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Step 1: Define The Industry

• How you define the Industry sets the strategic agenda

– Too Narrow – excludes potential competitors or 
substitutes

– Too Wide – reduces focus and differentiation

• When defining the industry try to think outside the box
– Rather be Different than just better



Step 2:  Analyse the Industry 
• Utilise industry analysis tools like

– Porter’s five forces

• Most companies analyse the industry as it is – 
few analyse the industry after they enter or 
expand
– Treat an industry analysis like a chess match… 
– What are the likely opponent responses to each move
– Always ask yourself who has the most to lose if you 

are successful –  And, how will they react (be 
prepared for surprises)



Porter’s Five Forces Model
Michael Porter developed a 

model that is a useful 
framework for evaluating 
the relative 
attractiveness or 
otherwise of an industry.

The model forces you to 
analyse:

1. Who has the power in 
the industry

2. How does this power 
affect you

3. What are the likely 
substitutes 

4. And how likely are new 
competitors in the 
industry



Industry Attractiveness continued

Another way to evaluate 
market or industry 
attractiveness is to consider 
the entry and exit barriers.

Think about some of the 
markets you may have entered 
where you can’t get out even 
when profits are nil

Are there still high barriers to 
entry into the airline industry?



Step 3:  Draw a Value Chain 

1. Once you have defined the industry you are competing in, take time 
to develop a value chain, linking the customer to the suppliers.  It is 
increasingly important to understand how the whole chain adds value 
to the customer.

2. The value chain indicates two key things:
1. Which partners when teamed up with you offer the most value
2. Who is taking the most value (profit) out of the chain, or better 

still, where is the most profit going to come from.



Step 4:  Make Strategic Choices 

• Several tools follow that are useful in making a variety of 
strategic choices.

• Remember to be judicious in your use of tools.  
    The discount airlines ignored Porter’s advice (either be a     
     cost leader of a value adder – never get caught in the 
     middle).  Discounters now have better products at a 
     lowest cost



Boston Consulting Group
This model forces you to 

consider:
1. The Market Growth rate
2. Your Relative market 

Share for each Line of 
Business

3. Depending on the status 
of each line of business 
you will need a suitable 
strategic plan e.g., a 
close or sell strategy for 
the dogs and a 
maintenance strategy for 
the cash cow

4. Remember:  Do not 
worship at the alter of the 
cash cow!  The most 
common mistake with 
cash cows is that 
managers lose sight of 
the customer – who has 
a tendency to move!



General Electric Model



The General Electric Model

• The General Electric model introduces:
– Directionality
– Size
– Competitor response
– Market growth
– Relative strength

• Very useful to consolidate all the competitors, 
their relative market share, your position and the 
likely direction that each player is likely to go in



The General Electric Model
• Factors Affecting Market 

Attractiveness
– Overall market size
– Annual market growth
– Historic profit margin
– Competitive intensity
– Tech requirements
– Inflation vulnerability
– Energy requirements
– Environmental impact
– Socio-politico-legal

• Factors Affecting Business 
Strength
– Market share
– Share growth
– Product quality
– Brand reputation
– Distribution network
– Promotional 

effectiveness
– Capacity
– Unit costs
– management



Growth Strategies

This model forces you to consider three growth options; growth the current business, 
build or acquire related business (integrative growth), and/or add attractive unrelated 
businesses (diversification growth).



Growth Strategies
• Here’s some new stuff on Growth Strategies… check out 

Harvard Business review Article by Michael Treacy and Jim Sims, 
April 2004:  Take Command of Your Growth

• Companies that know where their revenues really come 
from are as disciplined in managing growth as they are 
in managing costs



Growth Strategies
• They identify 5 Sources of Revenue Growth

– Base retention (hold onto what you already have)

– Gross share gain (take business from competitors)

– Market positioning (show up where growth is already 
occurring)

– Adjacent markets (attack your neighbors

– New lines of business (invest in unrelated 
businesses)



Ansoff’s Product- Market 
Expansion Grid

Developed in 1957, but still one of the most useful strategic marketing tools.  
Forces you to choose between new market and new product strategies



SWOT ANALYSIS
• Personally I love the SWOT analysis…  Let me show 

you a couple of twists.

• Everyone knows that external scanning yields a list of 
threats and opportunities.

• To prioritise these, rank each issue according to the 
likelihood of occurrence (probability) and the impact 
(negative for threats and positive for opportunities)

• Then map these co-ordinates in order to distill the true 
threats and opportunities (see the next slide)

• Then do exactly the same for the internal weaknesses 
and strengths (maybe use dimensions such as relative 
strength and ability of competitors to imitate etc.)





SWOT
• Here’s where the twist comes…
• Conduct a cross-impact analysis:

– first for the impact of your weaknesses on your 
threats.  This indicates your areas of 
VULNERABILITY

– Then for the impact of your strengths on your threats, 
this indicates your REACTIVE POTENTIAL

– Finally evaluate the impact of your strengths on you 
opportunities, this indicates your PROACTIVE 
ENERGY

– Great strategists focus on getting rid of vulnerabilities, 
and getting the appropriate strategic balance between 
their reactive potential and their proactive energy!



Disney Perceptual Map

Here Disney plots 
various amusement 
parks within statement 
space.

In other words, the 
statements that 
prospective target clients 
use to evaluate theme 
parks become the very 
dimensions that can be 
utilised to separate and 
position Disney



Dare to Be Different

Remember our friends at Service Tracker?  The day they drew the above 
perceptual map was the day they started to win contracts through differentiation.  
In fact they targeted a new set of decision-makers… Operations Managers

Immediate FeedbackDelayed

Generic

Specific to the person providing the service

Pen and paper

PDAs, cell phone

Service Tracker
(Immediacy and 
Accountability)



Customers are not stupid…

Always worth checking where your product/price proposition sits or is likely to sit 
in the mind of the customer



Simple… yes, but if you get it 
wrong?

There are two risks:

1. You overprice the 
product and miss 
opportunities to grow 
the market

2. You under price the 
value and leave profit 
unharvested 



Cialis vs Viagra

Cia
lisVia

gra

Cia
lis

Eli Lily left a lot of 
unharvested value 
on the table when 
they priced Cialis 
below Viagra.

With hindsight they 
found out that 
customers would 
pay more for a 
product that 
extended the 
intimacy window 
period over 24 hours 
instead of 2



Beware: Fads, Fashion and 
Trends

Segmentation is one thing, but it is 
usually a snapshot of the present reality

Temper your excellent segmentation 
techniques that make you different with 
some forward looking trend analysis…

Try the VALS Network in the US,  or 
even popular trend analysts like Faith 
Popcorn.

The effort required to position yourself 
and the company at the beginning of a 
new trend is worthwhile!



Step 6:  Implement Well:
 McKinsey 7-S Framework

Up to now we have looked at tools 
that help you to make strategic 
choices – in other words WHAT you 
are or are not going to do

The 7 – S model provides a 
framework that drives HOW you are 
going to implement the strategy

The originators of this framework are 
Tom Peters and Robert Waterman.  
The authors of in Search of 
Excellence from which this 
framework was distilled in 1982.



Pulling it together:  The Strategic 
Marketing Plan

This  model provides a neat 
framework for a strategic 
marketing plan…



I prefer this framework… but hey 
you choose…



PS:  Don’t forget the internal 
customer


