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Executive Summary:
For any business, the key to success depends on the right utilization of its resources. This calls for proper strategic planning and implementation of that plan. For business, at an early stage, it is even more important. Many company’s early success does not last long owing to the short sight of its strategic management. Our case company Yunnan Lucky Air is a Chinese domestic low-cost airliner. The company has been able to turn profitable within the first three years of its operation. But as the Chinese airline industry is going through a transformation and new airliners are coming up strong, Lucky Air needs to rethink is business which we tried to explore.
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[bookmark: _Toc16543348]Introduction:
Strategic management is a process that includes the analysis of environmental factors of an organization by its top managers for the purpose of formulation of strategies and the plan of strategy implementation and controlling (Athapaththu, 2015). With that in view, we look into our case company. Yunnan Lucky Air is a Chinese domestic flight operating low-cost airliner which is being owned by Hainan airlines. Lucky Air’s main focus was on catering the budget sensitive Chinese passengers which have been growing tremendously thanks to the country’s stable economic growth. Though the company has been able to double the passengers carried in 2007 from the previous year, stakes are high due to the growing competition in the industry. The industry is highly regulated by the Chinese government and options for expansions are very limited. In our case study analysis, we have tried to come up with strategies that can ensure sustainable growth for the company while ensuring that the company can continue flourishing without facing many burdens from the regulators and ensure customers loyalty. Now more than ever Lucky Air needs a strategic management plan because as Delfmann (2005) opined The renegotiation of previous bilateral agreements has placed the previously protected national carriers into a competitive and turbulent deregulated market. At the same time, new strong competitors are appearing, pressuring airports for even more operational freedom (Delfmann, 2005). Understanding the culture, structure and leadership style is crucial to indicate the after plan. Further, this report describes various types of business level strategy and ways to create a sustainable competitive advantage for Lucky Air. It also includes the corporate level strategy as well as the role of parenting in corporate level. Lastly, this report includes the evaluation method of strategy and also the method of development of strategy. The reader of the report will get a practical view of the strategic issues Yunnan Lucky Air had to go through in order to get the desirable space in the market place and maintain that position.


[bookmark: _Toc16543349]Value Chain Analysis of the Industry and the company: 
As we see from analyzing the value chain components of the airline Industry analysis. 

[image: Image result for value chain of airlines]
Image: airline industry value chain example
Source: (business.knoji.com)
So as we can see the whole industry is relied on better passenger delivery system and the operations needs to be as high quality as possible now we will delve down to the main portion and see our companies value chain in more detail.
[image: ]
Raw materials: The main raw materials cost for lucky air their cost for fuel it takes up almost 37% of their cost. They need to focus on the cost of their raw materials as the company wants to be a cost leader. Their plan increase their online presence is also connected with a more cost effective strategy. Secondly they have problem with the landing fees as they have to land on secondary airlines and this costs more other than this they have followed the southwest airlines model which is quite cost effective here is an overview of the cost structure of lucky air.

So as we can see if lucky air still wants to be competitive this strategy of high fuel cost is not working they need to find better suppliers for the fuel.
Operations: From the cost structure we can see their operational cost is quite low as they do not use much cost in operations to keep their competitive advantage.
Outbound logistics: Out bound logistics is not important in the airlines industry as they do not need to deliver as their main business is to deliver, but their price is quite low and outbound logistics is their main revenue source.
Marketing and sales: Their marketing cost is only .02% of their total cost as the travel business has been mainly a price war business but as the time is changing more improvement in online infrastructure is rapidly changing the landscape of the airlines business and this is what needs to have proper observance and seize on the opportunity to be the market leader in China.



[bookmark: _Toc16543350]Resource, competence and strategic capability: 
The competitive advantage of firms is seen as resting on distinctive processes shaped by the firm’s asset positions and the evolution path it adopts (Teece, Pisano, and Shuen, 1997).
SWOT Analysis:
Strength:  the Company’s core strengths are the lowest price and enough efficiency. Moreover, the easy selling system and the easy decision making system enable the business to make its growth more flourished and enhanced. As a result, Lucky Air having some useful strengths can enlarge the market and the future upcoming. So, the key points of the strengths are as follows:
· Low price 
· Operational efficiency
· Easy selling system
· Easy for the business people to make decisions
Weakness: The weaknesses that Lucky Air face are giving the company some upcoming threat and losing consumer market. For instance, having secondary airports and less efficient customer service are giving the firm short term as well as long term threat. Moreover, there are huge costs of commission fees. Furthermore, the basic weaknesses are as follows:
· Using secondary airports
· No luxury
· No other option if the low cost airlines does not work
· Less efficient customer service strategy
· 1% of the total sales is the commission fees which is causing huge cost increase. 
Opportunities: The main opportunities for Lucky Air are the increasing social media and payment system. Moreover, there has been a project to be initiated of 20.8 billion dollars. With the increasing and rapid growth of population, there is a possibility of huge market share. the basic opportunities are as follows:
· Rapid internet growth
· Infrastructure development in the payment industry
· 20.8 billion dollar investment on the airline industry
· Increasing number of customers


Threats: The main threats are the industry has high concentration ratio as the top three companies’ controls 83.7% of the industry. Since they are state-owned, government as the regulator can take actions that will only benefit them. The 20.8 billion might put adverse effect if it only benefits the state-owned airlines and tight government regulation that may restrict the company to expand its market. 
[bookmark: _Toc16543351]External analysis:
[bookmark: _Toc16543352]PEST analysis
PEST analysis mainly provides a general idea about the macro-environmental conditions and situation of a company (Yüksel, 2012). Hence with PEST, we try to analyze the case. 
Political: Based on the political view, Lucky Air is enforced by the political viewpoints and the impact of the government has been very influential. However, deregulations have made the company face the negative consequences and some other factors also impacts the macro-micro conditions. Some base political viewpoints are as follows:
· Government hold a very powerful position in the industry both as an operator, regulator and supplier. They almost hold 81% of the total industry 
· Deregulation helps government agencies
· No developed infrastructure.
Economic: The economy is growing so the effects are enormous in Lucky air as the airline has been adding greater value to the economy of the whole world. Due to ease of the transport and time saving facility, most passengers are using airlines and their contribution to the economy has been praiseworthy. So, with these upgraded values, the company can add some values to the economy with some additional information given below:
· Increasing disposable income
· Consumer looking more for convenience rather low cost effective
· Need for better services
· Business trips increasing
Social: The social changes for the increase in business and use of internet is immense and the effects are noteworthy as the social phenomenon are contributing to Lucky Air’s revenue model and with the use of online platform and communicating with each other at a low cost and safely, the company is being impacted by this social factor more rapidly. However, the other strategies for Lucky air are as follows:
· Online booking increasing
· Need for better protected online transaction medium increasing.
· Customers looking for better trips
· Choice for travel is turning to air traveling
Technological: Increase in internet and better communication system is decreasing the reign of commission based sales model the technology is to thank for that. The upgraded system of the airline has made the time savings and cost savings for the customers and the management of the flights as a whole. However, the new tech-based system often becomes prone to privacy issues that may lead to a massive disaster for the company. So, the better of the technology in the system of Lucky air has become the first need to make the service more secured and reliable.  
· The first change that technology has brought is the marketing opportunities.
· Secondly it has opened the door for online booking
· The payment infrastructure has not developed but it has a huge potential.
· Money transfer opportunity has opened the door for less commission fees.
[image: ]So from the above analysis we can say properly that the industry is in a disruptive situation this and the Chinese government wants the airline industry to improve but the uncertainty still lies of whether the development is just for the government itself or the private businesses can thrive in the new era. It is sure to say the industry will have different opportunities but it also means there is room for new challenges too.



[bookmark: _Toc16543353]Porter’s Five forces 
Threat of New Entrants: Low We have seen though the industry has recently been opened to private entities, the entry barriers are high due to government regulations. This industry is also a high capital industry so it is very hard for other companies to enter in this industry
Buyer’s Power: Moderate. The rising disposable income of Chinese people means they are choosing air travel over the rest of the substitute services so it means they have a power to choose whether they choose convenience or luxury although there are little choice but the customer power is moderate in this industry.
Threat of Substitutes: High. Other means of traveling from one place to another is developing fast. But due to being more time consuming people are preferring air travel when costs are competitive and affordable. But the problem with air travel is the hassle. The industry is well known for traveling outside the country but it is not known for inside traveling. This said the companies are trying to make easier payment system and easier travel booking system.  
Supplier’s power: High. There is only one state-owned company which regulates the leasing of aero planes for the companies. The limited leasing opportunities mean operating companies can face much obstruction in growth which leads to cut-throat rivalry. And the biggest which is fuel is different prices in different places and the government intervention makes it harder to collect raw materials for the companies.
Rivalry in The industry: Low. The rivalry is low because there is concentration of two big oil companies. But this concentration means the companies concentration means the companies which are small has to face huge disadvantages. But this might change very soon for the deregulations and the 20.8-billion-dollar investment.

	Five forces
	High 
	Moderate
	Low

	Threat of New Entrants
	
	
	√

	Buyer’s Power
	
	√
	

	Threat of Substitutes
	√
	
	

	Supplier’s power
	√
	
	

	Rivalry in The industry
	
	
	√


Table: Porter’s five forces 
However, it should be noted that Porter’s Five tends to over-stress macro analysis as opposed to the analysis of more specific product-market segments at a micro-level (Grundy, 2006). 
[bookmark: _Toc16543354]The competitors at a glance:
There are in total 25 airliners and the biggest three are state-owned, controls over 73.7%. Apart from the state-owned Air China, China Eastern Airlines, and China Southern Airlines, Spring Airlines, launched in 2005 and based in Shanghai can be a major competitor as they look to expanding their business while bundling with hotel and other related travel services (Kruehler, and Pidun, 2011). We can expect other new competitors coming up with similar business models as the strong stakes of government companies mean the regulator will do anything to ensure the dominance of the state-owned companies. Unless the private airliners can join forces with related parties it will be difficult to ensure proper growth opportunities.
[bookmark: _Toc16543355]Understanding the customers:
In China, the anticipated average annual growth of air traffic is 15%. Of the total air travelers, it is expected by 2013 low-cost carriers will carry almost 25% of the traffic with 20% yearly growth every year. The passengers had the option to buy tickets directly from airline, authorized agent or online distributor. Most of the passengers preferred to purchase their tickets from the offline agents as that would mean free delivery of the ticket and having face time with the seller which would provide them with reassurance. [image: ]The online purchase by Chinese consumers is really poor as they face difficulties in ensuring secured online payment service. Again, credit card usage is also very low among them. Things are changing. The young people with limited purchase option was the main user group of the internet and online payment.



[bookmark: _Toc16543356]Internal analysis
[bookmark: _Toc16543357]Stakeholder expectation and organizational purpose: 
A stakeholder approach to developing a model performance measurement captures issues of strategic planning (Atkinson, Waterhouse, and Wells, 1997).  
High Power – High Interest Group:  This includes the customers. The customers need to be provided with their value for money experience. They should be prioritized over everyone. The consumers are mainly of three types. They are leisure travelers, Business travelers, and family visit travelers. The biggest portion of the air traveler is business people although the other sectors are also increasing. 
High Power - Low Interest Group: The Government and the other regulatory body has a large influence on the company’s performance. They can set the different fees and control the supply of fuel and new aero planes. Close attention and careful observation should be made so that their actions can be monitored. 
Low Power – High Interest: The competitors apart from the state-owned airliners can exert little pressure as the price competition among the companies and the routes of operation are decided by regulators. Their actions should be carefully observed. 
[bookmark: _Toc16543358]Assessment of organizational culture, structure and leadership:
Ogbonna and Harris in their paper entitled “Leadership style, organizational culture and performance: empirical evidence from UK companies” tried to provide empirical evidence of the links between different types of organizational culture, a range of leadership styles and organizational performance. Structure of the company: The company is largely an adaptation of the western low-cost carriers particularly the Southwest Airlines. 
Cultural Aspect: It should be noted that the market components are totally different in China which the company has failed to address. 
Failure of leadership: Using secondary airports is not contributing much to cost control as in China the government set similar fees in all airports. So, the company could actually stay within the lucrative destinations without skyrocketing the cost and the passengers' number could increase further. 
[bookmark: _Toc16543359]Assessment of organizational structure and leadership
[bookmark: _Toc16337936][bookmark: _Toc16543360]Organizational structure
Yunnan Lucky Air has been following the network structure since its inception. The reason it is following the network structure is because the company is an airlines industry and it needs to be connected to the information database and the aircraft all the time. Using other organizational structures will not serve the purpose or the main essence of the business as good as the network structure does. Using the network structure, the company has connected all the activities of the business in one single network and operates all of its business activities based on this particular network.
[image: Network Organizational Chart Structure]
Image: Network Structure
Source: (creately.com)
All the department and functional units of the business is connecting to each other in Lucky Air and this gives them an opportunity to use the available information as effectively as possible (Zheng, Yang and McLean, 2010).
[bookmark: _Toc16337937][bookmark: _Toc16543361]Organizational leadership
In the case of Yunnan Lucky Air, democratic leadership is seemed to be present. The company follows an open minded outlook for the workers which helps them cope up with the dynamic industry as the airlines industry in China. Such form of leadership is good in helping workers take decisions that serve the entire organizational objective since, there is a liberty for the workers to be innovative as much as possible.

[bookmark: _Toc16543362]Observations:
We have a few very interesting facts until now.
· We can see that one of our competitors has already shown us the way of surviving in the industry. Collaborating to complete. This is exactly the key to the future. 
· Our company is only focusing on providing the airline service to users which is limiting its offerings. 
· The strict regulation means that there is a certain point up to which we can lower our price. Again, selecting the 2nd tier airports to avoid landing fees is not working much to cut down on costs. So, we need to re-allocate our resources and rethink our business model. 
· The fuel costs needs to be lower to find more investment for the online business
· More market shares needs to be captured in order to survive in the internet war
· Devise a new strategy to capture the value of the internet technology.
[bookmark: _Toc16543363]Recommendation part:
[bookmark: _Toc16543364]Assessment of a proper strategic route

[bookmark: _Toc16543365]Enterprise resource planning:
The business world is moving closer to a collaborative model and competitors are upgrading their capabilities. To remain competitive current organizations must improve their business practices and procedures, functions within the company have to upgrade their capability to generate and communicate timely and accurate information. To accomplish these objectives, companies are increasingly turning to enterprise resource planning (ERP)systems (Umble, Haft and Umble, 2003). So, Lucky Air needs to rethink how they are going to interact with their customers, its partners, employees and other stakeholders. The company already have an edge in the website which can be easily upgraded to provide website 2.0 experience and more. The company can further be benefitted if it can utilize its workforce more efficiently and set up call centres which can be really helpful in increasing sales. The employees and our partners can be great influencers of our brands. In later parts, we will try to explore that.

[bookmark: _Toc16543366]Options:

Business-Level Strategy
One option for Lucky Air can be to stay concentrated in its current cost leadership model in which the company can only depend on the ticket sales for revenue. The company can explore into more potential operational routes as a result of which the users can be able to travel more places with Lucky Air. Moreover, many company’s early success does not last long due to the short sight of its strategic management. Our case company Yunnan Lucky Air is a Chinese domestic low-cost airliner. With its operational efficiency, the company can keep growing by providing low fare travel. But strict regulation means the company can control the price up to a certain range. The cost control approach of US companies is not working much in China. So, the company might face difficulties. Again. Since the procurement of a new aeroplane is a tiresome and lengthy process the growth opportunity is very limited in this case.
The company has the opportunity to rethink its cost structure to provide further process improvement. The company can use extensive marketing to push sales cutting down on the agents and removing the intermediaries. This would mean a higher profit margin for the company and more flexibility on the pricing of the product. If the airline can offer cheaper price perhaps it can increase the occupancy rate.  
Corporate Level Strategy: 
The options include selling bundled services by partnering up with other parties. This means sharing an ecosystem that can benefit everyone in it. For example, Lucky Air can partner with hoteliers and resorts to provide travel package. It can also take the help of third-party suppliers to sell travel equipment and accessories. All this means proving Lucky Air to be a one-stop destination for travelers. One major strength can be our routes based on travel destinations. But the risk factors lie in ensuring proper sales channel and managing the required investment.
But this also brings us to the fact that the company has to choose the right set of customers. It also has the opportunity to start a venture of selling travel tickets at the online place of its own and other companies. That it Lucky Air can create an online market just like Amazon. 
Firms that achieve high customer satisfaction can enjoy higher economic returns (Anderson, Fornell, and Lehmann, 1994). So before selecting any option let’s try to understand the customers.
[bookmark: _Toc16543367]Selection of appropriate strategy:
[bookmark: _Toc16337934]Ansoff Matrix:
As the Ansoff model suggests the company needs to move into product diversification strategy as the price is largely influenced by regulators and related supporting industries are still at a very early stage of their development. [image: ]
Market penetration:
Lucky Air needs to provide the utmost convenience experience to its customers. It needs to rethink the airport selection strategy. People who are looking for options to save on ticket price will also try to save on transport cost to their destination from the airport. So, if the destination airport is not appropriate, they might not be interested. To prepare to the company as the next generation airliner section of appropriate strategy is crucial. We need to keep in mind that it is very recently that the market has been open up to private companies. 
Market development:
Again, the economic growth is there which is further boosting the industry. Though right now the consumers are still not much educated about air travel very soon they will be looking beyond the air travel. Strong regulated market means the company’s “cost leadership” strategy might not be that effective. Rather the company can go cost focus strategy. The company can offer bundled travel packages through online and offline platforms. 

Product development:
In the website rather than making it just airline focus the website can be made travelled focused. For example, as soon as a customer selects a flight destination, the most lucrative travel destinations will pop up on the screen. They will also be referred to as popular food destinations and eateries. A short video can be shown highlighting local history. The videos will also be circulated through social media. As a result of these, Lucky Air will be able to attract new customers and increase its profit margin.
Diversification:
People travelling by air wants convenience. Hence being a one-stop solution for all their travel-related aspects can be very helpful. Lucky.net can also incorporate an online market place for travel-related accessories by incorporating with independent sellers. Another important fact is educating the customers about online payment and assuring them about the security of the payment method. To attract customers for online payment Lucky air can offer discounts by partnering up with banks and financial institutions. It already has a good IT division. 
By partnering up with financial service providers Lucky Air will have a unique opportunity where the financial service providers can act as an advocate for them. People will also believe them as a guarantor for the secured payment. The major benefit for the financial service providers will be as the online sales of Lucky Air increase, they can also earn more commission.   
[bookmark: _Toc16337939]

[bookmark: _Toc16543368]Plan of action
[bookmark: _Toc16543369]Business level strategy
[bookmark: _Toc16337940]There are five types of business level strategies. Not all business strategies suit better to all types of businesses. In our case of Yunnan Lucky Air, the company is a low cost airlines company in the southwest province of China, Yunnan. China is a new adopter in case of airlines business and since, the industry is a new one in the country, the industry is seeing growth recently which is now drawing attention to new entrants in the airlines industry of China. To compete against new competitors, the company has to use one of the five or a combination of strategies that is a sustainable one as well (Bharadwaj et al., 2013).
Yunnan Lucky Air, currently is a market niche serving a very small segment compared to the big giant companies in the industry. It is using the cost leadership generic strategy. The company is currently following the niche strategy to maintain their position in the market place. The company offers undifferentiated type of facility with zero in flight attendant to reduce cost. It also offers no re-creation to the passengers like the big companies do and it does not have any kind of different compartments for passengers. Domestic level of passengers are main target market of the company. The company tries to attract more passengers through offering online booking available but faces problem due to low penetration of internet users currently. 
So in our opinion Lucky needs to understand its customer more. They need to use data analytics to predict their loyal customers and their customer preferences. Secondly to improve their performance they need a proper online plan. The online plan we recommend is to collaborate with ALI pay as it will face less regulations that way. Thirdly we suggest they increase their budget on online marketing. And lastly the cost efficient airlines needs to find the options for their oil source as the oil source is too costly and they also need a proper plan for their landing fees as this actually affects their pricing


[bookmark: _Toc16543370]Making a proper competitive advantage in the market
[bookmark: _Toc16337941]Green strategy: Green strategy is being seen as a sustainable and acceptable all over the world due to the increase in global warming in recent years. As seen in the case of Lucky Air, the company has been solely focused on providing low cost airline service for 7 years but recently it has seen the increase in new entrants that are going to give a tough competition to the company in near future. Hence, the company is looking for more changes in its positioning statement in order to deflect the future competitors. 
The government has imposed some regulations in the country which restricts the reduction of airline price hence, the company cannot reduce its prices below a certain level. Moreover, the increase in online agents is jeopardizing the businesses of the offline ticket buying facilities. So, analyzing this occurrences, the company needs to come up with a new sustainable competitive advantage to stay in the competition.
CSR: The best methods of achieving sustainable competitive advantage is to incorporate more than one competitive advantage that focuses on the emerging trend of consumers (Liu, 2013). The company should use less carbon emission as the main agenda of the company where they can offer the passengers to donate a percentage of their ticket price to the betterment of the environment. This strategy was greatly successful for Starbucks. The company should also go for online payment through PayPal and create affiliation with online agents. This will lessen the problem of transaction and give customers the power to choose as the penetration of internet users in China is increasing as per the case information. This should give the company a sustainable competitive for at least 4 more years as most companies are not yet much technologically advanced as the IT team of Lucky Air’s IT team.


[bookmark: _Toc16543371]Corporate level strategy 
[bookmark: _Toc16337942]The corporate strategy for Lucky Air consists of three levels. They are:
· Growth strategy
· Stability strategy
· Retrenchment strategy

Growth strategy: Growth for Lucky Air could come in two ways. One is merger, another is alliance. But the company does not have optimum level of capital for alliance. In case of Lucky Air, the merger could be with fuel providers, aircraft companies like Boeing, affiliation with hotels in tourist spots. Horizontal strategy means merging with intermediaries in same level as the company. Lucky Air could operate together with the challengers in the industry to get a operating competitive advantage and get a benefits in price setting in return for better service in flight.
Stability strategy and retrenchment strategy: 
Lucky Air could include different type of flights to different type of locations to differentiate itself as a personalized airline company in China. It could go for online ticket sales in case it wants to go for USA and other European countries where the consumer’s purchasing is a lot higher than those in China. This will give it a positive brand image in international level but a merger with intermediaries will further help it to sustain the image.
Corporate parenting strategy: Lucky Air as an airline company in China, could choose corporate parenting strategy where it will assume a role and perform it for the betterment of the business. The three roles are:
· Strategic control  
· Financial control
· Strategic planning 

Strategic control means the company will work as a middleman whose main job is to create synergy among various business units and SBUs of the business in order to identify opportunities and seize them for the use of the business (Kruehler and Pidun, 2011). It involves leveraging the resources both tangible and intangible ones. Lucky Air can use its low cost positioning to attract more price sensitive customers in other cities as well as Yunnan. Since, Yunnan Lucky Air is looking to attract more target market in order to increase their market share. It needs international diversity and using strategic control it can create a synergy among its domestic and international markets as it will be offering low cost ticket online and online consumers mostly look for monetizing incentives on the internet.


[bookmark: _Toc16543372]Recommendation summary
In order to evaluate strategy and select them, one needs to follow certain steps. They are:
Fixing a benchmark or standard: For Lucky Air, this benchmark can be the performance of the nearby low cost competitors. How many passengers they attract, how many traffic they attract in their website, what services they offer to the passengers; all are benchmarks that can be used by Lucky Air in order to evaluate and select their strategy.
Measuring the activities involved: After benchmarking, it needs to be compared to the actual activities and performance of the company (Lucky Air). Lucky Air offers zero differentiated flights to the passengers whereas its competitors offer economy, business and first class flights to the passengers (Garg, 2016).
Understanding the effects of variances: Some factors may not be as important as others. Fuel cost for lucky Air is not as big concern as is the landing fee since, every landing requires a cost but fuel is a fixed cost and does not occur for every flight (Bharadwaj, et al., 2013).
Control and repeat: Seeing discrepancies; they need to be addressed by the company.
After choosing strategy, methods come second. Acquisition, alliances are different type of methods available (Ogbonna, and Harris, 2000). Since, Lucky Air is a small company looking for expansion; it cannot currently go for acquisition as it does not have a huge amount of capital but it can go for alliances with companies in both domestic level as well as in international level to leverage the available resources in limited destination points to earn a fair amount of profit (Liou et al., 2011). This method will ensure less cost but better benefits. 


[bookmark: _Toc16543373]Conclusion:
Lucky Air is still at a very early stage of the business. The company has shown its tremendous potential by turning profitable within the first three years of its operation amidst strong regulations. The company needs to look forward and rather than copying the business model from other companies to keep innovating to provide the customers with the best possible experience at an affordable price. This entire looks at the strategic positioning and other external factors facing the business and offers various levels of recommendation from corporate level to functional (Ogbonna, and Harris, 2000). Going through this report the reader will get a fair idea on how to assess cultures, structures and leaderships to match the business level strategy and create a sustainable advantage and also looks at corporate level of strategy formulation. The reader will be benefited as this report involves different methods of strategic decisions as well as steps of formulating a strategy.
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