2020

THE WORLD'S BEST
BUSINESS SCHOOLS

Ceoworio Magazine

RANKINGS
G

EUROPEAN
INTERNATIONAL

s UNIVERSITY  sceiore

COVER PAGE AND DECLARATION

Master of Business Administration (M.B.A.)

M.B.A

Specialisation:

Affiliated CEO Business School

Center:

Module Code &
Module Title:

Ahmed Satea Yaseen Al-Doori
Student’s Full

Name:
EIU2020756
Student ID:
3540
Word Count:
Date of 1/2/2025
Submission:

I confirm that this assignment is my own work, is not copied from any other person's
work (published/unpublished), and has not been previously submitted for assessment

elsewhere.

E-SIGNATURE : Ahmed Satea

DATE : 1/2/2025

ElU Paris City Campus
Address: 59 Rue Lamarck, 75018 Paris, France | Tel: +33 144 857 317 | Mobile/WhatsApp: +33607591197 | Email: paris@eiu.ac

ElU Corporate Strategqy & Operations Headquarter
Address: 12th FI. Amarin Tower, 496-502 Ploenchit Rd., Bangkok 10330, Thailand | Tel: +66(2)256923 & +66(2)2569908 |
Moabile/WhatsApp: +33607591197 | Email: info@eiu.ac



mailto:paris@eiu.ac
mailto:info@eiu.ac

-'EJ EUROPEAN
@5' INTERNATIONAL

wos UNIVERSITY

JUST TOYZ STRATEGIC
MANAGEMENT PLAN

MGT520: Managing Business Strategy

Submitted By: Ahmed Satea Yaseen Aldoori

ID: EIU2020756 Number of

Words:3720 Word



Table Of Contents

1. EXECUTIVE SUMIMAIY ..ottt e e ettt et e e e e e s bbbt e e e e e e e s s aabtbeeeeeessasnsrbbaeeeeessasssraaeaeens 2
2. INEFrOUCTION ...ttt et e h e bt e st st e bt e bt e s be e s bt e s ae e et e e bt e sbeesaeesanesabeenbeennes 2
3.Comparing Business Strategy SChOOIS ..............cccoiiiiiiii e 3
Recommended Business Strategy SChOOI(S)..........c.ccocuiiiiiiiciiiicie e 8
5. Competitive Advantage STrat@BY ..........coooviiiiiiiiii e e e re e e 8
oI - 1 (=Y =Tl o - T U SUPRPRNt 13
T CONCIUSION ..ottt b e st s ettt e bt e bt e sb e e satesat e e b e e bt e beesbeesaeeeateeateenbeesbeesanenas 17
8L REFEIENCES ...ttt e b e b et sttt et e e s bt e s h e sa bt st e bt e b e bt e sre e et e earean 18



Strategic Management Plan for Just Toyz

1. Executive Summary

Just Toyz, a Thai internet wholesaler that specializes in toys, has enjoyed quick expansion,
moving into the Japanese and UK markets in just 36 months. This achievement demonstrates the
potential for creative business models in the e-commerce sector. However, to sustain this
expansion in the face of international competition and different market demands, a strong
strategic strategy is required.

This document offers a thorough plan for addressing Just Toyz's challenges and opportunities by
utilizing systemic strategy principles, competitive advantage tactics, and practical short- and
long-term goals. It suggests varied techniques that are customized to each market's specific
cultural and economic settings. Furthermore, the strategy plan incorporates sustainability, brand
growth, and customer-centric innovations to help Just Toyz maintain its position as a market

leader in the worldwide toy sector.

Just Toyz can improve business competitiveness, increase market share, and promote long-term
growth by integrating its purpose and vision with operational objectives. This strategy lays out
the steps for accomplishing these goals, balancing adaptability with long-term planning to

maintain the company's resilience in dynamic global marketplaces.

2. Introduction

Strategic planning is essential for companies competing in global marketplaces. It functions as a
guiding framework, allowing businesses to match their operations with external expectations
while meeting corporate goals. Just Toyz believes that strategic planning is critical for
negotiating the complexity of foreign business, including cultural variations, regulatory
constraints, and competitive pressures.

Just Toyz, a Thai e-commerce business, has experienced significant development, demonstrating
its ability to capitalize on market openings. However, its success in Japan and the United
Kingdom illustrates the importance of tailoring strategies to these markets' specific

characteristics. Japan's emphasis on quality and innovation contrasts with the United Kingdom's



inclination for cost-effectiveness and convenience, necessitating different methods to marketing,

operations, and product creation.

Furthermore, the global toy business is facing substantial problems, including as supply chain
disruptions, rising consumer sustainability demands, and increased competition from digital
entertainment. Just Toyz can overcome these problems by developing a thorough strategy plan
that will strengthen its competitive edge and open up new growth opportunities.

This document gives a road map for Just Toyz, with a focus on comparing strategy schools,
finding competitive advantages, establishing achievable targets, and developing a strategic plan

for long-term success.

3.Comparing Business Strategy Schools

Business strategy Business strategy schools offer frameworks to address strategic concerns.
These schools' approaches range, ranging from prioritizing environmental analysis to focusing
on internal organizational skills. The following is a detailed overview of the most major schools
of thought and their relevance to Just Toyz:

1. Classical School Explanation:

The Classical School of strategy prioritizes formal, systematic, and rational planning for long-
term success. It presupposes that the external environment is stable and predictable, allowing
businesses to carefully assess their position, define clear goals, and adopt strategies to attain
them. The school uses tools including as SWOT analysis, PESTLE analysis, and the Ansoff

Matrix to methodically examine market possibilities and risks.
Application to Just Toyz:

« SWOT: Just Toyz can identify strengths (e.g., e-commerce competency, logistical skills) and
limitations (e.g., lack of local knowledge) to maximize on prospects in Japan.

« Just Toyz can change its strategy by analyzing external elements such as Japan's technical
improvements (T), strict consumer protection laws (P), and cultural expectations.

« Just Toyz's plan may be implemented methodically by defining clear, quantifiable objectives,
such as reaching a 10% market share within the first two years.



Limitations:

* Inflexibility: The Classical School's focus on stable settings may not be suitable for Japan's
dynamic toy market, where fads such as anime merchandise and seasonal tastes change quickly.
 Overemphasis on planning can lead to missed opportunities in a fast-paced market.

2. Evolutionary School

Explanation:

According to the Evolutionary School, strategy is an adaptive process that prioritizes
responsiveness and competitiveness. It assumes that the environment is very unpredictable and
that businesses must constantly innovate to remain relevant. Competitive advantage is gained by

continuous adaptation to market changes rather than long-term planning.
Application to Just Toyz:

e Adapting to Trends: Just Toyz can take a trial-and-error method to product development
by launching modest, trend-based collections (for example, toys based on current anime

successes) and iterating depending on sales data and customer feedback.

« Competition monitoring: By actively analyzing successful local players such as Bandai
Namco, Just Toyz may quickly replicate winning techniques or identify market gaps.

e Flexible Supply Chain: Having a supply network that allows for quick adjustments in
product offers can help businesses react to changing consumer needs.

Limitations:

e Short-Term Focus: on adaptability, which may result in a lack of a clear long-term goal.

e Risk of Overreacting: Responding to every trend can dilute brand identity and exhaust

resources.
3. Processual School

Explanation:
The Processual School emphasizes spontaneous strategies and progressive transformation over
strict planning. It stresses experience-based learning, acknowledging that tactics frequently

develop over time as businesses experiment and adapt to real-world situations.



Application to Just Toyz:

o Pilot Projects: Just Toyz can conduct pilot projects in Japan to test consumer response

and optimize goods before launching on a larger scale.

o Continuous Improvement: Analyzing early failures and customer complaints allows

Just Toyz to improve products, marketing methods, and customer support over time.

o Internal Collaboration: Collaboration among staff across departments can result in

creative solutions specific to the Japanese market.
Limitations:

e Slow Progress: Slow progress may hinder capitalizing on new opportunities in Japan's

competitive market.

e Uncertainty: Lack of a defined plan might result in fragmented efforts and unclear

messaging.
4. Systemic School

Explanation:

The Systemic School emphasizes the role of cultural, social, and institutional elements in
determining strategy. It contends that strategies must be adjusted to the unique surroundings of
each market in which a company participates. Understanding and respect for local conventions,

attitudes, and business practices is critical to success.
Application to Just Toyz:

o Cultural Customization: Create toys that reflect Japanese culture, including traditional

themes and products inspired by local holidays like Hinamatsuri (Doll Festival).

e Localized Marketing: Advertise on Japan-specific platforms like LINE and cooperate

with local influencers to increase trust and credibility.

e Customer Expectations: Invest in bilingual customer support and implement the high-

quality packaging and delivery standards expected in Japan.

Limitations:



o Complexity: Adapting to local norms may require significant resources and expertise.

e Scalability Issues: Over-customization for Japan may hinder the strategy's scalability to

other Asian regions.
5. Positioning School

Explanation:

The Positioning School analyzes industry structure and positions companies in advantageous
niches for competitive advantage. To dominate the market, it relies extensively on methods like
as Porter's Five Forces model and emphasizes cost leadership, differentiation, and focus

strategies.
Application for Just Toyz:

e Porter’s Five Forces : Assess competition (high in Japan), supplier power (moderate due

to reliance on imports), and customer power (high due to expectations).

e Niche Targeting: Focus on underserved segments such as eco-conscious parents seeking

sustainable toys or collectors interested in limited-edition items.

o Differentiation Strategy: Position Just Toyz as a premium brand offering innovative and

culturally relevant products, such as toys integrated with augmented reality (AR).
Limitations:

o Static Nature: The school assumes that industry forces are relatively stable, which may

not apply to Japan’s rapidly evolving toy market.

o Competitive Pressures: Establishing a distinct position in a congested market like Japan

requires significant effort and ingenuity.
6. Resource-Based View (RBYV)

Explanation:
The RBV emphasizes on unique internal resources and competencies to gain a sustainable
competitive advantage. It differentiates itself in the market by developing valuable, rare, unique,

and non-substitutable (VRIN) resources.



Application to Just Toyz:

e Valuable Resources: Utilize its strong e-commerce expertise and logistics capabilities to

offer superior customer experiences in Japan.

o Inimitable Offerings: Develop proprietary technologies like Al-powered

recommendations or gamified shopping experiences.

o Rare Assets: Create exclusive toy collections co-designed with local artists or inspired

by Japanese traditions.
Limitations:

o Time-Intensive: Building and leveraging VRIN resources often requires significant time

and investment.

e Overemphasis on Internal Factors: The RBV may overlook external challenges like

competitive pressures and cultural differences.

7.The Learning School

This school views strategy formation as an emergent process fueled by learning and adaptation.

It emphasizes experimentation and feedback to adjust strategies over time.

e Advantages for Just Toyz:
Given the dynamic nature of its international markets, Just Toyz could use this approach
to test different marketing and product strategies in Japan and the UK. For example, it
could pilot test STEM-based toy kits in the UK before scaling production.

« Limitations:
The iterative nature of this approach may lead to slower decision-making, which could be

risky in competitive markets.



Recommended Business Strategy School(s)

Given the complexities of entering the Japanese market, no single school can fully address all
the challenges. Instead, a hybrid approach combining the Systemic School, Processual School,

and Resource-Based View (RBV) is recommended:
1. Systemic School:

o Ensures that Just Toyz aligns its strategy with Japanese cultural, social, and
business norms. This is crucial for gaining trust and credibility in a market known

for its high consumer expectations.
2. Processual School:

o Allows Just Toyz to learn and adapt gradually, lowering the risk of entering a new
market. Small-scale trial projects and ongoing improvement will enable the
strategy evolve over time.

3. Resource-Based Vieweing (RBV):

o Encourages using internal capabilities, such as e-commerce knowledge and
innovative technology, to gain a durable competitive advantage.

By combining these schools, Just Toyz can create a culturally sensitive, adaptable, and resource-
efficient strategy that will position it for long-term success in Japan.

5. Competitive Advantage Strategy

Competitive advantage is the foundation of Just Toyz's capacity to expand and maintain market
share. A well-rounded strategy appeals to a diverse variety of market categories by combining
cost and distinctive factors.

5.1 Understanding Competitive Advantage

Porter defines competitive advantage as the ability to surpass competitors by offering more

value.Just Toyz can accomplish this by succeeding in three areas:

1. Operational Excellence: Providing excellent products at a lesser cost.
2. Customer Intimacy: Building strong ties with customers can increase loyalty.

3. Product Leadership: Leading the market through innovative and high-quality products.
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5.2 Proposed Competitive Advantage Strategy for Just Toyz

1. Cost Leadership
Just Toyz may become a cost leader by improving its supply chain and exploiting economies of

scale.
Tactics:

o Outsource manufacturing to regions with lower production costs, such as
Thailand or Vietnam, while ensuring quality standards.
o Partner with local logistics providers in Japan and the UK to reduce distribution
Costs.
o Expected Outcomes:
Lower operational expenses will enable Just Toyz to offer competitive pricing in the UK,

leading to increased market share among budget-conscious consumers.

2. Differentiation
Differentiation entails providing distinctive, new products that warrant a higher price.

e Tactics:
o Introduce a line of culturally themed toys, such as anime-inspired products for
Japan or eco-friendly STEM toys for environmentally conscious parents in the
UK.
o Use technology like AR and VR to create interactive toys that enhance learning
and play.
o Expected Outcomes:
Differentiated products will attract niche customers and increase brand loyalty, especially

in Japan, where cultural relevance is essential.

3. Focus Strategy
A focus approach targets certain market segments by adapting products and marketing to their

demands.



e Tactics:
o For Japan: Develop high-quality, culturally aligned toys that reflect local
traditions and values.
o For the UK: Focus on educational toys that align with the UK school curriculum
and appeal to parents seeking developmental benefits for their children.
o Expected Outcomes:
A focused approach will strengthen Just Toyz’s presence in each market, ensuring

customer satisfaction and retention.

5.3 Integrating Technology into the Competitive Advantage Strategy

Technology may help Just Toyz gain a competitive advantage by improving processes and

personalizing client experiences.

« Al and Data Analytics: Use predictive analytics to anticipate customer preferences and
optimize inventory.

o Augmented Reality (AR): Allow customers to preview how toys work via AR
applications, enhancing the online shopping experience.

o Blockchain: Introduce blockchain for supply chain transparency, ensuring ethical

sourcing and production practices.
5.4 Sustainability as a Differentiator
Sustainability is increasingly important to consumers, particularly in developed markets.

e Eco-Friendly Products: Launch toys made from biodegradable materials, such as
bamboo or recycled plastics.
o Green Packaging: Replace plastic packaging with biodegradable or environmentally

friendly substitutes.

Case Illustration: LEGO has pledged to using sustainable materials in its products by 2030, and
Just Toyz might follow suit to attain a competitive advantage.
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5.5 Building Brand Loyalty
Brand loyalty can differentiate Just Toyz in a crowded market. Strategies include:

o Loyalty Programs: Offer rewards for repeat customers.

o Community Engagement: Build an online community where customers can share
experiences and ideas.

o Corporate Social Responsibility (CSR): Team up with charitable foundation focused on

children's learning to improve brand reputation.
5.6 Recommendations for Execution

Create a cross-functional team to manage cost reduction and innovation projects.
Perform market research to understand unmet client needs.

Partner with technology firms to integrate AR and blockchain into operations.

> L e

Assign 20% of the annual budget to sustainability and innovation initiatives.
5. Recommendations for Short- and Long-Term Goals
Short-Term Recommendations (0—12 months)

1. Market-Specific Promotions
o Japan: Leverage festivals like Golden Week to promote themed toy collections.
Collaborate with local influencers and anime conventions for marketing.
o UK: Capitalize on Christmas and Back-to-School seasons by offering discounts
and school-friendly STEM bundles.

2. Technology-Driven Improvements

o Implement Al-driven customer care chatbots to answer typical requests and
complaints, minimizing the need for human workers.

o Utilize predictive analytics to optimize inventory management and ensure
availability of popular toys during peak seasons.
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3. Localized Logistics
o Partner with third-party logistics providers in Japan and the UK to set up regional
distribution hubs, ensuring faster delivery.
4. Social Media Campaigns
o Launch a"Toy Stories™ campaign where customers share how Just Toyz products

have impacted their children's creativity and joy.
Long-Term Recommendations (1-5 years)
1. Global Expansion

o Distinguish a high-potential markets, including South Korea, Germany, and the
Middle East, through market research and cultural adaption.
o Establish partnerships with local distributors to test market viability before full

entry.
2. Brand Development

o Create a Just Toyz mascot or character that can become a recognizable symbol for
the brand across markets.

o Invest in emotionally engaging commercials for parents and children.
3. Sustainability Leadership

o By 2027, seeking to shift 50% of the product line to environmentally friendly
solutions. Launch a campaign to educate consumers about the environmental
advantages of buying sustainable toys.

o Line up with global standards, such as the UN's Sustainable Development Goals

(SDGs), to attract environmentally aware investors and customers.
4. Innovation and R&D

o Set up interactive toys using artificial intelligence, augmented reality, and
simulated reality. For example, an Al-powered teaching robot may teach children
fundamental programming skills.
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o Collaborate with educational institutions to develop curriculum-aligned goods.

5. Employee Training and Development
1. Launch a global training program for employees to align with the company’s
cultural and strategic goals.
2. Offer language and cultural training for staff engaging with international
customers.
6. Mergers and Acquisitions
1. Explore acquiring smaller toy manufacturers in target regions to reduce market
entry barriers.
2. Invest in tech startups specializing in digital entertainment for potential product

diversification.
Success Metrics
To measure the success of these recommendations:

e Track customer satisfaction results through investigates and feedback systems.

e Monitor market share growth in Japan and the UK every quarter.

o Evaluate the ROI of marketing campaigns through metrics like click-through rates,
engagement, and conversions.

e Measure progress toward sustainability goals by examining supply chain practices

annually.

6. Strategic Plan

A strategic plan should be a live document that gives the organization direction and guidance
while remaining flexible to market developments. Just Toyz's strategy plan focuses on long-term
growth, market distinctiveness, and operational efficiency in order to preserve a competitive

advantage in Japan, the United Kingdom, and abroad.

6.1 Executive Summary
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The strategic plan is designed to address Just Toyz's current challenges and capitalize on its
strengths to expand its global footprint. It integrates systemic strategy principles to balance the
unique cultural, regulatory, and economic dynamics of each market. By focusing on innovation,

customer-centric practices, and sustainability, the plan positions Just Toyz for long-term success.

Key goals include:

o Establishing localized operations for cost and time efficiency.
« Innovating through technology and sustainable practices.

« Enhancing brand recognition by aligning with cultural values in target markets.

6.2 Mission Statement

"To inspire joy, creativity, and learning through innovative, culturally meaningful, and eco-

conscious toys that empower children worldwide."”

This mission reflects the company’s focus on creating value not only for its customers but also

for association and the environment.

6.3 Vision Statement

" To be a global toy industry leader, promoting a sustainable and inclusive future in which all
children may learn and play."
The vision demonstrates the company's commitment to innovation, inclusivity, and

environmental responsibility.

6.4 SWOT Analysis

Strengths

« Robust e-commerce infrastructure with scalable operations.
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o Proven market success in diverse international settings (Japan and UK).

o Commitment to innovation and creative product designs.
Weaknesses

« Limited global brand recognition compared to established competitors like LEGO or
Mattel.
« Overdependence on external suppliers, leading to potential supply chain vulnerabilities.

o Absence of localized manufacturing facilities raises operational costs.
Opportunities

e Increased consumer demand for educational toys and eco-friendly products.
o Untapped markets in regions like South Korea, Germany, and the Middle East.

o Digital transformation allows better customer insights through data analytics.
Threats

o Rising competition from global and regional toy brands, including local e-commerce
players.
« Economic downturns affecting consumer spending on non-essential items.

« Regulatory challenges in international markets.

6.5 Organizational Goals

o Operational Efficiency: Build regional warehouses or outsource logistics to reduce
delivery times and costs by 20% within 12 months.

e Sustainability: Develop an eco-friendly product line and achieve 30% of total sales from
sustainable toys by 2027.

e Innovation Hub: Invest in R&D facilities to focus on Al-driven, interactive toys and

STEM product development.
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o Market Expansion: Enter at least two new international markets within the next three

years while maintaining current market shares in Japan and the UK.

6.6 Strategic Initiatives

1. Localized Product Design
o Collaborate with Japanese anime creators to design toys inspired by popular
characters.
o For the UK market, focus on STEM-based toys aligned with school curriculums
to appeal to parents and educators.
2. Supply Chain Optimization
o Explore regional partnerships to establish distribution centers in Japan and the
UK.
o Leverage technology such as blockchain for greater transparency and efficiency in
supply chain operations.
3. Sustainability Drive
o Introduce biodegradable packaging and transition to sustainable materials like
bamboo and recycled plastic.
o Partner with global environmental organizations to highlight the company's
commitment to sustainability.
4. Enhanced Digital Presence
o Use Al-driven analytics to personalize customer experiences on the website and
mobile apps.
o Implement augmented reality (AR) tools to allow customers to visualize how toys
work before purchase.
5. Customer Retention Programs
o Create loyalty programs that reward customers with points for purchases, which
may be used for discounts or exclusive products.
o Engage through gamification by launching interactive online games featuring Just

Toyz products.
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6. Diverse Pricing Strategies
o Offer premium products at higher price points for quality-conscious consumers in
Japan while introducing affordable toy bundles for price-sensitive customers in
the UK.

6.7 Financial Strategy

Investing in sustainability, innovation, and localization requires careful financial planning. Key

allocations include:

e 25% of the annual budget for R&D and product development.
o 15% for marketing campaigns tailored to each region.
e 10% for supply chain improvements, including warehouse development and logistics

collaborations.

Revenue growth will be measured quarterly, with the goal of growing yearly revenue by 30%
in two years.

7. Conclusion

A comprehensive strategic plan enables Just Toyz to keep its competitive advantage and scale
sustainably in a repeatedly changing global market. Just Toyz may achieve its short-term goals of
operational efficiency and digital presence by implementing systematic solutions customized to
market demands, while also building the framework for long-term innovation and sustainability.
The recommendations are consistent with Just Toyz's objective to stimulate creativity and
learning, ensuring that its products remain relevant and impactful in varied markets. Emphasizing
sustainability, cultural resonance, and technological integration will ensure Just Toyz is not just a

market participant but a global leader.

This approach ensures that Just Toyz grows responsibly, enriching lives while achieving its

organizational goals.
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