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Strategy, execution and success

ά²ƛǘƘƻǳǘ ǎǘǊŀǘŜƎȅΣ ŜȄŜŎǳǘƛƻƴ ƛǎ ŀƛƳƭŜǎǎΦ ²ƛǘƘƻǳǘ 
ŜȄŜŎǳǘƛƻƴΣ ǎǘǊŀǘŜƎȅ ƛǎ ǳǎŜƭŜǎǎέ Morris Chang

άLƴ ǘƘŜ ŎƻƳƛƴƎ ȅŜŀǊǎΣ ǘƘŜ ŀōƛƭƛǘȅ ǘƻ ŜŦŦŜŎǘ 
results-oriented change will be the 
ŎƻƳǇŜǘƛǘƛǾŜ ŀŘǾŀƴǘŀƎŜ ƛƴ ŀƴȅ ƛƴŘǳǎǘǊȅέ 
Matt Heemstra

Dig deeper with  resource #1
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Start by looking outside your business  

Power of customers
Who are your customers, 
how price sensitive are 
they and how easily can 
they get what they want 

from someone else?

Power of competitors
Who are your competitors 
and on what basis are they 
competing and is your 
market likely to become 
more or less crowded?

Power of substitutes
How else could your 
customers spend their 
money and what can you 
do to discourage them?

Power of suppliers
How dependent are you on 
your suppliers? What are 
they costing you and how 
easily could you switch 
between them?

Your business

Dig deeper with  resource #2



Then look at your business from a customer perspective

Your business

customers 

customers 

customers 

customers 



Sustainable Competitive Advantage (SCA)

ά²Ƙȅ ǎƘƻǳƭŘ ǎƻƳŜƻƴŜ ōǳȅ ŦǊƻƳ ƳŜ ŀƴŘ ƴƻǘ ǘƘŜ ǇŜǊǎƻƴ Řƻǿƴ ǘƘŜ 
ǊƻŀŘΚέ

ÅSome suggestions:
Å1. Do you have a skillƻǊ ŎƻƳōƛƴŀǘƛƻƴ ƻŦ ǎƪƛƭƭǎ ǘƘŀǘ Ƴƻǎǘ ƻǘƘŜǊǎ ŘƻƴΩǘ ƘŀǾŜΚ

Å2. Do you have relationshipsǿƛǘƘ ǇŜƻǇƭŜ ǘƘŀǘ Ƴƻǎǘ ƻǘƘŜǊǎ ŘƻƴΩǘΚ

Å3. Do you have resourcesǘƘŀǘ Ƴƻǎǘ ƻǘƘŜǊǎ ŘƻƴΩǘΚ

Å4. Do you have experience ŀƴŘ ŜȄǇŜǊƛŜƴŎŜǎ ǘƘŀǘ Ƴƻǎǘ ƻǘƘŜǊǎ ŘƻƴΩǘΚ

Å5. Do you have a specialisationǘƘŀǘ Ƴƻǎǘ ƻǘƘŜǊǎ ŘƻƴΩǘΚ

Å6. Do you have a priceǘƘŀǘ Ƴƻǎǘ ƻǘƘŜǊǎ ŘƻƴΩǘΚ

Å7. Do you have a reputation/brand that means something?

Å8. Do you have a processǘƘŀǘ Ƴƻǎǘ ƻǘƘŜǊǎ ŘƻƴΩǘΚ

Dig Deeper with Resource #3



SCA ςidentifying yours

1. Identify  your key success factors 

2. Score them in terms of value to customer

3. For each of the most important factors, 
what is your current ability to beat your 
competitors?

4. For each of the most important factors, 
how much do they resonate with you in 
terms of your values, beliefs & culture?

5. Which factor scores highest in terms of 
value to customer and internal resonance?

6. Test your SCAΥ άWe will win by having the 
ŦŀǎǘŜǎǘ ǊŜǎǇƻƴǎŜ ǘƛƳŜ ƛƴ ǘƘŜ ƛƴŘǳǎǘǊȅέ  -
Does this feel right?

7. Use your SCA as a filter to help determine 
what is important and what is not 
important in your business

Key success        

factor

Value to        

customer

Current ability to 

beat competitor

Internal       

impact
Total

Service 7

Innovation 5

Price 6

Product range 7

Quality 7

Management 3

Response time 9 7 9 18

Best people 9 6 7 16

Brand name 6

Rate of change 8 6 5 13

21 3 4 5



Three simple questions

Dig deeper with  resource #4

The planning process should 
start by understanding 
where you are NOW and 
WHERE you want to be.

Too often leaders jump from 
the NOW to the HOW in when
Developing their business 
plans.

This means they risk 
ŘŜǾŜƭƻǇƛƴƎ ŀŎǘƛƻƴǎ ǘƘŀǘ ŀǊŜƴΩǘ 
anchored in a clear vision of 
WHERE they want to be.



Where are you NOW?



WHERE do you want to be?



This is a creative process, not a clinical one


