Lesson 1
Introduction to the Strategic Analysis

Dr. Evgeny S. Biryukov



* What is Strategic Analysis?



 What is Strategic Analysis?

* Imagine that you are the owner of a
company.

You have a strategy. But it can be right or
wrong.

* Let's take an example from the other sphere:

tell us about your strategy. I'll tell you about my
strategy. Is it a strategy? Is it a good strategy?



The Concept of Strategy and the Pursuit of
Sustainable Above-Normal Profits



Perfect Competition

Adam Smith (1723-1790) David Ricardo (1772-1823)
Comparative Advantage Theory



Perfect Competition




Imperfect Competition




Competitive Advantage
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strategic competitiveness and above normal returns

concerns managerial decisions and actions which
materially affect the success and survival of business
enterprises

Involves the judgment necessary to strategically
position a business and its resources so as to
maximize long-term profits in the face of irreducible
uncertainty and aggressive competition

strategy is the linkage between a business and its
current and future environment



Strategy: A firm’s theory about how to gain competitive
advantage

Strategy - the determination of the long run goals
and objectives of an enterprise, the adoption of
courses of action and the allocation of resources
necessary for carrying out these goals

Alfred Chandler, Strateqy and Structure




YOU'LL NEVER WALK ALONE




CORPORATE / CORPORATE

STRATEGY / HEAD OFFICE
BUSINESS
STRATEGY — Division A Division B
— R&D — R&D
ALTEUEL - — Personnel — Personnel
STRATEGIES /
— Finance — Finance
= Production = Production

— Marketing/Sales — Marketing/Sales



« Corporate strategy... defines the scope of the
business in terms of the industries and markets in
which it competes.

— includes decisions about diversification, vertical
iIntegration, acquisitions, new ventures,
divestments, allocation of scarce resources
between business units

« Business strategy... is concerned with how the firm
competes within a particular industry or market... to
win a business unit must adopt a strategy that
establishes a competitive advantage over its rivals.

« Functional strategy... the detailed deployment of
resources at the operational level



~ Common lements in Successful Strotegy
P

y

\

EFFECTIVE IMPLEMENTATION

[ 4

Profound

understanding of
the competitive
environment

e

~

Objective
appraisal of
resources

$ X ued



Walt Disney Company

1984 Profits: $242 Million

Theme Park Operations: 77 percent of profits
Consumer Products: 22 percent of profits

Filmed Entertainment: 1 percent of profits



Walt Disney Company
Hired Michael Eisner - 1984

1. Increased admission prices at theme parks
1984 -$186m 1989 -S787 m

2. Focused on movie studios (character development)
1984 -52.42 m 1994 - S845 m

3. Diversified into television (ABC), hotels, retail stores,
sport team, cruise line, publishing, consumer

products, licensing, etc. (Huey & McGowan, 1995)

Market Cap: 1984 = S2 billion 1994 = $28 billion
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Definition of Strategy

Strategy: A firm’s theory about how to gain competitive advantage

Eisner’s theory may have been:

People will pay a premium price for extraordinary
entertainment. We have the necessary resources to
create extraordinary entertainment. Therefore, let’s
redeploy our resources in a different way and offer
something extraordinary to people.



The Strategic Management Process



Mission

The Strategic Management Process
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The Strategic Management Process

Strategy Implementation

e  how strategies are carried out

o who will do what

e  organizational structure and control
e who reports to whom

e how does the firm hire, promote, pay, etc.



The Strategic Management Process

Strategy Implementation

e  every strategic choice has strategy implementation
implications

e strategy implementation is just as important as
strategy formulation

A Strategy Is Only As Good As Its Implementation



The Strategic Management Process

Competitive Advantage

Definition: the ability to create more economic value
than competitors

xternal
Analysis
. S Strategic Strategy Competitive
M - . : -
ission - Objectives Choice > Implementation Advantage
nternal
Analysis

e all other elements of the strategic management
process are aimed at achieving competitive advantage



Competitive Advantage

The Ability to Create
More Economic Value
Than Competitors

e there must be something different
about a firm’s offering vis-a-vis
competitors’ offerings

o if all firms’ strategies were the
same, no firm would have a competitive

advantage

e competitive advantage is the
result of doing something different
and/or better than competitors
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Competitive Advantage

Two Types of Difference

1) Preference for the firm’s output

e people choose the firm’s output over others’
e people are willing to pay a premium

Example: Nordstrom

2) Cost advantage vis-a-vis competitors

* |ower costs of production/distribution

Example: Wal-Mart



Competitive Advantage

The Strategic Management Process

External
Analysis
Strategic Strategy Competitive
Choice Implementation =~ Advantage
Internal
Analysis

e identify and exploit differences that may lead
to competitive advantage

Example: Apple’s iPod



The Spectrum of Industry Structures

Perfect .

B Oligopoly Duopoly Monopoly
Many firms A few firms Two firms One firm
No/Low barriers Significant barriers High barriers

Homogeneous
Product

Potential for product differentiation

Perfect
Information flow

Imperfect availability of information




Competitive Advantage

Temporary & Sustainable
e competitive advantage typically results in high profits

e  profits attract competition

e competition limits the duration of competitive
advantage in most cases

Therefore,

J most competitive advantage is temporary

e competitors imitate the advantage or offer
something better



Competitive Advantage

Temporary & Sustainable

Some competitive advantages are sustainable if:

e competitors are unable to imitate the source
of advantage

e no one conceives of a better offering
Of course,

J in time, even sustainable competitive advantage
may be lost



Competitive Advantage
Competitive Parity

e the firm’s offerings are ‘average’
e people do not have a preference for the firm’s offering
e the firm does not have a cost advantage over others

e some things that may lead to competitive parity may
still be critical to success (e.g., telephones)



Competitive Advantage

Competitive Disadvantage

people may have an aversion to the firm’s offering

the firm may have a cost disadvantage

a firm may have outdated technology/equipment

a firm may have a negative reputation

Example: Wal-Mart’s Labor & Location Policies



Competitive Advantage

Measuring Competitive Advantage

Superior Economic Performance Is Viewed as
Evidence of Competitive Advantage

e itisrather easy to see the evidence of
competitive advantage

e  measuring the source of the advantage per se
is typically impossible

e it'sdifficult to ‘measure’ technology



Competitive Advantage

Measuring Competitive Advantage
Two Classes of Measures:

1) Accounting Measures

e ROA, ROS, ROE, etc. that exceed industry
averages

2) Economic Measures

e earning a return in excess of the cost
of capital



Competitive Advantage

Competitive Advantage

Economic Returns

Advantage

Parity

p Above Normal

e exceeding expectations

p Normal

Disadvantage

e meeting expectations

p Below Normal

e failing expectations



Competitive Advantage &
The Strategic Management Process

Emergent vs. Intended Strategies

e the strategic management process leads managers
to intended strategies

However,

e conditions often change or new information
becomes available

e  managers respond and adopt emergent strategies

Example: Honda Motorcycles



The Strategic Management Process
in the International Setting

Consistent Logic

e important guestions remain the same, but the
answers may be different

e afirm would still ask about social trends, but
social trends may be moving in different
directions in different markets

o culture and infrastructure differences must
be taken into account throughout the strategic
management process



The Strategic Management Process
in the International Setting

Adopting a Global View

e  managers need to learn to think about strategy
in a global context

e  observed phenomena have different meaning
in different parts of the world

e many firms explicitly encourage international
experience

e you need to know how the competition sees
the world



The Strategic Management Process

Summary

Firms could achieve competitive parity and survive

e they would face a flat demand curve
e their cost structure would be the industry average

e they would need to adapt their strategy over
time just to survive

e they would fail if they didn’t adapt their strategy



The Strategic Management Process

Summary

This course is not about mere survival, it is about
thriving—achieving competitive advantage

e the strategic management process helps managers
achieve competitive advantage

e competitive advantage depends on differences

e  strategy is about discovering and exploiting
these differences



The Strategic Management Process

Applying Strategy to Your Career

a solid understanding of strategy concepts will
help set you apart from other job candidates

you can use the process to identify and
exploit difference between you and others

you can use the process to determine if you
want to stay with a company



The Strategic Management Process
& Competitive Advantage

Strategy Matters!

Strategy is often the difference between:

e  success and failure, between mediocrity and excellence

e agreat manager and average managers

e stumbling through life and moving ahead with purpose



Lecture 2



* Competitive advantage is based on strong
strategic position which is strengthened by
internal structure and potential of external
conditions

* Mission development is a tool to specify the
company among its competitors



Spheres where strategic decisions are
made

* The choice of the activities
* Priority of resources allocation
* Long-terms partners and forms of partnership

* The ways to develop firm's potential,
opportunities of strengthes

* The ways to diminish weak sides, threats
* Competitive policy
* Anticrisis-policy



KOMNOHEeHTbI cucTeMbl cTpaTermnyeckoro ynpasneHus
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Ha3sHauyeHue cuctemsbl
cTpaTernyeckoro ynpaesneHusa:

» CBOEBpPEMEHHO hopMynunpoBaThb Lenu
pPa3BUTUSA

« CTaBUTb NpoOOnemMbl U 3aga4u

* HaxoanTb cnocobbl 1 OpraHn3oBbIBaATb
OOCTUMXEHME ueneu

CyLLeCTBYHOLLUN HA KaXXO0M NPeanpuaTnm
OnNbIT PELLEHNSA CTPaTENrNM4YecKnx 3agad
HeobxoanmMo 0bo0LWNTL, 3aKpenuTb B BUOE HOY-
Xay — T.e. NpeBpaTuUTb B CBOEODOpaA3HOE



Steps of strategic analysis

External

nalysis
. N Strategic Strategy Competitive
M Object - —p L
ission - Objectives Choice > Implementation Advantage
nternal_
Analysis

[lepen BbIOOPOM cTpaTernm HeobxogmMmo
noeHTnuumMpoBaTb MMCCUKO U LEeNN PUpMsI,

OLEHNTb COCTOAHNE ee BHELLUHEWN N BHYTPEHHEW cpeabl



Mission
Mwucecunsa — 3T1o n3anoxXeHHoe B NMCbMEeHHOM
BUOe pa3bACHeHue npegHasHavyeHud

KOMMNaHUW, OTBET HA BOMNPOC, YEro oHa Xo4eT
NOCTUYb B cCaMOM OOLLEM CMbICHE.

e What is our business?
e What is the value for our consumers?
* Why do we make business?

* Why are we unique?



OcobeHHOCTU MUCCUn

* O PeKkTUBHaAA MUCCUA OPUEHTUPOBAHA Ha
PbIHOK

* Muccusa gornxHa otBevaTtb KpUTEPUAM:
- Realistic

- Concrete

- YHUKArnbHOCTb

- MoTuBauus



* Mnuccuna KamA3a
e Muccmna MTC
* Muccuna MeradgoHa

* [lonpobyinTte cdopmynmpoBaTb MUCCULO
PYOH



KamA3: muccus,
NnpUopuUTeTbI, BUAEHUE

e Muccus

KAMAS, NOCTpOEHHLIN BCEW CTPaHOW, - OCHOBA TPaHCMOPTHOM
6e3onacHocTu 1 gocTossHne Poccuu.

[TpeaBocxuilas NOTPeOHOCTU, Mbl MOCTABIIEM aBTOMOOUITbHYO TEXHUKY
N PUPMEHHbIN cepBUC, NOMOraga KfnneHTam 4oCcTuratb
BOOXHOBNSAOLLME Lienu.

KAMAS - coumanbHO OTBETCTBEHHbIN NAPTHEP, OENCTBYIOLLUA pagu
OONroCPOYHbIX MHTEPECOB aKLIMOHEPOB U BNAroCOCTOSIHUS

COTPYOHMKOB.
 [lpnopuTteTbl

KITt0MEeBOW PbIHOK — Poccusi, AOMUHUpPOBaHME Ha pbiHKax cTtpaH CHI,
NPUCYTCTBUE Ha NMpuBneKkaTenbHbIX pbiHKax cTpaH Espasnun, Adppukm
n KOxxHon Amepukin

NO3ULMOHNPOBAHNE B CPEAHEM LIEHOBOM CEMMEHTE
NHTErpaumsa B MMPOBYHO aBTOMOBOUMNbHYO NPOMbILLIIEHHOCTb
* BupeHwue

KAMAS HaunoHanbHbIn oTpacrieBou nuaep, KPYnHbI MexXayHapoaHbIN
WUIPOK B NapTHepcTBe ¢ Daimler.




«Mera®oH» 06eanHUT Poccuto, paspyluas 6apbepbl U pa3BmBas
KOMMYHUKaLWUKW, 4TOObI CTaTb 0MeEBUAHBIM BbIBOPOM KaXkaoro.
 BupeHwue:

Komnanna OAO «Mera®oH» cTaHET npoLBeTatoLLEen,

ycoBepLueHcTBoBaHHONM, 1 ycnyrn «Merad®oHa» CTaHyT ewle 6onee gocTyriHee
ONa KaXkaoro notpedurtens.

Yxe cendac pblHOK notpebutenen «Mera®oHa» LUMPOK, HO B DyayLLEM
NNaHNpyeTCsa paclumpeHune Kpyra notpeburenen 3a cyeT ynyylleHns
KadecTBa CBA3W, OMOSTHUTENBbHbLIX YCNYT N CKUOOK.

N yepes Heckonbko net OAO «Mera®oH» CTaHET KPYNHEULLNUM OrnepaTopoMm
COTOBOW CBSA3U B MUpe.

Muccusa

KAK Mbl PABOTAEM

Mol pabotaem, 4Tobbl caenate MTC nyywnm onepaTopoM AN CBOMX KITMEHTOB.
Mbl XOTUM, YTOBbI KaXXOAOMY YEenoBeKY, KOTOpbIM NpuxoauT B canoH MTC,
3BOHUT B HaLl call-LeHTp, Nonb3yeTcs ycryraMmm KoMnaHuu,

HpaBunocbk 6bITb knneHTom MTC. A ans aToro Heo6xoA4nMOo:

- NPEeAOCTaBNATb HAAEXHYO CBA3b B JTI0OOM MecTe 1 B 1ntoboe Bpemsi;

- caenatb Bce cepBucbl MTC coBpeMeHHbIMN, MOHATHBIMW U NPOCTbIMU;
- yOenaTb BHUMaHME NoXenaHUaM KIMEHTOB U OKasblBaTb MakCUManbHYH NOAOEPXKKY;
- cTapaTtbcs, YTOObI KaXkaoe Halle pelleHne NpuHMManoch B MHTepecax nonb3oBaTenemn Halmx
YCIyr;

- npegnaratb UMEHHO TO, YTO HY>KHO KITMEHTY, U NPeaBOCXULLATb Ero XXenaHus.

anA Yero mbl PABOTAEM

brnarogaps HagexHoun ces3n MTC npegocTaBnseT KNneHTaMm BO3MOXHOCTb CTPOUTb M yIydllaTb
CBOI0 XXM3Hb, NOCTOSIHHO pa3BuBaTbCs. Bece pecypcebl MTC HaueneHsl Ha To, 4Tobbl Gnarogaps
ycnyram KomnaHum xuns3Hb knneHtoB MTC ctaHoBunach 6ornee HacbILWEHHOW, NHTEPECHOW N

LIAFAMRLUALILIAIA LIADLIRIA DAAMMAWLIAATARAIA




X

Muccuss PYOH €

Poccunckum yHnBepcuTteT opyxobl Hapoa
MeXAYHapOAHbIU KITaCCUYeCKUN YHUBEPCI
MUCCUSA KOTOPOro 3aKr4vyaeTca:

« B 0ObegMHEHNN 3HaHNEM JTOAEN Pa3HbIX
HaLMOHAanbHOCTEN, pac 1 BeponucnoBeaaHum;

* B MOAroTOBKE NPUOPUTETHO BOCTPEOOBAHHbIX
CreyuanucToB B pasnunyHbix cdepax YernoBe4yeckom
NEeATENbHOCTY;

* B OPMMNPOBAHNN NTUYHOCTEN, SABNAOLLMXCA NaTPUoTamm
CBOWX CTPaH 1 Opy3bAMM Poccuu, NMPUOOLLIEHHbIX K
OOCTUXKEHUSIM MUPOBOW KyNbTYpPbl, HECYLLUX naearnbi
rymaHu3ma, JeMoKpaTum u apy>k0bl HapoJoB;

* B BOCMUTaHMN MONOAEXMN, CrocobHOU ycnelwlHo paboTtaTb
B Ntobon cTpaHe mupa n NPosiBNATb CBOM TBOPYECKNE
BO3MOXHOCTU B YCIOBUSIX B3aMMOCBS3M LIMBUNNU3aLINKA U
MHOroobpasmnsa coBpeMeHHOro obLiecrtea.

¢ Scientia unescamus!

gentia Lm@SCamL
IS



BuaoeHue

* BugeHne — Hekuin obpas, 4eBun3, KOTOPbIN
NyyLLe BCEro onnucbiBaeT NOTPEDOHOCTL
KOMMNaHUKM B onpeaeneHHbI MOMEHT
BPEMEHU

* Muccunsa KpaTko BblpaXkaeT ee BUAeHue n

3agaeT HanpaBneHne OeATeNnbHOCTM Ha
10-20 net

 Muccusa He JomKHa MeHATLCA KaXKable
HECKOMNbKO JTIET BMECTE C pakTopamu
OKpYy>KaroLleun cpeabl



The Strategic Management Process

Objectives:

e  specific, measurable targets

the things a firm needs to ‘do’ to achieve
its mission

should influence other elements in the strategic
management process

Example:



The Strategic Management Process

External and Internal Analysis

Systematic Examination
of the Environment

External Analysis Internal Analysis

o human resources

* interest rates (knowledge)
nowledge

e demographics
e  manufacturing

e social trends abilities

e technology e technology



The Strategic Management Process

Strategic Choice

External
Analysis
\ Strategic /
Choice

Business / \ Corporate

Internal
Analysis

Level Level
e  positioning e which
a business businesses?

Example: Disney



The Strategic Management Process
JT1an 2. OT MUCCUM K CTPaTErM4eCKnum

Lensim
Llenn — KOHKPETHbIE U U3MEPUMBIE.

External
nalysis

Strategic Strategy Competitive

Mission ¥ Objectives = PChoice ™ Implementation — ™ Advantage

nternal

Analysis

KTo He 3HaeT, Kyda HanpaBnsAeTCcs, OYeHb

yaAUBUTCS, Nonas He Tyada.
M. TBeH



Mepapxuna uenen



[IpeobpaszoBaHue uenu




Llenun oT cTpaTterm4eckux K
dyHKUMOHANbHbLIM






[Tpumep. Komnanmna CNBYP

KomnaHus CUBYP BbinyckaeT nonunatuneH, nonunponuneH , NBX, BOIMM-nneHkKa,
N3TD, cyxom ras, CxXUXKeHHble YrneBoAopoOAHbIe ra3bl, CUHTETUYECKNE KayuyKu
W apyruve npoaykTbl OpraHNM4YeCcKoro CUHTe3a.

Ho npeanpuaTtre He roBOpUT, YTO €ro MUCCUS — N3roTOBNEHNE yooopeHnNn.

Muccua CUBYPa 3akniouaetcs B 3chhekTMBHOM npeodpa3oBaHuU
HEeBOCMNONIHUMbIX YINeBOAOPOAHbLIX PECYPCOB B COBPEMEHHbIe NPOAYKTbI,
obGecneymBarLme obLECTBY 3aLWULLEHHOCTb, Pa3BUTHUE U KOM(OPTHLIE
YyCIOBUS CYLLECTBOBaHUA.

OTa Muccus npegnonaraeT Hanndne nepapxmm Lenen, B Tom ymcne B cdepe
NPOM3BOACTBA M MAPKETUHTA.

Mwuccus Kak «3(PdeKTUBHOE», «HOBbIE MPOAYKTbI», «NPOAYKTLI» [ Lenb

Pa3paboTka HOBOro = nccrnenoBaHus = bonbLine BIIOXeHUs = Heobxoanma npubbinb
[ToaToMy eLle ogHa KroveBasi Lenb — NoBbILLEHME NpUbbINN

[MpnbbINb NoBbiaeTcss NMBO 3a CHET pocTa nNpoaax, NMbo CHUXKEeHUNA
cebecTonmocTu

PocT npoaax — nnbo poCT Ha OTEYECTBEHHOM PbIHKE, NTMOO OCBOEHUS 3apyBEXHbIX,
nmbo n 1o, N TO.

dpaanne Hapueyeumepema Lenen komnadum CUBYP

* [lepepaboTtaHo aBTopom rno Kotnep, c. 100



* [loyemy TpeTnm n YeTBepPTLIN Tarbl —
aHann3 BHeELWHEW N BHYTPEHHeN cpeabl —
nayT nocne ueneun, a He go uenen?



CoBeTcKkue nnaHbl

NMEPBAA NATUNETKA (1929-1932 rr.). O6bem BanoBow
NpoayKUMM NPOMBbILLNEHHOCTU 3a 4 roga Beipoc BBOE. B
TOM YUCIIe: ANEKTPOIHEPINN, CEPHOWM KUCIOThI — B 2,7 pasa,
yrnda n Hedtu - B 1,8 pasa, ctanu — B 1,4 pasa, LeMeHTa — B
2, MeTannopexyuwmx CTaHkoB — B 10, TPAKTOPOB,
aBTOoMoOunen — B 30 pas. N3 BbicTynneHnsa N.B.CtanuHa:

otU U WAL | Vi .Mbl caenanuv 6ornbLue, YeM Mbl CaMUn OXngarnw..
TpaKTOpHaFI aBTOMO6MﬂbHaﬂ3WU@yHﬁ$mpOMbIU_IJ'IeHHOCTb CTaHKOCTpoeHI/Ie

CENbCKOX03SMCTBEHHOE MALUMHOCTPOEHME, 3aHOBO cOo34aHa HoBast YroSibHO-
MeTannypruyeckas 6asa Ha BocTtoke...» B IBaHOBe NOCTPOEHDI, OCHALLEHbI U
nyLeHbl: KpynHenwnin B EBpone MenaHXeBblin KOMOMHAT, NpsannbHble dabpuku
«KpacHaga Tanka» n nm.[13epXnHcKoro, 3aBog TOPGPSAHbLIX MaLLMH, B HXHEM
Hosropoge — aBToMoOUIbHLIN, B XapbkoBe 1 CTanuHrpage — TpakTopHble 3aBOAbl,
Ypanmalu... Noesga nownu no Typkcnby B CpeaHtoto Asuto. K koHuy 1930 roga B
cTpaHe He ctano 6e3paboTtuubl. C Ha4anoMm KONNeKTUBM3aLUun Ha ceno npuwuna
TexXHuKa. B cTpaHe npakTnyecku He octanocb 6e3rpamMoTHbIX. 3 BbicTynneHus U.B.
CtanuHa 4 goeBpans 1931 roga: «Mbl oTCTanu ot nepeaoBbiX CTPHaH Ha 50-100 ner.
Mol oomKHbI NpobexaTb 3To paccTtosiHue B 10 neT. JInbo mbl caenaem ato, nmbo Hac

BMBRA NATUNETKA (1933-1937 IT.). 3a nSTUneTe HauMoHarbHbIN 0OX0A
BbIpOC B 2,1 pa3a, NpoAyKumMa NPOMbILLNIEHHOCTU — B 2,1 pasa, CeNbCKOro
X03s1McTBa — B 1,3 pasa. [locTpoeH Ypano-Kysbacc — BTopasi B CTpaHe YrofnbHo-

MeTarn )/})rmquKaﬂ basa.
* http://www.great-country.ru/content/sssr/sssr_5.php




1928—- 1941 rogbl. 3a Te HeNosHbIe 13 NeT NPeABOEHHbIX NATUNETOK B
CTpaHe bbina npoBeaeHa becnpumepHasa No cCBOUM MacLuTabam
MHOYCTpUanusauus, B pesynsrate KOTopon BCTYNUM B CTPOW Okos10 9000
HOBbIX 3aBOA0B, habpuK, LLaxT, ANEeKTpoCcTaHUMN, HePTENPOMBbICIIOB;
ObIfI NIOCTPOEHbLI COTHU HOBbIX OPOAOB, eLle B 1930 r. NONHOCTLIO
nukenanposaHa bespaboTtumua. CTpaHa npeoaonena TeXHUKO-
9KOHOMMYECKYHO OTCTaSIOCTb, U MO CTPYKTYPE NPOMbILLIIEHHOIO
nponssogctea CCCP Bbilwen Ha YpoBEHb CaMbIX Pa3BUTbIX CTPpaH MUpa.
[TpupocCT Npomn3BoaCcTBa, HaNpUMep, TONbLKO 3a JOCPOYHO BbIMOSTHEHHYIO
(4 roga u 3 mecsaua). Bropyto nATuneTky coctasusn 73%, a CpeaHerogosou
npupocT — 17,2%(!) No 06bemy NpoMbILLNEHHON NPOAYKLUUN Mbl BbILLNX Ha
BTOpPOE MecTOo B Mupe, yctynas nuwb CLUA, a no Temnam
NHAOYCTPUanbHOIo pocTa NPEeB3OLWNN N NX NOKasaTenm.
[TponssoanTENbLHOCTL TPyAA, HAaNpPUMep, B KPYNHOW MPOMbILLIIEHHOCTH
BO3poOcCna 3a NATUNETKY Ha 82%. V rmaBHOe, CcTpaHa cTasria 9KOHOMUYECKN
NOMHOCTbLIO He3aBncumMoun. Mbl Hay4Yunnck Bce YMETb U BCe CTanu genatb
camu! YaenbHbI BEC MMMOPTHOM NPOAYKUUM K 1937 roay yxe He
npesbiwan 0,7%.



XapaKTepucTnka aTanoB CTpaTermM4eckoro
aHanumsa Ha pupme

Srar 1 — AHanus Mmuccum u 2 — AHanus 3 — AHanu3 BHelWHewn 4 — AHanus
ueneu BHYTPeHHen cpeabl cpeabl cpeakbl B LenoMm
3agauu MaeHTupukauma Muccum u OueHka OueHka OueHka
uenu passuTms cTpaTerm4eckoro CTpaTerM4yeckoro cTpaTterM4yeckomn
noTeHuuana Knumara (ycrnosumn) no3numm
OueHka
KOHKYPEHTHOro
npeMmylecTea
MHcTpymeHTer | Mogens npou3BoACTBEHHO- KUW3g . KUOTp | Martpuya AHcodda
XO3ANCTBEHHOW CUCTEMbI * JKUTos *| Axanus "nona cun” "NpoayKT-pbIHOK"
hupmbl . KL Tex . STEP-ananus  « MaTtpuya BKI
. Mogenb cuctemsl . KL Opr; *| CTpaTternyeckue 30Hbl* MaTtpuya J3MK
CTpaTern4yeckoro . Cxema "BPP" . KoHTakTHble . SWOT-ananu3
ynpasneHua . CXU (BE, CIE); ayautopuun Kotnepa « | Martpuya "nokynatens-
. "[lepeso uenu" . pacpuk MNMoptepa  +| KoHuenuwa aBvKyLMX npoaasel"
"peHTabenbHOCTb — cun « | Matpuua "XKLUOTp-KMN"
AonA pbiHka" *| 5 KOHKYpEeHTHbIX cun
. Kpusasa obyyenus MopTepa
*| Kntouesble dakTopbl
ycnexa (K®Y)
PelweHuna BbIbop CTPYKTYpbl M Bbibop BapuaHTa Boibop BapuaxTa Bbibop BapuaHTa

pegakymmM muccumn Buibop

(peqakyua) uenu passutus

Buibop cTpykTypbl "aepesa
yenu"

CTPYKTYPbl BHYTPEHHEN
cpefpbl (noTeHyuana)
Beibop meTogos
Bbibop oueHku
noTteHyuana

CTPYKTYpPbl BHELUHEW
cpeabl (ycnosun)
Buibop meTonos

Bbibop oueHku
Knumarta

CTPYKTYpbI
CTpaTerM4ecroro

NpOCTpaHCTBa
Buibop meToa08;
Buibop oueHku
no3uyum
WaeHTudpukaymua
cTpaTernin No No3uuuu




Siaria 1 — AHanus Muccum u 2 — AHrians 3 — AHanus BHelWHeu 4 — ArRanus
ueneu BHYTpPeHHen cpeabl cpeabl cpenkbl B LlernicmM
3agaun NaoenTudmnkaymas mmccmmn 1 OuyeHka OueHka OueHka
uenv passmTua cTpaTrerm4eckoro cTpaTerM4eckoro cTpaTerM4ecKkon
noreHuuana Knumarta (ycrnosumn) nosvummn
OueHka
KOHKYPEeHTHOro
npeMmyLulecTea
NHcTtpymenTer | Mogenb npom3BoACTBEHHO-=» KLUz g . KU OTp . MaTpuuya AHcodda
XO3AMCTBEHHOW CUCTEMbI * >KL{Tos . Axanus "nona cun” "NpoAyKT-pbIHOK"
hupmMbl . KlUTex . STEP-ananus . MaTtpuuya BKI™
. Mogenb cucTembl . >KL|Opr; | Crparerm4yeckKkme 30HbI* MaTpuua J5MK
cTpaTerM4eckoro . Cxema "BPP" . KoHTakTHbIe . SWOT-ananus
ynpasneHus . CXLU (BE, CIE); ayantopun Kotnepa « | Matpuua "nokynarenb-
- "MNepeso uenu" . Mpadpuk NMopTepa » | KoHuyenuua asveKyLmx npoaasey”
"peHTabenbHOCTb — cun = | MaTtpuua ">KUOTp-KIM"
AonAa pbiHKA" . 5 KOHKYpPEHTHbIX cun
- Kpusaa obyuyeHus lNoptepa
o Knouyesble dhakTopbl
ycnexa (KeYy)
PeweHna Bbibop CTpyKTypbl M Bbibop BapuaHTa Beibop BapuanTa Bbeibop BapuaHTa
peaakuynm mmuccuu Beidop CTPYKTYpPbl BHYTPEHHEN CTPYKTYpPbl BHELUHEN CTPYKTYpPbI
(peoakyma) uenu passmtua cpeabl (NnoTeHyuana) cpeabl (ycnosui) cTpaTerM4eckoro
Boibop cTpykTypbl "aepeBa Bbibop meTonos Boibop meTonos npocTpaHcTea
uenun” Bboibop oueHKn Bbibop oueHkun Bbibop meTonos;
noTeHuynana Knumarta Bbibop ouyeHku
no3numm
NaoenTtudmkayma
cTparervi rno no3nuymnm

YcnoeHble 0603Ha4YeHUs:

KUWNzg, XKUTos, KU Tex, XXLOpr, )KLUOTp — cxeMbl )KM3HEHHbIX LIMKIOB U34enuii, TOBapOB, TEXHONOIMI, OpraHn3auunmn, oTpacnu.
B®P — busHec-npouecchl NpoaykToB — PYHKLUMN NO CTaAUsIM XU3HEHHOTO UMKna — Pecypcbl Ans MCNoNHeHUs PyHKUUA.

CXL|, — BblgeneHue cTpaTtermyeckmx Xo3amCTBEHHbIX LeHTpoB (busHec-eanHuy, Ctpatermyeckmx npomMsBoLCTBEHHbIX eANHNLY).
paduk MopTepa "peHTabenbHOCTb — OTHOCUTENbHAS JONSA PbiHKa (UpMbI".

AHanus "nons cun" no AHcoddy.

STEP-aHanu3 (CT3I1) — aHanua cdep makpocpenbl: CoumanbHon, TeXHnYeckon, AKoHOMMUYeCcKou, NMonnuTnyeckon.
Crtpaternyeckume 3oHbl AHCOa: CTPYKTYpm3aumst MUKpocpeabl upmMbl, ee oTpacnu, bnmkaniero oKpy>XeH1s Ha cTpaTermyeckue
30HbI xo3ancteoBaHusa (C3X), pecypcos (C3P), kanutanosnoxeHun (C3K), TexHonornn (C3T), rpynnbl CTpaTerm4eckoro BMSHUS
(CI'B).

BKI" — BoctoHckas KoHcanTuHrosas 'pynna.

MaTtpuua JOMK — matpuua "[DxeHepan AnekTpnk — MakKnHcu" ("KOHKYPEHTHbIN CTaTyC (oMpMbl — MPUBIIEKaTelbHOCTb pbIHKA".
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MaTtpuua bocToHckon
KOHCaNTUHIOBOW rpynnbl
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Hepoctatku matpuubl BKI

* OCHOBaHa Ha aHanuae 1 KoHcTaTauum AOCTUIHYTOro U HE MOXET 0e3
OOMONHUTENbHbIX UCCNeaoBaHUIA AaTh aHaNoOrM4YHyo KapTuHy ans éyayuiero,
YYECTb BMUSAHNE U3MEHEHWUIA BO BHELLHEN 1 BHYTPEHHEN cpeae NpeanpusaTus;

B bonbLUen Mmepe opueHTUpoBaHa Ha NpeanpuUATUS — NUAEPOB UMK
CTPEMSLLMNXCSA K NUAEPCTBY;

* PV MHOFOHOMEHKNAaTYPHOM NPON3BOACTBE TEPSIET TAKOE CBOE NPENUMYLLECTBO
Kak HarnsaHoOCTb UNu TpebyeT pa3aenbHOro pacCMOTPEHNS OTAENbHbIX
TOBapPHbIX FPYynN;

* He JaeT OTBETa O CTpaTerm4eckom noteHumnane, BO3MOXHOCTAX NpeanpuaTus u
9 hEKTUBHOCTM NCNOMb3OBAHUSA Er0 PECypcoB. Takoe BaXkHelLlee
HanpaBneHne CTpaTermM4eckoro aHannaa Kak aHanns pecypcoB nNpeanpusTus
OocTaeTcs 3a paMmkamMu MaTpuLlbl;

* He [laeT OTBEeTa Ha BOMNPOChI, YTO ByAeT C « TPYAHbIMU AETbMUY: BbIPACTYT U3
HUX NnOepbl UNN HeYAA4YHUKKU, KaK A0oNnro OyayT ropeTb «3Be3dbl» U AaBaTb
BbICOKMNE YA0UN «KOPOBbIY;

* MaTpuLIa cocpeaoTodeHa Ha UHAHCOBbIX MOTOKaX U NPOAYKTOBbLIX CTpaTErnsx
npeanpuaTus, B TO BPEMS KaK AJ1st HEFO He MeHee BaXXHbIMU ABMNSAIOTCSH
cTpaTernm n B apyrmx obnacTtax AesTenbHOCTU: B MPOU3BOACTBE, TEXHOMOMMSIX,
Kagpax, yrnpaBneHun, UHBECTULNAX U T. A.;

* HE YYMTbIBAET XapaKkTepa pblHKa, YACNa KOHKYPEHTOB U APYIrMX PbIHOYHbIX
dakTopoB, 4YTO 6€3 JOMNONMHMUTENBHOIO aHann3a MOXeT NPUBECTU K MPUHATUIO
HEBEPHbIX UM MEHEEe BbIrOAHbIX CTpaTernin AencTBui.



wyuicL i bSHhnbIc Ul panviicnvin vial pvilbl

1) CTparernyeckume nepcneﬁlﬁ; BCeX noptagoeneun
opraHm3auum OomKHbl ObiITb COM3MEPUMbI C NOKa3aTeENAMU
Temnos pocTa. [1na aToro HeobxogmMmo, YToObI
COOTBETCTBYIOLLME NPOAYKTbI B paccMaTpuBaeMou
CTpaTErm4eckom nepcnekTnBe octaBanncb B CTaOUIbHbIX
doa3ax cBOEro XM3HeHHOoro uukna.

2) Bblcokas gonsa Ha pbliHKE, KOTOPOW yaanocb 4OCTUYb — 3TO
He eOMHCTBEHHbIN aKTop ycrexa, n Heobs3aTenbHO
BbICOKUW YPOBEHb 4OXO4HOCTM.

3) [lna pa3BuTnUA KOHKYPEHLU MK 1 onpedeneHna byayLiemn
PbIHOYHOM NO3MLIUN OpraHn3aLUmmn, 4OCTaTOYHO 3HATb
3Ha4YeHne OTHOCUTESNBbHOU 0N PbIHKA MO METOAMKE
mopaenu BCG.

4) Mnorga «Cobakn» MoryT NnpuHOCUTL aaxe dornblue
NpunobLINN, Yem «[JOMHbIE KOPOBbLI». OTO 3HAYUT, YTO
KBagpaHT MaTpuubl — 3TO MHdopMaLmsa C OTHOCUTESNTbHOW
NpaBANBOCTbIO.



MeToanydka no npoBeaeHuo
pacyeTa

http://powerbranding.ru/biznes-analiz/bcg/primer-postroeniya/



MaTpuua General Electric - McKinsey
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Kputepun oueHkn npmBnekaTernbHOCTM OTPacnu

- C TOYKN 3pEHUSA NOTEHLMANbHBIX 0O0bEMOB Npoaax

- HU3Kne bapbepbl BXoJa B CErMEHT A1 HOBbIX UTPOKOB
- CNMOCOBHOCTHL cermeHTa obecneynTb AONTOCPOYHYIO
NPMOLINbL KOMMaHUK;
-OTCYTCTBUE PUCKOB Ha PbIHKE (PUCKN = MOTEHLNASbHbIN
yrpo3bl, KOTOPbIE BUAIOT HA HECTabUITLHOCTL NPOAAXK

g OA:Z:‘:’ CTtpaterma Ctp
cerMmeHTa B AoJirocpo4yHoOM rlepl/lo,l:l,e) | [B] |moeeonerea | Jomenna | | ngepcrsa
5 o M CBEPHYT
g om Bistee peumy L BuzHeca
5
é & nmiﬂ*m MpoAoTKuTE
= & OCTOROKHOCTD ) 6 ec ¢ Ctp
é 8. nnnnnnnnnn PO P
e_) &) 6}:1;:6(:15 HHHHH 0
KpuTepun npmenexkaTenbHOCTU BKIOYaloT B cebs: e -
ol S Crparery Crpaterua reTHeaTaer:::
-pbIHOYHbLIE (haKTOPLI, S| (G| |cogpromamn | | soermmoro | | UeTE:
- noTpebuTenbcKkne hakTophbl, |
| Huskaa I I CpeaHan I I Bbicokan

-thakTOopbI, ONUCbIBalOLWMe TeHAEHUNU/OUHAMUKY Cerh

| KoHkypeHTocnocoBHOCTL iupMbl

an/IHFlTI/Ie peweHnda o BXOXAEHNN UM HE BXOXOEHUN B CETMEHT AOJTXKHO CTPOUTCA Ha
oueHKe BO3MOXXHOCTW KOMIMaHN 3aBOEBATb JTIOAJIbHOCTb r|0Tpe6|/|Tene|7|



PbiHOYHbIe paKToOpbI:

* TEKYLLUIN pa3Mep CErMEHTa UNN eMKOCTb PbIHKA;
* YPOBEHb Pa3BUTUSI CErMEHTA U €ro NoTeHLNaNbHE

€MKOCTb B HaTypanbHOM Y CTOMMOCTHOM BblpaXek
« TEMN POCTa CerMeHTa 3a nocnegHue 3 roaa;

* BO3MOXXHOCTb JanbHENLLEro paclUnpeHuns
accopTUMeHTa OpeHaa Nnpu BXoae B CETMEHT;

* Harimyme peKﬂaMHOIZ noaaep>XkKn B CErMeHTe.

MpUBNEKaTENLHOCTb OTPACU

Bbicokad

YABOUTL
o6bembl
npoM3eoAcTEa
MMM CBEPHYTL
BuzHec

CtparterMa
YCHMEHUA
KOHKYPEHTHbIX
npeuMyL ecTe

Ctparerua
nuaepcTea e
AaHHOM BMAS

BuzHeca

CpeaHas

Mpoaonkats
Gumanec c
OCTOPOKHOCTL 10
MM YACTUHO
CBEpTHIBaTE
BusHec

MpoAOKUTE
GuzHec ¢
OCTOPOXN-
HOCTEID

Crpareruva
pocta

Hu3kan

Crparerua
CEEPTHIE AaHUA
BuzHeca

Ctparerua
YAaCcTUYHOro
CBEPTLIBaHMA

Crparerua
reHepauum
D eHeKHON
HaNUYHOCTH

l Huskas I[ CpeaHas |[ Bbicokan

| KoHkypeHToCcnocoBHOCTE hupMbl

* KOJIN4ECTBO UT'POKOB B CErMEeHTE N AUHaAMUKa X Npoadax;

CermMeHT cuynTaeTcs npuBnekartesribHbiM And KomMrnaHmm no pbiIHOYHbIM

doakTopam, ecnu:

* pa3Mep cermeHTa 60osbLIon (1-4 MeCTO Ha BCEM PbIHKE)

* TEMIbl POCTa CerMeHTa npeBbilarT TEMI POCTA PbIHKA (Kak B HaTypaJibHOM,

TakK N B CTOMMOCTHOM BblpaH(eHI/II/I)

* B CerMeHTe npucytTcrteByeTt orpaHn4eHHoe Kornmn4yectBo UrpoOKoB be3

WHBECTULMWN B peKiamy

* npu ycnewHom Bxoge B CErMeHT BO3MOXHO JanbHeuwmne paclmnpeHune

aCCOpPTMMEHTA



[TloTpebuTenbcKmne hakTopbl

pa3smMep Leneson ayantopuu;

KynsTypa notpebrnieHmnsa ToBapoB B CErMEHTE (pa3BuTa Unu He pasBuTa);
YPOBEHbL 3HAaHWUSA U NOSANBLHOCTU K TOBapaM KOHKYPEHTOB;
CYLLECTBOBAHNE HEYOOBMETBOPEHHBIX UITN CKPbITbIX MOTPEDHOCTEN Y
noTpebutenen cermeHTa.

CermMeHT cunTaeTcsa npuenekaTesibHbIM s KOMnaHum No NoTpeduTeNnbCKNUM
doakTopam, ecnu:

pa3mep notpebutenbckon 6asbl cermeHTa 60onbLon (1-4 MECTO Ha BCEM
pbIHKA)

HU3KNN YPOBEHb KYyNbTYpbl NOTPEbneHnsa npoaykta — BbICOKMW NOTEHLMAnN
pOCTa pblHKA

YPOBEHb 3HAHUS KOHKYPUPYIOLLNX BpeHaoB cpean ayanTopumn He BbICOK,
YPOBEHb NTOSANIBHOCTUN HU3KNA

4yacTb TEKYLLUMX NOTpeBbHOCTEN NOTPebuTENs B TOBape He YOOBMETBOPEHA,
CYLLIECTBYIOT CKPbITblE U HEYAOBMETBOPEHHbIE NOTPEOHOCTHU

NMoTpebutenbckne hakTopbl — ABNAKOTCA Haubonee BaXXHbIMU
cdakTopamu moaenu Mckinsey, Tak Kak OLleHUBaKOT Harinume cBOOOAHbIX
PbIHOYHbIX HULI (AHANMU3UPYS cyLLeCTBOBaHUE HEYAOBJIETBOPEHHbIX



TeHOeHUMU PbIHKA

- MPOrHO3 pocTa cerMeHTa Ha bnvxaniwumne 5 neT (B CTOUMOCTHOM U
HaTypasibHOM BblpaXXeHUu);

- aHanu3 noTpebuTenbCKUX TPEHAOB (CYLECTBYIOT N NPEeanoChINKU K
N3MEHEHNIO NOBEAEHNA NOTpebuTenen);

- aHann3 pUCKOB Bbi3BaHHbLIX U3MEHEHNEM MaKpocpeabl —
aemorpadgumyeckmnx, NoONUTUYECKNX, MPUPOLHbIX, COLManbHO-KYNLTYPHbIX,
9KOHOMWYECKUX (PaKTOPOB;

- CyLLleCcTBOBaHMe NpeanochINoK Ansd nosBneHns HOBbIX UTPOKOB PbiHKA U
yXXeCTOYeHMEe KOHKYpPEeHLNMN.

CermMeHT cumTaeTcd npuerekaTesibHbIM A1 KOMMaHUK MO KN4YeBbIM
TeHOEHUUAM, ecnu:

- MPOrHO3UPYETCS OA0NrOCPOYHbIN POCT CErMEHTa (B 0COBEHHOCTU, Koraa
CEMMEHT ABMISAETCA CaMblM ObICTPOPACTYLLUM N3 OLlEHNBAEMbIX
arnbTepHaTuB)

- CyLLecTBYOLKME NoTpebuTenbckme TpeHabl brnaronpusaTHbl 4Nns BXxoaa Ha
PbIHOK

MWHUManbHbI PUCKU BIMTUAHUA MaKpocpedbl Ha CHMXEHNE eMKOCTU pPbiHKa
(pl/ICKl/I 9KOHOMUYECKUA Kpmsmc CMeHa BnacTun, UsMeHeHue Knumara,
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KpuTepmnm KOHKYpPEeHTOCMOCOOHOCTU JOMKHbI OTPaXKaTb
[ONITOCPOYHYI0 BO3MOXKHOCTb KOMMAHUM KOHKYPUPOBATb C
CYLLECTBYOLLUUMWN NTMaepamMm CErMeHTa;

KpUTEPUU JOMKHbI ObITh OLIEHEHBI C UCMOSTIb30BaHNEM CPABHEHUS C
KOHKYpPEHTaMW.

Kputepumn KOHKypeHTOCNOCOOHOCTM BKtOYatoT B cebs:
-dbaKkTopbI, ONMCbIBalOLLME CUNY KOHKYPEHTHOIO NpenMyLLLecTBa
KOMMaHuu,
- pecypCHble BO3MOXXHOCTW KOMMaHuW,
- CUNY PbIHOYHOW KOHKYPEHLINM.
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TOoBapa

Hanuune y ToBapa yHUKarnbHOro TOproBoro npemmyLiecrea —
BO3MOXXHOCTb AndodepeHuUnpoBaTh TOBap B CErMEHTE;
BO3MOXXHOCTb 00ecneunTb oba3arternbHble 6a30Bble XapakTePUCTUKN
TOBapa Ha TpebyeMoM ypoBHE.

KomnaHua cnocobHa KOHKypupoBaTb B CEFMEHTE, ECNU TOBap
KOMMaHUN UMEET YHUKallbHOE rpeuMyw,ecmaeo rnepen yxe
npeacTaBNeHHbIMU Ha PbIHKE TOBapaMu;

TOBap KOMMaHum crnocobeH yaoBneTBopnTb 6asoBble nompebHocmu B
npoaykte Ha mpebyemom usnu Ha bornee 3ghghekmusHOM ypOBHe.

dakTopbl KOHKYPEHTOCNOCOOHOCTM TOBapa B moaesnn McKcinsey
ABNAOTCA Hanboree BaXkHbIMN dpakTopamun. OT TOro, HACKOSbKO
bpeHa KoMnaHuu dOyadeT OTNNYaTbLCA OT YXKe NpeacTaBrneHHbIX B
CErMeHTe TOBapoB, OyAeT 3aBUCETb YCNEX BbIXO4a B HOBbIN CETMEHT.
HoBble NpoayKTbl, NOSABNSAOWMNECS HA PbIHKE OOSMKHbI ObITh yyLle No
cBoMcCTBaM, OOCTYMNHee, NpoLle U KOMPOPTHEE B UCMOSIb30BaAHUN.



rcLypoubl RUNMIIARVIn,
BRuAoLne Ha
KOHKYPEHTOCNOCOOHOCTbL

* CUJ1a TOProBOU MapKu KoMnaHuu;

* pecypcbl B 0bnactn gmMHaHCOB, MapKETUHra, KBanmdumkaymm
nepcoHana, pacnpeneneHud, kKaHana npogax, IormcTuKN U T.n;
* CKOPOCTb NPUHATUSA PELLEHNN N CKOPOCTb peakunmn Ha
N3MEeHeHNA pblHKa.

KomnaHunsa cnocobHa KOHKypupoBaTb B CETMEHTE, eCIN OHa
obrnagaet 6oriee CUrbHbIM UM CONOCTaBUMbIM BDpPeEHOM;
OOCTaTOYHbIMM pecypcamu B 0bnactn puHaHCMpoBaHus,
MapKeTUHra, KBanmdukaumm nepcoHana, npogax v T1.n. ans
PaboTbl HA PbIHKE;

CKOPOCTb peakuymn KOMNaHuUM Ha PbIHOYHbIE N3MEHEHUS BblLLIE
NN Ha CONOCTaBMMOM YPOBHE C CYLLECTBYHOLMMN UTPOKaMu
PbIHKa.



Cvna KOHKypeHLunn

* YpOBEHb Yrp0o3 CO CTOPOHbI HOBbLIX YH4aCTHUKOB PbIHKA;

* MHTEHCUBHOCTb KOHKYPEHLUWUN (HACKOSbKO PbIHOK NOAENEH,
HACKOJ1bKO NepeHachbILeH, HACKONMbKO CUMbHbI M aKTUBHbI
KOHKYPEHTbI);

* BO3MOXXHOCTW UIPOKOB ccpopmMmpoBaTb bapbepbl nnn aaTb
OTBETHbIN X0 Npu BXoA4e KOMMaHUN B CETMEHT;

* BO3MOXXHOCTW 3aHATb MECTO B KaHarne npoga) n 4oCTu4b
LeneBoro notpeburens.

Hanbonee nHTepecHbIMn A5 KoMnaHum ABRsSIOTCS PbIHKA C
HU3KUM YPOBHEM KOHKYPEHL MU (UITPOKM ManoOaKTUBHbI, PbIHOK
He HacbILEeH U He NOOENEH);

a TaKKe CErMEHTbI, B KOTOPbIX KOHKYPEHTbI HE CNOCODHbLI
onepaTtmBHO cpopMnpoBaTh OTBETHbIE MEPbLI N B KOTOPbIX
BXOOHble bapbepbl HE3HAYNTENbHBI.



[lpoBepkKa

[locne Toro, kak maTpuua General Electric (GE) / McKinsey nocTpoeHa u
onpeaeneHo MeCcTo B MaTpuLe Anst Kaxaoro HanpaesneHms bnusHeca
KOMMNaHUW, pekoMeHayeTCs elle pa3 OUeHUTb OONTOCPOYHbIN
noTeHumasn CerMmeHToB, OLEHNTb PUCKN, KOTOPbLIE MOTYT NOBMUATL Ha
NPMOBLINBHOCTb KOMMNAHUN B KaXXOAOM CErMEHTE.

NoTeHUuMan cermeHTa MOXHO OLL€HUTbL MO criegyowmm 7
dakTopam:

*pa3HULA MEXAOY TEKYLLMM N NOTEHUMASIbHBIM OOBbEMOM PbIHKA (YeM
bornbLlue pasHuya — TemM bonbLue noTeHuman)

*TEMIbI POCTA CErMeHTa Ha bnuxanwine 3-5- NeT (4Yem BbILLE TEMIbI
pocTa — TeM Bbille nNoTeHuman)

*n3MeHeHne 6rnarococTosiHusl, obpasa Xu3Hu, LEHHOCTEN NoTpedbunTens
(M3MeHeHusa B paMKax KoHUenuMm BBOOMMOro ToBapa — noTeHuuan
eCTb)

*3MEHEHNe TEXHONOIMMM NPon3BoacTBa

*"aMeHEHNE IKOHOMUNYECKOIO N NOJTMTNHECKOIO KIinMaTa Ha PblHKa
RNANOWLKIA M2AMAHAHIGA R FOWUKV/NAUWUTLHOM OVND\/\WALIAIA CArMarlTA



The Internal-External (IE) Matrix

« Backward, Forward, or Horizontal Integration THE IFE TOTAL WEIGHTED SCORES

» Market Penetration
» Market Development
» Product Development

Grow and build

Strong Average Weak
30t04.0 20102.99 1.0to 1.99

40 ,

High
30t04.0

THE 3.0

EFE |
O g,
wecHTeD  200%
SCORES 20

Low
1.0t0 1.9

1.0

Hold and maintain Harvest or divest
« Market Penetration + Retrenchment

» Product Development + Divestiture



The Internal-External (IE) Matrix

* The IE Matrix is based on two key dimensions:
the IFE total weighted scores on the x-axis and
the EFE total weighted scores on the y-axis

* Three major regions
— Grow and build

— Hold and maintain
— Harvest or divest



The IE Matrix
THE IFE TOTAL WEIGHTED SCORES

Strong Average Weak
3.0t04.0 2.0to0 2.99 1.0to 1.99
4.0
High
3.0t0 4.0
THE 3.0
EFE .
e S
WEIGHTED Do
SCORES 2.0
Low
1.0 to 1.99
1.0
Grow and Build
Segments $ Revenue % Revenue $ Profit % Profit  EFE Scores  IFE Scores
1, $7,868 71.5% $3,000 59% 2.5 3
2. 1,241 11.3% 1,000 19% 2 2
3. 1,578 14.3% 800 16% 3 3
4. 90 0.8% 100 2% 2.5 2.5
5. 223 2.1% 200 4% 3 2

Total $11,000 100% $5,100 100% — —




[MoopobHee — 6azoBble cTpaternn B Matpuue MakKuH3au

http://powerbranding.ru/biznes-analiz/matrica-mckinsey/rekomendacii/



Ansoff’s growth strategy matrix /
MaTpuLa «ToBap-pPbIHOK»

Mogenb Urops AHcoddpa Bnepsble Oblna npeacraeneHa B 1957 roay B Harvard
Business Review.

Ha cerogHALWHMA MOMEHT MaTpuMLa OCTaeTcs caMbiM pacrnpoCTpaHEeHHbIM
WHCTPYMEHTOB CTpaTernyeckoro MeHe)KMeHTa a4 onpenerneHus
HanpasneHun pocTta busHeca.

ExxerogHo komnaHua dpopMunpyeT niaH cTpaTernyeckoro pocta, B KOTOPOM
onpepengaeT ans ceods:

*KaKoW BENUYMHLI ByOeT poCT KOMMaHum B bnuxauviume 3-5 net

*3a CYET KaKNX MCTOYHNKOB €CTb BO3MOXHOCTb YBENMUYNTL 0OBbEM Npogax v
npuodbLIN

*KaKkne pecypcbl TpebyTCA ANa 4OCTUXKEHUA NMPOAYKTUBHOIO pocTa

MaTpuua cucteMaTusnpyeT MMerLLycst MHopMaLMIo O pbiHKE 1 O TOBape
KOMMaHWK, NOMOraeT NpaBuIbHO BbiOpaTh HanpaeneHne passuTus busHeca c
YY4ETOM MMEILLNXCH PECYPCOB N BO3MOXHOCTEN NpeanpuaTus.



Ansoff’s growth strategy matrix /
MaTpuLa « TOBaP-PbIHOKY

OnucaHue npoaykTta

CYLLECTBYHOLMNA
NPOAYKT

HOBbIV NPOAYKT

cTparterus
PasBUTUA
npoAyKTa

CYLLECTBYOLLNIA cCTpaTeruns

PbIHOK NDOHUKHOBEHUA
(yrnybneHune pbiHKa)

cTpaTerus cTpareruns
Das3BUTUA PbiHKA avibepcudrkaymm
(pacwmpeHune pblHKa)
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HOBbIN PbIHOK

4 BO3MOXHbIX CTpaTernn pocrta bmsHeca:

- cTpaTernsa NpoHMKHOBEHMSA Ha PbIHOK (market penetration strategy): 03Ha4aeT, 4To KomnaHusa byaoet
pacTu 3a CYET pa3BUTUSA Cripoca Ha HOBbIX PbIHKaX

- cTpaTernsa pa3sBuUTnA pbiHKa (market development strategy): 0O3Ha4aeT, YTO pOCT DyAeT NPoOMCXoauThb B
HanpaBneHun yBennvyeHnsa 4onm HbiHEeLWHEero ToBapHOro pbiHKa

- CTpaTernsa pas3sutua ToBapa (product development strategy): 03Ha4aeT, YTO UCTOYHUKOM poCTa
KOMMNaHUN ABMNSETCA POCT Cnpoca Ha HOBbIE NPOAYKTbI

- cTparterna gusepcudmkaumm (diversification strategy): o3Ha4aeT 0OHOBNEHME TOBApPHOro psaaa u
BbIXO4 HA HOBbIE€ PbIHKM OOAHOBPEMEHHO



SWOT - aHanm3

BO3MOKHOCTH yrposol  Threats

B Tabnuue SWOT aHanusa »xenatesibHO YKa3blBaTb (DakTopbl B NOPAAKE NMPUOPUTETHOCTY .



SWOT-analysis

Strengths

* What does your organisation do better
than others?

» What are your unique selling points?

» What do you competitors and customers
In your market perceive as your
strengths?

« What is your organisations competitive
edge?

Opportunities

« What political, economic, social-cultural,
or technology (PEST) changes are taking
place that could be favourable to you?

e Where are there currently gaps in the
market or unfulfilled demand?

* What new innovation could your
organisation bring to the market?

Weakness

* What do other organisations do better
than you?

* What elements of your business add
little or no value?

* What do competitors and customers in
your market perceive as your weakness?

Threats

* What political, economic, social-cultural,
or technology (PEST) changes are taking
place that could be unfavourable to you?

» What restraints to you face?

* What is your competition doing that
could negatively impact you?




STEP-aHanums

coumnanbHbIV
TEXHOSOMMYeCKNIn
3KOHOMUYECKUI
NONMUTUYECKUI



STEP-aHanu3

NMpumepbl nonnTnyecknx pakTopos
BbiGopbl BCeX YpOBHEN

3mMeHeHne 3akoHoaaTenbCcTBa
BcTynneHune rocygapcrtea B pasnmnyHblie
HaarocygapCTBEHHbIE CTPYKTYpbI

NMpumMmepbl coumanbHbIX pakTop
3meHeHna B 6a30BbIX LLEHHOCTAX
3MeHeHUs B CTUSIE N YPOBHE XN3|

focynapCTBEHHOe perynuposaHue B oTpacnOTHOLWEHNE K Tpyay 1 OTAbIXY

[oCcynapCTBEHHOE perynnpoBaHue
KOHKYpeHLUmn

NMpumepbl IKOHOMUYECKUX (haKTOpPOB
[NunHamuka BBI'1

NHpnauns

[OunHamunka Kkypca py6ns

[OunHamunka ctaBkm pedpruHaHCMpOBaHUS
[JMHamMukKa 3aHATOCTH
[TnaTtéxecnocobHbIN cnpoc

PbLIHOK 1 TOProBbl€ LUKITbI

3aTpaTbl Ha SHEPreTUKY NpeanpuUATUA
3aTpaThkl Ha Cblpbe NPeanpuUATUS
3aTpaTbl Ha KOMMYHUKaL MK
[ToBbILLEHWE LieH NOCTaBLLNKOB
CHMXeHMe nokynaTesisHOM CNOCOBHOCTU

AATHhARIATANAIA

[lemorpadunyeckne nameHeHus
PenurnosHble goaktopsl
BnuaHne CMIU

NMpnmepbl TEXHONOrMYECKUX
¢dakTopoB

TenpeHunn HAOKP

HoBble naTeHThl

HoBble NpoayKThl

Pa3BuTtmne TexHonorum



PEST analysis

PEST analysis is a scan of the external macro-environment in which an
organisation exists. It is a useful tool for understanding the political, economic,
socio-cultural and technological environment that an organisation operates in. It
can be used for evaluating market growth or decline, and as such the position,
potential and direction for a business.

Political factors. These include government regulations such as employment
laws, environmental regulations and tax policy. Other political factors are trade
restrictions and political stability.

Economic factors. These affect the cost of capital and purchasing power of an
organisation. Economic factors include economic growth, interest rates, inflation
and currency exchange rates.

Social factors. These impact on the consumer’s need and the potential market
size for an organisation’s goods and services. Social factors include population
growth, age demographics and attitudes towards health.

Technological factors. These influence barriers to entry, make or buy decisions
and investment in innovation, such as automation, investment incentives and the
rate of technological change.

PEST factors can be classified as opportunities or threats in a SWOT analysis. It is
often useful to complete a PEST analysis before completing a SWOT analysis.



PEST analysis

PEST analysis is a scan of the external macro-environment in which an
organisation exists. It is a useful tool for understanding the political, economic,
socio-cultural and technological environment that an organisation operates in. It
can be used for evaluating market growth or decline, and as such the position,
potential and direction for a business.

Political factors. These include government regulations such as employment
laws, environmental regulations and tax policy. Other political factors are trade
restrictions and political stability.

Economic factors. These affect the cost of capital and purchasing power of an
organisation. Economic factors include economic growth, interest rates, inflation
and currency exchange rates.

Social factors. These impact on the consumer’s need and the potential market
size for an organisation’s goods and services. Social factors include population
growth, age demographics and attitudes towards health.

Technological factors. These influence barriers to entry, make or buy decisions
and investment in innovation, such as automation, investment incentives and the
rate of technological change.

PEST factors can be classified as opportunities or threats in a SWOT analysis. It is
often useful to complete a PEST analysis before completing a SWOT analysis.



STEP-aHanums

PESTLE-aHanun3 aBnsieTcs paclumpeHHon oBymM4
doakTopamu (Legal n Environmental).

SLEPT-aHanus (nntoc [paBoBon gpakTop)
STEEPLE-aHanu3: CouunanbHOo-gemMmorpadunveckmi,
TEXHONMOrMYeCcKMn, IKOHOMMNYECKUIN, OKpPYXKatoLlasa cpeaa
(NMpupoaHbIN), NONMUTUYECKUN, MPABOBOU N STHUYECKME
doakTopbl. TakKe MOXeT Yy4UTbIBATLCA U
reorpaduyecknm dpaktop.



MaTpuua «nokynaTtens — npoaaseL,»
(1)
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htto://stmarket.ru/laboratorv/basis/4155/4161
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Cmoumocimes ) Gs1208u

) kel (1) «OnTUManbHbIN CTpaTerndeckum
Apdiona r BbIOOp» (BbIOOP cTpartera)

T e sy [ONTTOCPOYHbIE B3AaMMOBbIrOHbIE

= 4meir_+ QTHOLLIEHUS «NOKynaTernb — npogaBeLy,

HARGMaN fpedatyd

Y e S NP1 KOTOPbIX 06ecnevmBaroTCsa Kak 4oXoq
wparot* | i aongramenn Ha UHBECTULMK, TaK U yOOBNETBOPEHME

! noTpebHOCTEN NoKynaTens B npegenax

(1) «MpumaHka nokynaTtéRYEMINEMbIX LiEH.

KomnaHus OPUEHTNPYETCA HA TEXHONOTIMYECKYto HOBM3HY NMpoayKunn
Nnpn HenpaBsmJsibHOM oLEHKE ee NoTEHLUNAaJIbHON I'IpVI6bIJ'IbHOCTl/I

[Tlpnmep: nHBecTopbl B Facebook, 4O pocTa akuum

(1) «3anagHsa Ans nokynatens»: npy NPUobLINTbHOCTM Aena ans
npoAasLia NokynaTenb He Nory4yaeT ToBapa C Ka4yecTBaMu,
COOTBETCTBYHOLLIMMU LIEHE

npumep: goporne marasuHbl, PpykTbl B AllaHe
(IV) «CTpaHa gypakoB»

SHTy3MacTaM — TEXHUYECKMM crneumannctam KomnaHmm-npogasLa
yoaéeTcs yoeanTb TEXHUYECKNX crieumnanmcToB ompmM-nokynaTenen

B TEXHOITOIMMYECKUX NPEeMMyLLIECTBAX CBOEN NpoayKuuun. B aTom
cry4ae Hu OfiHa M3 rpynmn He MMeeT HeOBXOANMOro YPOBHS
KOMMNETEHTHOCTU U KeNaHnsa OLeHNTb Npeaen NpuobINbHOCTM B 3TOWM

Urpe «noTepu — noTepn». http://gtmarket.ru/laboratory/basis/4155/4161
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The Traditional Model of Industry Life Cycle

Fermentation Shakeout Maturity Decline

Sales volume

Time



Obbem

npoaax

BHegpeHue

YKU3HEHHbIN UnKI

PocT

3pernocTb

[lageHue

Bpemg



JKN3HEHHbIN UMK KaK S-K

XapaktepucTu

Ka 3penocT




OCHOBHbIE nepexoagHble MOME
npu S-o6pasHOn KpUBOW

3penocTt

3aKkBackK
a




HackonbKo XXU3HEeHHbIN UUKN ABNSAETCA
cTaHAapTpbIM?




Evolution of Industry Structure over the Life Cycle




The Driving Forces of Industry Evolution




Teé4YyeHune
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MUcTouHuK: S. Klepper, Industrial & Corporate Change, August 2002, p.

654.




Preparing for the Future : The Role of Scenario
Analysis in Adapting to Industry Change




Gary Hamel: Shaking the Foundations

OLD BRICK

Top management is responsible
for setting strategy

Getting better, getting faster
is the way to win

IT creates competitive advantage

Being revolutionary is high risk

We can merge our way to
competitiveness

Innovation equals new products
and new technology

Strategy is the easy part,
Implementation the hard part

Change starts at the top

Our real problem is execution

Big companies can’t innovate

[ I3 I 19 R I

NEW BRICK

Everyone is responsible
for setting strategy

Rule-busting innovation
is the way to win

Unconventional business concepts
create competitive advantage

More of the same is high risk

There’s no correlation between
size and competitiveness

Innovation equals entirely new
business concepts

Strategy is the easy only if you're
content to be an imitator

Change starts with activists

Our real problem is innovation

Big companies can become gray-haired

revolutionaries



Obbem npogax

Passutune

KoHBepreHum

CocyLiecTBoB
aHue

_—

~

/
—

PacTtyLwiaqa otpacnb

AJ'IbTepHaTI/IBHaFI MoAderlb )KU3HEHHOIO UUKIla

OMUHNPOBAHU

Bpewms



Recent Trends in Vertical Relationships




* http://www.aup.ru/books/m205/13 5.htm

* http://powerbranding.ru/biznes-analiz/adl-ma
trica/
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Mopenb ADL cxoxa ¢ maTpuuen Xodepa no CBOMM KoopanHaTam:
aHanma NpoBOANTCA MO KPUTEPUSM KOHKYPEHTHOIo ctatyca 1 ctagmu
XU3HEHHOro unkna otpacnu. KoHKypeHTHOe NonoXeHne B matpuue
ADL xapakTepusyeTca NATb No3NUUAMU: BeayLLEeN, CUNbHOM,
onaronpussTHOW, NpoYHOU N cnadon (Tadn. 12.5). PasnuyHbie
cTaguun XXU3HEHHOrOo LMKNna oTpacin XxapakTepusyrTcd NU3MeHeHnsaIMun
B obbemax npogax, ABMKEHUN NpudbInNu 1 Npon3BoacTBa.
CouyeTaHunsa npeacTaBreHHbIX NapaMeTpoB OpMUPYOT MaTpuuy ADL,
COCTOSLLYH N3 20 A4eek (puc. 12.8). [Npouecc cTpaTern4eckoro
NNaHNpOBaHUA BbINMOMHAETCA B TpWu 3Tana:

1) npocTo BbIOOp: cTpaTerus Ang Buaa ousHeca onpeaensaeTcy
NCKMNIOYUTENBHO B COOTBETCTBUM C €ro no3uuuen Ha matpuue ADL;

2) cneunduryeckuin BelbOp - onpeaenseTca To4e4YHon no3mumen B
paMKax npocToro BbIdbopa;

3) BbIOOP YTOYHEHHOW CTpaTeruu.
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Philips

* http://ko.com.ua/philips_novaya strategiya i
_novye produkty 18588



[MNaTb cun KoHKypeHuun. Mankn lNopTep

Bargaining powe+f suppliers

Threat of

substitutes 3aMeHUTeNu

Threat of

UrPOKM ants

Bargaining powerTof buyers

n



3aBHCHMOCTH
oT
NOCTABM HKOB

¥rpoza
NOSIBJICHHSA
HOBBIX

KOHKYPEHTOB

Koukypernus
B OTPacCjH

¥rpoza
NOSIBJICHHSA

TOBApPOB-
3aMeHHTe JIeH

[MaTbL cun KoHKypeHuun. Maukn MNMopTep

| 3aBHCHMOCTH
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noTpeduTe el




AT cun KoHKypeHuun. Maukn lNopTep

bBapsepn na Bxoae:
DROMOMMA, CBRlIaan © macuitaGon
npomasoncTaa

— ZanaredHToBaHHLIS OTNUWYMERs ToSapa
— YIHESISMOCTE TOPRIrOSOM MapPKe

— M3 Oep»acn NepaeKiOuea Hns

— TpeSosarnmnma K oOnemy xamarana

— JocTyn K xasanam pacnpegenesns

ADCONOTHLEe NMpemMyLuyecTaa
NO M3OSPHICAN

CobScraerman spusan oSyvywennna
— JAOCTYN K He0SxoanMnim pecypcars

— CobGcTaarmsans, OTNIMYarouasacs
HMNI3IXMMU M3OSPEKa M1 Moo ens

— FMomaTrKa NnpasMrenscraa
— OO aemMaie OTBETHLIE MeD LI

KOHKYDaHTOS
nmnoc-
TAB- PaiHovYyHast aenacimns
nocmasauKkos
mwinmKm

IHepeMEeHHLIC PLIHOYMHOM
BOACTH MOCTABIIHNKOR:

— A PepaesiumpOoBaHne Decypcos

— VManep»xm NnepexmovaHnsa
NOCTaSUMKOS U Yy KOMMa M
oTPacIM

— Hanmnuume pecypcos—<ybCTHTYTOS

- YPOoaerHs KOHUEeH TP auMM
NOCTAaBLMKOS

- SHaYMMOCTE OB bemMos NOCTasox
AONs NOCTaABLMKOS

— CTOMMOCTL MOCTaSBSOX B8
COOTHOLWW SR C 0611.1"”
OS5 LEeMOM IaKyTox 8 OTpacn«

— BRmaHme ueHs: pecypcos Ha
CTOMMOCTE TOBSAaPA N ero
LA e pe HUWMPOB arme

— Yrpoaa HeTerpaum snepen v sasan
NO TEXHONOINMYaSCKOM UenoYsse co
CTOPOH B! KOMMAaHMIA OTPDaCHM

HOBMM4YKMN
PbiIHKA

KOMIMAHMWMN-—-
KOHKYPEHTbBLI B
OTPACIIMN

HMamenrcusHoCcms
KOHKypeRQuu

TOBAPDBLI—
CYBECTHMTYThHI

IlepemMenHLIC CONCPpHMICCTRAL
Pocr orpacr

— MocrTossi e (LN cxnancsme)
nanepxKm / noSaaneHsHan CTOMMOCTE

— BpemesHoie Manul ke
MPOM3ISOOCTEEeHHBIX MOoLLHROCTEeMn
(Meponi: NepenpouasoacTea )

— Paanmyams 8 NpoOyxiamm

— YaHasaemocCThb TORrosSOn MapKia

— ViapepmsKin NepexnsousSnsa

— KoHuesTpawmsa »
CcCOananvcMpoOBariHOCTE

— Mo pMmMaumoHHan CnosHOCTs
— PasHosmaHOC TN KOHKYDEeHTOS
— Kopnopammasoese qonrm

- MonmTesxka NpasnTaenscraa

— Bapseps! a smaxone

PearHnovyras enacimes no =
noxynamened I'l?".l;‘E—

ITlepeMeHHLIC PELIHOMHOM
B.IAacTH NoKymare te:

PoiHOYHbBE Daivarsm Hysacrasm-
— KostuesTpaumss TENLHOCTH
K yene
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Diversification among Large UK Corporations, 1950-93

[1 Single business

B Dominant
business

B Related business

[0 Unrelated
business

1950 1960 1970 1983 1993



K4yemy cTpeMntca KomnaHma?

* [lnoepcTtBo B MUHUMKU3ALIUN U3OEPKEK
* IndbdpepeHumauna Toeapa

* KOHUEeHTpauuga

« 3acTpsBLIast Ha nongopore



Hometask: a short report on brilliant strategy of
any company (Apple, etc.)



Cawmble LeHHble bpeHabl Mupa, 2006 u 2014
Rank Company Brand Rank Company Brand

Coca-Cola
Microsoft
IBM

GE

Intel

Nokia
Disney
McDonald’s
Toyota
Marlboro
http://www.interk
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value value
($bn.) ($bn.)
67.5 11 Mercedes Benz 20.0
59.9 12 Citi 20.0
53.4 13 Hewlett-Packard 18.9
47.0 14 American Express 18.6
35.6 15 Gillette 17.5
26.5 16 BMW 171
26.4 17 Cisco 16.6
26.0 18 Louis Vuitton 16.1
24.8 19 Honda 15.8
21.2 20 Samsung 15.0
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® Google Gl IEH B2 Vicrosot @ «LIB oL
+21% +15% +3% -8% +3% -3% +15% +20%
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ORACLE @ Gillette LOUIS YUITON HONDA #M
+8% -8% -9% -9% +17% +16% +25%
25,980 $m 23,758 $m 22,845 $m 22,552 $m 21,673 $m 21,083 $m 29,478 $m
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+16% +11% +7% +4% +15% +5% +9% +8%
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