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A ROLE PLAYING
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A ROLE PLAYING
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STRATEGY IS DIFFERENT THAN ASPIRATION

- "OUR STRATEGY IS TO BE #1 OR #2 ...
- OUR STRATEGY IS TO GROW ...
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STRATEGY IS MORE THAN PARTICULAR ACTIONS

- "OUR STRATEGY IS TO MERGE ...

- OUR STRATEGY IS TO CUR COSTS ...
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STRATEGY IS NOT THE SAME As MISSION/VISION

- "OUR STRATEGY IS TO SERVE OUR CUSTOMERS AND

COMMUNITIES WHILE MEETING THE HIGHEST
STANDARDS OF INTEGRITY ...
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¥ _ STRATEGY IS NOT AN ASPIRATION
- STRATEGY IS NOT A MISSION
- STRATEGY IS NOT A VISION
- STRATEGY. IS NOT A TACTIC
- STRATEGY IS NOT A GOAL
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CULTURE EATS

STRATEGY FOR
BREAKFAST

PETER DRUCKER
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MIiTSloan

Management Review

CULTURE EATS

STRATEGY FOR
BREAKFAST

The percentage of leaders at each
level in an organization who can list
their company's top three priorities

Top
Team

Senior
Executives

Middle
Managers

Frontline
Supervisors

13%

0% 20% 40% 60%
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Does culture eat strategy for breakfast, Really?

CULTURE EATS
STRATEGY FOR No. And here's why we should rethink it:

BREAKFAST - Peter Drucker never said it.

- It implies a fight between the two.

- Culture is actually a part of strategy.

- A bad culture takes a while to rear its ugly head.
- Poor choices eat a strategy faster than anything.
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10 Trends to

https://hbswk.hbs.edu/item/10-trends-to-watch-in-2024

sl | Harvard
VTTI Business

Y | School
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https://hbswk.hbs.edu/item/10-trends-to-watch-in-2024
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REPORT
—Set boundaries to ease “WORKISM”
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iy Harvard
_ Business
Review

7

—_ 9 Trends That Will
e Shape Work in
- 2025 and Beyond

https://}vbn org/2025/01/9-trends-that-will-shape-work-in-2025-and-beyond
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A REPORT

Harvard
Business
Review
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AR o N T
10 sustainability trends impacting business

e _,’ e | S

https://www.erm.com/insights/10-sustainability-trends-likely-to-shape-the-business-landscape-in-2024-and-beyond/
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https://www.erm.com/insights/10-sustainability-trends-likely-to-shape-the-business-landscape-in-2024-and-beyond/
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) REPORT

Responding to climate change: Getting real about decarbonization

Valuing human capital: Farewell to back to normal

Integrating ESG: Cutting through the noise

Safequarding natural systems: Nature gets a seat at the table

Streamlining sustainability disclosures: A new paradigm

Building sustainable and resilient supply chains: Striving for transparency and action
Enabling sustainable consumption and production: The end of waste?

Applying technology to sustainability: Taking Al for a test drive

© © N O L AN L Db =

Respecting fundamental rights: From checkbox to core strategy

10. Navigating the evolving political landscape: Another volatile year ahead
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A REPORT
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., 2025 ANNUAL TRENDS REPORT

. The Path Forward
“ for Sustainable
Business

=% January 2025

https://www.erm.com/qlobalassets/documents/insights/ermsi annual-trends-report-2025-4.pdf
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https://www.erm.com/globalassets/documents/insights/ermsi_annual-trends-report-2025-4.pdf

Responding
to Climate
Change

Safeguarding
Natural
Systems

Sustainable &
Resilience
Supply Chain

Enabling
Sustainable
Production & L/
Consumption

Respecting
Fundamental

Applying
Technology to
Sustainability
Navigating
the Evolving
Political
Landscape
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Competitive

Valny Threat

of new

Threat of Por‘ter' [y 5 gntrants

substitute

products Forces

Bargaining
power of

customer
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) PORTER'S 5 FORCE

BARGAINING BARGAINING POWER OF BUYERS:
POWER OF * Number of customers
BUYERS = Size of each customer order

= Differences between competitors
= Price sensitivity
= Buyer’s ability to substitute
= Buyer’s information availability
= Switching costs
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P} PORTER'S 5 FORCE

BARGAINING BARGAINING POWER OF SUPPLIERS:
e kel * Number and size of suppliers
SUPPLIERS . .y

®* Uniqueness of each supplier’s product
®* Focal company’s ability to substitute
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) PORTER'S 5 FORCE

THREAT OF NEW ENTRANTS:

= Barriers to entry

* Economies of scale

* Brand loyalty

» (Capital requirements

= Cumulative experience

= Government policies

=  Access to distribution channels
=  Switching costs

THREAT OF NEW
ENTRANTS
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P} PORTER'S 5 FORCE

THREAT OF SUBSTITUTE PRODUCTS:

THREAT OF * Number of substitute products available
SUBSTITUTE * Buyer propensity to substitute

PRODUCTS = Relative price performance of substitute
» Perceived level of product differentiation
* Switching costs

I MAHAN BUSINESS SCHOOL I



P} PORTER'S 5 FORCE

RIVALRY
AMONG

EXISTING
COMPETITORS

RIVALRY AMONG
EXISTING COMPETITORS:

* Number of competitors
* Diversity of competitors
* |ndustry concentration
* |ndustry growth

= Quality differences

* Brand loyalty

= Barriers to exit

=  Switching costs
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RIVALRY AMONG THREAT OF NEW ENTRANTS:
EXISTING COMPETITORS: THREAT OF NEW * Barriers to entry

=  Number of competitors ;
R _ ENTRANTS = Economies of scale
Diversity of competitors « Brand loyalty

]

* Industry concentration s Capital requirements

- Indu?.try grOWth = Cumulative experience
" Quality differences =  Government policies

" Brand loyalty = Access to distribution channels

= Barriers to exit »  Switching costs
= Switching costs

RIVALRY

BARGAINING

BARGAINING

POWER OF &"I’;‘T)":I% POWER OF
SUPPLIERS BUYERS
COMPETITORS

BARGAINING POWER OF BUYERS:

= Number of customers

= Size of each customer order

= Differences between competitors
= Price sensitivity

= Buyer’s ability to substitute

BARGAINING POWER OF SUPPLIERS:

= Number and size of suppliers

= Uniqueness of each supplier’s product
= Focal company’s ability to substitute

THREAT OF SUBSTITUTE PRODUCTS:

* Number of substitute products available THREAT OF = Buyer}? information availability
= Buyer propensity to substitute = Switching costs

= Relative price performance of substitute SUBSTITUTE

= Perceived level of product differentiation PRODUCTS

= Switching costs
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RIVALRY AMONG THREAT OF NEW ENTRANTS:

EXISTING COMPETITORS: THREAT OF NEW « Barriers to entry
ENTRANTS

= Number of competitors
= Diversity of competitors
= Industry concentration
.

= Economies of scale

= Brand loyalty

= (Capital requirements
.

.

Industry growth

Quality differences
= Brand loyalty

Barriers to exit

Cumulative experience
Government policies

= Access to distribution channels
= Switching costs

= Switching costs

RIVALRY

AMONG

EXISTING
COMPETITORS

BARGAINING
POWER OF
SUPPLIERS

BARGAINING
POWER OF
BUYERS

BARGAINING POWER OF BUYERS:

BARGAINING POWER OF SUPPLIERS:
. = Number of customers

Number and size of suppliers

= Uniqueness of each supplier’s product = Size of each customer order
= Focal company’s ability to substitute = Differences between competitors
*  Price sensitivity
THREAT OF SUBSTITUTE PRODUCTS: = Buyer’s ability to substitute
= Number of substitute products available THREAT OF * Buyer’s information availability
= Buyer propensity to substitute = Switching costs
= Relative price performance of substitute SUBSTITUTE
= Perceived level of product differentiation PRODUCTS

Switching costs
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INDUSTRY LIFE-CYCLE

The The The The
AN Introduction Stage Growth Stage Maturity Stage Decline Stage
Low sales Increasing sales Consistent sales Reducing sales
High costs Reduced costs Reduced costs Constant costs
No/Little profits . Some profits ; Increasing profits . Reducing profits
P P gp . gp Life Cycle
: Extension

SALES

TIME
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REPORT
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CAPITALIST

THE WORLD'S 10

ost Vel
(mpanies

NOVEMBER 2024 EDITION

Musk’s affiliation with President-elect
Donald Trump has sent Tesla shares
soaring, pushing the company back
into the trillion-dollar club.

As of Nov. 8, 2024, Figures rounded.
Source: Companiesmarketcap.com

(@) VISUAL CAPITALIST

$4T pumy

©) @ NVIDIA
o550 of
<481 2* Microsoft

S [ amazon
S W Alphabet |

' saudi aramco |
S50 00 Meta

S$18B Min. market cap required

'_/ for S&P 500 inclusion

- BEerksHIRE HATHAWAY ixc.
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LARGEST COMPANIES
IN THE WORLD

)

D,
VISUAL
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&= Netherlands

Along with Nvidia, Apple, Microsoft,
Amazon, Alphabet, and Saudi Aramco
have all been the world’s most valuable
company at some point in time

50 )
‘ Saudi
Arabia
$290B
3 Q

~ & Cermany
-'— Denmark

nded. As of July 18, 2025

Companiesmarketcap.com
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https://assets.publishing.service.qov.uk/media

/66fd3b10080bdf716392ec91/GST 7 Final
WEB compressed updated.pdf

.

Ministry

of Defence .

Global Strategic Trends

O

Ut 10 2055

" Seventh Edition
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https://assets.publishing.service.gov.uk/media/66fd3b10080bdf716392ec91/GST_7_Final_WEB_compressed__updated.pdf

Global Power Technological

Competition ’\ Advances &
i Connectivity

; Economic
Global drivers Transformation &

of change ‘ . Energy Transition

Climate Change &
Pressure on the
Environment

Inequality & Pressure
on Governance
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REPORT

»  Global power competition
1. Regional and global power competition will become increasingly prevalent.
2. The democratization of space will enable commercial entities and non-state actors to become the forefront of space
exploration.
3. The capability of violent extremist organizations and organized crime groups to do harm will increase.
»  Climate change and pressure on the environment
4. Climate change will cause more extreme weather events and rising sea levels globally.
5. The pollution and degradation of the environment will increase.
6. Food and water insecurity will become increasingly prevalent.
7. Climate change and technological advances will open up access to new regions, domains, and resources.
»  Technological advances and connectivity
8. Societies and economies will become increasingly automated and artificial intelligence-dependent.
9. The competition for technological edge between companies as well as between states will be increasingly evident and intense.
10. Global digital connectivity will continue to increase along with the rising value of data.
»  Economic transformation and energy transition
11. The relative economic influence of Asia will grow.
12. Geopolitical competition will lead to a slowdown in global trade.
13. The power and influence of big corporations will continue to grow.
14. The global demand for energy and natural resources will increase.
15. The world will become less reliant on fossil fuel energy.
>  Inequality and pressure on governance
16. The number of migrants will increase globally.
17. Political and social polarization will increase.
18. A growing number of parallel stress factors will increase pressure on traditional governance structures.
PAS 2 19. Socio-economic inequalities will increase.
1 ' »  Demographic pressure
20. Global population growth will slow down, with some regions experiencing a decline.

MiniS‘try 21. The average age of the world population will increase.

22. The Asian middle class will continue to grow significantly.
of Defence
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A REPORT

Parallel and contradictory trends of:

: Growing : o
i rreciin Cooperationand | Innovation and arroraransil W2 e
Y confrontation stagnation and demand for g 9
and fragmentation transparency roles of states
g9l Bl g ) SESSAYGLILY 4 9) hS)lis) 221 0l i s
)9 eRIJLadl Olojpdd Lyguody 395 9 (52 ] R g0 ut ool phy o
(xS jUsS cuslod adloo laycdgo (g
oJwlj8
Ministry
of Defence JL_MAHAN BUSINESS SCHOOL g



A REPORT
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Value

Does this
strength provide
value to your
customer?

Inimitability
Can this
strength be
easily imitated
by your
competition?

Rarity Organized
Is this strength If this strength is
rare in your a competitive
competitive advantage, are
space? you ready to put

it to use?

O
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VRIO ANALYSIS STRATEGIC PLANNING MODEL
IS THE RESOURCES OR CAPABILITY...? IS THE COMPANY WELL...?
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ORGANIZED.

YES SUSTAINED
e 4 COMPETITIVE
ADVANTAGE

<o o
N

UNUSED

COMPETITIVE
ADVANTAGE

1"0 lun
COMPETITIVE COMPETITIVE TEMPORARY
DISADVANTAGE PARTY CAODWREIIIIH;VEE
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[SwOT

WEAKNESSES [ THREATS

~

STRENGTHS
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SWOT

Analysis
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SWOT

Analysis

y
;@ Apple
‘ 2015
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WEAKNESSES
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OPPORTUNITIES
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STRENGTHS+
OPPORTUNITIES
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STRENGTHS+
THREATS
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WEAKNESSES+
OPPORTUNITIES
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In F25, we expect Services to contribute a higher percent of annual gross profit dollars vs. iPhone (42% vs 41%). We expect this to continue in F26 & F27 with the

Figure 1: Percent of annual gross profit dollars from iPhones, Services and Other
contribution from other staying ¢. 17%

120.0%

m iPhone = Services m Other

100.0%
800% ——
60.0%

40.0%

Apple =
o]e
F2024 F2025 F2026 F2027

Source: Company reports, BofA Global Research estimates

SWOT

Analysis

BofA GLOBAL RESEARCH
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WIN-CARDS
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EErJHarvard Many organizations confuse operational plans
Eg\slgg\?vss with strategy. Creating a strategy is an

outward-looking, relatively high-level exercise

September 11, , . .

5024 that's about identifying how to meet your
stakeholders’ needs. Once you've done that,
you can figure out the specific steps you need
to take to get there. Here's how to build a
strategy that avoids fragmented efforts and

missed opportunities.
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3y GOOD TIP
. .
c“°°\

EEIdHarvard  Separate strategy from action.

Eg&%g&vss Strategy is about positioning your business in

September 17, the marketplace — it's not a list of tasks for

2024 each function to execute. When you confuse
strategy with action, you and your team will
lose sight of the overall direction. Keep
strategy focused on big-picture positioning
iInstead and let specific decisions and
deliverables follow.
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) GOOD TIP

EdHarvard Reframe your language.

Business

Review |he words you use shape your thinking.

September 11,

Replace terms like “marketing strategy” with

2024 ‘customer strategy” and "HR strategy” with
‘employee strategy” to focus on your

stakeholders.

Planning ..
Performance

Management
De{rclup and Measure

DIVERSIFICATION
STRATEGY

Graham K. Kenny
Australia's #1 strategy

VS
'L;' : Author and Speaker
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A PORTER VALUE CHAIN

( FIRM INFRASTRUCTURE
| 3
suppoRT )  HUMAN RESOURCE MANAGEMENT
ACTIVITIES TECHNOLOGY DEVELOPMENT
. - T )
L PROCUREMENT
INBOUND 5 pepaTIONS [OUTE
LOGISTICS
A\

PRIMARY ACTIVITIES
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A PORTER VALUE CHAIN

’ COST DRIVERS

Economy of Scale / jwliéo jl Ll adyo <
Learning / p80L %%
Capacity Utilization / cud,b jl g)lop oygs *

Linkages among Activities / lacudled (ju blg)l <
Interrelationships among Business Units / aas>lg (jw (pléie kulgy <

Degree of Vertical Integration / gogoc pleolazyo <
Timing of Market Entry / )liL asog)g )loj **
Firm'’s Policy of Cost or Differentiation / <8 julod L duje cuwlw

Geographic Location / (plllyes> cuedge
Institutional Factors / (ojuc¢ g ldlo « a0 ldl cudled c wlybo) (dgo- (858> (Jolge 4
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,
‘g Bruce D. Henderson

“Competitors that make their living in the
same way cannot coexist—no more in business
than in nature. Each must be different enough
to have a unique advantage. They may look
alike, but they are different species.”
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) BCG MATRIX
ELATIVE HARKET SHAAE

CASH GENERATION

* |

[
= )
e Question mark
p— —
|__ _
= , *
[ ,
o W .
() T
'__ % ” L
) o
~ T
o )
=5 e
Bruce Henderson
Cash cow BCG Founder
1915-7992
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) BCG MATRIX

RELATIVE MARKET ShARE

CASH GENERATION
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Quantltatlvely
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% LEVEL FOUR
LEVEL THREE
LEVEL TWO
OPTIMIZED
IMPROVING
—_— DEFINED
AD-HOC ; * Risk management fully
* Risk process documented * Risk management used integrated
. . * Rudimentary risk process at earliest stages
* Limited risk if any I + More consistent application « Lessons learnt and fed
* Inconsistent Application * Risk management is 3 ; S
§ : into upcoming projects
Many surprises + Limited predictive modelling integral to project 4 ep
* No predictive
. ' management
Heroics : * More senior management
* Some senior * Tailored information ~Revenue
_____________________ m @'lage_m_erlt_________________________________A___________';_........-......__...._..>
Technology Budget o
Risk and Cost :
1
' B = E— = : Innovation
: |
1
- . & N7 |
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A ORG MATURITY
PHASE OF MATURITY

QUANTITAVELY
MANAGED m MANAGED OPTIMIZING
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Beyond~transformat10n What we now know
about dr1v1ng bottom-line performance

September 11, 2025 | Article
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VOLATILATY COMPLEXITY
VU C A eed

UNCERTAWNTY DMBIGUITY

-, BB
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Drivers Impact

Change Nature Instability

oge Change Dynamics Loss of Control
VOIatI I Ity Change Speed Increased Risk
Change Rate
Unpredictability Indecisiveness

. Potential Surprises Increased Analysis
U ncertail “ty Unknown Impacts Delayed Action

Unknown QOutcomes

Task Correlation Data Overload
. Interdependencies Decline in Productivity

C om p I eXIty Interrelationships Mistakes
Interoperability Learning of the Fly
Unclear Cause Doubs

o o Unclear Action Distrust

Am b ! 9 u Ity Unclear Aims Lack of Confidence

Unclear Effects Delays
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Drivers Impact Needs
Change Nature Instability
oge Change Dynamics Loss of Control o o
VOIatI I Ity Change Speed Increased Risk VISIO n
Change Rate
Unpredictability Indecisiveness
. Potential Surprises Increased Analysis .
U ncertail “ty Unknown Impacts Delayed Action U n d ersta nd In 9
Unknown Outcomes
Task Correlation Data Overload
. Interdependencies Decline in Productivity .
C om p I eXIty Interrelationships Mistakes c I aril ty
Interoperability Learning of the Fly
Unclear Cause Doubs
. . Unclear Action Distrust oge
Am b ! g u Ity Unclear Aims Lack of Confidence Ag ! I Ity
Unclear Effects Delays
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REPORT
McKinsey
& Company

McKinsey
Technology Trends Outlook 2024




1. Generative Al

2. Applied Al

3. Industrializing machine learning

4. Next-generation software development
5. Digital trust and cybersecurity

6. Advanced connectivity

7. Immersive-reality technologies

8. Cloud and edge computing

9. Quantum technologies

10.Future of robotics

11.Future of mobility

12.Future of bioengineering

13.Future of space technologies
14.Electrification and renewables
15.Climate technologies beyond electrification and renewables
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THE Al REVOLUTION
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BUILDING THE DIGITAL FUTURE
<

COMPUTE AND CONNECTIVITY FRONTIERS
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CUTTING-EDGE ENGINEERING
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McKinsey
& Company

Technology Trends
utlook 2025 . ..

Fifth edition

Jul

McKinsey
Technology Trends Outlook 2025
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Next-Gen
Generative Al J . ; Cyber-
T/ / Security

Technology Trends
Outlook 2025

Next-Gen
Software
Development

Next-Gen
Engineering

Advanced 2 R Sustainability
Bio-Tech s N Tech
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Technology Trends
Outlook 2025
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M"ghéﬂpany “Theincreasing pervasiveness of Almeans that
Technology Trends companies thatfailto build Al capabilities risk
Outlook 2025 . .
being left behind—notjust technologically, but
competitively.”
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McKinsey «
& Company T

Technology Trends velocity of adaptation.”

Outlook 2025

nevelocity of change hasoutpaced the

ol 48 8 ) 5L i psasS i
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McKinsey
& Company

Technology Trends
Outlook 2025

“Competitive advantage will be shaped less by
whatacompanyownsand more bywhat it
knows and how quicklyitlearns.”
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M"é%izpany “Human-machine collaboration will notjust

Teohnology Trends supportwork—itwill redefineit.”

Outlook 2025
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) REPORT

Deloitte.

TECH TRENDS

2025
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Two years after generative artificial intelligence staked
its claim as the free space on everyone’s buzzword-bingo
cards, you'd be forgiven for imagining thart the furure of
technology is simply ... more AL That’s only part of the
story, though. We propose that the future of technology
isn’t so much about more Al as it is about ubiguitous
Al We expect that, going forward, Al will become so
fundamentally woven into the fabric of our lives that it’s
everywhere, and so foundational that we stop noticing it.

Take electricity, for example. When was the last time you
actually thought abour clectrons? We no longer marvel
that the lights tum on—we simply expect them to work.
The same goes for HTTP, the unseen thread that holds
the internet together. We use it every day, but I'd bet
most of us haven't thought about (let alone uttered) the
word “hypertext”™ in quite some time.

AT will eventually follow a similar path, becoming so
ubiquitous that it will be a part of the unseen substruc-
ture of everything we do, and we eventually won't even
know it’s there. It will quietly hum along in the back-
ground, optimizing traffic in our citics, personalizing our
health care, and creating adaptative and accessible learn-
ing paths in education. We won't “use” AL We'll just
experience a world where things work smarter, faster,
and more intuitively—like magic, but grounded in algo-
rithms. We expect that it will provide a foundation for
business and personal growth while also adapting and
sustaining itself over time.

REPORT

Nowhere is this Al-infused furure more evident than in
this year’s Tech Trends report, which each year explores
emerging trends across the six macro forces of informa-
tion technology (figure 1 in the executive summary).
Half of the trends that we've chronicled are clevating
forces—interaction, information, and computation—that
underpin innovation and growth. The other half—the
grounding forces of the business of technology, cyber
and trust, and core modernization—help enterprises
seamlessly operate while they grow.

As our team put the finishing touches on this years
report, we realized that this sublimation and diffu-
sion of Al is already afoot. Not the “only trend” nor
“every trend,” Al is the scaffolding and common thread
buttressing nearly every trend. {For those keeping a close
eye at home, “The new math: Solving cryptography in
an age of quantum”—about the cybersecurity implica-
tions of another game-changing technology, quantum
computing—is the only one in which Al does not have
a foundational role. Yet behind the scenes, Al advance-
ments are accelerating advances in quantum.)

® Spatial computing takes center stage: Future Al
advancements will enhance spatial-computing simu-
lations, eventually leading to seamless spatial-com-
puting experiences integrated with Al apents.

®  Whar's next for Al As Al evolves, the enterprise
focus on large language models is giving way
to small language models, multimodal models,
Al-based simulations, and agents that can execute
discrete tasks.

Deloitte

Hardware is eating the world: After years of soft-
ware dominance, hardware is reclaiming the spot-
light, largely due to AT's impact on computing chips
and its integration into end-user devices, the Internet
of Things, and robotics.

IT, amplified: AT elevates the reach (and remit) of
tech talent: ATs applicability to writing code, testing
software, and augmenting tech talent is transform-
ing IT and sparking a shift away from virtualizaton
and austere budgets.

‘The intelligent core: Al changes everything for
core modernization: Core systems providers have
invested heavily in AL which may simplify the user
expetience and data-sharing across applications
but will make these systems more complex at an
architectural level,

Because we expect Al to become part of tomorrow’s
foundational core—like electricity, HT TP, and so many
other technologies—it’s exciting to think about how Al
might evolve in the next few years as it marches toward
ubiquity, and how we as humans may benefit. We here at
Tech Trends will be chronicling every step of the journey.

Until next time,

ey £

Kelly Raskovich
Office of the CTO
Executive editor, Tech Trends

Kelly
Raskovich

Senior Manager,
Deloitte Consulting
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Spatial computing takes center stage
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IT, amplified: Al elevates the reach (and remit)
of the tech function

LD gl cule Wbl gyl
O ySdoc (Cuygolo g) diold ;e guon 4
DO (0 s 1y 5)glid /’,»/ \\« : SIXMACRO

What'’s next for Al? . _
N IPIIL.S (£ GO0 (JUGD DI

ATION

Hardware is eating the world

.).szbb..o I) lJJ.))l_)..Qlumu

BUSINESS OF |» / FORCES OF
TECHNG INFORMATION UTATION
TECHNOLOGY

The new math: Solving cryptography in an |
age of quantum '
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The intelligence core: Al changes everything
for core modernization
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P STRATEGY CANVAS

High

Blue Ocean Strategic Move

Offering Level

Industry Value Curve

Low

Competing Factors
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P} STRATEGY CANVAS

IDENTIFY YOUR TOP COMPETITORS
CLARIFY KEY COMPETITION FACTORS
RANK COMPETITORS IN EACH FACTOR

MAP A VALUE CURVE BY CONNECTING EACH FACTOR
CHART YOUR CURVE

TAKE ACTION

1.
2.
3.
4.
5.
6.
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High

Offering level

Low

STRATEGY CANVAS

O iPhone

Féature phone

S:martphone

|
Customization

| 1
Price ) rFf’C-like Style & Fun | ! 1
. of : performance : through App
Variety of physical Business Mobile Ease of Store
models buttons  applications internet Use
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BLUE OCEAN STRATEGY

|\
(7
- C7

Blue ocean

Create New market

Red Ocean

Compete in existing
market.
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BLUE OCEAN STRATEGY

Red Ocean

Compete in existing
market.

1- Beat competition
2- Bring additional existing demands.
3- Value/Cost tradeoff

Blue ocean

Create New market

1- Irrelevant to competition.
2- Make fresh demands
3- No value/cost trade-off
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BLUE OCEAN STRATEGY

RED OCEAN

BLUE OCEAN @\

INNOVATION TO CREATE A NEW
MARKET WITH LITTLE TO NO
COMPETITION

v" UNKNOWN DEMAND

v' NO COMPETITION (YET)
v" FOCUS ON INNOVATION
v DEVELOP NEW PRODUCT

v CREATING AND CAPTURING NEW
VALUES FOR CUSTOMERS

v' FOCUS ON R&D

v" HIGH RISK/HIGH REWARD

v" FUTURE AND GROWTH ORIENTED
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y BLUE OCEAN STRATEGY
/ TOOLS AND KEY RULES
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BLUE OCEAN STRATEGY

ERRC GRID TR

raised well above the
industry's standard?

ELIMINATE : CREATE

NEW VALUE
Which factors that the E> CURVE <:I Which factors should be
industry has long competed created that the industry
on should be eliminated? G has never offered?

REDUCE

Which factors should be
reduced well befow the
industry's standard?
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ERRC GRID

Which factors should be
raised well above the
industry's standard?

ELIMINATE CREATE
EW VALUE

N
Which factors that the E:> CURVE <:| Which factors should be
industry has long competed created that the industry

on should be eliminated? 2 has never offered?

REDUCE

Which factors should be
reduced well below the
industry's standard?

BLUE OCEAN STRATEGY
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\ BLUE OCEAN STRATEGY

Eliminate
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%} BLUE OCEAN STRATEGY

(Syand (i Yublxo Cdo sl W gl 4y asl oy w jlHy culd) Lgid & Jdguw 9o Sypaw
A1 ABMe Sy a0 W aS 0,8 Ui 1y (cuuds (Jb o

08) 909y (siwlad (sl yiay g LG Sy jl (58810 A4S €u8)S §1)8 (530> Cuius JO Sy (]

Ll agog O o

I MAHAN BUSINESS SCHOOL I



7%} BLUE OCEAN STRATEGY

digikala

=Wl S5 gl il o

I MAHAN BUSINESS SCHOOL I



\ BLUE OCEAN STRATEGY
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\ BLUE OCEAN STRATEGY
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d ROLE PLAYING
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A ROLE PLAYING
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WHY SOME
START-UPS

CHANGE THE
FUTURE

Breakers

Mike Maples Jr. & Peter Ziebelman

“The most important start-up book of the last ten years,”
—STEVE BLANK, cocreator of the Lean Startup movement

39

~
| % {‘I‘/$Q$‘$\ %\

(53

Mike
Maples Jr

Peter
Ziebelman

their efforts to change the future.”

"Pattern Breakers shows why the only path to breakthrough results is to
break the mold and be non-consensus, not just right.

Maples and Ziebelman offer concrete examples from some of the most

impactful start-ups of our time and practical advice that founders can use in
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A NEW ARTICLE

» Michael Porter’s Three Great Strategy Contributions
Roger Martin
Former dean of the Rotman | | R iSES.
School of Management o

= Strategy Execution Module 15;
Using the Levers of Control to Implement Strategy

HARVARD Robert Simons
BUSINESS ScHooL American Economist
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P} NEW ARTICLE

* Time to Transform Leadership Development: Why Leaders Must
Challenge Their Patterns and Paradigms
Diane Belcher | August 9, 2024

» Transforming Leadership Development: How to Manage Polarities and
Paradoxes
Mark Marone, PhD | August 30, 2024

e | Harvard
\3f/ | Business

<~ | School
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A NEW ARTICLE
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A NEW ARTICLE
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) ARTICLE

_ Dynamic Complexity in Business Strategy (2023)
(5[.19.) Wi g ) B gewsS sl g1l puwl (SLQL,SM S)0 (61 (s 39T jl solaiwl L,SJgS? a0 aJloo
Lwl disloy )5 guwsS buxo

https://blog.scienceopen.com/2022/05/introducing-the-journal-of-systems-thinking/

Systems Thinking in Organizational Change (2024)
S)0 @2pb jl 0ySdoc dgug0 9 (Hlojlw Wluei copdo sl (oduwaw 3545 jl soldiwl 932 (w)y du allbo (]
)10y (50 bz (5w igy

https://systemdynamics.orqg/systems-thinking-through-storytelling/

System
Society o

I MAHAN BUSINESS SCHOOL I


https://blog.scienceopen.com/2022/05/introducing-the-journal-of-systems-thinking/
https://systemdynamics.org/systems-thinking-through-storytelling/

Power and Progress

Our Thousand-Year Struggle Daron

Over Technology and Prosperity Ac emo glu
Simon
Johnson
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GVLISTAN
LEMPIRE

DES ROSES
Composé par SADI, Princedés Péé_te:Tu.rrs'
¢ Perfans. T

Traduic en Frangois par ANDRE' DV RYER,
fieur de Malezair , &entil-homme ordinaire de l2

' Chanibre du Roy, Cheualier de I'Ordre duS. Spul-
cliredeTerufalem cy-denant Conful pour fa Mijefté,
& fes nations en Alexandsie;air grand Caire,& Royan-
med’Egypte.

A PARIS
Chez ANTHOINE DE SOMMAVILLE, chlapetite
Salle du Palais, 41'Efeu de France. :
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EMAIL
EMADSAEBI@YAHOO.COM

PHONE NUMBER
+98 912 302 6066

SOCIAL
linkedin.com/in/emadsaebi
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