03 STRATEGIC ANALYSIS:-
CHAPTER INTERNAL ENVIRONMENT

-Oefz'nih'uw 1> J& reﬂm to Sum totad ab- people (iﬂdfvfdud or Smup.s)’
Stakeholdexs . Pracessrs (z‘nput ; 'l'hWU?hPul'- oufPut);
Phtrsica.l injrqshvdvre (Spqae; equipments . Phy;;:'ca.@
Condition nJ- work) , Adwmiw Apparatvs (|2nes of power
& autnovzty sreponsibility . Qctountabality . Orgamisat
wlhe . valves . etnics)

-chin'nh'un 2 - Intomal Evvironmenmt s Specibﬁ-. o ead orgam'sa.h'un-
I} is based on its struchre and businew model € inclvde
all stakeholders ke Top Mgmi |, Jnvestors , Employees,
B0 . (nveslors ek.

Definition 3 - Tt also involves Understnmd.iqg o)y Cthics .principles . work
environment .-Wplﬂfeﬂ- :fu‘mdlinus ,Cnnb—idwa nf— 2nvestors
Otner Phllosnph;cal £ culivral Qspecss of businew Which aim
J‘or Success o) olgam'saﬁon

UN.beasrAN.bmf LEY STAKE HOLDERS
STAKEHOLOER reffers to all 2wndividvals awnd emtities . Znternal or exiernal fto
the firm which have 2nteral m Or cam fmpac.f' the business or .ihfahg)' of Me
oraqm'sah‘un- An orﬁawisqh'm 15 Coakifion ofy Vavious Stakeholders qud each exer
b eront level oy pressure on the Oraqnisqﬁnn- eg - Mqmt , amployees . shareholder,
vshomers . Suppliers. govt eke: Some fows on Quick profits , Some focus om lnna -

term 3me-~ A class 'lf abredivu ub dib-b- Stakeholders cam bri"na unquoumble
Con.tuluehcu J-wr the orgam‘sa.h'ow
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EXAMPLE OF KeY STAKEHOLDERS & RER: FOR 01T

STAKEHOLAERS THEIR RERUIREMENTS
Shareholdexs Retvm ovn Invest . Hl'jhu{' mawkel Shave . TaP

Eﬂﬂ?—‘iﬂa nb— Fz2imm , CSR . Lvnovahkion -

C€0 & BO2 Pruﬁae . Market Share , Revenve , Propit
ﬁoromﬂs . Markel Eﬂﬂkl".ﬂgg.

Majnr Vemdors ?wwi-h . $+a.b'|li1y of ofdm‘n3 . Shkable Margzn

Lonsumex New Contemt ., Belter Heal . Valve fﬂr V’ﬂﬂt}o 4
Continygus SUPp]y-

E‘mp\nyces (.Un.gu £ Bw}bitS, Si‘u.b'iliiy ﬂb mp]uyemmb,
Pride ub— wurl::'ng, jor rq.Pul,-cd organ,-;qu.

MENIJELOWS MATRIX

High

Also called as Stakeholder Ana.!st.s Matrix
oY Pntuu Interest Matvix is a jrnmwark
‘ to help manqge kty Shakeholders-
Informed
P ——

It Suaaul's that one shovld analyse the

all Stukeholder 3ruup based on power Cqbililyfn
inklum)a Sl'mreay> and Interest (bnw much

Snterested they are dn succes ofy avaqhisa.h‘m)' Some stakeholders may have

L evel of Interest

lots oy power & interst , some may hove less power - |ess énferest Or more power-

less Zntevest or |ess power - more nberest:
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DEVELOPING GRI2 OF STAKEHOLIERS

kegP SATISFIEd - Thep have high power but less nterest & orgamisation
Should I:n.a.P fheom Soh'sﬁ-.'ed with Intemded information
on lEﬂulm basis - eg - Banks . ff""’"' . CuShomexs

key PLAYERS - They have High Power avd High Interest and orgamisation
Should b—ullr wgq‘?e, them . 5ﬂhsma them , take taeir advice

ol bvild achions & kel.P Hhemn inb-ormecf with alf Znfyo- on a
PATI regular basis eg - Shareholders , CE0 , BOR ek

low PRIORITY - Thuf have {ess Power and Aess Inferest and orjamisqﬁm
shovld wonitor them D‘nly and no qclion to SoJﬁbY e
\l/ Dhl*r minimal eﬁ-or’ts should be Spent but an eye shovld

LOW

PRIORITY be ke pt fo check 2fy their level ofy power o7 leve| of inieraaf;
clncwgu- eg :- media. houtes . butiness magazines -

KEEP INFORMED - They have how Power but H-Bh Dnterest and nrganisaﬁah

@ Shov|d ade?un-l‘dy iﬂbotm aravp nb- Peapla £ Communicate
el With thewa to checdk that ne magor Fssve qrise and fhe)l
INFORMED Cam also hej,P back wtth real hwe j'udbﬂd-' and areag

éJ- Imprevevvent - cg = @mployees . vemdors , Suppliers .expert:

But one of the most imporkamt thing to be kept in mind is that environment (s
highly dynawic and. Vanous {-hinjs cam happen which cam make Stakeholders
move jram one gu'd to avother - eq - O we dont pay Tax or Bank Yues on
tiwe ‘['th Cam move jrom Hl'ﬂh Power - Low Dnlevest to ‘-Il'gh Power - I'II'J'h Dnierest

aroup and media houses can move from Low Power- Low Tnterat to Hn:zh Power —
Hl'z Mwl-
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STRATEG1C DRIVERS
Ln inromal env: analysis #he most lmPurl'mﬂl: Pn.rl: 2s a“d‘f"i’ ﬁb- Curremt P“f"m
O e business . j'or which Si'l’d‘!.aﬁ: driver is irhpovhmt whidkh éncludes -

[ [ e ]
INQUSTRY £ CUSITOMERS PRodvcTS CHANNELS
MARKETS £ SERVICES

NAQUSTRY AND MARKETS

Market #s defined as sum total of alt buyers & sellers in +he Qrea or region
Under ¢onsiderabion - Lt (s any P]ﬂu. Whexre buyers § sellas meet o ﬁxclu.rgg_
the produds for a praze. But eadch business has its own set of customers and thus

its own market-

hem similax companies are grouped. on the basis of primany preduct it makes or
ells em il is Called as Iﬂdustry.

ANAL}[SIN? TnousTRY AN2 MARKET

Analy.iing e Indushy & Market is imPnrl:amt' to ba’ud ovt One’s Pas'lﬁon agl
Lompqrnd. fo compti:iinr and tool Used j-nr s Is called Sfrafeﬂ:'c grwp Mapping-

Sha.!'ega'c SNUP consists nb tose
rival birms hnw‘nj similar C-ompeﬁl-rvg

° a.PPtuacheﬁ ;- Pus&h‘bn 2n the market:
ComPam'e; in Same Sh‘a}ﬁfc grovp
resewble each other hke Same Pﬂ'ce_

e Sawme t'[ud.:i'y : Sqme 'l'ecbuoloay '

Many Sim“d# dﬂkh‘lbﬂ'}l‘hh chanels efc:

Reputation amongst consumers

Few

Range ol products
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Ibau the Compelifors j-oiluw the Saqwme slmhema , Pen there wall be only one
Si-ra.regz'c 3roup and there Cam be as man}p S{mte.?fr. 3rou]>.s s reval b—z‘.rms
i} all the Competitors fnllw differemt Sb‘ni-egy-

Shpl . Itlml-ib-y CamPetiHve. charackeristics +that di”uwh&l'u two Jil'mi in the
anu.sh'y (Pn'ce - low, lm;?h , Qarea - |9cal ,nakonal |, prodvet Categories -
many . less ; ULse ofr disbibution chavnel - one or au)

Step 2 - Plot the farm om a two- variable map usina diljevent charadteristics
(RMJ: V/s RCPUH-.-W ) P.MJQ v/s Price , Price v/s de.hly d‘t)

Step3 - ANl the firms that fall in abovt same Strakegy space are allocated
Sawme SWQ&-& 311311?-

Sl'EP‘f" -bl'aw Cl'l"l'.lu QTOUHJ each Sl‘raj‘egic SWUP rnaj'.mg +hg circdes PﬂForﬁmd
to size o’- 3I‘WP'5 revenve q.scompqrcd to indus.l-rri total sSales revemye-

USTOME

The défyerent types ofy customers an organisalion sewe may have different types
of mMeeds dnd undeul-amd:‘ng their needs 2s birsl' step in deddin& prodvek -

(ompomies Cam Colleck the dara abovt the cusbomer & <ort it fo 8d‘ am adea
dAbovt wslomer tromds £ wa-ii-ub‘iul-y which com be Used 1o find out the Issves
ustomers are chfnj and them {‘qrael- areas f"’ amui‘h Cam be J—ounc!-

Customer = One who pays Pn‘u jw Product . eg AB pays Jm kids dezaper:
Consumer - One who dctvally onsumer et eg:- iaper vsed by AB funior:
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0QUCTS AND SERVICES
Eumy business Zdemtijies kcy prnduds/unuices i is oﬁmu‘ng and how they are
Pu:]‘orm;na Prodvcts shamds for o binalion nb- 30::&. § senvices thar Company aﬁ:rs
to i'nrge.i: market - Thay Cam be differentiated based on Shape ., size . Colovr . + packaging,
brand names ek Oraahisah'nm try to Show the cusiomers that their prodvds are differemt
evem i difjeremtiakion Zs real or imqginnny-

For & new product - Pru'cing Strakegy is Pnpared lﬂceping Zn mind -
(i) Tt must have @stomer- cemiric appreach:

(i) Lt must produce Sujideml refvn over the cost-

(i) Tt must increase the marker share-

SoME [MPORTANT MARKETING STRATEGIES

1) SocCIAL MARKETIN9 - (Whem the advertisement s done to increase a.cmptqb}lif)a
of Soual Zssves . ideas Qmong @ tnrge.t group te bring én

ahkng Soual d‘ﬂﬂg&- eg‘. PUbh‘u‘fy Cmpl:’“ jﬂf Pfﬂhibihiﬂ'l' n'-
Smbng shcrmng places where one ¢an Swoke , where can't:

f:l"‘

(i) Avamml:ed Marketmg - (Whem some additional senvices or bemifjils are provided
a.ltmg side cove product- eg - Free repair senvices .

m Free screen replacement .

SERVICES
i) Jirect Markd‘:'ng - Ib mnrketing 2s dowe 'lhrough various adeh‘hing mediq
thal 2nteracds djrec.'l'lf with Consumer . So that Consvmer
Gun Give direct responze , it is called as odirect Morketing.

eﬂ - ewmat| . Hec-mpuﬁ'ng , Tv- Shoppfng-
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W, Rclaﬁonship Markeh‘rg * Here propes ejfort-s are appﬁed to Create . enhance,
main taun S’rrong - valve |aden relahonship wath

Customenx ?O‘Hner shakeho|ders: es'.- l.ounge access
jov free at tve airports (or credit cord holders:

(V) Senvice Marke f (Whem the concepts ob mwkctin? applied for prodvcls
CA Inter Cost M: dxe G.PPII'Pd ‘for the senvice indush‘)' e intanﬂihle.

jorm requirina da:ﬁwwt mﬂfklﬁng sfrahzgfu as the
Senvice cant be SePual'ed me P'ron‘du-

Vi) Person Marketing - The activities undertaken to create , mainiain , chamge the
altitvde £ behaviour Ofy fadjet audiemce towards an
porticular pesson: % - Salmawn kham . Sa.vu'm{ HUtt

(“"Uol‘uui’sch'm Mnfkdz'na - The adiviies underfoken to create , vaiviodn - d"la-hSE
% altitvde & behaviovr of target Qudievice towards

an 0"8:’1?!1'5&1‘1'0?1 . be 2t P‘l’ﬂiil’ oriemted or NPO.
33:- mm'l:etina of Variovs polib'ca.l Pamh'u-

(‘“’i“") Place Markding = The adivities undertoken to create ; Mainioin . chamge the

‘g': altitvde & behaviour ofp targel audievice towards Some

Panhalar place: e?:- ij-mr Touresm by AB:
Gujcn:;::lt

(ix) €nli htmed Markatma Cumpa-ny; markmn& should Support the best IovB

i fun hna.rkd‘u\ﬂ _c(’s.hm which breaks E.xls-lmj mind -

Sek oy people: It has S'Principlu - Valve marketing,
Customer - Orzembted mark d'l'ng . 2nmovahve rnarl:elinj

G Scanned with OKEN Scanner



.Sthu-ob- mission markdinj efr Sodetal ""ﬂfk&h'ﬂg ,
ea o= Bgaul)p Campqign by Jove -

x) Qipteremtial I*’_lqr}:en‘ng » Difperemt types of market segment and dijperent

:._.'_-“ ﬁi M Prndvd' Jor each £E3mmt . 23 = .Li"-e.bw(y s Lux,
l CIHTH?!: Dowe P e, 00,'(9 5 Peqrs-

€
= e Y5
Xi) Symhra Mﬁrkd‘iug - Ib the dewmand are irregula.ﬂ dve to Season or dur:'ng
Some parts or hours oy dap . them Synchro- marl:eh‘ng
Can be Used to equalise or balavce the demand. -
eq - Prices o mnrnina Show 25 less to Znvite more

people as Compmd to evw:‘n? movie Show.

i) Concemtrated Mﬂfkdt'ﬂ? = Also called as Nache Markeﬂnj , ek is done when
Compau}a wants to ..(.om On farjg, share ob- one
or J‘Elu Sub-markels - 23_ Bolls - Enycg-

X1ii) .qurhe.tjna = Whem rnaf‘rding Zs done to reduce the dewmand ofy- Some

;c t\‘

_"'_'m_-_b 2  prodvck temporsily er permanentiy - But must note that
) demand 2s never de&trnycd. rather redvced or Shib-l'ed.'
Mcﬁna done $o avosd over- mwding. oy people in

A:fodhyq on Zz"dfmuqn)a 2024 (Sl:d.phnm diwas) -

Ay &

CHANNELS

These are the distribotzon svﬁfw by Which ﬂrgﬂnimﬁan distributes its prndud:s
or Senvices - |he waider & Straﬂaer the channel the better chances a business
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has to win over its campe{:'rl'urs and alse qus as barzers to ml:rf. eg - Boak

Sells 2ts Pfoduds online . dakme Sells online , on 3ts own stores & i‘nhnned-'qr)p
Stoves [zke Nykaa:

THERE ARE BASICALLY THREE TYPES OF CHANNELS

T

SALES CHANNEL PRODUCT CHANNEL SERVICE CHANNEL
ntermediaries ad‘uauy Intexmediariea Wwho actuqll)o Entilie that anfa‘c
2nvolived 2n scuiny the handle the P‘rodud' on 2ts requiud SOFpovl: fenvice
oeds Yia physical Storeg PaHn J'rnm Prudu:u o the aL P-rodud' meves H-nrm{,h
or onlzne or other ways. emd vser lzke Blue- dart Other two Channels like

technical install: team.

Chanel Avalysis 1s 2mportamt whenm business Stral‘ea)a ’s to scale uvp or ‘I‘ogg

bﬂynﬂd Corremt markets: eg :- -‘.b- a soft drink brand wamts to acquire more
Customers . 2t has to place Pndud- in eveny Physicd store f' online marheﬂna-

ROLE OF RESOURCES & CAPABILITIES IN BuILDING CORE COMPETENCIES
An orgavisatzon has both resources & capabilibies which are Sqnual’sed o provide
Competemcieg: Core Competemcy means Such Q@ Ca.PaJo'lliiy whidy seves as Source of
a:rmpe}iﬁve. ddvml'age. over rivals ov 2t s q collective lennnz‘na in the oagqni‘.mh‘m

I-.:a'nin3 d.ihuml- Produc]-;‘un skills £ multiple Streaw of hchnulo?iu- (ﬂmpahmcy
IS Combinakion nb- skills .-icc.hniquu rather than Sndividval ‘H_". f:::lg-l-hus Core -
Competency is also ih’regra.ﬁoﬂ o)y many Vesources Also “mz“"a““' < i
it reffeors to kmwledje , chills & fadliles Rquired %0
to duijn £ produce core preducs -
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Core anmpei-wu'es are often visible 2n jnrm ob- ogurimﬁnnd jum.t.r‘m;- like J-or
HoL . 2ts m:'lld.ina & soles are core- Compe tence-

Core tompetemces are created by Supenior .l‘.‘ﬂhjrab'an o)y hchmlugi‘cal ¢ physical
and human retovrces - Tbt_y represent distinchve skills ay well as Znfamgible |
Invisible ., intellechval assets £ wltvral Capabilities.

AS PER C'K-PRAHLAR AN iaﬂ HAMEL . MAJOR CoMPETENCIES ARE |DENTIFIED IN

(1) CoMPETITOR (i) CUSTPMER VALVE (i) APPLICATION TO OTHep
DIFFERENTIATION MARKETS

Competitur -Oibbwmbiqh'on s One o}y the main reason: Ib- the 0131"&#5% hag
Some Competence Which (s dipieult for compekitors to imitale , then it com Cleanly
Achieve Compekifive qduqutqge, as cnmpe{-ihrr. Camt Copy. Alte 3t is not necceasany
thal competence has to exist within the Company , e 3 it doira slightly better
fharn others , 2k can oblaun Core - Cnmpd'ehu- eg!- Teslc ’ Sqm.cung .

(When Company sells produds 2t has o deliver jvndﬂhlwtm! bwi'bq'l- or Lalisfackon

[v end customer and i it cam do it belter tham ib Competitore . it has Cove- Competence
But the émpact hos to be real and shovld betome reason to choose product ., and
2 wshomer has purchaned without this cuslomer Valve them its not core - Competemce:

Company chovid be able to apply the Core - Competencies 'l:hruvjhnut the organisalion
[t cannot only be reloked 2 ome pantiavlar skil) and +hus Gare campetence is an Umigve
Set of skills § expertise Which wilt be fundamental from the whole a?quisaﬁon}.

Pa ant o) Yiem

And i all three above membioned Conditions are met |, Company cam be Said to haye
Cﬁfﬁ - Compelemncy - (% Scanned with OKEN S
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RITERIA FOR BO!I_.A]N? CORE COMPETENCIES

| | E—
\VALUABLE RARg COSTLY TO IMITATE  NoN- SuBsTITVABLE
a.pahilii'i'u are Cafnb'nl;h‘u which Means the CAPumfh‘u There must be no

alveable ib- *‘MP are possessed bp Cavnnot be dﬂdﬁped S"'dlgicaUy €quiv-
Tllow J.irm B eaploit ‘nnr juw b-lrm_; Caf:l)o by Cnmpel'z‘-hg Valvable Yesovrces

Dpportunibies oOr ave rare or i firms like Intel that are themselves

aveid threats in ‘h"lﬂ d;ﬂv wihy not rare or ivnlable

exkrnal emv: Whet others have like Tah's Jow Cost
Apples Los

OT A AI.YSIS (Cﬂmummj- EXTERNAL AND INTERNAL ALAYSIS)
Aﬂn\ysl's ﬂ.- business’s Shugi-h , Weakness ;aPPorhmz'h'cS and thvealts. [ts main
1im s to hdp araqm'sqj-ion:s dwdnp b-ull qwaremess bb- 2ntemal a3 well ag external

adors Z2nveolved In wnh'na business dedsion: S W % O
| i

- [ T W -

It can be Zmplumented bgjvre all company actions leke explora‘ng hew 2nthahives ,
rwnmpina internal Pnlu‘du / dl'ﬁuvtrina .S'I:ra.l‘egirs and lwt‘rajing s’trhMJi'bS £
Opportunikies 10 Overcome weakness § threals.
ot et
Bues - |s SwoT Analysfs J‘ol’ (nternal €nvironment
or External Eavironmemt 2
Datesnal ﬁ‘l'\ahf.f.fs J’OCUSES on Undu.c'l'andjrg the
| Cxis’ring Strudure and Compefencies ofy business ,
Slwwca.:ini Strwgih & Weakness:
Opportunities Threats € xtexnal naJYgfs 15 about idmﬁbqiﬂg amd.
| prepanin faf uncontrollabes Which cam be either
ODDoviumztes or threals.seo 2is @ combo ob both

G Scanned with OKEN Scanner
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Swor Analysis Just identijies Complex (ssves for an organisalien and puts
thew Znto Simple J“rumewur# ' But owe ob e crizhcism s that it does not
Prnw'de J‘or evalvation ob— St'rmjih , Weaknegs rGPPUr"U’ﬂ“y & threals in
ComPaH'l'i\!e Context (l'-e How Is Swor ofy b—\rm Qs Compared fo Swor nb- I'z'vaﬂ)
So it is Usebvl jm s:h-u'h"ng am.l\’sfs miy-

OMPETITIV ANT
Competitive ﬁduaﬂtagg. s achieved whem Company’s Performamce oY projitability is
bettexr tham the quurage projztability of [pirms an the IthSfT which bappm.s

When Campany's Valve Creation Shiafegy rewults in supexior performance then rivals-

¥ is set of unagve fealvres of @ Cavnpany ¢ it produvcts that are perceived by e
target market a belter tham tne Competitor And competitive advavtage is said to
be achiewed n-nlf wWhen CnmPeﬁbT b'zwnf- tl’y o duwplicate or 2mitate but fal

SUSTAINABILITY OF COMPETITIVE AJVANTAGE

By sustainability of Compekitive advantage we means the peried for whith e
Compavp achieves admiagc over Competibor - T cam be short tem or Iung teorw.
Followina 4 mayor Chavacteristics of resouvrces awd CapabiIiHu reqvirfd are -

1) HURABILITY - The Pen'ad over Which Competitive deﬂﬂtﬂjt 15 sustaned depemds
al the rate at which firn'-:s. Fesources & @deiliﬁ'u detorzate- Like
éb- (nnovahion is J'ml: , Pa.hmts bewome obsolete Sooan and ib- the
Capability is dve to mgmt' expertise then 2t will omly (aat &1l the
mqv'ldﬁamtmf is with company.

@ Scanned with OKEN Scanner



(ii) TRansFerABILITY = Even &y the resounes§ Capabilitis are durable bot are eauily

ffﬂmjmble and Cam be eroded bp e cth-et&lar , leasw
Svustainable Ww2zll be CﬂmPeﬁHv: adumhgc-

i) Imtasitity = (hen the resovrces and Cﬂ?nbilmu on the bauis of Which e
Competitive adunml'a‘?v_ is qchiwed Cavmot be easily a;Pied or
Cannot be ea.l.'lly boilt or thn.led , them code-iHve adml?;
Will sustain for a longer peviod:

[ APPROPRIABILITY - Tt reffers b fimms ability to approprsate retvms on &ls
tesource base. Bo whether the reflvms ave achrau)g a'ea.tz'nc,
an advamtage is @ mayor issve-

PoRTER'S (nENERIC STRATEGI(E
The 3¢mu'ic Shateaiu o' the Midheal Portlr ¢an be Perswd by any type o)
nd a.«ny Size of business birm even projyit orzemied or NPo

0 . Cornpzi;iﬁve advnntage Ccam be 34|'mdjrom
Cost Leadership Differentiation 'threﬂ‘ dtht bmu :-
e~ T | *CosT LEARERSHIP - Shamdarised produds,

Veny ow perunil Gost
and Jar Pﬂ'r.e Semsehve Cwsfomens.

'A2FFERENTIATION - Unique products for price

insehsehve Customers

NARROWSCOPE R |

|
* Focus - Fows om needs of Small grevps of
ilomers ¢ .Ma Cienn cmniibee haseba
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COST LEADERSHIP STRA
I¥ qims at Broad Mass Market- Tt fows on cost redvction in various areas of
procurement . prodvction . S‘lnmat. £ dishbuhion o preduct or semvice -

3 pfimmy reason J'ur Fursuin3 Jnrward , backward & horizontal inh?mﬁon s
to dain cost - leadership bemijits: The onlp fows is to sel ab praze less tham the

No o‘f st eluments aﬁ:d— relative altractivemess ob 3lmurﬁ: sl-rqrggiu l‘udvd;’? -~

(i) €onomies or diseconomies ub scale Qchiwed-
ii) lﬁd.rmihg f' prer:'mct curve Eerds-

i) Percmtqge. of Cﬂpa:ii)o vhlisation Qchieved.:
W) dinkage wikh suppliess:

dow cost Si‘rqhzs}o és effective Wwhen

¢ mqud' IS comPaged nb- hlaﬂp Pn'ce -Sensetive buY'_rs

e theve Qre‘few wq?s fo dAchiwve Prodh'd‘ dz'b-b-uwh'ah‘w-

¥ buygrs do not care mvih abovt djb.bumu fmm bravd kb brand-
. lmae, ﬂo-ob- buyws wath $:'7nib1'cmt baraa.inina power -

Su:cmjvl Cost lnqd:rshup passes l‘hrnujh embire or Jam.camn and Jowses on -
Hrjh effivovcy, how ovenheads, Limited perks ,

Intensive .CC!'ﬂnlﬂg'b- Request . Intolexance ol wag ke, 'G J
Wide S pan -b- controls , Rewards [Znked fo cost ,'O HIN | %

Curtay| memt ; broad employee parh‘d‘pqh‘ou i Cost l :
Gntre] efforfs:
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How T0 ACHIEVE COST LEALERSHIP
5 Prbmpl' Jarecmﬁry o‘- dewand - 'Flchiwn‘j etonomies o#scd:-
: Opﬁmw vhlisahion of resources- * Stamdard isakion o) products:
* Invest in Cost SauinJ '}echhulosy. * Registance to dj“mﬁqﬁw

A.DVAnge.s OF CosT LEALERSHIP

1) RIVALRY - Since Wwe are .Cdtl'ﬂj ar Vean Jow Prl'ce . SO Cornpd-il'ors donot

entexr 2nto P‘n'c_g wars-

i) Buyeps - Powmbol buyers Camt exploit the jrirm as it is qlready Selling
at Pr;‘ce lower tham the others:

jiv SUPPLIERS :- Ib- Supplier inweases Pﬂ'to . all J-inm: will be aﬂeckd dve
rise but b-a‘rnu already Se,lh'nj at low can Qbsork shock better.

v EntRANTs - Low Cost in- ifself s bamier to emtrp.

) SuBSTITVTES - [ow Cost leaders mostly preduce ost to include other cushomer:
(nvest Zn dwdﬂpi‘ng Substitvte & Purohme patents:

.Olsn.wammges /RISkS IN COST LEAJERSHIP
) Mayp ot [ast long s compekitore map copy Cost redvckion technique -

i) Ol bmiﬁu'd :.b- Sean hlﬁe Volume of produds:

i) Advavicememt o '}edonulogy (s a 3reat threat -

) Buyers Znierst may Shijt fo other dijfyerentiating chtor besicles price:

v) Since to reduce cost . Qdvestisement & wmarket research s reduced S0
it map have adverse l'mPad- in lurﬂ term.
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DIFFERENTIATION Smntegg

It also aims at Broad mass market but involves Creating products thar are pewceived
imique by Customers n:[alina to product design . brand . features , customer <envice,
hmnolog p . Gstomer Sexvice €&:- Laminos 3ominvtes deliverp. [t helps the
busivess to d'mac exba price dve o wstomer Iuya!iy.

But .s:uccusbul ddb.rtwﬁqﬁm (s only P-u.u.ible tj- Compelafors Cawmot imytake 2t and
b exceeds the exredaﬁon of cushvmess and should be pm:ud after Carefyl
exqminqjion * hj?v.s nud‘ ; Mmcq, DIFFERENTIATION STRATEGY

| I

BAsiS OF QIFFERENTIATION

| I e ———————S

PROQUCT PRlcmg ORGANISATION
q:l'virﬁ Znnovahve Produd:". Price J—Iudua.l'e on baal’s Ma.xim:'su'na Powur uﬁ-
cam lead to Competitive ady- ni— demand 4 Sv pplp - brand. ., uslna locakion
But 2t may include hfjh Cnmpqm‘u Cax offer the ddvantaga , wshomer
R€a and fmrke.Hrg Cost . Pl’ﬂducl' ak lowest price (ﬂgqjly Cam provide
still payop cam be greak or Superiority throvgh additional ways of-
eg:- Apple | phone highest price. difyerentiakion-

('.'3:- Rolls Royce eg - Apple Fanteam

ﬁ”'?”'”? AIFFERENTIATION S'mareer

. lmprore performance . Tﬁlkiﬂg Steps for enhandng brand valve-
o Q‘ﬂ-u Hl'abu Qvaﬂl‘y Predvcks . Fl'xina Ph'r.u on bauis ub- UHiqanenhm-
. Edpid Produd‘ 2nnovation ’ Oj-‘fuf UHIH:P o wstomers £ maleh the

product with taste /prey- of customer
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A-DVANTA&ES OF DIFFERENTIATION
() RwALRY - The Customers axe lo_y&! to brand amd are |ess- Semsetive to
préce increage till the Hme h—z'.fm Satisfies needs of cwshomers:

i) Buyeps - Bu]m dont nejoh'a.l‘t j-or prices as {'hly are 3e&£n3 special
j—eqj'ure; & Zrmovahve oFHons~

i SUPPLIERS - Since the firm (s c.hwrﬂ.iﬂg Prwium Pn‘ce , ét con absorb the
increaze 2n prices ofy Inpols by the Supplier

V) ENTRANTS - Bu‘rﬂinj Innovakion (s an expensive offer and hew emtrants cam't
qﬂﬂrd +hem

) SuBSTITUTES '~ Subshiute Prudud's Camt Freplace dibﬁmh‘aﬁ pmduds au -H-ae,y
have hi&h brand valve § Customer lu‘rqﬂ:p-

ISADVANTAGES / RISkS I[N DIFFERENTIATION
1) Unigueness s dihicult to Sustaun in long- Lerm-
i) When jirms charae too hz}h prices jor diffreventiation . then wstomers Can
Switch to aQnother alternatives:
i) Sometimes the basis en wWhich di“wh’a.h‘en 2s done 25 not valved by e
Customers - So differembiation fails:

Iv) Cﬂmpel-ihﬂrs may dwe.}op Fh:::stf:tezpy dj.b.’wﬁqﬂng j-gq,turu ?uickly~

* Best (ot Prowsder Strategy
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Focus sraaregx

Concemtiation on particwlay @rovp of customers - Geographical markets . OF
Patﬁculax produck - |2ne .Sejmmts n order 1o senve q wel d‘ﬁ"""d but
harrotw market . better than the a:mPeHbrs who sexve broad market -

eg - Jhonsons & Jhonsons , Ferrans - Tt is Successfjul when custowmers have
SPedb-fc requirements amd that (s not dealt bp revel Hrms-

[ —_—
Focused CosT LEALHERSHIP Focusea DIFFERENTIATION
C“'"P'U"E"a based on prices to +ﬂ-tjd‘ Oﬂuig UnZque jea.lvru thalt
a narrow market” Aim is fo charge j-ul-il) demqnds ab. harrow market:
preces lower than frirms Cnmpd'ing Férms cam fows on Specific Sales
in Same fa-i'gd' mar ket Chamel like onlyp on énternct or

particular dmogmfh:k groups:

AcCHI€ VING Focusgd STRATEGY
| I [ l

Seleck Specific Creating Superior Generating high Yeveloping
niche not Covered Skills for catering ejficionces o Znnovative ways
by f:n.ll- leaders ¢ the niche market Caker niche market to manage valve chaiv

dijerentiaters

ﬂ-b\rhl_\]mgﬁg OF FOCuLsS é:gn:ggx

- P‘rwnium prices Cawm be * Rivals € new emtramis find diwwu fo Compele
Cha.rsed jor‘fuwlrd predvds dve o tremmemdovs exPer-I-u':e n 3nuds & Senvice-

-Ols-A.MthgES OF FOcus Srgﬂrggz

* I fpirms lack distinctive Competencies e Costs Sd' hfjh and ddemand
'I'hey camt persve Focus Strategy . s Wented which is an (ssve:
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BEST COST PROVIQER STRATEGY

Differentiation

Lower Cost

A Broad Overall Broad
% m&ecﬁm ng;%%f Differentiation
ers
E Y Strategy _ Strategy
= ’
L .
. - Provider
o o Strategy
v A Narrow
— Buyer
o segment Focused
s (or Market Low-cost
Niche) Strategy

It involves providing e
Cwstomers more valve for
Money by emphasizing on
lower cost £ belter quality.
Tt is 'furi-hur development
ﬁb- above three gmwf:
sl-raregi'u and Canm be
done 'l:‘hragh -

B qivfng Prodtds al Pﬂ'r.u lowey tham the Cumpcﬁhrs with almost Sawme jemm

Or Same ‘-‘!udify-

qiving products wikh h.’ahu J-ea}um ov better qua.upp tham the Competitor but

Cl‘ld-r?ing Same Pﬂ'cn
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