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[bookmark: _Toc81502791]INTRODUCTION                                                    
This study is a strategic analysis of the GlaxoSmithKline company on how to address key issues facing the company, by conducting internal, external and industry analyzes, using managerial models and theories, and showing how these are applied in emerging strategies. It presents how GSK company achieves competitive advantage through its own specific strategic management choices, how it handles the growth and sustainable strategies it implements and provides conclusions and recommendations regarding these.
[bookmark: _Toc81502792]COMPANY OVERVIEW
The GlaxoSmithKline company begins with the establishment of a pharmaceutical shop in London, whose history dates to the 1700s. It is a long-established company that has grown over time and got its current name through the acquisitions and mergers of laboratories and businesses in many sectors such as pharmacy, drugs, vaccines, skin care, human health from geographies such as England, USA, Europe and New Zealand. The company, which has three global business areas such as pharmaceuticals, vaccines and consumer health, aims at high quality and differentiation with more than 100,000 employees around the world.  Emma Walmsley, CEO of GSK company since 2017, was previously CEO of GSK consumer health (gsk, 2021).
The company delivered 2.2 billion packages of medicines, more than 580 million vaccine doses and 3.8 billion consumer health products in 2020 to contribute to human health. As part of its capital allocation framework, GSK continues to invest to generate returns for its shareholders. The company paid a dividend of 80p per share in 2020 and generated free cash flow of £5.4 billion. The company makes a positive contribution to the geography in which it operates by working with 36000 suppliers in 96 countries. Aiming to be a modern employer, the company paid £1.7 billion in corporate tax in 2020 (GSK, 2020).

[bookmark: _Toc81502793]GSK’S MISSION AND STRATEGIC OBJECTIVES
GSK's mission is to improve humanity's living standards by enabling people to do more, feel better and live longer. This mission guides the company’s actions in developing strategies that will prevent and treat diseases with a skilled workforce, scientific and technical knowledge, and deliver the high-quality healthcare products as many people as possible (GSK, 2020).

[bookmark: _Toc81502794]GSK’S SUCCESS FACTORS
The merger of two international companies, Glaxo Wellcome and SmithKline Beecham, in 2000 created GSK, one of the largest companies in the pharmaceutical research-based market. Historical mergers and acquisitions are the secret to the success and growth of the company by gaining greater market share (MarketLine, 2011).
Although the establishment of many pharmaceutical companies such as GSK dates back many years, most of the companies operating in this field can operate strongly today, as they follow acquisition and merger policies and attach importance to R&D studies.
[bookmark: _Toc81502795]PESTLE ANALYSIS OF UK
With the help of PESTLE analysis, organizations gain insight into their business decisions and strategies according to the external factors that affect them. It offers HR and senior managers the opportunity to assess any industry and organizational risk and review their decisions as that risk arises. PESTLE is a popular HR topic that provides a basis for changing plans such as learning and development, organizational development, marketing path in the country. It can also shape the potential for additional cost by enabling more research to include in the future (Morrison, 2020).
POLITICAL: The United Kingdom is one of the most respected and influential countries in the world and plays a major political role. It is one of the five permanent members of the International UN Security Council. It is a founding member of NATO and a member of the G8. Boris Johnson was appointed as the new prime minister in July 2019, following Theresa May's resignation in June 2019. It exhibits a non-volatile domestic policy. It tends to make political decisions that give importance to environmental regulations. It officially left the EU at the end of December 2020. The tax regulations between the United Kingdom and the EU are determined by mutual agreement.
ECONOMICAL: The United Kingdom is one of the countries with the largest economy in the EU. The UK is seen as a lucrative destination for investors due to its diverse economy. According to the World Bank’s Business Report 2020, the UK is the eighth best country in the world with an average of 4.5 days to start a new business. The country has a solid science base in knowledge economy sectors such as banking, software and pharmaceuticals. England has a positive business environment, talented professionals, a central time zone perfectly positioned between east and west, a flexible regulatory environment and a leading global financial center in London. Although it is known that there will be losses such as border controls, interruption of production networks and elimination of non-tariff barriers with the exit of the UK from the EU, it is expected that the economy of the UK, which exports almost half of the total goods to Europe with a negotiated Brexit, will overcome this. On the other hand, as in the whole world, the uncertainty of COVID-19 brings with it economic recession (MarketLine, 2020).
SOCIAL: A strong education system and health care services are among the UK social strength aspects. UK has a top-quality education network that attracts students from all over the world. The UK's healthcare system is one of the most successful social enterprises in the world. UK public spending on health has traditionally been high, which has helped maintain quality and efficiency. Child poverty and the controversial immigration law are current challenges to the UK social system. To minimize future risks, such as the challenges of an aging population and increasing inequality, policies can be developed to support retirees and encourage savings (MarketLine, 2020).
TECHNICAL: The UK is among the leading countries in the world in terms of technology and innovation. Despite the positive practices prevailing in the country, such as effective intellectual property rights and increased R&D spending, the lack of qualified personnel and regulatory controls over domestic innovations present various challenges. Concerns about an increase in cyberattacks in the future raise expectations for government policies to encourage R&D and incentives for new industries in technology. In November 2017, with the aim of making the country the most innovative country in the world by 2030, the government announced a new industrial strategy in November 2017. The government has implemented incentives such as tax concessions to attract investment in sectors such as nanotechnology, space exploration and tourism and alternative energy. Such ventures are often capital-intensive, and the returns are uncertain, while the prospects for companies that succeed in making a breakthrough are bright (MarketLine, 2020).
LEGAL: High job freedom, effective enforcement of legislation, low overall tax rate and cost of tax compliance are the current strengths of the legal system in the UK. Faced with various challenges due to traditional freedoms and the growing threat of terrorism, the legal system is nevertheless organized, effective and transparent. With measures to reduce tax evasion, improvement of product market regulations, and corporate tax reduction, investments in the country may increase in the future. According to Paying Taxes 2020, the UK's total rate of profits taxes, workers' taxes and other taxes is lower than in EU countries. The tax burden and compliance costs allow a country to invest more (MarketLine, 2020).
ENVIRONMENTAL: The United Kingdom has a key role in determining future global policies, with its strong global influence and good track record in implementing environmental policies. The country sets a carbon budget, proactive policy towards the Kyoto Protocol successor and ambitious environmental targets to reduce the threat of high air pollution. It is challenging for countries to strike a balance between economic developments and environmental protection. In the UK, even the transition from the industrial sector to a services-based economy has not eliminated the harmful impact on the environment. For the UK's economic growth to be sustainable, the government must focus on green growth. The health sector crisis caused by Covid-19 in 2020 and the ensuing economic collapse have diverted attention and resources away from environmental sustainability. In addition, higher environmental damage costs are expected during this economic recovery. Nevertheless, government policies should be aimed at protecting the environment in all circumstances (MarketLine, 2020).
[bookmark: _Toc81502796]INDUSTRY ANALYSIS
An industry is a group of companies that manufacture the same products or provide services such as the smart phone industry, the airline industry... Industries where public services are offered are defined as sectors such as the health sector, the education sector... Managers of companies determine which strategy to follow by carefully examining the industry and the actors involved, considering the strategies of the competitors, the needs of the customers, the supply chain, etc. Industry and sector analysis can be created by well-defining industry types and dynamics and by considering the effects of competitor groups and segments on the target industry in detail. A well-structured industry analysis with a competitive five-force framework and industry life cycle contributes to the long-term attractiveness of companies and their entry into high-profit companies. Industry analysis is handled in terms of the Competitive Five Forces Framework whose components are competitors, customers, potential entrants, suppliers and substitutes. Basic industrial structures and dynamics examine the economic reasons underlying the types of industries and which industries evolve in line with the industry life cycle. Reviews of competing groups and segments include strategic groups, organizational groups with similar strategies, and customer groups with similar needs. The first step of industry analysis is to define the industry arena in which the competition will take place in a way that is neither too narrow nor too broad. Second, the industry value chain needs should be analyzed. Third, many industries must be analyzed at different levels in the context of different geographies, markets, product and service types (Whittington, et al., 2019).
[bookmark: _Toc81502797]INDUSTRY LIFE CYCLE
In the industry life cycle as the image below, industries start their development phases slowly, then quickly go through a growth period and reach their peak in the shake-out period, passing through a maturity period and finally a decline period with slowed or stopped growth. Competitive five forces have effects at every stage of the industry life cycle. In the experiential development phase, low competition is seen with products with high differentiation and innovation. Competition is low as there is little market opportunity and high growth during the growth phase. In the swing phase, competition rises as market growth slows and there are some exits. Administrative and financial power is important at this stage. Market growth is low in the maturity stage. Standard products are competitive due to high barriers to entry, market share and cost. During the decline phase, competition is extreme due to price competition and exits. Cost and commitment are key factors at this stage (Whittington, et al., 2019).

[image: ]
GSK's revenue growth is driven by mature prescription drug growth. GSK has become increasingly dependent on a few individual product franchises, such as Seretide/Advair's exposure to generics competition in the short to medium term. GSK is not getting the income it expects from consumer healthcare products. As a result, the company decided to get rid of some consumer health products that put a financial burden on it. One of them is the weight loss drug Alli with a promotional campaign that consumes a significant number of resources.
[bookmark: _Toc81502798]PORTER’S FIVE FORCES ANALYSIS
The five major power models that Porter described in 1980 can be used to understand better the competition of corporations which operates on private, public, or non-profit sectors, with their customers, suppliers, substitutes, and other organizations. (Hooley, 2019)
POWER OF BUYERS: Moderate. The number of buyers in the healthcare market in the UK is limited. This means that they can guide the sales in the market. Although this situation increases the power of the buyers in the market, the buyers are looking for high quality and reliability as they are in the health sector. This reduces their power. 
POWER OF SUPPLIERS: Moderate.The production of raw materials for healthcare equipment requires sterile conditions and meticulous work. Some pharmaceutical raw materials can be in limited quantities in nature. Although this situation increases the power of the suppliers, the bargaining power of the suppliers is not so much as the buyers can reach cheaper and various options.
THREAT OF NEW ENTRANTS: Moderate. Since large-scale international companies dominate the market, they can negotiate on the price. This reduces the threat of new products. However, companies are constantly introducing new, powerful and diverse products to the market due to the high costs they spend on R&D.
POWER OF RIVALS: Moderate. There are large-scale international organizations that increase the level of competition in the healthcare market. These organizations can bargain intensively on price. With similar products, R&D activities, wide range of equipment, this competition is reduced to some extent. Many players in the healthcare market also operate in various markets. This diversification reduces the dependence on any field of activity. In general, the competition in the market is moderately rated.
THREAT OF SUBSTITUTES: Low.Since health care equipment and supplies are extremely important for public health needs, quality is given importance and there is no valid substitute. Although the threat of substitution in this market is very weak, rapid investment in health technology may be a viable substitute in the future (MARKETLINE, 2020).
[bookmark: _Toc81502799]THE STRATEGIC MANAGEMENT FRAMEWORK OF GSK
Strategic management is the goals, plans and activities that the organization determines in order to realize its purpose of existence. Strategic management includes two basic elements. These are corporate-level strategies and business-level strategies. Corporate-level strategies of companies answer the questions such as, in which business area the company is in, what main directions it will take for the future, what is the organizational culture and business style, what is its attitude towards strategic changes. Business-level strategies of companies answer the questions such as, how the company competes with its competitors, what are its sustainable competitive advantages, how they can be innovative, who their customers are, and how they can add value to the company. The strategic management process cannot be expected to be considered in isolation from the uncertainty of the future. In this sense, strategic management is to find and experience market opportunities that fit the time flow and to develop them in a competitive market (Lynch, 2018).
CORPORATE STRATEGY: To generate more revenue, GSK plans to put emphasis on cost reduction strategies going forward, such as improvements in support functions, supply chains and procurement efficiency. While focusing on sales growth, this strategy is likely to result in high operating margins.
KEY PARTNERS: GSK has formed multiple partnerships with CureVac for COVID vaccines that will develop next-generation mRNA and with Vir Biotechnology for therapeutic antibody therapies in order to develop COVID-19 solutions (GSK, 2020).
CUSTOMER SEGMENTS: Demographic change is increasing the demand for therapeutic health products and preventive measures. Population of the world is expected to grow to 8.5 billion by 2030, while the proportion of people over 65 is predicted to double by 2050. This means that demographics change as populations in all countries age. More people now live-in cities, and a quarter of them are the rapidly expanding middle class and wealthy. All these factors contribute to increased demand for healthcare, vaccines and specialty medicines as well as general medicines (GSK, 2020). In order to meet the changing needs of customers and patients, GSK develops and launches new product lines with an innovation priority. The company's global healthcare and pricing strategies are geared towards serving a broad demographic of its products.
REVENUE: According to GSK's Annual Report 2020, the company's revenue is £34billion annually, with £17billion from pharmaceuticals, around £7billion from vaccines, and £10billion from the consumer healthcare industries. It can be said that among these three industries, the company earns the most from pharmacology. However, when compared to the previous year, there was a 3% decrease in the income of pharmacological products and a 2% decrease in the income of vaccines, while the income of consumer health products increased by 12% (GSK, 2020). Nevertheless, GSK company, despite allocating the most budget for its advertising expenditures to consumer health care products, failed to earn the expected profit, which led it to pursue different strategies.
[bookmark: _Toc81502800]GSK’S STRATEGIC RESOURCES AND CAPABILITIES
Managers, who understand the resources and capabilities of the organization, can make the right diagnoses and decisions and manage successfully in a competitive advantage. In order to analyze these resources and capabilities well, methods such as SWOT, the value chain, VRIO analysis are vital for managers (Whittington, et al., 2019).
[bookmark: _Toc81502801]VALUE CHAIN ANALYSIS
[image: ]The value chain categorizes the activities in the creation of an organization's products or services. Organizations that want to have a competitive advantage by presenting the value they create to their customers and managers must first decide which activities will help the organization to create more value. In this direction, the value chain offers strategists the opportunity to think from different frameworks in terms of determining the activities of the organization. The image below shows the value chain activities developed by Michael Porter and the harmony of these activities with each other  (Whittington, et al., 2019).

[bookmark: _Toc81502802]PRIMARY ACTIVITIES
The primary activities in the value chain developed by Michael Porter are related to the direct release or presentation of any product or service.
INBOUND LOGISTICS: It is about receiving, storing and shipping product or service inputs.
OPERATIONS: It concerns the processing, packaging, assembly and testing of the final product or service.
OUTBOUND LOGISTICS: It is related to the sale and distribution of the product or service to the customer.
MARKETING AND SALES: It is about the consumer or users being aware of the product or service and buying it.
AFTER-SALE SERVICES: It is about maintaining the value of the product or service after sales as well as repairs and technical support.  
[bookmark: _Toc81502803]SECONDARY ACTIVITIES
Secondary activities are supportive activities developed to ensure the effectiveness and efficiency of primary activities.
PROCUREMENT: The processes that occur in different parts of the organization to provide resource inputs to primary activities. Many large consumer goods companies with multiple businesses still supply ads centrally.
TECHNOLOGICAL DEVELOPMENT: Increasing technological knowledge such as R&D, product design, improving production activities, raw material production developments. 
GSK is undertaking major restructuring to better align itself as a biopharma company with a strong pharmaceutical line powered by R&D using genetics and new technologies.
HUMAN RESOURCE MANAGEMENT: It is concerned with the recruitment, management, training, development and rewarding of individuals in the organization.
INFRASTRUCTURE: Planning, financing, quality control, information management, and organizational structure systems in an organization (Whittington, et al., 2019).
[bookmark: _Toc81502804]SWOT ANALYSIS
The purpose of SWOT analysis for a business is to minimize the company's weaknesses from internal factors and threats from external factors. It is to use the opportunities arising from external factors in the best way and to highlight the strengths of the company from internal factors (Kotler & Armstrong, 2017).
STRENGTHS: GSK is the second-best company in the sector in terms of revenue with its high sales table and strong position in the international market. It is one of the leading prescription pharmaceutical companies in the global industry, accelerating the company's planned strategic expansion in emerging world markets. GSK's internal R&D capabilities, especially in the areas of infectious diseases, vaccines and the central nervous system, have made the company an industry leader thanks to internal licensing, joint development and other research collaborations (MarketLine, 2011).
WEAKNESSES:  GSK's Avandia sales were suspended in Europe and restricted in the United States due to safety concerns as well as increasing the risk of heart attack and other cardiovascular diseases. Following the merger of GSK's Glaxo Wellcome and SmithKline Beecham, the R&D line achieved limited sales growth (MarketLine, 2011).
OPPORTUNITIES: In the face of ever-changing consumer healthcare demand, a relatively large R&D pipeline could generate significant revenue growth for GSK. GSK's ability to establish an expanded presence in the rest of the world in the sales of prescription drugs in emerging markets will set records in growth for the company. GSK may increase its sales and marketing practices to expand further into the US market. 
THREATS: The temptation of mergers and acquisitions may lessen the impact of GSK's diversification strategy. Other major pharmacological companies competing with GSK are also trying to address these specific diversification strategies. Therefore, GSK now faces a limited period of revenue growth. Against the rapidly spreading Covid-19 epidemic in the world in recent years, all major pharmacological companies gave importance to vaccine and drug development studies and allocated resources. Producing the fastest and most effective vaccine has been a top priority for companies. Although it poses a threat for GSK to fall behind the market in the first vaccines produced and released to the market, the company continues its scientific activities to develop vaccines against different variations of Covid-19 and tries to turn this situation into an opportunity for itself.


[bookmark: _Toc81502805]VRIO FRAMEWORK FOR GSK
VRIO is an acronym for value, rarity, inimitability, and organization. This hierarchical framework is used to define potential organizational success through internal resources. In this framework, it is first checked whether the resources are evaluable. Internal resources without value cause a disadvantage in the competitive market. Valuable and rare resources take the organization to the next level and provide a temporary competitive advantage. The highest level is achieved if the resources are valuable, rare and very difficult to imitate. This highest level creates potential above normal performance and provides sustainable competitive advantage. Only a few companies can reach this top level (Bach & Edwards, 2013).
[image: ]
Leveraging the company's strong historical heritage in HIV-drug development, an HIV/AIDS specialist company called ViiV Healthcare was established. This has given the company a leading position in the global infectious disease and vaccine markets. Strengthening GSK's position in the vaccine and infectious disease markets was supported by aggressive moves to strengthen its presence in key markets and accelerated its diversification strategy. The successful results of ViiV Healthcare's work on the malaria vaccine are encouraging in tackling a disease that kills hundreds of thousands of people each year. In this process, the resources that the company invests and uses are valuable, rare, and since the company achieves results with its own R&D infrastructure, its patent is its own and it is difficult to imitate. In this direction, vaccine development studies supported by the company have a sustained competitive advantage when handled within the framework of VRIO.





[bookmark: _Toc81502806]GSK’S STRATEGIES TO SUSTAIN COMPETITIVE ADVANTAGE
PORTER’S GENERIC STRATEGIES
[image: ]Competitive strategy explores ways in which an organization, business unit, or company can gain competitive advantage in its field. Competitive advantage is that a company, business unit or organization creates value for its stakeholders, both by earning more than the cost of procurement and by being ahead of its competitors. There are two ways to achieve competitive advantage. The first is to reduce costs structurally more than its competitors. The second is to offer the customer products and services that are different from those of their competitors. In this context, Porter examined different strategies that can be applied according to the dimensions of competitive scope and competitive advantage. Based on competitive coverage, companies may choose to focus on narrow or broad customer segments. The distinctions between cost, diversification, and coverage define generic strategies. According to this generic, 3 different generics have been developed as cost leadership, differentiation, cost or differentiation focus. Companies that reduce costs compared to their competitors and appeal to a wider consumer network adopt a cost leadership strategy. Companies that follow a differentiation strategy offer a wide range of quality at higher prices compared to the market in which they are located. Cost-oriented and differentiation-oriented strategies both appeal to a narrow target audience, but the main distinction between the two is that the differentiation-oriented strategy appeals to high-income people with its high cost (Whittington, et al., 2019). 
Aiming to improve the health of millions of people every year, GSK offers its products at responsible prices to make its business sustainable. The company explains the basis for maintaining the balance between sustainable business and responsible pricing with innovation, performance and trust priorities (GSK, 2020).
 In this context, GSK company focuses on differentiation, which is the second of Porter's generic strategies, in its strategic plans in order to maintain its competitive advantage. Within the scope of the competitor, it appeals to a wide audience of all ages and from all geographies. However, it makes the pricing in line with this responsibility in order to keep the costs it spends on R&D lines, which will put the company ahead in competitive advantage, at the desired level. For example, Sensodyne toothpaste, which stands out in teeth whitening, and Paradontax toothpaste, which stands out against gum problems, are consumer health products of the GSK company. The company, which gives importance to R&D studies on the ingredients of these toothpastes, sets the prices of the products higher than their competitors such as Colgate, Signal and similar brands.
[bookmark: _Toc81502807]GROWTH STRATEGIES
[image: ]ANSOFF MATRIX: According to Ansoff's corporate strategy matrix, there are four key directions for organizational growth. A typical organization enters an existing market with existing products, usually from Region A. Then, it diversifies by increasing the product or market diversity. Diversification is expanding the range of products or markets offered by the organization. Related diversification is to expand products or services to existing business relations. With product / service development, region B of the Ansoff Matrix is ​​moved, and with market development, region C is moved. Alternatively, the organization can move to region D by developing in both directions. In this unrelated diversification, the products or services are not related to existing business relations (Whittington, et al., 2019).
GSK merged its consumer health division with Pfizer's division to create a joint venture with leading market share in the consumer health sector. According to the details of the joint venture, the newly created division will be split as a separate company. Although Pfizer buys a 32% stake in GSK Consumer Healthcare, GSK retains a 68% controlling stake in Consumer Healthcare (Raghavan, 2020). With this merger, GSK is closing its consumer health business and continuing its remaining pharmaceutical and vaccine business under the provisional name "New GSK". The company aims to increase sales by 5% per year and profits by 10% per year over the next five years (Kollewe, 2021).The company plans to increase its sales in New GSK to £33 billion in 10 years; that's almost as much as £34bn for the entire group, including consumer healthcare in 2020. GSK and Pfizer companies, which are rivals with each other in the consumer healthcare products market, followed the market penetration strategy in the A region according to the Ansoff Matrix, as they entered the existing market with existing products by following this strategy. Companies aim to reach a wider consumer base and expand the market through product diversification.
[bookmark: _Toc81502808]GREEN STRATEGY AND CSR
The green strategy is about the organization's focus on sustainability in environmental issues and supporting business priorities. In this context, there are seven basic issues that companies should consider. Effective use of energy resources, sustainable use of natural resources, protecting the biosphere by developing carbon neutral organizations, self-sufficient countries, more resource efficiency, reducing and eliminating waste, and changes in lifestyles are among these basic measures. The green strategy environment should be analyzed around 3 main factors. These are government legislation and directives, business opportunities, customer and consumer perception, and pressure to change it. When customers and consumers refuse to use products and services that do not meet environmental standards, companies will be affected and will focus on green strategies. The green strategy value chain seeks ways to reduce energy consumption, carbon emissions, and adapt recycling policies. In the green strategy value chain, organizations must first share it with their suppliers. In this way, they can explore and develop resources for the green strategy. Another step is to construct energetically efficient buildings, infrastructure to deliver energy, and facilities from recycled materials. It is important to switch to a new generation production with cheap and low energy emissions by using recycled materials. Customers should also support the green strategy in recycling and energy development technologies. Services should provide advice and consultations that will expand green energy (Lynch, 2018).
GlaxoSmithKline estimates that 40 percent of carbon emissions originate in the supply chain. There may also be benefits for both the company and its suppliers as a result of addressing green strategy issues. Such benefits and costs can also have an impact on the supply chain's inbound logistics, such as shipping and inventory holding costs.
[bookmark: _Toc81502809]CONCLUSION
GlaxoSmithKline company is one of the leading companies in the pharmacology, vaccines and consumer health care industries with its successful growth strategies it follows among its many global giant competitors such as Pfizer, Johnson & Johnson, Roche, Novartis. The company, whose founding date goes back more than 300 years, took its current form thanks to the many mergers and acquisitions it has incorporated. Even though the companies in the pharmacology sector are in close competition with each other, the innovation of any one of them can be very painful for another company. These companies may face various financial difficulties from time to time as they give great importance to R&D investments that require cash flow and infrastructure. In addition, since the sector in which they operate directly affects human health, it is very likely that companies will incur losses or be penalized by legal practices in wrong applications or drugs whose results are not as expected. GSK company, which has the highest fines payment among its competitors, owes these losses to the technical knowledge it has obtained through innovative studies. In today's world where information is the most vital power, the company bases its long-term priorities on innovation, performance and trust. The company, whose place of establishment is in the UK, has also opened up to the world with the logical investments it has made. For example, all pharmacology have been competing with time for about 2 years in order to stop the Covid-19 epidemic. Being a pioneer in vaccine development was very important to companies. GSK, which could not find a place for itself in this race, gave importance to drug development studies to support vaccines and treatment against new variants in partnership with Korean and Canadian companies, although it is not one of the pioneers. Unable to respond to the demands of the time, the company preferred to make investments for the future. The main goal of the company is to create long-term value for its customers, patients and stakeholders through its partnerships, company acquisitions, and new R&D pipelines it has established.
[bookmark: _Toc81502810]RECOMMENDATION
In GSK's annual reports, it can be analysed that of the three industries in which the company operates, the most earned income from the pharmaceutical industry. Despite not earning enough income, the company continues to invest in the vaccine and consumer healthcare industries. Its partnership with Pfizer, its competitor in the consumer healthcare industry, appears to be strategically beneficial to the company. In this way, it both attracts a competitor to its side and reduces the risk in its expenditures for this industry. However, it may not be wise to close the door to this industry, as this industry ensures that GSK is known in the society. As we know, advertising is the most important promoter of our age. Instead, the company should try to fire its consumer healthcare products in different ways.
The company appeals to wide audiences and geographies with its product range in the consumer healthcare industry. Following a differentiation-oriented strategy to a narrower target audience allows it to generate more revenue from this industry. For the aging population of the world, for example, anti-aging products that the company can bring to the market, such as supplements or vaccines, can be very effective. The company should update and use its R&D resources accordingly. Many products in the company's product range, such as toothpastes, vitamins, and food supplements, are substitutes in the market. The company can make its products more affordable and demanded in the market by adding various features to its existing products, such as Sensodyne being for sensitive teeth and being preferred by dentists, or by launching high-priced products for individuals.
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Table 2.1 The VRIO framework

Is a resource . . . Difficule Supported by Competitive

Valuable? Rare?  to imitate?  organisation?  implications  Performance
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