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BIC

Developing a global strategy

Link to case study here
Overview: BIC is a global brand. The case study focuses on the firm’s strategy.


Learning Objectives:

· to understand the meaning of a global brand

· to understand the key elements of the BIC strategy.

Introduction (4 minutes)

Introduce the lesson: you will look at BIC’s values and strengths and consider the segments in the markets in which it operates and see how BIC competes in these areas.

BIC is a global brand. It launched its first product, the BIC Cristal ballpoint, in 1950. Now it is one of the world’s best-known brands. Over 22 million BIC stationery products are sold each day as well as 4 million lighters and 11 million shavers. Its vision is “to make top quality, affordable products available to everyone.” In 2002 its turnover was around £1.1billion, to remain competitive BIC has simplified its product range and built a limited number of super factories. It has also focused on customer service and innovation brand development.

BIC (20 minutes)

Students to answer:

What is a global strategy?

Why is the BIC brand so important in helping it do develop a global strategy?

What are BIC’s three core values and how do these underpin its’ global strategy?

How has BIC reorganised its’ production structure to enable it to deliver its’ global strategy?

Strategy and matrix structure ( 15 minutes)

The underlying theme through BIC’s approach is to provide functional, affordable and universal products (explain this, see section 3). To do this it adopts a matrix structure, explain what this is using the diagram from section 3.

How does BIC’s matrix structure enable it to target geographic markets more effectively.

What next? (20 minutes)
Working in teams students to come up with products that would fit with BIC’s strengths. Outline the marketing mix for this product.

Review (1 minute) you have studied BIC’s strategy and considered how its structure supports its approach. You have also developed a new product for BIC based on its strengths.

Homework

1. Complete the worksheet on this case study.
2. Discuss the importance of having a strong brand (e.g. increases awareness, may enable premium pricing BUT not necessarily enough in itself, depends on quality of the product, competitor brands).

3. Discuss the case for and against a firm such as Gillette adopting a global strategy (e.g. may be able to produce on a larger scale enabling economies of scale, may enable shared marketing costs and longer production runs; however depends on the extent to which markets differ worldwide; may have to have separate brands and may be more complex to manage).

BIC

Developing a global strategy

Questions and Answers

What is a global strategy?

A global strategy is an organisation wide plan (including a marketing plan) designed to enable the organisation to develop a strong global presence, in terms of marketing, producing and selling its products.

Why is the BIC brand so important in helping it do develop a global strategy? 

Because the BIC brand is so widely recognised and admired it helps the organisation to project a strong positive image and thus to develop a strong marketing presence across the globe.

What are BIC’s three core values and how do these underpin its’ global strategy?

BIC’s three core values are: functionality - products designed to perform a specific function e.g. to shave, to write, to light, etc – affordability, and – universality i.e. capable of being used by anyone, anywhere. These three values appeal to global markets because everyone needs functional products at affordable prices.

How has BIC reorganised its’ production structure to enable it to deliver its’ global strategy?

Today BIC produces from a number of superfactories on a very large scale. Production can then rapidly be shipped to global markets at competitive prices – hence meeting the criteria of affordability and universality.

How does BIC’s matrix structure enable it to target geographic markets more effectively.

BIC’s matrix is based on two reporting lines:

1.
by product

2.
by geographical area. 

By using geographical area as one part of the matrix, BIC is able to create a marketing mix that is both appropriate to a global strategy and yet which enables individualisation to meet local needs. BIC thus operates in a multi-local way.
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