I. Introduction

A. Company Name: Black and Decker
B. Team members and their respective functions

1. Sal Salvino – Management

2. Carl Ruffier – Management

3. Kevin Stephen – Marketing

4. Dan Howells – Marketing

5. Ryan Alexander – Marketing

6. Candis Robison – Economics

C. View our group is taking according to business function

1. Entrepreneurial 

a. Analyzing “the heart” of the actual operation 

b. Decision Making analysis

c. Analyzing Black and Decker’s SWOT 

d. Identifying strategies in order to obtain measurable objectives

e. E-Commerce considerations 

f. Recommending a future strategy and it’s implementation considerations 

II. Overview of Black and Decker

A. Global manufacturer and marketer of quality products 

1. Power tools

2. Hardware products

3. Home improvement products 

4. Technology-based fastening systems 

B. Products and services marketed in more than 100 countries 

C. Manufacturing operations in 11 countries 

D. Company has established a reputation for:

1. Product innovation

2. Quality 

3. End user focus

4. Design and value 

E. History of Black and Decker
1. 1910 – Incorporated by Duncan Black and Alonzo Decker 

2. 1916 – Company introduced its first power tool 

3. 1919 – Company expanded internationally 

4. 1984 – Black and Decker acquired General Electric’s house wares business for $300 million 

5. 1985 – Company changed it’s name from Black and Decker Manufacturing Company to Black and Decker Corporation 

a. Wanted to reflect it’s new emphasis on being more “marketing driven”

6. 1985 – CEO Nolan D. Archibald hired

a. Corporate headhunters rated him as a:

i. Good strategic thinker

ii. Personable 

iii. Versatile

iv. Sensitive to people 

b. Within 3 months of taking over he implemented a “reconstructing plan”

i. Closed older inefficient plants 

ii. Boosted factory utilization rates by consolidating production 

iii. Emphasized quality control measures 

7. 1986 – Black and Decker was listed among Fortune Magazine’s “10 Most Wanted Executives”

a. Named one of the 6 best managers by Business Week 

8. 1988 – Boosted Black and Decker’s profits to $97.1 million 

a. Up impressively from the loss of ($158.4) million posted in 1985 

9. 1984 – 1989 Track record 

a. 7 plants closed 

b. Approximately 3,000 employees were let go 

c. Archibald put additional resources into:

i. New product development 

ii. Redesign of company’s power tools 

iii. Small appliance lines

iv. Creating panels of dealers to suggest new products and features that consumers desired 

10. 1990 – Black and Decker’s household products business had established as:

a. Worldwide leader in products used for:

i. Home cleaning

ii. Garment care

iii. Cooking, food and beverage preparation 

11. 1995 – 1997 Track record 

a. Company launched a designer line 

i. Small kitchen appliances 

ii. Kitchen Tools 

b. Company had completely overhauled it’s supply chain management 

i. Reduced it’s finished goods inventory 

ii. Improved customer service and production planning 

12. 1998 – Global Track Record 

a. Black and Decker’s True Temper sports business unit was the leading global designer, manufacturer, and marketer of steel golf club shafts 

b. Black and Decker’s Emhart Glass-Container forming machinery division was considered 

i. Global leader

ii. Offered the world’s most complete line of glass container making equipment 

13. 2000 – Company was the overall leader in the world power tool industry 

III. Black and Decker’s Vision 

A. To establish itself as the preeminent global manufacturer and marketer of power tools and accessories, hardware and home improvement products, and technology based fastening system 

1. Strong brands

2. Innovation

3. Global Distribution

4. End-User Focus

5. Six Sigma 

IV. E-Commerce considerations 

A. May want to consider planning and implementing this new concept 

1. Black and Decker could have the a greater opportunity to reach further beyond the border

a. May find better:

i. Suppliers

ii. Gains in efficiency

iii. Cost Savings
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VI. Competition and Competitive Environment:

A. Major Competitors:

1.   The Small Appliance Market:

a. Hamilton Beach/ Proctor Silex

· Holds 24% market value in can openers, coffeemakers, and hand mixers,  40% market value in food processors,  38% market value in irons and 37% in toasters.

b. Oster/Sunbeam

· Holds a 13% market share in hand mixers, 17% in                                    irons, and 13% in can openers

c. Toastmaster

· Holds a 17% market share in toaster ovens

d. Betty Crocker

· Holds a 6% market share in toaster ovens and 5% in toasters

e. Rival

· Holds 24% market share in can openers, and 17% in toasters

2. Power Tools:

-The North American market for power tools was estimated at 3.5 billion and 4 billion for Europe in 1999.

a.   Makita


   -     a strong leader in Japan


   -     9.4 % market share 

b.   Bosch


   -     strongest in brand name in Europe

c. Milwaukee

· holds 17% share in the professional tools market

· focuses primarly on contactor grade tools

d. Ryobi

· second largest manufacturer of power tools in Japan

· holds 16.5% market share in the U.S.

f. Skill

· smallest market share of 5.5%

B. Competitive environment:

1. Invasion of the Professional Market

a. introduction of the DeWalt line

· Swarm Teams

2. Introduction of six sigma quality

3. Restructuring of world wide plants in order to cut costs and compete more effectively.

4. Restructuring of the entire supply chain to improve customer service

VII.  S. W.O.T. Analysis of The Black & Decker Company

A. Strengths

1. A widely recognized market leader in power tools and power accessories.

2. Strong brand name and company reputation.

3. Ability to take advantage of economies of scale.

4. Good customer service reputation.

5. Well known for high quality products.

6. Strong financial position.

7. Strong distribution capabilities.

B. Weakness

1. Poor common stock performance and financial results.

2. Troubled acquisitions and failed acquisitions of other companies.

a. American Standard Company

b. Allegheny International Company

c. The Emhart Corporation

        3.  Trouble with transferring brand loyalty of acquisitioned companies products.

4. Gaining respect for products in professional tool segment.

5. Not clear on strategy direction.

6. Lacks in e-commerce

C. Opportunities

1. Gain Market Shares from GE small appliance segment through acquisition.

2. Opening opportunities in Eastern Europe and other developing nations in household appliance segment.

3. Expand product lines to meet broader range of customer needs.

4. Acquisition of companies with attractive business opportunity.

5. Creating the Dewalt Brand name and line of products.

6. Expand in e-commerce

D. Threat

1. Mature Markets

2. Cyclic market

3. Poor market conditions: (i.e.) Recessions and just general poor performance in over all global market.

4. Strong Competition in power tools segment.

a. Bosch/Skil Power Tools

b. Makita

c. Hitachi

d. Atlas/Copco

e. Delta/Porter Cable

f. Hilti

g. Ryobi

h. Electrolux

5. Competition in small appliance segment.

a. Rival

b. Hamilton Beach/Proctor Silex

c. Oster/Sunbeam

d. West Bend

e. Cuisine

f. HPA/Betty Crocker

g. Toastmaster

6. Growing bargaining power of retailers.

7. New product development, products innovations, and redesign from competitors.

VIII. Black and Decker Corporation and its use of Broad Differentiation competitive        strategy


A. Diversification (B&D start to see the maturity of power tool business in 1980's)



1. Company maintains a growth strategy tied to product-line extension



2. Acquired small appliance division from General Electric




a. transformation from a power tools manufacturer to a consumer 



    products  company




b. seek to become more market oriented

                        3. CEO Nolan Archilbald (1985) increases new product goal in tool division to over 12 per year



4. Acquired Emhart (a very diverse business within itself) in 1989 made up of:




a. industrial products





b. information and electronic systems






c. consumer products


B. Acquisition is unsuccessful, skepticism about the future arises


C. B&D's management decide to slowly begin shedding nonstrategic business units


D. B&D maintain strategy of diversification, but with a more narrow focus -- B&D divests

1. B&D sells footwear materials, printed circuit board assemble equipment, capacitors, chemical adhesives, and the information and electronic systems, and chemical adhesives units (1989-1990)

2. The company sells Emhart's Garden America, Mallory Controls in North American and Brazil, and True Temper Hardware units in 1991 

3. Between 1993 and 1996, B&D sells Dynapert automated equipment, Corbin Russwin locks and hardware, and PRC Information Systems and services

4. In 1998, it sells Windmere-Durable, but retains several product lines from that unit.  During the same year it also sells True Temper Sports and Emhart glass-container forming machinery divisions.


E. B&D completes restructuring, decides to focus on:



1. Power tools for professional and non-professional use



2. Lawn and garden equipment



3. Security hardware



4. Cleaning and lighting products



5. Plumbing products



6. Commercial Fastening systems


F. B&D uses several tactics to add value

1. It introduces a six sigma program geared at improving costs, defect rates, customer satisfaction



2. Spends $164 million in restructuring



3. It restructures supply chain in order to improve customer service and 

            decrease inventories

Kevin Stephen

 IX. Recommendations for the future       

       A. Increase marketing expenditures in developing countries, where the markets are 
less saturated and in a growth phase, due to activities in construction and 
infrastructure development.

       B. Continue the research and development of innovative products and features.

       C. Further strengthen the brand image of the DeWalt product line, and increase its 
distribution.

       D. Explore using the company’s own service centers as possible retail outlets for 
Black & Decker products, thus enhancing the distribution channel and providing 
opportunities for incremental sales.

       E. Increase consumer advertising for the Kwikset brand, and possibly expand the line 
into the commercial market.

       F. Special retail and advertising campaigns could be used to closer align the various 
product lines.

