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Executive Summary

Just Toyz is a Thai online wholesaler that suppbgs to Japan and the United Kingdom. The
company has been successful in growing its businesshort period of time, now it needs to
develop a strategic plan that supports its contingewth. This report shall analyse the
different strategy schools and recommend the beetfor Just Toyz. It also suggests a
competitive advantage strategy to strengthen thmpeoy's market share in both the
international markets. Finally, it makes recommeiotig for the company's short-term and
long-term goals and provides a strategic plan,utficlj an executive summary, mission

statement, vision statement, SWOT analysis, antbgoa

Strategy Schools

According to (Porter, 1980), there are a numbesti@dtegy schools, each with its own set of
principles and approaches. The most prominent areethe classical school, the behavioural
school, the evolutionary school, the contingenchiost and the resource-based school.
Companies like Just Toyz could benefit by usingrtiie come up with their strategic plans.

The classical school centres on increasing effayieand productivity with the goal of
increasing profits. (Porter, 1980) argues that,dlhssical school emphasizes the importance
of planning, organization, and control. It beliexbat organizations can achieve success by
following a set of principles and guidelines. Thienming school centres on procedure
formalization as a strategy, it therefore takeslanmed, procedural stance to strategy
development (Agras & Deliorman, 2014). Strategiese up after controlled, conscious
processes of formal planning, which are divided idifferent steps based on the SWOT
analysis of the business environment and suppostedchniques. After the planning process,
completed strategies are implemented through tghtrol and execution of a number of
budgets, objectives, programs, and operations.

The evolutionary school aims to adapt to the bissirenvironment through constant change,
where strategy is a process of transformation. Ating to (Rumelt, 2011) the evolutionary

school emphasizes the importance of adapting togshg circumstances. It believes that
organizations can achieve success by being flexdht responsive to external factors. An

organization can be defined in terms of the coméijan of particular characteristics. This



conformation affects or controls the manner in Whi®perates, meaning the strategies it puts

into practice.

(Kiwi, 1991) postulates that the processual modeicentrates on implementing an efficient
process that will be sustainable in the long tewimle the systemic model concentrates on the
interrelationship within an organization and howingplement changes. David (2015) puts
across the notion that from the power school staimdpstrategy is described as a process of
negotiation. The process of negotiation is devaldpetween the ones with power within the
organisation and external stakeholders. Accordm@dfre (2011), this school of thought

centres on the effect or power and politics ornteagy

The behavioural school focuses on people and taviour within the organization. It

believes that organizations can achieve successdgrstanding the needs and motivations of
their employees. Mintzberg (2017) postulates thatdevelopment of strategy is a process of
social interaction based on shared perceptionsehefs of employees. Strategies therefore
take the form of perspectives rather than positwimsre strategy can be described as collective

process and cooperative process.

The contingency school emphasizes the importancsitoftional factors. It believes that
organizations can achieve success by understartimginique circumstances they face.
According to the learning school, strategy is vidvees an emergent process. This approach
entails that strategies come up as people learntgtmticular situations that would have
presented themselves. Strategies are then develt@satg on the organization’s capabilities
and people’s ways of dealing with presented sibmati(Nozari, 2008). The Learning School
of strategy sees the development of strategy avalming, emergent process that is driven by
learning. According to (Monib, 2021) individualstiniin an organization develop strategy as
they experience situations, learn from them, angleynresources in those situations. The

success of this lies in collective learning socasdt miss potential strategies.

Yaakob (2019) points out that the resource-basémascemphasizes the importance of

resources. According to (Barney, 1991) it belietheg organizations can achieve success by
utilizing their resources effectively. The resoub@esed school focuses on a company's internal
resources and how they can be used to gain a ctivpativantage. The resource-based school

would be beneficial for Just Toyz because of thegany's strong internal resources.

The positioning school emphasizes creating a unjgpstion in the market to compete

effectively (Ketchen & Short, n.d.; Agras & Delioam, 2014) . This school would be beneficial
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for Just Toyz because of the competitive naturgheftoy market. positioning school puts

across strategy as an analytical process, giviadgajp manager control over the choices.

Finally, the entrepreneurial school emphasizegisigaand innovation to create new products
and services. The entrepreneurial school would dyeeticial for Just Toyz because of the
constantly changing toy market. According to Mar¢@006), in the view of entrepreneurial
school, the strategy can be described as a visigmacess where top management are viewed
as the creators of company strategy. The entrepriahechool incorporates the role of mental
attributes. The strategic plan is less of a plahraore about the perspective or vision for the

entrepreneur. It sets direction for the organizabat is flexible in execution

After analyzing the different strategy schools, dtime that best supports Just Toyz's growth is
the evolutionary model. The company is still youagd the market is constantly changing.
Therefore, Just Toyz needs to adapt to the busemessonment through constant change. The
company needs to be flexible and agile to ensuranitrespond to the changes in the market
swiftly. The evolutionary model allows flexibilityy decision-making, which can significantly

benefit Just Toyz.

Competitive Advantage Strategy

Ansoff (1965) coined the definition of competitiaevantage as traits of individual product
markets that give an organization a stronger comngeadvantage. However, the ideology of

competitive advantage was introduced by Porter §198e postulates that competitive

advantage emanates from an organization’s abdigenerate superior value for its customers.
He goes on to say that superior value is genelatedfering lower prices than competitors for

unique products or products of equal benefit teséhoffered by competitors. Porter's (1985)
definition ties value and particularly benefits radt the price paid with the concept of

competitive advantage (Sigalas and Pekka-Econo2@iR).

The discussion and research of competitive advariiage yielded a great number of scholarly
perspectives on the concept, providing many deimst of competitive advantage. Sigalas and
Pekka-Economou (2013) have identified two chanregarding the conceptual differentiation
of competitive advantage. According to Sigalas &ettka-Economou (2013), competitive
advantage is viewed in relation to performanceefcample high profitability, high returns,
superior financial performance, economic profitej aross-sectional differential in the spread
between product market demand and marginal costy Hbso postulate that competitive
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advantage can be viewed in terms of its sourcesXample unique characteristics or features
of product markets, cost of leadership, locatioosyanizational capabilities, resources,

technologies, and differentiation.

Sigalas and Pekka-Economou (2013) have come upawddiinition for competitive advantage
that amalgamates all characteristics of the con&galas (2013: 335) says that competitive
advantage is “the above industry average manifestpbbitation of market opportunities and
neutralization of competitive threats”. From thisnstruct, competitive advantage is an
unobservable hypothesis and is essentially com{@odfrey and Hill, 1995). Due to its

dormant nature, competitive advantage is verydiftiand challenging to identify.

According to (Barney, 2006) a company’s market shaithe percentage of the total market
that it has in its controls for its products andvees. It serves as an indicator of an
organization’s profitability. Market share has thisility to affect operations, the pricing of
products and services, and, potentially stock nigskeformance (Porter, 2010). A growing
market share therefore has impact to growing reweho gain market share should be a serious

business goal.

To strengthen its market share in both internationarkets, Just Toyz can implement a
differentiation strategy. This involves creatinguaique product or service that sets the
company apart from its competitors. Just Toyz a#ferdntiate itself by focusing on quality,

innovation, and customer service. By providing heglality products, innovative designs, and
excellent customer service, Just Toyz can crealeyal customer base and attract new

customers. These and other methods shall be erplaieow.

Just Toyz should conduct market research to ideth# needs and preferences of its target
customers. This will help the company to design dedelop products that meet the specific
needs of its customers. Just Toyz should also inwessearch and development to create new
and innovative products that set the company dmertits competitors. Innovation takes many
forms. Kotler (1996) puts across the idea thatueof new technology is an innovative way
for competitive advantage and it would therefora daist toyz higher market share, should it
be implemented. Consumers excited about the tecgpndluy it, use it, and can become repeat
customers. Other innovative ideas to strengtherkehashare include product innovation,

marketing strategies innovation and product methogsovement.

To win market share and dominate an industry, ggamy can consider buying its competition.

This allows for multiple strategies to increase keaishare. Acquisition allows a company to
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do away with a competitor and assume its markaesldast toyz might want to consider this

for gaining competitive advantage.

For Just Toyz to strengthen its market shares th ke international markets, the company
needs to implement a competitive advantage strat@ge approach to achieving this is
through product differentiation. Just Toyz canralieproduct range by adding new and unique

products that can attract new customers.

Just Toyz can also improve its customer servicand out from its competitors. By offering
exemplary customer service, the company can diffexre itself from others in the market.
Customers value exemplary customer service, azahitncrease their loyalty to the company,

thereby increasing their lifetime value.

Another strategy that can enhance Just Toyz's ciimpeadvantage is by collaborating with
influencers. Influencers have a significant soamgdia following, and partnering with them
can increase the company's exposure and attractusemers. As Just Toyz targets a young
demographic, partnering with social media influesaan be crucial in enhancing the brand's

image in the market.

Just Toyz can strengthen its market shares in Japéithe UK by investing in marketing and
advertising campaigns. Additionally, Just Toyz offier discounts or promotions to customers
who purchase in bulk, and it can develop new prtgdilat are unique to the toy industry. By
focusing on creating a unique position in the togrket, Just Toyz can gain a competitive

advantage over its competitors.
Short-term and Long-term Goals

Just Toyz needs to create both short-term andtiermg-goals to ensure continued growth. Just
Toyz's short-term goals should focus on maintairtsigurrent market position and increasing
its revenue. To achieve this, in the short terra,dbmpany needs to focus on improving its
current operations, such as enhancing customerierpe, expanding its product range, and
scaling its business. Just Toyz can set short-ggrats such as increasing sales by 10% in the

next six months or launching a new product linéhwithe next three months.

In the long term, Just Toyz needs to focus on esipgninto new markets, such as the rest of
Asia, Europe, and North America. By expanding iperations, Just Toyz can reach new
customers, which will increase its revenue. Lonmgatgoals can include expanding into new

product categories or increasing sales by 25%améxt two years. By establishing both short-



term and long-term goals, Just Toyz can remaindedwand motivated to achieve continued

growth.

Executive Summary

This section provides an overview of the strate@n. The executive summary provides a
snapshot of the strategic plan and highlights ritscal components. The summary includes
Just Toyz's mission and vision statements, thetseletrategy school, and the SWOT analysis.

Mission Statement

The mission statement outlines what Just Toyz a@wmnschieve. The mission statement
highlights the company's core values and purpose.

The mission statement for Just Toyz is 'To suppby world with high-quality toys at an
affordable price.' Just Toyz's mission might be Provide high-quality, affordable toys to
families worldwide while fostering creativity anehagination."

Vision Statement

The vision statement outlines the aspirations ataré goals of the company.

The vision statement for Just Toyz is as follows:become the leading online toy wholesaler

in the world by continually innovating and meetihg needs of our customers.'

SWOT Analysis

(Hill and Westbrook, 1997) postulate that, the SWe@alysis outlines the company's
strengths, weaknesses, opportunities, and thréhts.analysis will help Just Toyz identify
areas of improvement and areas that can benefitdimpany. The SWOT analysis analyzes

Just Toyz's internal strengths and weaknessesxaehal opportunities and threats.

Just Toyz's internal strengths might include itorgg internal resources and innovative
products. The quality of their finished productshe biggest strength. The unity of Just Toyz
team and well-organized warehouses stand out esgsis. Just Toyz is well positioned in

Thai, Japan and the United Kingdom with heavy anlpresence which attracts global



customers. The company has many long-time sharetsothd employees with low turnover
rates which results in decreased hiring and trgiowsts and ensures that Just Toyz has skilled

employees who know the toy manufacturing businesk w

One of the company's weaknesses might be its lihpteduct line. Just Toyz does not gather
data analytics, which puts them behind their comtgrstwho are using in predicting consumer
buying habits. It is lagging on investing in autdioa upgrades in the two manufacturing

plants, this places them behind the industry stahtleautomated processes.

External opportunities might include new emergingrkets or the possibility of partnerships
with other toy companies. Just Toyz has a heavinerdresence which provides them with
unlimited opportunities to conduct business torgdanumber of people, it also provides room

to penetrate new markets

External threats might include changes in consupmeferences or economic downturns.
Economic downturn is one of the major threats tddmed. There is also the threat of new
entrants into the market and the threat of changeustomer preferences. As a business
operating in a number of different regions the d@hraf unfavourable government policies is

eminent.

Goals

The goals listed in the strategic plan are SMARJesfic, measurable, attainable, relevant,
and timely). The goals for Just Toyz are as follodust Toyz's goals might include, expanding
its product line or increasing its market shartheUnited Kingdom and Japan by 15% in the
next two years. Additionally, Just Toyz might waatestablish partnerships with other toy

companies or influencers to promote its products.
1. Increase the product range by 25% in 18 mowtieater to a broader clientele.

2. Increase the customer base by 15% over the X&xhonths by improving customer

experience and service.

3. Expand operations into new markets by targetugjomers in Europe, North America, and
the rest of Asia within the next three years.



Conclusion

In conclusion, the strategic plan outlined in tieygort will ensure Just Toyz achieves its growth
objectives. The implementation of the competitideantage strategies outlined earlier will
strengthen the company's market shares. The recodatiens provided for the company's
short term and long-term goals will ensure JustZlayntinues to grow, and the strategic plan
developed will provide a clear path to achievirgggbals. Just Toyz can continue to grow by
developing a strategic plan that includes a corsparof different strategy schools, the creation
of competitive advantage strategies to strengttemarket share, and the establishment of
short-term and long-term goals. The strategic @hould include an executive summary,
mission statement, vision statement, SWOT analgsid, goals. By following this strategic
plan, Just Toyz can become a leading online toyledader in the world.
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