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+*S0 : use its strengths to take advantage of

opportunities

+*ST : consider a strength to avoid threat

“*WO : take advantage of opportunities by

overcoming weaknesses

**WT : defensive and act to minimize weaknesses and

avoid threats
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OPPORTUNITIES—O

1. Approached by most major

chains for potantial merger

2. Op=ning economies in Eastern

Europe

=. Rebounding attendance

(up 6.4%)

4. Videotape industry worth
estimated §18 billion vs.
$6.4 billion for movie theaters

S. Fareign per capita income growth
outpacing the United States

THREATS—T
1. 80% of all households own WVCRs 1.
2. aging population

2. Dependence on successful movies 2.

1. Swwitch from bid to allocation
for licenses
5. Seascnality for movie releasss

5. Increased competition in
exhibition

Hell, 2000 p. 207.

Cineplex Odeon TOWS Matrix

STRENGTHS—S

. Lacated in large population

centers

. Positive cash flow 3 years

running

. Double the industry concession

sales rate

Many cost-cutting measures
inplace

Upgraded audio in many places
Profitable in Canada

SO STRATEGIES

. Open theaters in Eastern Europe

¥S1, 02, O5)

ST STRATEGIES
Open 50video rental stores in 10
markets ($1. 56, T1, T3, T5)
Construct 20 muultidimensional
ert=rtainment complexss
(51, T3, T5, T6)

N

S M on B WN=

WESKNESSES—W
Poar labar relations
Current ratio of 0.25

Flat operating cost through
falling revenue

Triple the G &4 expenses

af Carmike

Significant losses in the
United States

Management concentrating
an markst share

. Restrictivecovenants set by

lenders

WO STRATEGIES

. Pursue merger with American

Cinemas (01, O, W3, Wi,
WUE, WS

WT STRETEGIES

Reduce corporate overhead
W3, W, T3, TS5, Ta)

. Divest U.5. operations

N2, W3, WA, S, WE, TE)
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Corporate Directional Strategies
g5 venesta naqnﬁnﬁ nagnsUuets

Turnaround

Captive Company
Sell-Out/Divestment
Bankruptcy/Liquidation

Pause/Proceed with Caution
No Change
Profit

Concentration
Vertical Growth
Horizontal Growth

Diversification
Concentric
Conglomerate
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o nagvSmsvenesth (Growth Strategy)
/ & )
** nagvioAwia (Stability Strategy)

o naqwﬁm\@% (Retrenchment Strategy)
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& zs’mﬁ'%é'ﬁugﬁmam (Concentric / Related Diversification)
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nagvzé'wlemjeﬁ’weaeaﬁnﬂ%aga.la.lees'f'mmmmm

aanaitlagaias e Lyl
Current Market New Market
wanunuTeusms .. .
1._1 9 ?,‘ﬁ'% naqﬂﬁmmsm'mﬂ naqwﬁmw [ ]

(Market Penetration) (Market Development)
Current Product % Service
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+ anauseds (Vertical Growth)
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2. nagniaei (Stabilty Strategy)
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Strategy)

2.3 naqwa'msﬁﬂﬁﬂk (Profit Strategy)
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3. mufonmsamw (Divestment)

4. mymeduniwg (Liquidation)
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