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Is this the right tool ...

It depends.

On what?
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The Three Key Questions

Strategic Analysis. Vision. Inspiration. “ThefOOI wonders’ the Wise man aSkSo »
— 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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Sraawes Question and Tool/Technique

CONSULTING

Strategic Analysis. Vision. Inspiration.

Who has pricing power in our industry?
= What gives them that power?
= What limits our flexibility to set prices?
= What might be do to gain more power?

Threat of
New Entrants

Approach
= Porter’s Five Forces
= Nine Forces Model

Competitive
Rivalry Within
Industry

Bargaining
Power of
Customers

Threat of
Substitute
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CONSULTING

Strategic Analysis. Vision. Inspiration.

Question and Tool/Technique

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

Approach
= 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 strateqy?

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?

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?

October 2010

Copyright 2010, JTHawes Consulting, LLC Slide 7



@),

Sraawes Question and Tool/Technique

CONSULTING

Strategic Analysis. Vision. Inspiration.

What are our competitive gaps versus major
competitors?
= How do identify, characterize and track them?

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

Approach
= 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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JTHAWES 17 Key Business Questions

CONSULTING

Strategic Analysis. Vision. Inspiration. descrlptlons
o | Sompette | Orgnicatons

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

How do we understand competitors’ strategies? X X

How do we evaluate the company’s core capabilities? 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 move strategy from 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

How do we assess our company and the possibilities? X X



http://www.jthawes.com/services.html

B’THAwggé Example Today

Where and why are we at a significant

disadvantage versus the competition?

ASSUMPTION:

Credible answers give better strategic options => more
growth.

AGREE?

|
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S Definition
o §*

. b

Anything about a product, service,

technology, capability or business
model that results in a significant

competitive disadvantage with one or
more competitors.

RIS

Tom Hawes, JTHawes Consulting, LLC, jthawes.com © 2010



D) Where and why are we at a

7 ° oge ®
UTHAWES  significant disadvantage versus

CONSULTING

Strategic Analysis. Vision. Inspiration.

the competition?

STRATEGIC ANALYSIS

= Competitors are improving
= QOur reaction time are too slow

WHAT? = Strategy changes are difficult
= We are not growing enough
= Qur differentiation is inadequate or
SO WHAT? q

diminishing

INSPIRATION

» Clarify the threat and opportunity
= Methodically build business cases
= Create plan for “positive” gaps

NOW WHAT?
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Strategic Analysis. Vision. Inspiration.

the competition?

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
S
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(Monitor) (Isolate) (Validate) (Execute)
BROAD COMPETITIVE POTENTIAL KNOWN CLOSURE
TRENDS TRIGGERS GAPS GAPS ACTIONS

. ﬂRENESS I KA ‘ '}YH -\\‘ :T;:)T?s-

Now WHAT?

ml & | - A B I0=EE R

Specific plans sponsored by senior management J
to close a known competitive gap

Tom Hawes, J LC, jthawes.com © zm“—_
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POTENTIAL GAPS E—;

Four Spreadsheets and Set of One Page Action Plans
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TRIGGER,
POSSIBLE GAP

Intuit Inc. is preparing as
many as five new mobile prod-
ucts for small businesses, the
latest evidence the software

company’s two-year-old re-
search-and-development strat-

TREND

Intuit’s rush to the mobile
space underscores the booming
popularity of smartphones and
the company’s newfound ability
to quickly define its priorities.

October 12, 2010

* *

Intuit Applies Gaps Analysis

CLOSURE ACTION
Mountain View, Calif.-based

Jntuit has staved in front of the
mobile trend, in i
THE WALL STREET JOURNAL. introduced a new research-and-_

Intuit Prepares App

Company Readies Upgrade to Software,

egy is delivering results that it
expects to drive profits.
By JEANETTE BORZO
Intuit Inc. is preparing as
many as five new mobile prod-
ucts for small businesses, the
atest evidence the software

company’s two-year-old re-
search-and-development strat-
egy is delivering results that it
expects to drive profits.

Later this year, Intuit expects
to unveil an upgrade to its Intuit
Online Payroll software that will
enable customers to access pay-
roll information from mobile
phones. The company also is
working on a sales-register pro-
gram that will let shop employ-
ees take orders and payments

from customers as they walk bl

through the store.

Intuit is also preparing ver-
sions of existing software for
small businesses that can run on
tablet computers, like Apple
Inc’s iPad. Those programs, as
well as new programs designed
specifically for tablets, are ex-
pected to be on the market next
year. :

Intuit’s rush to the mobile
space underscores the booming

opularity of smartphones and
the company’s newfound ability
to quickly define its priorities.
More smartphones are seen

shipping to businesses and con-
sumers in 2012 than PCs desk-
tops, notebooks and netbooks
combined, according to Morgan
Stanley estimates.

Mountain View, Calif.-base;
Intuit has stayed in front of j#fe
mobile trend, in part bec
introduced a new research-and-
development structure two years
ago. Rather than top-down prod-
uct development—which had
been Intuit’s previous
method—the 27-year-old com-
pany introduced a bottom-up ap-
proach. Most importantly, In-
tuit’s R&D groups are small,
sometimes as few as just two
people, allowing them to be nim-

e

Chief Executive Brad Smith
introduced the new structure
shortly after his appoint: 7
January 2008. At the time, "We
weren’t so good at getting new
products out to the customer,”
Mr. Smith said in an interview.

That has changed. Under the
new system, the number of new
features in QuickBooks has dou-
bled, while QuickBooks r
grew 6% in fiscal 2010, reve;
a 2% decline in fiscal 2009.

Overall revenue jumped 11% over
the same period, to $3.5 billion.
Intuit’s new product and

LaunchesPrograms

ature pipeline is five
rger than at any time
e past 10 years, according
r. Smith.

Of course, small teams create
their own set of challenges.
Managers have to keep track of a
larger number of groups. And
product development groups
have to cope with fewer re-
sources.

“They really have to focus on
what is important,” said Barry
Saik, one of the managers of In-
tuit’s TurboTax product, its big-
gest moneymaker.

Kiran Patel, who runs Intuit’s
small business unit, says the

ideas for new products
and features off of each other,
refining them as they go along.
When ideas take on a more con-
crete form, they are passed onto
customers for feedback.

Analysts say the system has
transformed Intuit’s corporate
character.

“Intuit’s whole mindset has
ed,” said Morgan Stanley

to come.”

_development structure two vears
ago. Rather than top-down prod-

KNOWN GAP

Chief Executive Brad Smith
introduced the new structure
shortly after his appointment in
January 2008, At the time, “We
weren’t so goa at getting new
products out to the customer,”
"Mr. Smith said in an interview.

RESULTS

That has changed. Under the
new system, the number of new
features in QuickBooks has dou-
bled, while QuickBooks revenue
grew 6% in fiscal 2010, reversing
a 2% decline in fiscal 2009.

Overall revenue jumped 11% over
the same period, to 33.5 billion.




(Monitor)
BROAD

TRENDS

|

KEY QUESTIONS EXAMPLES |
= What is the trend? = Demographics |
= What is the source? = Mobile Finance Adoption
= What is the likelihood over = Buying Patterns
time?
* What direction is the THE CENTRAL CHALLENGE
change?
. 5 = What trends represents
* How is it measured? significant opportunities
= What is the scope of the (and when)?
impact?
= Who'is influencing the THE SUCCESS MEASURE
trend? B - . :
= Strategic inflection points
- are understood with time
to act L




(Isolate)
COMPETITIVE

TRIGGERS

KEY QUESTIONS EXAMPLES
= What is the trigger? = Investments
= What is the source? = M&A Activity
= What is the likelihood = Hiring
over time?
* What type of frigger? THE CENTRAL CHALLENGE
* Whois involved? = How do understand when
= Where is the impact? something unusual is
- What is the evidence to happening?
look for?

THE SUCCESS MEASURE

= Recognizing that a pattern
- of activity represents a
strategic priority
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(Identify)
(] - Q'
' ‘qulng Potenti¢ ' POTENTIAL

GAPS
' |
KEY QUESTIONS EXAMPLES !
= What is the gap? = Fewer/missing features |
= What are the information = [nnovative business model
sources?
* What is the business THE CENTRAL CHALLENGE
Impact over time? .
_ = How do we proactively
= Who is better? identify gaps that may be
= Where is the impact to us? significant?
= What are we already
doing? THE SUCCESS MEASURE
= Who must characterize the = Dedicated resources are
gap? assigned responsibility to
> characterize and report on
the gap. L
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racking Know KNOWN GaPs
' |
KEY QUESTIONS EXAMPLES !
= What is the gap? = Fewer/missing features |
= What are the information = | ess standard interfaces
sources?
ntiet e el LSl THE CENTRAL CHALLENGE

Impact over time?
= How do we get consensus

* Who is better? to apply resources to
= Where is the impact to us? closing this gap?
= What are we already
doing? THE SUCCESS MEASURE
= Who presently owns the = Senior Manager assumes
gap? responsibility for closing

the gap and creates
project to do so.
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(Execute)

Tracking Act f\‘c‘ﬁ;’;‘i

KEY QUESTIONS EXAMPLES

* Who owns the action? = Add key product feature

= What are the steps to = [ntroduce new support
complete the action? model

= What are the success
measures? THE CENTRAL CHALLENGE

= What are the required = How do we manage the
investments? cross functional effort to

2
= When and how will the status COllE -

be reviewed?
= What are the possible THE SUCCESS MEASURE

countermoves by = The gap is closed in all
- competitors? tangible measures
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Where can you practice Gaps Analysis?

The Goal is Measurable Success



Strategic Alignment ...

Better View of Competition

Clearer Direction

Synchronized Actions

Winning Proposition




FOR GREATNESS

MORE

4 INFORMATION J t h awes.com



