                                                                                                                                                         1
                                                                                                                                                         5









[bookmark: _Hlk52837358][bookmark: _Hlk52205802]Positioning for Long-term Profitability
Student’s Name
Institutional Affiliation
Date

Positioning for Long-term Profitability
One of the most effective strategies that I would adopt as the CEO of Best Buy to position the company for profitability in the long-term would be to create customer loyalty. Generally, retailers focus most of their attention on attracting new customers, forgetting the ones they already serve. However, contrary to this notion, fostering customer loyalty and increasing their repurchase tendencies tends to have significant impacts on long-term profitability compared to new customers' acquisition. The most effective method for creating customer loyalty is by connecting with the target customers through a shared set of values and interests than reducing product prices. As Best Buy shifts its focus from more concentration on the international market to the North American market, it may find specific values commonly shared among the American people, and then identify with this, to create loyalty to the brand (Rothaermel & King, 2019). Generally, brainstorming is among the most effective strategies for identifying a unique feature that the company can identify with and relate to the general population. 
Another strategy that I would adopt for Best Buy to boost its profitability in the long-term is differentiation, which most firms use to differentiate themselves from their competitors. Best Buy faces significant competition from major and established firms in the consumer electronics industry, including Samsung, Sony, LG, and Hewlett-Packard, which are major global players (Rothaermel & King, 2019). Therefore, to present to the customer as unique and avoid ruinous price competition with the more established firms, Best Buy will have to adopt differentiation. Customer differentiation is generally highly pervasive, creating structural empiricism, which contributes to uneven changes in customer behavior. Therefore, the approach is most effective in breaking the market monotony created by large multinationals that present consumers with a similar array of products throughout their market tenure. In the highly competitive consumer electronics industry, product differentiation for Best Buy should entail attributes like innovation, durability, consistency and value. 
Thirdly, boosting long-term profitability for Best Buy may entail engaging in pricing analytics, where an analytic tool is used to predict future occurrences. The organization then participates in developing strategies to best respond to the foreseeable changes. Price analytics fundamentally analyses past market performance to determine future sales patterns, including tracking the organization's financial goals in the future. Therefore, these forecasts determine the viability and necessity of specific product promotion strategies, including discounts, creating win-win outcomes. In a highly competitive market, organizations should focus on capturing their products' real value throughout their life cycle, including past and present occurrences, to determine future events. These analytics consider the consumer-electronics retail industry's characteristic features, which are both seasonal, and cyclical (Rothaermel & King, 2019). Therefore, Best Buy may develop a concrete business plan for its long-term future, which considers the possible threats and opportunities, presenting a viable roadmap for expanding its profit margins in the long term. 
Finally, Best Buy may opt to invest in ensuring customer satisfaction to achieve profitability in the long term. Over the decades, the organization has been categorical in its commitment to providing customer-based products, as evident in its continued data analysis and customer segmentation processes (Rothaermel & King, 2019). Generally, customer satisfaction is the foundation of the other strategies, as it directly impacts brand loyalty, relative costs, and customer repurchase tendencies. In addition to these, satisfied customers also offer the organization indirect marketing through word of mouth. Generally, customers will recommend an organization whose products and services meet their particular needs to their friends and family, who will do the same to others, creating a chain reaction. In such instances, the organization will be assured of a steady customer flow throughout its future and, at minimum, if not zero, marketing costs. 
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