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              Anything.lk is an online market, but, it is 
unique from any other such enterprise, 
because of its brilliance in capturing the 
essence of the local buyer. Anything.lk is the 
one place where the buyer experiences 
something beyond the ordinary, from daily 
deals to retail goods, from events to travel; all 
at never before prices! 
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DAILY DEALS EVENTS 

STORE TRAVEL 
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Brief History 

We were officially incorporated as a legal entity in August 2008 as 

an online directory for both Sri Lankan businesses and consumers. 

However, in September 2010 we decided we wanted to serve our 

users better by bringing you the best deals in town. 

We are driven to create value for those who care to interact with us. 

We believe that for us to succeed, our consumers must always 

come first. If we are able to create value for you, then we have done 

something right. 

We are very fortunate to be powered by Ensogo technology. 

Ensogo.com is the best deal provider in Thailand, Philippines and 

Indonesia. 

4 



Goal 
We believe in building a community for consumers to save. We offer 

local, attractive services and products, at the best value. We work 

closely with the local businesses to create the best deals in town. We 

strongly encourage all of you to participate in helping us find the best 

deals for YOU.  

 

Our goal is to find unique and interesting things for you to do, see, eat, 

and buy around your city. We encourage you to try new things, while 

supporting local businesses and donating to local charities.  

 

Our unique business model is a win-win for everyone because 

customers get great deals, local businesses gain new customers, 

charities receive donations, and we get a success fee.  
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Our Vision 

To pioneer mass social commerce in Sri 

Lanka. 

Our Mission 

To use the power of the Internet to bring together 

consumers who buy exclusive deals from local 

businesses. We provide a marketplace that 

creates savings for consumers, new revenues for 

businesses and donations to charities. 
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Our Company Values 

1. Support and empower colleagues personally and 

professionally. 

We will do whatever is in the best interest of our 

colleagues. All we ask for, is their full integrity and to 

back our values 100%. We encourage them to provide 

honest feedback, be a role model in society and to 

help others whenever, however possible. We 

empower our colleagues to create their own destiny 

but expect these to be within our value system. 

Improvements are always welcomed. This inevitably 

will sometimes also lead to mistakes. As long as these 

were done in earnest, this is not a problem for us. 
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2. Create the best savings for our consumers.. 

This is what we strive to deliver for our members. We 

will listen carefully to you for productive 

enhancements. 

3. Provide excellent customer service.. 

We highly value customer feedback and will be honest 

and responsive in our communications. 

4. Promote social responsibility 

We put our money where our mouth is. We made a 

deliberate decision to continuously dedicate revenues 

and resources to local causes and charities. We 

encourage all of you to share our vision, mission and 

values. 
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5.  Create long lasting partnerships with 

consumers, businesses, and charities 

We can make a difference whilst making a profit. 

Everybody can be a winner. Positive outcomes for 

all engaged parties is what we strive to achieve. 

And we are determined to succeed. 
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Corporate Social Responsibility (CSR) 

Anything was founded around a moral vision, “Make a profit, 

while making a difference.” This vision will guide our company 

and our people throughout the lifespan and evolution of our 

business.  

 

We have decided to integrate social responsibility into our 

business model by donating 3% of all our revenues to local 

charities.  
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Corporate Governance 

Corporate governance provides checks and balances between our 

customers, our board, management, and investors to produce an 

efficiently functioning and profitable corporation geared to produce long-

term value. 

 

Good corporate governance starts with a solid board of directors. Board 

responsibilities include: enforcing a corporate philosophy; monitoring, 

advising, evaluating, compensating, reviewing and approving 

management‟s strategy and business plans; reviewing and approving the 

company‟s financial objectives, ensuring ethical behavior and compliance 

with laws & regulations, auditing and accounting principles and the 

company‟s own governing documents; assessing its own effectiveness in 

fulfilling these and other board responsibilities. 
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ANYTHING.LK 

PRODUCTS 

Products sold 
by Anything.lk 

Products sold 
via 

 Anything.lk 

SERVICES 

Services sold by 
Anything.lk 

Services sold 
via Anything.lk 

GRAPHICAL INTRODUCTION TO THE ANYTHING.LK SYSTEM 
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Fig1: Anything.lk is a supplier of both products 
and services; and it acts as a primary seller as well 
as an intermediate seller. 
 
Anything.lk acts mainly as an advertising agent for 
local merchants who are interested in gaining a 
good bit of publicity by offering promotional 
deals (on products or services) through the 
website. (Further details on this strategy later) 
 
But also Anything.lk has its own products and 
services on offer on the website.  
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•      Hotel deals, and    
foreign tours sold 
by/via anything.lk 

• Tickets on    
events / movies 
sold  by/via 
anything.lk 

• products sold by 
anything.lk 

• Products and 
services  of local 
merchants sold via 
anything.lk  

Daily 
deals 

Store 

Travel Events 
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Fig2: A diagram explaining briefly the functions of the website 

The website is divided under four main categories, which are;  
1. Daily Deals  
Mainly for products and services sold by merchants outside of 
Anything.lk 

2.Store  
Exclusively for products sold by Anything.lk 

3.Events  
Exclusively for tickets of events  organized by Anything.lk or 
other parties. Movie tickets are sold as well. 
4.Travel  
For Hotel or Tour deals offered by Anything.lk and other 
vendors. 
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anything.lk 
PORTFOLIO 

of 
PRODUCTS/SERVICES 
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Portfolio of Products and Services  

ANYTHING.LK 

PRODUCTS 

Products sold  

by Anything.lk 

Anything.lk 
store 

Products sold 
via 

 Anything.lk 

Anything.lk 
daily deals 

SERVICES 

Services sold 
by Anything.lk 

Anything.lk 
travel 

Services sold 
via Anything.lk 

Anything.lk 
daily deals and 

travel 

Fig1: Anything.lk is a supplier of both products and services; and it 
acts as a primary seller as well as an intermediate seller. 
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Below are some examples of the products and services 
sold on Anything.lk 

• Products and services  of local merchants sold via anything.lk  
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•products sold by anything.lk 

 E.g. kitchen and home appliances 
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•Hotel deals, and foreign tours sold by/via anything.lk 
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•Tickets on events and movies sold by/via anything.lk 
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anything.lk 

PRICING 

STRATERGIES 
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THE ANYTHING.LK VOUCHER! 
Customers buy ‘deals’ through the site and receive ‘vouchers’ as receipts for their 
payment.  
This document is what the customer needs to take with him/her in order to claim the 
product or service he/she bought through Anything.lk  
The basic concept of Anything.lk vouchers is that the customer receives a product or 
service that is more valuable than the price he/she paid in order to buy the voucher. 
Anything.lk deals are mostly 50% off; given the example below the customer pays only 
500/= for a flower bouquet worth 1000/= 

And having bought the voucher through the website, the customer takes a print out of 
the voucher to the vendor (Blooms flowers, in this example) and claims the bouquet 
without paying a penny more than 500/= 

Any extra service or product that the customer may want, but is not included in the 
voucher, can be bought at the vendor by paying additional charges directly to the vendor. 
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The voucher also can be SMSed to the customer’s mobile 

phone. 
The SMS will bear the numbers around the bar code in the 
above voucher example. 
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HOW DOES ANYTHING.LK GIVE THESE DEALS? 
 

A frequently asked question. 
And the answer is simple.  
Anything.lk does not sell;  

•low quality products 
•products that are for sale 

•illegally transported/imported products  
 

NO 

Anything.lk sells quality products and services at a discounted price by, doing the 
advertising for the merchant! 
The merchant decides on how much he/she is willing to spend on advertising for 
his/her business. 
Then that amount is reduced from the total value of the amount of vouchers 
(which stands in place of the product or service) he/she is willing to offer through 
the deal.  
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As an example let’s consider the following hypothetical situation:  
Let’s say that, in the above deal (Blooms), the merchant has offered a maximum of 100 
vouchers for anything.lk. 

•Then the max upfront income will be 100 x 500 =50,000LKR  
•The commission for Anything.lk per voucher is 10% ( out of which 3% goes for 
charity) 
•Thus 50,000 x 10% = 5000LKR max goes to Anything.lk 

•The merchant will get 50,000 x 90% = 45,000LKR 

•And so the merchant will be bearing a loss of 55,000LKR for the promotion. 

 
 It is important to note, that the selling price of the product of the merchant is actually 

more than it‟s cost value. So the merchant‟s actual loss is even less than the above. 

Anything.lk advertises through the following means;  

 •YES FM,Y FM 

•Daily Mirror news paper, Daily mirror online  
•Sunday times HitAd 

•Face Book  
•Google adds 
•Email 
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And the merchant offers the deal to Anything.lk on a RISK FREE basis! 
 

The merchant does not pay Anything.lk ANYTHING unless a voucher is sold, and 
Anything.lk takes a commission per voucher, thus if only two vouchers were sold 
the merchant pays Anything.lk the commission only for those two vouchers and 
nothing more. This is an attractive offer for the merchant: plus it is much less an 
expense than if the merchant had tried doing the advertising through the above 
methods on his own account. (as discussed in the example above) 
 

This is a strategy by which the merchant will have statistic information on the 
success of his/her promotional campaign, because they have a count of the 
customers gained via the promotion and thus will know exactly how much they 
have spent on gaining a single customer, rather than if the advertising was done 
without anytihng.lk’s service. 
 

Also for retail products the cost is cut down, by Anything.lk directly importing 
goods, without the involvement of intermediate parties. 
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How Anything works 

Consumer prints out 

Deal Voucher 

3 

4 
5 

6 

Walks into your store 

Consumer buys the Best 

Deal at Anything.lk 
We advertise 

your Deal for 

FREE. 

1 

Consumer shares the 

Best Deal with friends 

and create BUZZ! 

2 

Create a great promotion with 

Anything (Best Deal)  

7 

Consumer calls 

you 

 to make 

reservations 



anything.lk 

CUSTOMERS 
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HOW TO BECOME A CUSTOMER 
To become an anything.lk customer all one needs to do is register 
with anything.lk. Just the Name, Email address and a pass word and 

the registration is done!  

 
REGISTERING AS A NEW CUSTOMER 

A user friendly, easy to do, process that, while taking in the relevant 
data, does not intimidate or bore the new customer. 

SIGNING IN 

Easy access for already existing customers. 
And if they forget their password, they just have to click on “forgot 
pass word” and a new password is sent to the user’s email address 
immediately.  
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ANYTHING.LK CUSTOMERS  

Anything.lk has a registered customer base of 
41,100 

With an average of 35 new customers 
registering everyday! 
And a Face book Fan base of 162,134 ! 
With 3600 of them actively involved in 
discussions. 
(all the above counts are as per 12th march 2012) 
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Anything.lk has customers who speak all three tongues 
(English, Sinhala and Tamil), and others who speak only 
one of them. Thus the website is maintained under all 
the three languages. 
 
 
Anything.lk caters to the different sizes of wallets, so 
that everyone can find something to their taste. 
 
And because of the island wide delivery service 
Anything.lk has customers from all corners of the 
country. 
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CUSTOMER LOYALTY 

The average possibility of a new customer 
repeating purchase is 20% 
 
Below are a few of anything.lk’s most  Loyal  Customers ; 

 
• Mrs Jegganathan, 16 June 2011 – 

Purchases 59,350 

•Mr Ramon Aldons,15 July 2011- 
Purchases LKR 137, 017 

•Mr Sandun Silva – 26 July 2011 –  
Purchases LKR 36,085 

•Mr.Adam Christopher-7 nov 2011 – 
purchases LKR 12,630 

•Mr. Uthishka Silva – 31 Jan 2012-
Purchases LKR  240,500 
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Head Office 

Anything (Pvt) Limited, 

46 Jawatte Road, 

Colombo 7 

Business Hours : 

8am - 7pm from Monday - Friday 

(Excluding mercantile holidays) 

Telephone: (+94) 117 269 269 

Email: support@anything.lk 

Odel Branch 

No. 5,  

Alexandra Place, 

Colombo 7 

Business Hours : 

10am - 8pm Everyday 

(Excluding mercantile holidays) 

Telephone: (+94) 117 452 015 

VALUE ADDED SERVICES 
 

1. 24 x 7 customer Support through the hotline 

 
 
 
2. If the customer does not wish to pay online, cash 
payments can be done at two centers. 
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3. Anything.lk credits!  
There are two methods of gaining credits  
a). Through inviting friends to make purchases on 
anything.lk a customer earns 100 credits. (That equals 
100LKR) 
b). Through buying deals on the site 1% of the deal worth is 

added to the customer‟s credits. 

 

These anything-credits can be redeemed against future 

purchases on the site.  

One credit is equal to one rupee. 
[more about anything.lk credits later]  
 

 
 

 
37 



4. Delivery of vouchers within Colombo 

If the customer is unable to come to the above outlets to 
make payments they can request for the payments to be 
collected at their own homes or working places. If they 
request so, a representative from anything.lk will visit them 
to collect the payment and then they can print their 
vouchers from home. 

5. ISLAND WIDE Delivery of products sold on the 
Anything.lk store. 
Most of the products are delivered for free! 
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6. Tied up with Anything.lk HSBC offers a further 10% discount 
for their credit card holders.  

7.Easy payment methods for high valued products sold on 
Anything.lk store. 

And more…. 
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Core Objective 
Giving superior service to customers, pleasing them with the 
deals that they have bought and making customers come back 
to purchase more.  
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Process 
•Answering calls and logging them 

•Handling ‘walk in customers’ 
•Voucher deliveries 
•Delivery and selling of products sold by anything.lk 

•Receiving and responding to customer feedback and remarks (via email, FB, 
and phone conversations) 

Calls 
Average number of calls per day 

•Weekdays – 200 calls 
•Weekend – 50 calls 
There are six customer care executives handling calls. Each customer care representative 
handles an average of 30 calls per day. 
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Call Log 

Above is an extract of a call log, as logged by the customer care executives. 

 Sales calls and complaints are 
logged separately. And then the 
document is shared with the 
relevant departments, thus enabling 
them to refer to the information as 
well as to give feedback to the 
customer care staff.  
Right: is an extract from the 
complaint log 
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Handling ‘walk in customers’ 
If the customer does not wish to pay online, cash payments can be 
done at two centers. Payments are received and vouchers or 
products are handed over to the customers. 

Payments are received and vouchers are handed over to the 
customers. 
Also customers who have bought vouchers for products that 
need to be redeemed at Anything.lk are handled by the 
customer care staff. 

Head Office 

Anything (Pvt) Limited, 

46 Jawatte Road, 

Colombo 7 

Business Hours : 

8am - 7pm from Monday - Friday 

(Excluding mercantile holidays) 

Telephone: (+94) 117 269 269 

Email: support@anything.lk 

Odel Branch 

No. 5,  

Alexandra Place, 

Colombo 7 

Business Hours : 

10am - 8pm Everyday 

(Excluding mercantile holidays) 

Telephone: (+94) 117 452 015 
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Delivery of vouchers within Colombo 
If the customer is unable to come to the above outlets to make 
payments they can request for the payments to be collected at 
their own homes or working places. If they request so, a 
representative from anything.lk will visit them to collect the 
payment and then they can print their vouchers from home. 
An additional 100/= will be charged from the customer for this 
service 
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Delivery and selling of products sold by anything.lk 

Delivery is done ISLAND WIDE for all the 
retail items sold on anything.lk store. 
Some of those items are delivered ISLAND 
WIDE for FREE! 
And all other products are delivered with 
additional delivery charges. (Standard 
charges) 

Apart from the retail products Anything.lk also sells, and has 
sold products such as the following; 
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Feedback and remarks 
Anything.lk receives feedback about its products and services from 
customers through the following methods; 
•via email sent to support@anything.lk 

•by posts on the Anything.lk Face Book page 

•And most importantly over the phone.  
And they know they are doing a good job when; 
•customers repeat purchase frequently 

•And customers turn in to merchants! 
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anything.lk 

IMC and 

BRANDING 
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IMC (Integrated Marketing Communication) Application 

 

The concept under which an organization carefully 

integrates and coordinates its many communication 

channels to deliver a clear, consistent and compelling 

message about the organization and its products and 

services. 

 

The idea is that the customer recognizes the 

organization and what it stands for, where ever and 

however the customer may encounter it. 

 

There are many ways in which a customer is met with 

Anything.lk. And  Anything.lk achieves this through a 

„promotional mix‟ strategy. 
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Promotional Mix 
A specific blend of advertising, personal selling, sales promotions, public relations, 
and direct marketing an organization uses to achieve its marketing objectives. 
 

Major promotional tools and the relevant definitions are as follows; 
 

•Advertising – Any paid form of non personal presentation and promotion of 
ideas, products or services by an identified sponsor. 
•Personal Selling – Personal presentation by the organization’s sales force for the 
purpose of making sales and building customer relationships 
•Sales Promotion – Short term incentives to encourage the purchase or sale of 
products or services 
•Public Relations – Building good relations with the organization’s various public 
by obtaining favorable publicity. 
•Direct Marketing – Direct contact with carefully targeted individual consumers to 
both obtain immediate response and cultivate lasting customer relationships 
through tool of direct communication. 
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How Anything.lk applies the promo-mix concept; 
 
1.  Advertising 

•YES FM,Y FM, Shakthi FM, Kiss FM 

•Daily Mirror, Sunday times HitAd 

•Face Book 

•Email 
•Google adds 
•Branding public transport 
•Posters, Banners, Billboards  
•Employee uniforms 
 

2.  Personal selling 

•Sales Team 

•Customer Care Team 

•Door to Door Sales Team 
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3.Sales Promotions 

•HSBC Credit Card holder discounts 

•Seasonal sales promotions – through giving additional discounts 

on deals (Avurudu Promo) 

•Wish Bowl (during Christmas season) 

•Early bird discount for tickets on events 

 

4. Public Relations 

•FB Contests 

•Radio Contests 

•Raffle draws 

•Anything-credits for customer loyalty 

 

5. Direct Marketing 

•Email 

•Telephone 

•Door to Door sales 
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Winners of anything.lk 

•FB Contests 

•Radio Contests 

•Raffle draws 
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BRANDING 

 
Branding is a process by which a special or unique identity is created for a 

particular product/products or a service/services. 

 

A „brand‟ is a name, term, symbol or design or a combination of these intended 

to identify the product or service of one seller or a group of sellers and to 

differentiate them from those of competitors‟. 

 

Characteristics of a brand: 

1. A brand name should reflect the personality of the product or 

service. 

2. Be accepted legally 

3. Be distinctive 

4. Be short 
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How does the above apply to ‘anything.lk’? 
 

Officially incorporated as a legal entity in August 2008 the Name 

anything.lk is paragon to the concept the organization stands by. And it 

simply says that a customer can buy anything they want here. Also the 

Name indicates that is a website by the added suffix „-.lk‟ .It has a 

signature blue color, and is distinctive from  the brand names of its 

competitors because it doesn‟t have words like „deals‟ , and „vouchers‟  

which are common among its competitors and is just too obvious and 

uninteresting. „anything.lk‟ stands out among other names and triggers the 

customers‟ attention, because it is catchy, simple and short!  

  

WHERE GREAT DEALS 

HAPPEN EVERY DAY! 
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The anything.lk outlet at Odel ward Place 
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HSBC life style fair 23rd March 2012 
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Anything.lk on  World Wide Web! 
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The anything.lk brand on vehicles! 
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In Advertisements and trailers! 
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anything.lk 

Marketing 

Information  

System (MIS) 
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Fig 3. The simple Marketing System. 
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The above diagram represents a simple marketing system, where 
the organization and its competitors interact with the market (the 
collection of customers)  
 
Here the concept of ‘Marketing Communication’ was discussed 
through the IMC Application and Branding strategies, it simply 
means how the organization presents itself to the market.  
 
Products and Services is what the organization has to offer to the 
market. 
 
Profit is what the organization gets from the market as a result of 
their communication with the market and the selling of their 
products and services.  
 
What is left for discussion is, the all important concept of the 
‘Marketing Information System’ (MIS) 
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What is a MIS, and what is it for? 
 

MIS is the system that consists of people, equipment and 

procedure to gather, SWOT (Strengths, Weaknesses, 

Opportunities, and Threats) analyze, evaluate and distribute 

needed, timely and accurate information to marketing 

decision makers. 

 

This is important because without this information about the 

market, an organization cannot really grasp what the 

customer needs, and thus cannot cater to those 

requirements. And if the organization has not established a 

strong MIS, it may eventually fail in its performance. 
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• Analyze 

• Plan 

• Implement 

• Control 

Marketing 
management 

• Marketing 
Research 

• Marketing 
Decision Support 

• Internal Records 

• Marketing 
Intelligence 

MIS • Customers 

• Competitors 

• Pest factors 

Market 

Fig 4: The function of the MIS and its components 
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Marketing 

Research 

Market  

Analysis 

Sales  

Analysis 

Consumer 
Research 

Advertising 
Research 

The tool here is Marketing Research. 
 

Marketing Research is a structured approach to getting 
information about the market, its problems and opportunities, 
for use in making marketing decisions for the betterment of the 
organization. 

Fig 5: The Sub sectors of marketing Research 
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Marketing Decision Support and Internal Records 

 

Both talk about things that are needed in making a 

decision and keeping record of  it. 

 

MDS includes the computer operational system and other 

technical intelligence 

 

And Internal records include ledgers, applications, 

receipts, and other such documentary. 
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Marketing Intelligence 

 

The collaboration of  Managers of  all departments such 

as Finance, HR, Production, Development, Customer 

Service etc 

 

The idea is that the managers  discuss  all aspects of 

the organization‟s status and be updated of  the big 

picture, so as to make  better decisions in  each of their 

departments. 

 

This is something beyond  the MIS but is essential for 

its function, thus is considered a part of it. 
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How does all of the above apply to anything.lk? 

 

Anything.lk as a growing company has recognized its want 

of a MIS. Thus the company is now in the process of 

building up a strong Marketing Information System.  

 

This matter will be discussed further in „Key Issues‟ 

 

 
 

68 



  BCG  & GEBS 

Analysis 
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Introduction 

 

The business portfolio is the collection of businesses and products that make 

up the company. The best business portfolio is one that fits the company's 

strengths and helps exploit the most attractive opportunities. 

 

The company must: 

(1) Analyze its current business portfolio and decide which businesses should 

receive more or less investment, and 

(2) Develop growth strategies for adding new products and businesses to the 

portfolio, whilst at the same time deciding when products and businesses should 

no longer be retained. 

 

Methods of Portfolio Planning 

 

The two best-known portfolio planning methods are from the Boston Consulting 

Group (BCG) and by General Electric Business Screen. In each method, the first 

step is to identify the various Strategic Business Units ("SBU's") in a company 

portfolio. An SBU is a unit of the company that has a separate mission and 

objectives and that can be planned independently from the other businesses. An 

SBU can be a company division, a product line or even individual brands - it all 

depends on how the company is organized. 
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The Boston Consulting Group Box ("BCG Box") 

Using the BCG Box (an example is illustrated above) a company classifies all its SBU's according 

to two dimensions: 

 

On the horizontal axis: relative market share - this serves as a measure of SBU strength in the 

market 

 

On the vertical axis: market growth rate - this provides a measure of market attractiveness 

By dividing the matrix into four areas, four types of SBU can be distinguished: 

 

 

 

 

Stars - Stars are high growth businesses or products competing in markets 

where they are relatively strong compared with the competition. Often they 

need heavy investment to sustain their growth. Eventually their growth will 

slow and, assuming they maintain their relative market share, will become 

cash cows. 

Cash Cows - Cash cows are low-growth businesses or products with a 

relatively high market share. These are mature, successful businesses with 

relatively little need for investment. They need to be managed for continued 

profit - so that they continue to generate the strong cash flows that the 

company needs for its Stars. 

Question marks - Question marks are businesses or products with low 

market share but which operate in higher growth markets. This suggests 

that they have potential, but may require substantial investment in order to 

grow market share at the expense of more powerful competitors. 

Management have to think hard about "question marks" - which ones should 

they invest in? Which ones should they allow to fail or shrink? 

Dogs - Unsurprisingly, the term "dogs" refers to businesses or products that 

have low relative share in unattractive, low-growth markets. Dogs may 

generate enough cash to break-even, but they are rarely, if ever, worth 

investing in. 
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Using the BCG Box to determine strategy 
 

Once a company has classified its SBU's, it must decide what to do with them 

 
Conventional strategic thinking suggests there are four possible strategies for each SBU: 
 

1. Build Share: here the company can invest to increase market share (for example turning a "question mark" into a 
star) 

2. Hold: here the company invests just enough to keep the SBU in its present position 

3. Harvest: here the company reduces the amount of investment in order to maximize the short-term cash flows 
and profits from the SBU. This may have the effect of turning Stars into Cash Cows. 

4. Divest: the company can divest the SBU by phasing it out or selling it - in order to use the resources elsewhere 
(e.g. investing in the more promising "question marks"). 
 

 
As a particular industry matures and its growth slows, all business units become either cash cows or dogs. 

The natural cycle for most business units is that they start as question marks, then turn into stars. Eventually 

the market stops growing thus the business unit becomes a cash cow. At the end of the cycle the cash cow 

turns into a dog. 

The overall goal of this ranking was to help corporate analysts decide which of their business units to fund, 

and how much; and which units to sell. Managers were supposed to gain perspective from this analysis that 

allowed them to plan with confidence to use money generated by the cash cows to fund the stars and, 

possibly, the question marks. As the BCG stated in 1970: 

 

Only a diversified company with a balanced portfolio can use its strengths to truly capitalize on its growth 

opportunities. The balanced portfolio has: 

•stars whose high share and high growth assure the future; 

•cash cows that supply funds for that future growth; and 

•question marks to be converted into stars with the added funds. 
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The General Electric Business Screen 

 
The General Electric Business Screen was originally developed to help marketing 

managers overcome the problems that are commonly associated with the Boston Matrix 

(BCG), such as the problems with the lack of credible business information, the fact that 

BCG deals primarily with commodities not brands or Strategic Business Units (SBU's), and 

that cash flow if often a more reliable indicator of position as opposed to market 

growth/share.  

 

The GE Business Screen introduces a three by three matrix, which now includes 

a medium category. It utilizes industry attractiveness as a more inclusive measure than 

BCG's market growth and substitutes competitive position for the original's market share. 
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So in come Strategic Business Units (SBU's). A large corporation may have many SBU's, 

which essentially operate under the same strategic umbrella, but are distinctive and 

individual. A loose example would refer to Microsoft, with SBU's for operating systems, 

business software, consumer software and mobile and Internet technologies. 

 

Growth/share are replaced by competitive position and market attractiveness. The point 

is that successful SBU's will go and do well in attractive markets because they add value 

that customers will pay for. So weak companies do badly for the opposite reasons. To 

help break down decision-making further, you then consider a number of sub-criteria:  

 

For market attractiveness: 

•Size of market. 

•Market rate of growth. 

•The nature of competition and its diversity. 

•Profit margin. 

•Impact of technology, the law, and energy efficiency. 

•Environmental impact. 

 

...and for competitive position: 

•Market share. 

•Management profile. 

•R & D. 

•Quality of products and services. 

•Branding and promotions success. 

•Place (or distribution). 

•Efficiency. 

•Cost reduction. 
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At this stage the marketing manager adapts the list above to the needs of his strategy. The 

GE matrix has 5 steps: 

1. One - Identify your products, brands, experiences, solutions, or SBU's. 

2. Two - Answer the question, What makes this market so attractive? 

3. Three - Decide on the factors that position the business on the GE matrix. 

4. Four - Determine the best ways to measure attractiveness and business position. 

5. Five - Finally rank each SBU as either low, medium or high for business strength, 

and low, medium and high in relation to market attractiveness. 

 

Now follow the usual words of caution that go with all boxes, models and matrices. Yes the 

GE matrix is superior to the Boston Matrix since it uses several dimensions, as opposed to 

BCG's two. However, problems or limitations include: 

1. There is no research to prove that there is a relationship between market 

attractiveness and business position. 

2. The interrelationships between SBU's, products, brands, experiences or solutions 

is not taken into account. 

3. This approach does require extensive data gathering. 

4. Scoring is personal and subjective. 

5. There is no hard and fast rule on how to weight elements. 

6. The GE matrix offers a broad strategy and does not indicate how best to 

implement it. 

 THE ABOVE INFORMATION ABOUT ANYTHING.LK WAS WIHTHELD UPON 

REQUEST. 
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New Product 

Development 
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What is a new product? 

 

•A  product that opens up an entirely new market 

•A product that  adapts or replaces an existing product 

•A product that significantly broadens the market of an 

existing product 

•An old product introduced in a new market 

•An old product packaged in different way 

•An old product marketed in different way 

 
Why develop new products? 

 

•To add to product portfolio 

•To create stars and cash cows for the future 

•To replace declining products 

•To maintain/increase market share 

•To defeat revivals 

•To keep up with rivals 

•To maintain competitive advantage 

•To fill a gap in the market 

•To bring in new customers 
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One of Anything.lk‟s most unique features is that it has rapidly increased its 

customer base by developing new products and services, thinking out of the 

box at all times the website has and still is undergoing massive  upgrading 

and expansion. And responsively massive growth in the customer base. 

 

The following are some examples; 

 

1. Development of anything.lk store 

2. Development of anything.lk travel 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Marketing Orientation 

Strategies 
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Marketing - Marketing orientation 

 

Businesses can develop new products based on either a marketing 

orientated approach or a product orientated approach. 

 

A marketing orientated approach means a business reacts to what 

customers want. The decisions taken are based around information 

about customers‟ needs and wants, rather than what the business thinks 

is right for the customer. Most successful businesses take a market-

orientated approach.  

 

A product orientated approach means the business develops products 

based on what it is good at making or doing, rather than what a 

customer wants. This approach is usually criticised because it often 

leads to unsuccessful products - particularly in well-established markets.  

 

Most markets are moving towards a more market-orientated 

approach because customers have become more knowledgeable and 

require more variety and better quality. To compete, businesses need to 

be more sensitive to their customers needs otherwise they will lose sales 

to their rivals. 



Marketing Orientation  
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Sales/production Orientation  

Above is a chart showing the difference between 

marketing orientation and product/sales orientation 

in businesses. 
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Marketing Task Commentary 

 

Identify target markets 

 

Management have to identify those customers with whom they 

want to trade. The choice of target markets will be influenced by 

the wealth consumers hold and the business' ability to serve 

them 

 

Market research 

 

Management have to collect information on the current and 

potential needs of customers in the markets they have chosen 

to supply. Areas to research include how customers buy (which 

marketing channels are used) and what competitors are offering 

 

Product development 

 

Businesses must develop products and services that meet 

needs and wants sufficiently to attract target customers to wish 

and buy 

 

Marketing mix 

 

Having identified the target markets and developed relevant 

products, management must then determine the price, 

promotion and distribution for the product. The marketing mix is 

tailored to offer value to customers, to communicate the offer 

and to make it accessible and convenient 

 

Market monitoring 

 

The objective in marketing is to first attract customers - and then 

(most importantly) retain them by building a relationship. In order 

to do this effectively, they need feedback on customer 

satisfaction. They also need to feed this back into product 

design and marketing mix as customer needs and the 

competitive environment changes 
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Marketing Task Commentary 

 

Identify target markets 

 

Anything.lk targets all sorts of customers, from young to old, 

male to female and poor to rich..  

 

Market research 

 

Anything.lk is working on building up a fully-fledged MIS  

 

Product development 

 

 Anything.lk constantly makes effort to develop products and 

services that meet needs and wants sufficiently to attract target 

customers 

 

Marketing mix 

Anything.lk has implemented many ways of meeting customers 

with attractively priced deals and easy payment methods to suit 

customer needs 

 

Market monitoring 

 

The objective in marketing is to first attract customers - and then 

(most importantly) retain them by building a relationship. In order 

to do this effectively, Anything.lk has a strong customer support 

system and value added services. (discussed in the chapter for 

customers) 

How the above applies to anything.lk  



GRAPHICAL REVIEWS 
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Above is the graphical expression of the increase of employees and deals 

put on the website; with time.  

The sudden increase of the number of deals is due to the introduction of 

retail goods and travel deals. 

Development of the website relative  to the 

development of staff 
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Registered Customer 
Base 

Online
Customers

Offline
Customers

Above is a chart that depicts the average customer base who 

have internet access and who do not have internet access. 
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Above is a graphical review of growth of anything.lk‟s customer 

base with time 
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Sales 

Retail

Daily deals

Above is the graphical representation of sales on retail deals and daily 

deals  
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KEY ISSUES 

(On a marketing level) 
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KEY ISSUES 
•Customers should be computer literate. 
•Customers who do not have internet access and who do not 
reside in Colombo find the procedure inconvenient. 
•Increased number of dropped calls 
•Customers want refunds for various reasons such as; 

1. they have mistakenly bought the wrong voucher 
2. they were unable to redeem the voucher within the 
validity period 

3.They are not satisfied with the services of the vendor 
4.They have no further use of the voucher due to personal 
matters 

•Merchants do not honor the deal terms 
•Lack of proper knowledge about the deals that are running; 
especially store items 
•Lack of feedback from merchants and customers (lack of a 
proper MIS) 
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STEPS TAKEN TO RESOLVE ABOVE ISSUES 
 

Issue no: 1    
 
Customers should be computer literate. 
 
Answer for issue no: 1      
 
The fact that the organization’s target customers are computer literate is 
obvious, but the products and services the site markets, is for all; thus 
Anything.lk has implemented the offline payment method, namely, “pay @ 
anything outlets”. And for that purpose there are two outlets for customers to 
walk in and make their purchases offline, this includes the main office at 
Jawatta, and the outlet at Odel ward place. 
 
And the news paper and radio advertising provides the information needed for 
such customers to get to know about the ongoing deals. 
 

cntd 
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The customers may walk in with a news paper cut out or having heard about a 
deal over the radio, and the customer care staff will do the online process for 
the customer and get him/her the voucher for the deal he/she is interested in 
buying. 
 
If the customer does not have an email address, which is required for the 
registration process, he/she will be provided with a dummy email ID (which 
goes as *customer’sname@srilankadailydeals.lk+) which he/she can use 
thereafter to make purchases on anything.lk. 
 
Anything.lk has quite a few such customers, who are regular buyers, and are 
quite happy with that service. They merely walk in to office and get there 
voucher, or they call the hotline and ask the customer care staff to place an 
order for them, till they can come to pay. 
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Issue no: 2 
 

Customers who do not have internet access and who do not reside 
in Colombo find the procedure inconvenient. 
 

Answer for issue no: 2  
 

For customers who do not have internet access the process 
discussed above applies. 
 

For those who live out of Colombo, the island wide delivery that 
Anything.lk implemented has helped a lot; and has allowed 
Anything.lk bragging rights, for gaining customers from the 
farthest corners of the country including Jaffna, Baticoloa, Vaunia, 
Bibile,Puttalam and Ampara! 

cntd 
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But, that benefit is only when it comes to retail items. It is not the 
same for daily deals, and services of vendors who are situated 
only in Colombo.  
 
For that matter Anything.lk needs to reach 
out towards vendors from out-station. And 
that is one of the main goals Anything.lk has  
for the future of the business. 

Anything.lk outlet @ Odel ward place 
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Issue no: 3 
 
Increased number of dropped calls  
 
Answer for issue no: 3 
 
Many calls were not answered because customers were flooding in 
and the Customer Service Executives were unable to manage both 
the customers and calls. 
 
Anything.lk found a unique solution for this problem.  
 
They hired YOVA to answer the excess calls which the customer 
care staff can’t handle. 

 

cntd 
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YOVA is Sri Lanka’s first personalized answering and information 
service.  
 
YOVA has allocated agents to answer calls on behalf of anything.lk 
in case we are unable to answer them.  
 
And the best thing is YOVA provides its services 24 hours a day, 7 
days a week! 

The YOVA team was trained individually by the Customer Care 

Manager of anything.lk. 

And they email him (the CC manager) and the Senior Customer 

care Executive with the information of the call, if it the customer 

needs to be attended to further. And one of the Customer Care 

staff will get in touch with the customer. 

cntd 
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The following is an example of such an email. 

Dear Anything Private Limited,  
We received following message from Mr. Chandana,  
Dated : 2012-03-09, Time: 16:58:50 hrs' from Ph no:+94726536133.  
Mr. Chandana called on +94726536133 and asked for the width and 
the deep of the DVD player. Respond: Someone will call you 
regarding this. 
Your service was handled by agent: Zeenath Samat  
Regards, 
YOVA. 
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tel:+94726536133
tel:+94726536133


Issue no: 4 
 

Customers want refunds for various reasons such as; 
• they have mistakenly bought a voucher they do not want 
• they were unable to redeem the voucher within the validity 
period 

•They are not satisfied with the services of the vendor 
•They have no further use of the voucher due to personal 
matters 
 

Answer for issue no: 4 
 

The site clearly states that once bought purchases cannot be 
refunded. This is a term the customer agrees to every time 
he/she makes a purchase. 

cntd 
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The management of Anything.lk does refund customers on a 
mutual understanding, if the reasons are acceptable. But more 
often than not the reasons are not good enough. 
 

•Customers tend to skip over details mentioned in the deal 
terms and hurriedly make their purchases, but later realize that 
they have made a mistake. 
•Customers also sometimes do not understand certain terms. 
Below is a good example; 

cntd 
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•A very popular reason for requesting a refund is when customers 
forget to redeem the voucher within the validity period. If that is 
the reason the customer will not receive a refund, but, the 
management always tries their best to discuss with the vendor and 
give the customer a grace period to utilize their voucher. If the 
three parties are in understanding the customer may receive the 
latter alternative. 
 
•If the customer is dissatisfied with the services of the vendor 
when redeeming the voucher, and deal terms have been violated, 
the matter is looked into by the management, the vendor will be 
questioned and upon confirmation that the customer has indeed 
been let down, he/she shall receive the refund. 
 

cntd 
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•Customers sometimes face with circumstances in life that do not 
allow them to utilize the voucher they’ve bought, within the 
validity period; reasons such as, having to leave the country, falling 
ill and meeting with accidents etc. Those reasons too will be 
considered by the management, but first the customer will be 
asked to find a buyer for the voucher, anything.lk customer care 
staff will also see what they can do in finding a buyer, the customer 
can post a comment on the Anything.lk FB page for interested 
buyers and if that is possible, Anything.lk will authorize the voucher 
under the new owner’s name. But, if the reason is not convincing 
enough the customer will not be refunded. 
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Issue no: 5 

Merchants do not honor the deal terms 
 
In some cases, where the merchant is not the person rendering the service, and 
the people who are attending to the customers are not properly informed about 
the deal, those people tend to discriminate the anything.lk voucher holders, 
taking them to have paid less, and thus not worthy of a proper service.  
 
And in some instances the merchants themselves purposefully attempt to trick 
both the customer and anything.lk. These are the sort of merchants who 
unfortunately do not understand how much they’ve invested on the customer 
that comes to them bearing a voucher, and that truly they should be paying 
special attention to these customers so as to get them to repeat purchase for the 
original value.   
 
Answer for issue no: 5 
 
Anything.lk has recognized these issues and has taken measures to properly 
educate the merchant and the relevant sales people on this matter. 
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Issue no: 6 
 
Lack of proper knowledge about the deals that are running; 
especially store items 
 
The customer care staff is only vaguely aware of some deals such as 
deals on retail products and foreign tours. They have to keep the 
caller or walk-in customer waiting till they get the information.  

cntd 
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Answer to issue no:6 
 
The foreign tour inquiries are handled by one person assigned for 
the task, and his mobile number can be given to the customers: He 
is also informed of the potential sale immediately via mail or by 
transferring of the voice call, thus the customer does not have to 
wait. Customers also feel confident in having one person 
responsible for their trip, and it reduces confusion and possibility of 
errors. 
As for the retails goods, because there are so many items on store, 
it takes quite a while to get the relevant information for the 
customer. The system is not properly updated, specs are erroneous, 
and since the ‘Anything.lk store’ is new, there is still confusion 
amongst the relevant parties. It is yet to be straightened out. 

cntd 
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Suggestion:  
 
There needs to be a third party to go through the deals and look 
into the specs, do research on the products and their market prices 
to make sure anything.lk is indeed offering the best deal to its 
customers. The accuracy of every detail put up on the site about 
the product needs to be checked, so that customers are properly 
informed and the customer care staff gets the right information 
across when inquired. 
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Issue no: 7 
 
Lack of feedback from merchants and customers 
 
Answer for issue no: 7 

 
Anything.lk has implemented a new department for Merchant 
Services so as to build up good relations with the merchants, and to 
close the loop of a purchase and redemption of a voucher by the 
feedback of the merchant who offered the deal. The merchant has 
to be satisfied with the promotion he/she did via anything.lk and if 
there were any short comings those need to be acknowledged. 
Anything.lk seeks to satisfy merchants to the extent that they 
remain loyal to anything.lk and will continue to do deals with them. 
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That being said, it is only half of the concern. It is most important 
that Anything.lk receives sufficient feedback from customers! It is 
true that customers may call, email or post on FB regarding their 
experience with anything.lk, but that is a limited amount of 
feedback, and it does not address every deal run on the website. 
Thus for this issue a proper measure has not yet been taken. 

cntd 
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Suggestions A): 
 
The customer care staff can organize and maintain a log to follow 
up on 3-5 randomly chosen customers (per deal), for every deal 
sold on the site, and get feedback from them by calling them or 
sending them a mail. 
(This can be done within the validity period of the deal or after.) 
 
Considering the number of deals on the site, the above is better to 
be assigned to one person (or two) so that it is properly done, and 
it does not interfere with the other work a customer care executive 
has to handle on a daily basis.  
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As per 12/4/2012 

Page Number of 

deals 

Calculation Number of calls to 

make 

Daily deals 18 18 x 3 54 

Travel 5 5 x 3 15 

Store depends About 15 customers out 

of all retail purchases 

15 

Events 2 2 x 5 10 

Total  94 

The above amount of calls may vary according to the number of vouchers sold 
per deal, because some deals may have sold less than 3 vouchers and some may 
have sold above 100 vouchers in which case more calls may have to be made. 

cntd 
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There is also an additional benefit in the above suggestion! 
 
Since customers often tend to forget when the validity period ends 
for the vouchers they have bought, and since the person assigned 
for this task is aware of the validity periods of each deal he/she can 
also send an email reminding customers to utilize their vouchers, if 
they haven’t.  
 
That has been a request anything.lk customers have been making 
for some time, but was hard to implement because it had to be 
done through manual filtering. 
But if it is assigned to one single person (or two) the job will be 
done and customers will be very grateful of the service.   
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Suggestions B): 
 
Reward credits (about 50) for useful feedback (good or bad) given 
by customers. 
 
Again a person needs to be specially assigned to collect all 
customer feedback, filter the useful ones and then to see that the 
customer is rewarded. 
 
If implementing the above, it is best that this concept of rewarding 
is not advertised on the website but rather, let the word spread by 
those customers who receive the credits. By doing so anyting.lk can 
avoid unwanted amounts of customer comments, and inquiries 
from customers as to whether their comments were not useful 
enough to reward. 

cntd 
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Anything.lk can filter and choose useful comments to reward, 
notify the particular customers via email and add credits to their 
anything accounts. And these customers will be encouraged to give 
in more useful feedback, and they will spread the word among 
their friends who will also be motivated to send in useful 
comments; unlike if it was advertised and was ‘too public’ in which 
case customers would create unwanted trouble. 
 
Also the customer care staff can personally tell customers who walk 
in about this special credit reward, so that the customer walking 
out with a voucher or a product will ‘feel like’ just dropping a 
comment, once he/she uses the voucher or product. 
 

112 



Conclusion: 
Anything.lk has effective ways of documenting and recording data. It has satisfactory 
backup systems, so that if information is lost one way there’re always other ways of the 
getting the same information. 
 
The management has good interaction and cooperation with each other and all other 
employees, which provides the organization with profound marketing intelligence, which 
is the obvious reason for anything.lk’s level of success. 
 
The organization is achieving good results through implementing a department for 
‘Merchant Services’, which is an answer to half of the problem mentioned in issue 
number 7. And also is a non direct answer to above mentioned issue no: 5 

 
The MIS (Marketing Information System) of anything.lk would have been complete if not 
for the lack of Research done on customers. The organization is aware of this situation 
and is already working on it. 
 
Currently employing a staff of 47, Anything.lk is yet to originate an HR Department; 
however, the organization does have an HR Executive doing the needful for the time 
being. 
 
Nevertheless, with, out-of-the-box thinking and a talented staff, anything.lk is definitely 
a place where “great things happen every day!” 

113 



THANK YOU! 
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By PORTIA RATNAYAKE 


