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The strateglc dynamlcs of the Ready—to Eat Breakfast -
Cereal Industry operated at a highly profltable and
competmve level durmg the: early 1990s period. The
sector maintained its dominance between glams

including Kellogg, General Mills and Philip Morris
(Post) yet the market shifted because customers were
~evolving their purchase habits and private brands '

s expanded while the industry received more attention
wregardmg its. pncmg and promohonal strategles
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Long standmg entry barrlers protected the

_industry because consumers were devoted to

- brands.and the comﬁames controlled extenswe

~distribution systems and invested exceptlonally
hlgh amounts in advertlsmg The market '

., reached saturatlon levels in 1994 as consumer ‘

,mterests turned toward health related chmces
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| QThe main busmess problems confrontmg leadmg
~companies involved price reductions and
53 stagnant market demand alongside regulatory
- requlrements Kellogg S corewstrategy came under
~_increadsed evaludtion because its competitors
implemented price reductions alongside value-
based approaches to market their products..
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The case demonstrates that mature mdustnes need
proactwe aglllty combmed with innovative capablhtles
Compames which mamtam ngld practlces durmg
L. changing market pret‘erences can let adaptable
S8 8E competitors take their market share. Successful long—

PPN term business in the ready—to eat cereal market
requlres strategic pricing together wlth mnovatlon
along wlth an emphasns on eustomer satlsfactlon




Thls case IS Just a sample partall | Raaans
~ case solution. Please place the : Sea ST
~_order on the website to order your --

, . own ongnally done case solutmn '
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