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@THAWES The Three Key Questions

St A T v hThe fool wonder s,
I Benjamin Disraeli

STRATEGIC ANALYSIS

Determine objectively what is
WHAT? happening that affects your strategies

Assign meaning and value to what is
SO WHAT? happening to direct your planning

INSPIRATION

Decide how the organization must
NOW WHAT? respond to achieve its strategic goals
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Staawes Question and Tool/Technique
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Who has pricing power in our industry?
A What gives them that power?
A What limits our flexibility to set prices?
A What might be do to gain more power?

Threat of
New Entrants

Approach
APorterds Five
A Nine Forces Model .

Competitive
Rivalry Within
Industry

Bargaining
Power of
Customers

Threat of
Substitute
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Question and Tool/Technigue

What are the strategies of major competitors?
A What are their enablers? Constraints? Objectives?
A How does their strategy expose weaknesses?
A How might their strategy affect our strategy?

Approach
A Four Corner Model

DRIVERS | CAPABILITIES

e What are the future goals of the e What are the current strengths and
organization? weaknesses of the organization?
e What motivates the organization to act and e What processes empower the organization
achieve? to gain a competitive advantage?
e What values influence actions? e What key skills and resources support the
business strategy?

{COMPETITOR RESPONSE PROFILE
m Is the competitor satisfied with its current
position?
T m \What likely moves will the competitor make?
m Where is the competitor vulnerable?
. m What will provoke the greatest and most
effective competitor retaliation?

Y

ASSUMPTIONS STRATEGY

e What fundamental beliefs does the
organization have about itself, its
competitors and the industry?

e What does the company think will remain
constant versus likely change in the
competitive environment?

e What boundaries or constraints does the

organization impose on itself?

e How is the organization currently
competing?

e What business model, target markets and
customers are most appealing?

e How is the organization deploying or
adapting its resources, processes and
values to compete differently int he future?
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Staawes Question and Tool/Technique
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What are our competitive gaps versus major
competitors?
A How do identify, characterize and track them?

A How do we select the few that need immediate
attention?

Approach
A Gaps Analysis Process

Gather and Isolate Monitor Identify Track Known Actively Close

Share News Trends Triggers Potential Gaps Gaps Gaps
Gather and Identify Monitor Characterize Track each Manage action
share emerging targeted potential gaps known gap for a plans through

discussions and
reviews.

and then senior
dismiss or

promote each.

market and competitors
for signals of
strategy

changes.

competitive
information
throughout the
company.

management
sponsor.

customer
trends.
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descriptions

Key Question Business Competitive Organizationa
Strategy Intelligence Change

How do we build a competitive intelligence capability? X

How do we improve competitive intelligence over time? X X

How do we assess our current competitive understanding? X X

How do we build a competitive intelligence function? X X

How do we understand the industry dynamics? X X

| 26 R2 ¢S dzy RSNREGIFYR 02 YLIS{A X X

| 26 R2 ¢S S@LftdzadS GKS 02YLJ X X X
How do we detect competitive threats as soon as possible? X X

How do we develop and implement business strategy? X X

How do we movestrategyfrom concept to implementation? X X

How do we define and manage an integrated strategy? X X

How do we manage our portfolio for growth? X X

How do we decide among possible new opportunities? X X

How do we characterize our product portfolios effectively? X

How do we analyze the foundation for a new product? X

How do we go to market successfully with our product(s)? X X X

How do we assess our company and the possibilities? X X X
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http://www.jthawes.com/services.html

THAWES Example Today

Where and why are we at a significant

disadvantage versus the competition?

ASSUMPTION:

Credible answers give better strategic options => more
growth.

AGREE?

|
October 2010 Copyright 2010, JTHawes Consulting, LLC Slide 10



5apsS Definition
e A
Anything about a product, service,

technology, capability or business
model that results in a significant

competitive disadvantage with one or
more competitors.

RIS
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the competition?

STRATEGIC ANALYSIS

A Competitors are improving
A Our reaction time are too slow

WHAT? A Strategy changes are difficult
A We are not growing enough
A Our differentiation is inadequate or
SO WHAT? ;

diminishing

INSPIRATION

A Clarify the threat and opportunity

A Methodically build business cases
NOW WHAT? ACreate plan for

n

poOS
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Where and why are we at a significant
disadvantage versus the competition?

Use a 5 step Gaps Analysis Process to
identify, track and close negative gaps

Approach

Build process, leverage organization to
review trends, triggers, gaps and actions

Create better cases for change, prioritize
responses and spot threats sooner

Distribute responsibilities, centralize
reviews and build cases-for-action

S
_fpproach
S
e
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(Monitor) (Isolate) (Execute)

BROAD COMPETITIVE (LOSURE
TRENDS TRIGGERS ACTIONS

Now WHAT?

N B UASEEES LR

Specific plans sponsored by senior management J
to close a known competitive gap
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Four Spreadsheets and Set of One Page Action Plans
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