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THE STRATEGY ON THE DEVELOPMENT

OF SHENZHEN PRESS GROUP
ABSTRACT

As one of the forerunners of China’s opening up to the outside world,
the city of Shenzhen, which is famous for its high economic development
and pioneering thought, has been playing an important role in China.
Although its economic gross is comparable to those of Beijing, Shanghai
and Guangzhou, the development of the media market in Shenzhen is far
more inferior. The Shenzhen Youth Newspaper, the Shenzhen Special
Economic Zone Newspaper and the Shenzhen Commercial Newspaper all
created by the Shenzhen Press Group had once been famous and
domestically had great influence since the launch of the reform in China.
However, due to equivocal strategic direction and outdated management, its
status has been declining in recent years. Therefore, the establishment of a
new strategy and a strategic regulation of the internal management have
been put on the table for increasing the core competitiveness of the
Shenzhen Press Group.

Chapter One: Analysis of the future development of the newspaper
industry

First, the chapter discusses the newspaper market of mainland in terms
of newspaper industry development, the trend of product development and
the need of the audience. Generally speaking, the audience’s demand for
newspapers of various kinds keeps increasing as the results of the great
national economic gross, the eager demand of cultural consumption in the
process of the construction of the well-off society, the civilization
developing at higher speed, the reconstruction of the social system, and the
shaping up of the new social class. Second, it analyzes the characteristics of
the domestic newspaper industry structure. They are as follows: the outdated
ideology, the inactive system, the illogical structure, the simple income
system, the redundancy of newspapers with lower quality and poor
circulation. It also analyzes the management, the strength and the managing
experiences which fall short of the market economy requirements and are
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less competitive than those in developed countries or in other regions.
Accordingly, the Shenzhen newspaper industry will be more promising if it
reforms with the right product strategy and marketing strategy. Finally, it
analyses the structure and the developing direction of the products. It
suggests that Shenzhen Press Group focus on regulating and consolidating
the advantages of its current products and establishing a leading position in
short term. It also suggests that the Group should set a long-term objective
of extending the markets into other areas, developing some nationwide
products and building up a nationwide brand.

Chapter Two: The strategic objectives and mission of the Group
First, the chapter defines the Group’s desire: to be the large-scale media
group with the greatest power in China. Second, it describes the Group’s
mission: to build a first-class newspaper industry by enhancing the use of
resources and bringing forth new ideas. Finally, it formulates the Group’s
strategic objectives, including the stage objectives and the overall objectives.
It also divides the stage objectives into sales, turnover, net profit and net
profit margin.

Chapter Three: The analysis of the Group’s strategic environment

Through the analysis of external environment, competitors and internal
situation by EFE, IFE and CPM, this chapter determines that the internal
situation of the Group has some obvious advantages and disadvantages. The
Group has lots of external developing opportunities. The advantages of the
internal situation are that it has abundant capital, human resources,
advertising income and strong support from the government. The
disadvantages of the internal situation mainly originate from operating
mechanisms, product position, experience of modern management,
profitability and so on. Therefore, the basic requirement for the Group to
develop further is defining the character of the media industry, regulating the
structure of product, improving internal management, changing market
strategy and raising the return on capital.

Chapter Four: Defining the position and formulating developing
strategy

This chapter analyses the Group’s ability to deal with the changes of
the external environment, evaluate the relevant internal factors by using the
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SWOT, which helps to find out the Group’s strengths, weaknesses,
opportunities and threats. It proposes eight strategies such as consolidating
the local market further, extending the markets in other areas and integrating
resources of different areas. According to strategic position and campaign
evaluation (SPACE), this chapter defines the position of the expanding
developing strategy for the Group. By using the quantitative strategic
planning matrix (QSPM), it formulates the best feasible strategies: market
infiltration, diversity and strategic amalgamation.

Chapter Five: Implementing the strategic programs

This chapter formulates the specific programs such as product strategy
and market developing strategy according to the overall strategies. It also
formulates an organizing and controlling system within the organization
culture to make sure the strategic programs can be implemented and the

strategic objectives can be achieved.

KEY WORDS: Strategic programming Market infiltration Diversity
Strategic amalgamation.
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