaknesses
Suzuki Ride Connect is helpful, but less comprehensive than the Apache RR 310's navigation, race computer and ride modes. KTM's racing heritage also lends a more track like vibe to the RC 200. The 2026 update brought in some colours and graphics, but there is a lack of feature innovation and excitement at the model level. (TVS Motor Company, 2024; KTM India, 2026; Suzuki Motorcycle India, 2026b).
2.4.3 Opportunities
Motorcycles of above 150cc have grown from 14% of Indian motorcycle sales in FY2019 to 19% in FY2025. There are additional avenues for engagement and financed purchases due to flex-fuel alignment, digital rider communities and RBI's 5.25% repo rate (ET Auto, 2025; Reserve Bank of India, 2026).
2.4.4 Threats
Yamaha’s proposed R2, aggressive domestic rivals, growing electric-two-wheeler adoption and OBD-2B compliance can intensify competition and raise development costs. Suzuki must therefore upgrade features without weakening price competitiveness (BikeDekho, 2026).
Overall, analysis shows that the Gixxer SF 250 has a strong foundation in brand reputation, refinement, fuel efficiency, touring comfort and flex-fuel readiness. But, digital features are less strong and marketing intensity and strong competitor positioning could limit growth. To achieve focused sports-touring differentiation, SMIPL should work on enhancing connectivity, engaging customers and product features, with reliable, comfortable and competitive prices.

3. [bookmark: _Toc236648331]Comprehensive and Holistic View of the Organisation
3.1 [bookmark: _Toc236648332]CSR and Strategic Sustainability
SMIPL's CSR policy (Companies Act 2013, Section 135) is a policy that aims to include and sustain the growth of vulnerable and marginalised groups in the areas of operation and also to engage the stakeholders and achieve shared value creation, which is a clear commitment by the company to create a better world for the people around them (Suzuki Motorcycle India, 2025). Environmentally, a Suzuki Motorcycle India (Suzuki Motorcycle India, 2025) Environmental Management System is in place at the company's Gurugram plant, which includes pollution prevention, compliance, and staff environmental education. In general, CSR investments in the automotive industry are aligned with the business goals, and empirical evidence suggests that investing in CSR positively correlates with increased brand reputation and, in certain markets and companies, with better financial performance (Chandrasekaran, 2022; Rhoden, Groening and Wolff, 2023). As a specific example for SMIPL, CSR activity that focuses on road safety and community involvement could support the positioning of the Gixxer SF 250 as a touring and reliability brand, making it a compliance obligation, rather than an asset that distinguishes the brand.
External drivers of green value chain are flex-fuel E85 and OBD-2B compliance, which are proactive, not merely reactive steps towards sustainability – they are anticipating sustainability rather than following it (Fasterwheeler, 2026). A critical analysis, however, should highlight the weaknesses: SMIPL does not have targets that are clearly measurable or are reported externally, and the concern of superficial versus substantive disclosure of sustainability information, more widely raised in automotive CSR-disclosure research (Rhoden, Groening and Wolff, 2023), is a significant one in this context. Cost is another factor to consider because road-safety programmes, community involvement and environmental-management improvements must continue to be funded for the long term, and without clear, independently verifiable targets there is no way for external parties to differentiate between progress and routine compliance activities, which make it more important for SMIPL to publish sustainable measures in addition to its policy statements.
3.2 [bookmark: _Toc236648333]Balanced Scorecard
The Balanced Scorecard helps to break down the Gixxer SF 250's competitive strategy into measurable objectives for four perspectives, which has been proven to help improve the execution of strategy in an organisation, especially when used across the board (Oyewo, Moses and Erin, 2022).
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[bookmark: _Toc236648354]Figure 9: Balanced Scorecard for Suzuki Gixxer SF 250 in India. Source: Own Contribution.
3.2.1 Financial perspective
The goals are to sell more Gixxer SF 250 bikes, boost per-unit contribution margin and raise the market share for premium-segment bikes. Appropriate KPIs include year-on-year sales growth, revenue growth, contribution margin per unit, production cost per motorcycle, and share of the >150cc segment – as compared to SMIPL's reported FY2024 revenue growth of more than 24 per cent (The Company Check, 2026).
3.2.2 Customer perspective
Objectives involve making customers more satisfied, enhancing the sports-touring brand reputation, and making the after sale experience better. Customer satisfaction scores, Net Promoter Score, repeat-purchase rate, referral rate, complaint-resolution time, and test-ride-to-sale conversion are among the KPIs, as research has revealed that resale value, brand trust and service quality play a pivotal role in building a loyal base of two-wheelers in India (Kumar et al., 2025).
3.2.3 Internal business process perspective
Enables faster product-development cycles for features, faster service turnaround times and better digital marketing capability. Product-development cycle time, warranty claim rate, average service turnaround, defect rate and digital lead-conversion rate are among the KPIs.
3.2.4 Learning and growth perspective
It aims to build skills of the dealers, enhance their innovation capability and motivate their employees. Some of the KPIs are training hours per technician, employee engagement scores, technical certification, number of incremental product improvements per year and staff retention (Bhatti, Awan and Razaq, 2014).
Together, all four perspectives are complementary to the proposed competitive strategy as they ensure that, the financial goals of the Gixxer SF 250 are grounded in customer perceived value, internal efficiency and continuous organisational learning, in line with the belief that the use of BSC improves the efficiency of the organisation when perspectives are used as a whole, not as isolated components (Oyewo, Moses and Erin, 2022).


4. [bookmark: _Toc236648334]Strategic Choices and Implementation
4.1 [bookmark: _Toc236648335]Current business-level strategy
Presently, the Gixxer SF 250 is following a focused differentiation strategy with a clear focus on engineering reliability, fuel economy, and touring comfort over high performance and lowest cost (Suzuki Motorcycle India, 2026). It offers a value proposition, refinement, reliable oil-cooled operating performance, a competitive running cost, and is now flex-fuel ready, all of which present a differentiation logic where the customer is willing to pay a moderate premium for perceived reliability and lower costs of ownership than for outright specification leadership (Al-Surmi, Cao and Duan, 2020). At the moment, however, the strategy is not quite as niche as it could be, given that its features and price are shared more or less with the Karizma XMR and Yamaha R15.
4.2 [bookmark: _Toc236648336]Available strategic choices
There are a number of realistic options. A cost-based strategy, which will directly compete on price with the Bajaj Pulsar RS200, is likely to strip away Suzuki's reputation for reliability. The differentiation strategy has to be performance-based, which would demand a considerable re-engineering and would clash with the Suzuki brand story of touring (KTM India, 2026). A technology-based differentiation strategy for this technology is an investment in richer connectivity and rider assistance systems, which directly targets the weakness identified in the SWOT analysis. A differentiated strategy based on sports-touring would reinforce Suzuki's current positioning on reliability and comfort instead of competing with its rivals on their agenda. A differentiation strategy on sustainability or flex-fuel would continue Suzuki's lead in targeting E85 as a clear message. There was also the possibility of a hybrid approach, where the Gixxer SF 250 would not be the value leader and would not be the technology leader, but would be somewhere in between, this is an appealing idea, but one that fails to sustain a value position, and is a common trap for companies that try to pursue a cost squeeze while trying to be the “value” brand (Al-Surmi, Cao and Duan, 2020). Based on the best evidence of differentiation-strategy research in emerging markets, innovation capability and the ability to communicate differentiation work together to provide a more reliable boost to competitive advantage than price competition alone (Sivaslioğlu, 2021; Soomro, Cao and Islam, 2023). The most promising solutions for SMIPL, then, are those that differentiate their offerings in the sport-tourism niche while incorporating technology and flex-fuel elements, not those that aim for cost leadership or an un-targeted hybrid strategy.
4.3 [bookmark: _Toc236648337]Evaluation using SAFe
4.3.1 Suitability
A differentiation strategy based on technology and sustainability directly addresses the external analysis discovery that ethanol policy and consumer expectations for digital products are both accelerating, and the VRIO discovery that Suzuki's most defensible resources are its engineering and flex-fuel readiness. It also tackles the SWOT identified weakness of feature visibility.
4.3.2 Acceptability
The risk is moderate as incremental feature and marketing investment is lower-risk than a full platform redesign. Probable returns involve expanded share and margin from upspecs. If the features can be communicated, customers will appreciate it, the showroom story will be enhanced and the parent company will be pleased to see a strategy based on the technology in place rather than capital intensive development, which is what the shareholders expect, given the strong profitability growth the company has reported recently (The Company Check, 2026).
4.3.3 Feasibility
In terms of financial, incremental connectivity and marketing investment is possible with reported profit growth, in terms of manager, existing Gurugram capacity can be used without investing in new plant and in terms of material, flex-fuel components are already validated in the existing E85 variants which minimizes supplier risk. The three main alternatives (performance differentiation, technology differentiation and combined sports-touring/flex-fuel differentiation) are briefly compared and a favorable outcome is obtained for the combined alternative on a consistent basis when compared on the basis of suitability, acceptability and feasibility.
4.3.4 Recommended strategy and competitive advantage
The suggested course of action is a sports-touring differentiation strategy that is targeted, with technology upgrades and improvement in customer value and pricing. Their target clientele are young aspirational riders (around 20-35 years) who are looking for some real touring ability, not just track running, and who are looking for cheaper running costs and reliable engineering. The suggested "value proposition" is centered on the current flex-fuel, oil-cooled platform with more rewarding connected-dashboard extras, bigger ownership packages (extended service and touring accessory deals), and increased engagement in the dealer and community with the broader Gixxer rider community, all through more extensive Gixxer rider events. This contrasts with KTM's performance-first brand and Bajaj's price-first approach by focusing on key purchase drivers – TCO, touring comfort and environmental readiness (KTM India, 2026). When followed consistently, the expected competitive advantage is a defensible mid-premium position that is more difficult for pure performance or pure budget competitors to occupy simultaneously, in line with research indicating that offering differentiation is the most likely to create competitive advantage when supported by ongoing innovation and not a single-off launch of a new feature (Fabrizio et al., 2022).
4.3.5 Implementation challenges and mitigation

[bookmark: _Toc236648355]Figure 10: Implementation challenges and mitigation for Suzuki Gixxer SF 250 in India. Source: Own Contribution.


Section 2: Reflective Account
5. [bookmark: _Toc236648338]Gibbs reflective cycle

[bookmark: _Toc236648356]Figure 11: Reflective Account using Gibbs' (1988). Source: Own Contribution.
5.1 [bookmark: _Toc236648339]Description
I chose Suzuki Motorcycle India and the Gixxer SF 250 as the bikes had existing and reliable information on pricing, specification and market position at the time of the model year 2026 refresh. For product information, I used data obtained from manufacturer and dealer. For competitor information, I relied on automotive trade press while for market figures, I used macroeconomic sources like the RBI and SIAM. I used the framework of PESTEL, Porter's 5 Forces analysis, VRIO, SWOT, Balanced Scorecard and SAFe evaluation framework to develop a structured strategic argument.
5.2 [bookmark: _Toc236648340]Feelings
I started the assignment with a decent amount of confidence as strategic frameworks are familiar tools from previous assignments. That confidence would be put to the test as soon as I began collecting model specific evidence: Suzuki is a company that is not known for posting a lot of granular financial or strategic information on the SMIPL level and much of the information made available online is focused on pricing and specification and not strategy. This brought some initial confusion regarding the implementation of the VRIO and the Balanced Scorecard with real and pertinent data from the company itself, not just industry statements. My confidence grew as I triangulated a variety of information, such as the trade press, government policy data, and peer-reviewed literature, and by the analysis stage I was confident enough to make strategic judgements that were reasonable rather than merely a description of the frameworks.
5.3 [bookmark: _Toc236648341]Evaluation
What's worked out well has been the ability to synthesize the data from the current trade press (product specification, competitor pricing) and academic literature (framework validity and generalised findings). The sources that were more informative and provided up-to-date and accurate product details were automotive trade sources like Times Drive, BikeDekho and Bikeadvice, and government and RBI sources which provided reliable macroeconomic details. The academic literature for VRIO, Porter's Five Forces and differentiation strategy and the Balanced Scorecard were useful to provide a basis for interpretation that was sound in academic theory, and not opinion. One of the challenges was the lack of financial data presentation specific to the SMIPL, meaning that some internal-analysis judgements, notably the rarity and imitability of the VRIO, were based on industry-wide patterns rather than on confirmed SMIPL data.
5.4 [bookmark: _Toc236648342]Analysis
I was impacted by the sequence in which I worked through PESTEL, Five Forces and VRIO, as it changed my understanding of how they all work together as opposed to on their own. At first glance PESTEL seemed like a checklist of which factors should be considered for assessing a company's external environment, but when I started to relate these factors to the VRIO assessment of the readiness of the company to use the flexibility of fuel, I realized that external opportunity and internal capability, rather than being distinct exercises, are actually complementary. The biggest hurdles were how to connect theory with the realities of the company - much of the literature I found on VRIO, and the Balanced Scorecard was abstract, or was based on other industry contexts and needed to be adapted to the context of a mid-sized subsidiary in a very competitive Indian segment, not a large multinational OEM. I also came across some conflicting data, especially regarding the GDP growth and inflation rate figures that were kept getting changed by RBI in 2025 and 2026— solved by using only the latest data, as opposed to the average of the estimates. Developing strategic judgement involved the ability to assess the quality of the evidence, the ability to differentiate between verified company facts and marketing statements, and a general level of knowledge within the industry as opposed to peer reviewed findings, not to be treated as equally authoritative. Hindsight being 20/20, I wish I'd developed a structured evidence log earlier, documenting what I found and how reliable each source was as I was reading it, instead of piecing it back together from the analytical writing when I finished. I also see, looking back, that the same sort of thing could happen with VRIO in that regard – being too generous in characterizing the capacity of a company as a competitive advantage, because ultimately if you're an honest analyst, as you get closer and closer to the facts, you want to distinguish between the capacity that's a threshold resource and the capacity that's actually a sustained competitive advantage.
5.5 [bookmark: _Toc236648343]Conclusion
This assessment further developed my understanding and skills in applying a number of strategic frameworks to a single case, not just separately, and helped to enhance my critical awareness of the quality of evidence when disclosure of the public company is limited. I gained research, synthesis and Harvard referencing skills, and an understanding that strategic recommendations should be based on specific analytical findings, not general intuition. Re-doing that job, I would start financial and policy research earlier because the macroeconomic data is regularly updated and macroeconomic figures had to be rechecked at the last minute. My perception of strategic management as an academic exercise to a lens that can be used in conjunction with another lens to result in a more defensible strategic recommendation.
5.6 [bookmark: _Toc236648344]Action plan
In future strategic management work I will: use university available academic databases such as Scopus, EBSCO and Emerald Insight earlier in the research process, as these are good sources of peer reviewed information for strategic management which is subject to frequent changes; use one of the above-mentioned databases in preference to the others, as it is more widely available for strategic management research than the others; have a structured reference tracker from the outset of research, rather than compile references at the end of the assignment; compare frameworks in a more critical manner than they are currently applied; improve my time management by setting fixed research time windows before starting the writing; and strengthen my financial analysis skills, such as ratio analysis, to more effectively evaluate company performance, so as to better support evidence-based recommendations for future assignments.
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Strengths


Reliable, refined oil-cooled engine and Suzuki brand heritage


Weaknesses


Opportunities


Growing premium (>150cc) segment share, 19% and rising


Threats


New/refreshed competitor launches (e.g., Yamaha R2)


Early flex-fuel (E85) variant availability


Competitive fuel economy (~38 kmpl) and touring credentials


Established manufacturing and dealer network


Fewer headline features (ride modes, TFT graphics) than some rivals


Less aggressive track-focused image than KTM RC 200


Limited marketing intensity at model level versus TVS/KTM


Narrower model-level digital ecosystem


Flex-fuel and ethanol-blend policy alignment


Digital rider communities and connected-technology upgrades


Favourable financing conditions from RBI rate cuts


Aggressive pricing from Bajaj and TVS


Electrification policy and EV substitution


Rising input and compliance costs (OBD-2B, emissions)



Challenge


Likely effect


Development costs for new connectivity features


Margin pressure in the short term


Mitigation


Phase features across variants; leverage parent-company technology transfer


Dealer inconsistency in communicating new positioning


Diluted brand message


Structured dealer training tied to the Learning and Growth scorecard perspective


Competitor retaliation (e.g., Yamaha R2 launch)


Price and feature pressure


Monitor competitor launches; maintain flex-fuel and reliability messaging as a distinct anchor


Supply-chain exposure for electronics components


Delays or cost increases


Diversify suppliers where feasible under PLI localisation incentives


Weak market communication of flex-fuel advantage


Under-recognised differentiation


Integrate flex-fuel messaging into digital marketing and dealership signage



Description


Feelings


Evaluation


Analysis


Conclusion


I selected Suzuki Motorcycle India and the 2026 Gixxer SF 250 because current product and market information was publicly available. The analysis used manufacturer, industry, academic and macroeconomic sources alongside PESTEL, Five Forces, VRIO, SWOT, Balanced Scorecard and SAFe.


I initially felt confident, but limited SMIPL-specific financial and strategic information created uncertainty during the internal analysis. My confidence improved after triangulating company, industry, government and academic evidence.


Combining current automotive sources with academic and government evidence helped produce a more credible and theoretically grounded analysis. However, limited SMIPL disclosure meant that some VRIO and performance judgements depended on cautious inference.


The assignment showed how external factors, internal capabilities and strategic choices are interconnected rather than separate analytical tasks. It also improved my ability to evaluate source quality, resolve conflicting data and distinguish threshold resources from genuine competitive advantages.


The assignment strengthened my ability to apply strategic frameworks coherently and develop evidence-based recommendations. It also improved my research, synthesis and Harvard-referencing skills while highlighting the need to verify changing financial and policy data.


Action Plan


In future, I will start research earlier, use more peer-reviewed databases and maintain a structured reference tracker from the beginning. I will also improve time management, framework comparison and financial-analysis skills to produce stronger strategic evaluations.
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