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Abstract

Drug Q ,one of the promoted products of TBC Co.,Ltd, has been confronted with some quality
problem that affect its growth rate and market share,this leading to the underperform of the TBC.
Furthermore,the price war that initiated by the competitors to seize more market share enforced the TBC
to discount the Q market price. The objective were to study and analyse the cause of the problem
leading to the short term and long term solution that being the standard of operation of the firm and to
analyse the 3 cs and others for the competitive advantage strategic formulation of product Q and TBC.
Strategic management process was applied to run this study.The data was collected from both the
primary data ( sales report,monthly report and executive interview ) and secondary data ( economic and
politic newspaper,industrial IMS report and literature review ).The findings showed that growth strategy
was suitable for the TBC owing to the conformation of growth and trend of TBC and industry.The
business unit strategy was state with the competitive advantage strategies compose of differentiation
product leadership , customer intimacy and operational excellence on the basis of value chain
management.The functional strategies were arranged as the marketing mix strategy, production strategy

Jfinancial strategy and human resource management strategy.

Keywords: Corporate Strategy, Business Unit Strategy, Functional Strategy, Competitive Advantage,

Value Chain Management
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