Three Necessary Conditions for a ‘good’ strategy
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1. Make money now as well as in the future
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2. Provide a secure and satisfying environment to
employees now as well as in the future
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3. Provide satisfaction to the market now as well as in
the future
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B: Induce a people to

improve @D: Do not lay-off people
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improvements into departments which have
bottom line results improved the most
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The company potential for
increasing revenue far exceeds its
available capacity
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The company gains a substantial and
lasting advantage in many segments.
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he market of the company as defined by
its inherent capabilities far exceed its
current operating market.
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The company uses the window of opportunity to
identify a factor in which an order of magnitude
improvement will bring a significant competitive edge
and aims its improvement efforts to achieve it.
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The company induces many market
segmentations in which it has a
competitive edge.
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The company operates in a sizable market
in which the perception of value gives the
company a distinct advantage.
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Offerings are introduced in a way
that guarantees practical
segmentation.
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The company introduces modifications
to its offerings that substantially
increase the perception of value for
sizable market.
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Options, service level, guarantees, response times,
etc., can change market perception of value of the

AT23a>, H—EXLNIL, Rt ICERBRET

~

105

same physical product.
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When a lucrative market segment is up, the company shifts
focus away from some less lucrative segments,
when a market segment is down, the company shifts
focus to other segments.
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The market has the flexibility to
shift focus between market
segments almost without changing
its resources.
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The company segments its markets,

not its resources.
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The company induces many market
segmentations in which it has a
competitive edge.
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The company can service different
markets using almost the same
resources.
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The company is careful to enter only
into new products which require
almost the same resources.
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The company protects and utilizes its most expensive assets -
people.
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For the company there is very rarely the need to lay off

. employees.
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/ 340a: When a lucrative market segment is up, the company \
shifts focus away from some less lucrative segments,
340b: when a market segment is down, the company shifts
focus to other segments.
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The market has the The company’s competitors 330
flexibility to shift focus provide the flexibility to change The company is careful to enter
between market the company’s level of offering into segments that the probability
segments almost without in the market segments which of many of them dropping during
changing its resources. are not very lucrative. the same time period is very small.
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For the company, there is no 315
point in trying to fully exploit a The company elects not to take
market segment which Is not 100% of any market segment
lucrative. which is not very lucrative.
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The company has internal A company that has 100% of a market
constraints. segment has limited flexibility to reduce its
HHIIHAICHD offering to that segment.
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The company potential for
increasing revenue far exceeds
its available capacity.
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