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Selecting strategy
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Portfolio assessment

Consultancy

O O Curriculum solutions
Portals/VLEs

O_aptops for students Flow of cash

High

S

Computers & perip.

Category attractiveness
Low

Low

'
RM competitive advantage
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Product / Customers matrix

Customers

Current

New

Products

Current

New

Segment A

Optimise profits by driving
down costs and retaining
customers — dependent on
core market growth

Segment B

Leverage relationships with
customers to offer more
complete solutions

\

Segment C

Find new customers and
markets to get maximum
return on products with
competitive edge

_j Segment D

New products to new
markets — highest risk
as no basis for
competitive advantage.
Normally achieved via B
orC
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Seeking organisational coherence

Dimension > Create Customer Cost
Overview Innovation leader - high % of | Customer focused - full Cost leader - highest volume
bus from new products solutions to focused customer | producer in core categories

l base l

Margins High Medium ’ Low

Culture Proactive. Informal. Risk Responsive. External focusl Formal. Internal focus. Riy
takers. l Risk averse averse
People skills Innovators. Challengers. l Relaters. Flexible. ’ Disciplined. Numerate. l
Key processes NPD - innovate, develop, Supply to order - quoting. Order fulfilment -
validate l forecasting l
Manufac’rur'ing In-house. Medium runs. Make | Sub-contract. Short runs. l In-house. Long runs. Make to
to forecast. Make to order. forecast.
Engineering Pioneering. Patent Consultants. Design to specl Reverse engineer competitor
generators. Big investments Minimal investment products. Low investment ’
Sales Field sales - system selling l Field'salfs - consultants Call centre - on line l ’
Mar‘keﬂng Large budget. Strong product | Sma rpu‘dget Corﬁvom*rp ’ Limited budge'r Minimal F T :
branding. bra mg : 3 A branjdﬁ.mg - L
Service High on core service fea‘l‘ur‘ej Hi d dﬂd reipo#lswe #_ ervic:
- sub-cobtract service. servi _ppercmon ] e
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Align strategy with personality profiles

creativity

CREATE

self-cjiscipline

WWW.BLONAY.CO.UK/PERSONALITY
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