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Cirque Case Study
Question 1

An organization's ability to gain and maintain its competitive advantage is one of the most crucial foundations in enhancing its internal and external strategies for growth and expansion into new markets (NEGULESCU, 2019). Competitiveness indicates an entity's progress and helps it in self-evaluation against competitors dealing with the same products and services. Cirque du Soleil used a value innovation strategy of an "eliminate-reduce-raise-create" structure to gain a competitive advantage, enabling them to establish a blue ocean of unchallenged market space. Using this approach, Cirque du Soleil lowered the company's costs by eliminating the factors taken for granted in the operation industry while increasing consumer value via raising dominant key success factors. Furthermore, the company also created new features that had not been introduced in the market previously. In doing so, Cirque eliminated animal shows because, in recent years, the world has witnessed continued advocacy for the humane treatment of animals. The company was spending many resources on the treatment, feeding, care, and transportation of the animals during shows. In addition to that, the company kept their clowns but limited their roles in the shows. However, the quality of live shows was raised to include signature aerial stunts and acrobatics that had never been witnessed anywhere while eliminating luxurious tents and replacing them with low-cost rented venues. By doing so, the company came up with a new entertainment experience that the masses loved.

Question 2

Cirque du Soleil must deal with performer injury and take the necessary steps to limit or eliminate employee injury during the performances. One of the factors that the company must consider is its employee safety and competitive advantage. Whereas Cirque du Soleil is keen on its market share and maintaining a competitive advantage, it must not be at its employees' expense. The company can still design thrilling performances, but they should not go awry and cause serious accidents. This move is essential because, in many organizations, the process of recruiting and training employees to the level that they can perform to the best of their abilities takes time (Obaid et al., 2020). In this regard, at the rate at which Cirque du Soleil is registering injuries of 56 among 100 performers, it might not be easy to get replacements. On the same note, Cirque du Soleil will not lose its appeal to its audiences with safe strategies and risky shows. If information reaching the masses out there is negative, mainly about performer's injuries, it could be worse than having to adhere to some safety rules and regulations. Besides, once a company starts finding itself on the wrong side of the law regarding employee safety, it is likely to lose its appeal to the public. In this regard, with less risky shows and safety measures, Cirque du Soleil will not lose its public appeal.

Question 3

A myriad of internal together with external factors resulted to Cirque du Soleil parting ways with its competitive advantage. Notably, the company was hit hard by economic misfortunes during the 2008-2010 global financial catastrophe. Moreover, this economic recession meant that people had very minimal disposable income; hence attending acrobatic shows was considered non-essential. Additionally, the company made poor strategic decisions, like having many shows that were not differentiated according to their clients. Once clients watch a live performance, they do not find value in repeating the same. In the end, Cirque lost its appeal to the customers and its operational costs ballooned. At the same time, the demand for its shows reduced by 40% in the European market. The company also lost its glory when it registered its first fatality when one of its acrobats died while performing in Las Vegas in 2013.
[bookmark: _GoBack]Consequently, OSHA cited the company for lack of safety practices, and fines were imposed on Cirque de Soleil. In addition to that, an investigation revealed that the company had a high injury rate, 56 among 100 performers. Moreover, some performers revealed that they were coerced to perform at the highest level, creating a culture where it became difficult to raise any issue touching on acrobat safety.

Question 4

Diversification in business is the most crucial strategy that an entity like Cirque du Soleil should adopt. According to Aversa and Haefliger (2017), by diversifying its portfolio, a company no longer operates in one market space but different businesses in different environments, hence having various sources of revenue-generating activities. Cirque du Soleil can only become a global leader in entertainment by expanding its tentacles worldwide. That is the goal the company is pursuing. By acquiring assets in Blue Man Productions in New York and infusing Chinese and Russian influences into its performances and improving comedy, the company is on the right path to achieving global recognition. One method of diversification is to come-up with homegrown activities that appeal to the natives of the area or country. With the Blue Man Group's acquisition, Cirque du Soleil is keen on new forms of entertainment, including comedy that targets new audiences. At the same time, the company is working on its range of innovative capabilities, which will play a crucial role in the successful diversification of its programs. China has a large audience, together with Russia, and diversifying in these new markets will likely increase its fortunes. However, the issues touching on employee safety and the catastrophic internal decisions that threatened the company's survival must be dealt with if the company is to become a global leader in entertainment.
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