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“So, what’s so different about today?” 

This is the most exciting time in the history of the 

planet to be in business … 
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Michelangelo. Da Vinci. 

Vanderbilt. Rockefeller.   
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Jobs. Zuckerberg. Musk. Bezos.   
Ma. Brin. Schmidt. Gates. 
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 What’s so different about today? 

A. Speed 

B. Ubiquity 

C. Mobility 

D. Information access (e.g., MLS, GPS) 

E. Convergence 

 

“New Math” of today” 

  A + B + C + D + E = ex (Transformational Growth) 
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 What’s so different about today? 

A. Speed 

 

 

 

 

Just under 7 years ago, RIM (now Blackberry) had 

a higher market share of the smart phone market 

than Apple and Samsung combined. Today, its 

market share is less than 1%. Such rapid change 

is unprecedented.  
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 What’s so different about today? 

Speed 

 

 

 

 

See March 2013 Harvard Business Review, “Big Bang Disruption” 

Last quarter, 84% of Apple’s worldwide 

revenue came from products that didn’t 

exist in Spring of 2007 

 

Last quarter, they own 92% of the world 

Smartphone profits 
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 What’s so different about today? 

B. Ubiquity 
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 What’s so different about today? 

C. Mobility 
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 What’s so different about today? 

D. Information Access 

 

Real estate commissions in the United States stood at 6% for over a 

century, surviving U.S. Supreme Court rulings and Department of 

Justice lawsuits. Until the Multiple Listing Service (MLS) opened up to 

the Internet. Now, companies like Redfin have dramatically changed the 

structure of the brokerage industry and are rebating a portion of what 

has now become a 5% commission back to buyers. 
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 What’s so different about today? 

E. Convergence  
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Google Project Glass 



13 

Google Project Loon 
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Application – Local Motors and Divergent Motors 
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Discussion Exercise: 

What are the leading trends that you are 

facing domestically? Internationally? 

 

If, 10 years from now, someone said to you: 

“You were sitting in the this meeting and you, as 

a key part of the your organization, didn’t focus 

on “X”, what were you thinking?!” 

 

 What would “X” be???? 
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What’s so Different About Today?  

• Google Glass, Local Motors and Production 

• Innovation is key for future progress (“competitiveness for the future”) 

• Alternative Business Model Innovation 

 

Innovating Away from the Core:  

• Empathy and Design Thinking 

• Empathy Maps 
   

Innovating Inside the Core:  

• Process from Compete Smarter, Not Harder 

• Carrot and Stick: Strategic Control and Vertical Alignment 

• Use of a “2x2” strategy 

• Concluding Exercise 

   

Agenda 
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Supporting a culture of innovation with strategic prioritization… 

What should we learn from the earlier examples? 

– Innovation entails innovating both away from and at the core 

– We can’t afford to stand still 

– Standing still today IS failure 

– It’s not either or …  
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What is innovation? 

• An idea that generates revenue (Noonan) 

 

• Significant positive change (Berkun) 

 

• The process of translating an idea or invention  

      into into a good or service that creates value or 

      for which customers will pay (Business Dictionary) 

 

• “Something different that has impact” (Innosight) 

 

Innovation 

 |ˌinəˈvāSHən| 

 

“a new method, idea, product, etc.” 
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What is innovation inside the core? 

“Something different that has impact inside of 

internal processes, services, culture and/or 

external opportunities that leverage the core to 

nearby adjacent product, services and customer 

solutions.” 

          (Putsis) 
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Innovation can Take on Many Forms 

• Business Model Innovation (Amazon) 

• Service Innovation (Starbucks, Netflix, Boeing GoldCare) 

• Internal and Organizational Innovation (SAS, Starbucks) 

• Externally Driven Innovation (Countless – Boeing 777, Green 

Mountain Coffee Roasters)  
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Doblin’s Innovation Types 
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Innovation Volume versus Value 
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What’s so Different About Today?  

• Google Glass, Local Motors and Production 

• Innovation is key for future progress (“competitiveness for the future”) 

• Alternative Business Model Innovation 

 

Innovating Away from the Core:  

• Empathy and Design Thinking 

• Empathy Maps 
   

Innovating Inside the Core:  

• Process from Compete Smarter, Not Harder 

• Carrot and Stick: Strategic Control and Vertical Alignment 

• Use of a “2x2” strategy 

• Concluding Exercise 

   

Agenda 
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The importance of being customer driven … 



26 

Innovation and Empathy 
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Innovation and Empathy 
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Transformation 
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Empathy: the ability to understand and share the 

feelings (and thoughts) of others. 
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“If I’d asked my customers what  

they wanted, they’d have said  

a faster horse.” 
-Henry Ford 
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Empathy in Action 
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Empathy Inaction 
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Connecting Emotionally vs. Technically 
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Observe Engage Experience 

Routes to Empathy 
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Tool: Observation – Who Lives Here? 



36 

x 

 

 
Look for Needs, Not Answers 
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Black and Decker 

“Black and Decker realized it wasn’t 

selling drills, it was selling holes”  
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Needs Last, Answers Often Don’t 

“I need to capture memories of my daily life.” 
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EXPLICIT NEEDS 

are ones that the user 

can articulate or likely 

aware of. 

IMPLICIT NEEDS 

are ones the user is 

usually unaware of.  

 

They are usually buried 

and can be understood 

indirectly through stories 

people tell. They require 

interpretation from us. 
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Latent needs and salient differentiators 

http://www.strategy-business.com/article/ac00057 
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Recognize Relevant Decision Maker 
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Ethnographic Interviews 
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What he said: 

“I love the staff.” 

 

 

“I hate the up-selling they do.” 

 

 

“Everyone else complaining 

makes it even worse.” 

 

Capture stories - Sam 
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Tool: Empathy Map 

What does he SAY? What does he DO? 

What does he 

THINK? 

How does he FEEL? 

“I love the front desk 

staff.” 
Writes nasty letters 

to the organization. 

“Ed is great, his 

company? Not so 

much.” 

Conflicted, Sad 

For 2 - 3 customers: 

 - Fill in Empathy Map above 

   Needs: 

 - Explicit 

 - Implicit 

 - Must Haves 

 - Salient Differentiators 
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Fundamentals, fundamentals, fundamentals 
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What’s so Different About Today?  

• Google Glass, Local Motors and Production 

• Innovation is key for future progress (“competitiveness for the future”) 

• Alternative Business Model Innovation 

 

Innovating Away from the Core:  

• Empathy and Design Thinking 

• Empathy Maps 
   

Innovating Inside the Core:  

• Process from Compete Smarter, Not Harder 

• Carrot and Stick: Strategic Control and Vertical Alignment 

• Use of a “2x2” strategy 

• Concluding Exercise 

   

Agenda 
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 External business environment 

 Overall Market Assessment 

 Core and adjacent markets 

 Value chain / Strategic control points 

 Vertical Incentive Alignment 

 

 Segmentation / Value Proposition 

 

 Strategic Considerations and Financial Assessment and              
Due Diligence 

 

 Points in Positioning: Value Proposition 

 Points in Time: Offering Timing 

 Points in Value: Pricing principles and Conjoint Analysis 

 Points of Access: Aligning to Customer Needs 

 Points of Touch: Integrated communications  
 

Choosing which part 

of market opportunity 

space to compete 

“Pivot” – which 

customers with 

which offerings 

Go to Market 

(GTM) 

Tactics 

Logical Flow of Strategic Tools 

(“Innovating inside of the core”) 
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5. Tactics 

4. Incentive 
Alignment 

3. Segmentation – Pivot 
to Tactics 

2. Value Chain and Strategic 
Control Points 

1. External Business Environment, Market 
Assessment, Growth Opportunities 

Think of the process from the bottom up: 

Strategy 

Tactics 

The rationale is to prioritize at  

every step … “Ruthlessly 

Prioritize” 

http://www.competesmarternotharder.com/  

http://competesmarternotharder.wordpress.com/  

 

http://www.competesmarternotharder.com/
http://competesmarternotharder.wordpress.com/
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OK, so we know what the core is, but what IS a 

business model? An overview (a “4x4” checklist): 

S
tr

a
te

g
ic

 D
e
c
is

io
n
 

If
 “

G
O

” 

Business Case (Market/Product Strategy) 

Market 
Analysis 

Assess 
Value 
Chain 
and 

Strategic 
Control 
Points 

Identify 
Gaps 
and 

Potential 
Solutions 

Entry 
Option 

Selection 

Go to 
Market 
Plan 

Capability 
Plan 

Financial 
Analysis 

Operating 
and 

Execution 

Business Plan (Execution) 

• Market trends 

• Disruptive 
technologies 

• Core vs. 
adjacency 

• Market size, 
growth, margins 

• Competitive 
intensity 

• Overall 
attractiveness 

 

• Strategic 
requirements 

• Value 
chains/strategic 
control points 

• Capabilities/tech
nologies/Gaps 

• Salient 
Differentiators 

• Segmentation 

• Value 
Proposition 

• Competitor 
capabilities 

• Your 
capabilities 
and gaps 

• Strategic 
solutions and 
options 

• Options 
assessment 

• Detailed 
business 
model 

• Competitor 
response 

• Financial 
analysis 

• Risks/scenario 
analysis 

• Choose best 
entry option 

• Business model 

• Customer & 
sales pipeline 

• Key segments 
and value 
proposition for 
each 

• Product & 
pricing plan 

• Marketing 
communications 
plan  

• R&D/product 
development 
roadmap 

• Supplier plan 

• M&A plan (if 
applicable) 

• Pro forma 
financials 

• Investment 
requirements 

• Return on 
investment 

• Risk 
assessment 

• Organization 

• Internal 
communication 

• Timeline & 
action plan 

• Milestones & 
off-ramps 
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Value Chain 



53 
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There are many different potential sources of 

strategic control: 

 

1. Distribution/Access  

2. Production/capacity  

3. Raw material and input  

4. Intellectual Property and regulatory based 

market access 

5. Key manufacturing component  

6. Information  
– Hardware/software (today’s version of razor/razorblades) 

– Data access, ownership and analytics 
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There are many different potential sources of 

strategic control: 

 

1. Distribution/Access  
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There are many different potential sources of 

strategic control: 

 

2. Production/capacity  
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There are many different potential sources of 

strategic control: 

 

3. Raw material and input / cost structure 
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There are many different potential sources of 

strategic control: 

 

4. Intellectual Property and regulatory based 

market access 
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There are many different potential sources of strategic control: 

 

5. Key manufacturing component  
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There are many different potential sources of strategic control: 

 

6. Information  

– Hardware/software (today’s version of razor/razorblades) 

– Data access, ownership and analytics 
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Strategic Control 101 – Fundamentals 

  

• Strategic Control Points are not binary.  

• Strategic Control Points are market / industry based; 

competencies are firm based.  

• Strategic Control Points can only be implemented in 

areas that help produce something that is important 

to the customer.  

• Strategic Control Points must be rivalrous in nature. 

• If everything is a point of strategic control, nothing is; 

if everyone has competencies in an area of strategic 

control, it is not one. 

• Employing points of strategic control can and should 

be used in conjunction with other strategic 

approaches (e.g., The End of Competitive 

Advantage, Coopetition) 

• Today’s applications are all about the broader 

ecosystem (“Think platforms, not products; 

ecosystems, not platforms”).  
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Adding Competency Gap Analysis:  

The story of Captain Jepp 
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66 
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Value Chain / Vertical Incentive Alignment Table 

Constituent Incentives Conflicts Action Items to 

Correct 

Initial Value Chain 

        … 

        … 

Ending Value Chain 
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Research on data 2009 – 2014 (US S&P 500) has 

suggested a “Carrot” and a “Stick” approach: 
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The Stick: “Strategic Control Points”  

 

The Carrot: Vertically Aligned Incentives  

(Asset Specificity and “Virtual Vertical Integration”) 
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A Preview “Bottom Line” – Life in 2015 and Beyond 

SP + 25.6% 

EBITA – 26.1% 

 

SP + 69.8% 

EBITA + 224% 
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Recall the “Bottom Line” – Life in 2017 and Beyond 

SP + 25.6% 

EBITA – 26.1% 

 

SP + 69.8% 

EBITA + 224% 
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Recall the “Bottom Line” – Using the “2x2” 

SP + 25.6% 

EBITA – 26.1% 

 

SP + 69.8% 

EBITA + 224% 
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Table Exercise (individual) 

How can you use what we discussed today to further your business 

objectives? What do you need to do in order to make this happen? 

 

How can this group “raise 

the bar” by applying all of this? 

What do we need to start doing? 

What do we need to stop doing? 
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Conclusions 

“Thoughtful questions are the sign of a bright, inquisitive mind …” 

  …. Shep Hill, President Boeing International 

 

  Any questions???? 

 
Discussion question: 

   What does all that we’ve discussed 

      mean for your part of the business? 
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What’s so Different About Today?  

• Google Glass, Local Motors and Production 

• Innovation is key for future progress (“competitiveness for the future”) 

• Alternative Business Model Innovation 

 

Innovating Away from the Core:  

• Empathy and Design Thinking 

• Empathy Maps 
   

Innovating Inside the Core:  

• Process from Compete Smarter, Not Harder 

• Core versus Adjacent Markets 

• Carrot and Stick: Strategic Control and Vertical Alignment 

• Use of a “2x2” strategy 

• Concluding Exercise 

   

Agenda 
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