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(KSF, Key Success Factors)
& (critical areas)
KSF
Compete (Aggressive (key areas)
head-on / initiatives) .
(head-on
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Avoid h_e_ad-on (Relative (Strategic degrees . KSF

competition Superiority) of freedom) .

Same game New game Source: Ohmae, K. (1976); The Mind of the Strategist




2-2. SBU 2.

6) Gaining Strategic Advantage

(KSF, Key Success Factors)

Key Segment 4 —

Critical Segments

R 4 Ser3

‘\\ ~ ~
\ (USD)
\ [Sep2 | Customer 9 - _
- ________‘\____/’/’ egments Q & 250 mil.
5| ki [ 250-500 mil.
AE EI8|2/8| 5O 500-1000 mil
Product 213|5£| 52 |mm 1000 mil.
\ segments G|>| 8|5 LT
/ i R J\\-----(--ECOHOW ----- i < Key product
\ Trucks
\ Sports utility |
‘4< Station wagons
L uxury Key product
Sports cars ||
Exotics
L[ Mini-vans |
key Key Key <—|Step 4
segments and segment segment P

products




2-2. SBU 2.

6) Gaining Strategic Advantage

(KSF, Key Success Factors)

KSFE &
Value Chain | ___________ The value chain
A
I Y- . )
. / . ;. 2
/
Most Critical
critical
Yes No Step 4
N > 4
> KSF




2-2. SBU 2.
6) Gaining Strategic Advantage
(Relative Superiority) & , (Game)
Compete
head-on (Key Success (Aggressive . KSF
Factors) initiatives) leverage points
Avoid head-
on
competition (Strategic degrees ) KSF
of freedom) *
Same game New game




2-2. SBU 2.

6) Gaining Strategic Advantage

(Relative Superiority) e , (Game)




2-2. SBU

6) Gaining Strategic Advantage

(Relative Superiority) &

(Game)

KSF
Products

Segments |

Customer
segments

Product
segments

Economy

Trucks

Cheap

Perfor mance <>

Value
Off-road

7

High-enq,stétus<>

Family

Sportsutility

Station wagons

L uxury

<L

Sportscars

Exotics

Mini vans

A

Key
segment

A

Key
segment

< Key

product

Key
product

(USD)

00

250 mil.
250-500 mil.
500-1000 mil.
1000 mil.

OOOP




2-2. SBU

2.
6) Gaining Strategic Advantage
(Relative Superiority) < (Game)
Leverage Points
The value chain
KSE - > / / L E > > >
[ : : . : /
\ . . /
\‘Leverage . . . . Lead | . . :
\\ points times
A
—. : : : Lead | .
- times
—————— >
. . .S/W | .Food




2-2. SBU 2.

6) Gaining Strategic Advantage
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“Why not?” is the key question that must be asked

Aggressive initiatives
KSF
Compete (Key Success ’
Factors) .
head-on .
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Avoid head- (Relative (Strategic degrees ’
on Superiority) of freedom) .
competition

Same game New game
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(Strategic degrees of freedom)

Compete (Key Success (Aggressive .
head-on Factors) initiatives)
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on N Superiority) KSF
competition
Same game New game

Source: A.T. Kearney
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