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actions with strategic direction

- Risk assessment related to change
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ndustry Definition and
JESCYIption by Business Segment

Price trends
Sales terms and accounts receivable
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sOMpetitive Intensity and Rivalry

GOUTTESYI0T AVTENae] =- Porter, Competitive Strategy
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pynamics of innovation in the
noostry.
IANoVation engagement?
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Business process
continuous
improvement

Technology 'Innovation interest' with nominal risk

'Innovation interest' in common-use technologies to keep up

Product line to date.
extensions

oo et i adefed et i o o R&D 'Innovation interest' with
high risk

New products

'Innovation interest' in emerging technologies.
Applied Science/

New business
models
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fjhe Spectrum of innovation at
Starbucks. An Example.

Roasting and processing coffee is at the heart of the
technology of Starbucks business.

at it needs to have, There is both a science component and much art associated
owledge - with the process of making an exceptional brew. The

ain for combination of the science and the art is the ‘’know how’ of
in the the business and this is what Starbucks has brought to the
market along with effective sourcing and a flair for retail
marketing. Basic to the success of Starbucks is that it is, in
the minds of millions of customers, a good tasting brew;
and better than most!

Industry/market/customer-centric 'Innovation interest' with minimal risk

Business process

continuous Technology 'Innovation interest' with nominal risk

improvement

. ‘Innovation interest' in common-use technologies to keep up to
Product line date.

extensions R&D 'Innovation interest' with high risk

‘Innovation interest' in a defined market in order
to differentiate product/service.

New products
‘Innovation interest' in emerging technologies.

Applied Science/ Fundamental science

“Innovation interest ' in research

New business models
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The Spectrum of Innovation at Starbucks
Starbucks Innovation Profile

Type of Innovation Evidence of Innovation by Type of Innovation

Fundamertal Scce Notexpeced n s sty

Applied Science | VIA development based on the chemistry of ‘freeze-dried’ technology/ Roast curve relationship Unusual depth for this industry

New business models Store design/ Integrating coffee roasting with sales and with both bean and drink Fundamental shifts in the industry

New products Store design [seating, wi-fi, comfort/‘Street-named’ stores/ Coffee quality and price/ Pike Place Probably the strongest Starbucks
Roast/ Frappucino/ Coffee — ‘bold’/ Sandwiches/ Branding realization [eg. Digital Ventures]/ VIA/ | type of innovation
Renaming coffee to designate taste rather than bean

Product extensions Store openings/ Coffee variations/ Sandwich selections/ Coffee but in out-of-store locations/ This type of innovation has
Limited release reserve coffees propelled growth

Business/continuous IT/ In-store information systems/ Mastrena = speed Came as an afterthought after
improvement Starbucks decline

Innovation refers to th!experimentation and adoption of new ideas of all kinds.

Inherent in an idea is always the notion of change; grand or small, and the assumption of risk.

Without risk, there is no innovation!

The term ‘innovation interest” is used to note that not all innovations are physical but can be emotional and may at times be simply thoughts which do not result, for many reasons, in actions or new products/services.
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of competition - Key Success

competitive position

Company A Company B Company C

n .
manufacturing

Response time to
customer order

Product Quality

Innovative
capacity

Product
functionality

Sales force
training
Overall result

\
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valuating alternate strategies
orathe business unit, leading to
HeWPreparation of action plans

Strategic v Competitive
Condition Position
Reference
‘natural’
strategy

selection

\‘;
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NEtural’ strategic option zones based
ONIHESME's strategic condition

‘yonic Growth Mature Aging Stages of Industry
Maturity

i-‘
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Strategy

he company’s current condition
ge of strategic options and short list

aluate the shor of strategic options and
ne or two for further development

ibe more fully the selected option and its
ations. Check the options congruence with
orporate goals

5. Develop action plans which will make it happen!
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MBSl Analysis

ents of Risk Low Medium High

stry

CO npeti
Position

Strategy
Assumptions

Past performance of
the unit

Past performance
of management

Level of future
performance
required
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IHISsapproach integrates 3 levels

The ‘Management
Team’ is involved in all
aspects of the work and
at all levels in the
organization.

nment of Implementation
idual actions requires
the chosen compatibility
between strategy

gy is the key to
nance
ovement

Two or three iterations may
be required to properly align
all the resources within any
one organization.

Step Three - Translating Strategy into
4/1/2012 Action

and organization.
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pheimpiementation of action
Jlanswrequires

Critical Iar;fggf:f;; R etions Infrastructure
Driving Forces S and Support
gptems Marketing Systems
Performance
g/la;n e ent Measurement Technology
e and Reward
Syst
U\ Financial
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JIENOIIOWINg que 1s aim at identifying, for each
DOSTHOIESIgNIficant key result ‘areas’

Improved performance significantly
)mpany performance?

mance do damage to the

of ‘statements’

2ve the budgeted level of sales

scrap level

- - to ensure that resource capacity is fully utilized
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4/1/2012 Action
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. Personnel Activities
= F. Limits of Authority
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F‘ﬁlly interactive
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