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Lenovo Technology Company
[bookmark: _GoBack]The Lenovo technology company was started in Beijing in 1984 by Legend Holdings. In 1988, its operations expanded to Hong Kong, while in 2005, it acquired IBM's computer business. More acquisitions were noted in 2014 when the Intel-based and Motorola mobility was obtained. The actions were taken to support the goal of being the leading company in manufacturing and selling computers. Despite that Lenovo has gained a competitive benefit in this industry, actions should be taken to ensure long-term survival, especially in Asia. It is the case because the star rating reduced from 3.8 to 3.5, which is a threat. In making the amendments, it is vital to assess the business strategy to determine the suitable one for the future.  
As per the 2020 business report, Lenovo Company has the largest market share in the PC market globally, having 25% of the sales (Shu, 2017). Therefore, it is the leading company in this market, whereby the "protect and attack” strategy has played a significant role. The approach is based on the defensive element that the company has a dominant global position on PC sales and the offensive item that aims to become international. The objective would be achieved by leveraging its assets and entering new markets to boost sales. The strategy enabled the company to acquire the above position and share, considering the business models. The transactional approach focuses on small businesses and retail consumers, where the products are offered directly via online platforms or indirectly through the company's distributors. On the other hand, the relationship model targets large companies, governmental entities, and educational facilities.  
For future growth and development, Lenovo ought to introduce leadership-based strategies. For example, coaching and visionary leaders need to be hired (DeMatthews, 2014). One of the reasons the rating stars have dropped is due to the poor brand perception in the emerging nations and low differentiation. With the right leadership, these weaknesses would be overcome, allowing the company to convince the developing countries of its brand and ensure increased differentiation. Thus, the company's position would be secured by applying better leadership strategies.
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