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Tillvéxtstrategier - att vdxa eller inte
vdxa det &r fragan



 When you’re green you're growing, when you are ripe,
you start to rot. Tillvaxt kommer inte av automatik

e Vart forhallningssatt till utveckling, paverkar vara
mojligheter se madjligheter

* Tillvaxtmatrisen — drivande och hindrande beteenden

* Blue Ocean Strategy




“As long as you're green, you're growing,
as soon as you're ripe, you start to rot.”
Ray Kroc
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”Somna inte vid ratten. Nar det borjar ga bra, motarbeta den
farliga n6jdhetskanslan. Var standigt pa vag.”
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Valorganiserad
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FORETAGETS BLINDA PUNKTER

e OGRUNDADE ANTAGANDEN
e FORETAGETS MYTER
« FORETAGETS TABUN
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Business
L4 Bowte

Blindspots
The Sequ
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Hur bra ar vi egentligen?
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BRRILLIANT COMPELLING CHANGING
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ASICS  DIFFERENCE  THE GAM
Vad vi ar riktigt bra pa Vad som sarskiljer oss Vad som gor oss
marknadsledande

Adam Morgan ,The Pirate Inside in 2004.
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Konsumenterna hojer
ribban konstant
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Konsumenterna hojer
ribban konstant

Kundtillfreds-

stillelse Omedvetna behov

Ovantade, ej uttalade

Uttalade behov
Forvantade, uttalade

Grad av
uppfyllelse

Underforstadda behov
Forvantade, ej uttalade
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Optimering




Kvantifiering av mojligheterna % S
Var finns potentialerna fér tillvaxt? ¢ % 77,
Aere O u, 7k
e | Wy, 67
//7)@

Hur stor ar marknaden/den totala kundbasen?

Hur manga av kunderna &r frekventa képare kontra séllanképare?

Vilka ar konkurrenterna — bade direkta och indirekta?




VARUMARKESTRAPPAN SOM GUIDE

Varumarke 1 Varumarke 2 Varumarke 3

Hjalpt

3 70 93 90
kdnnedom : :

Kéannedom IM | 31 79 36

Tankbarhet 38 73 44

Forstahandsval | 1 17

Senaste kop 1 13 6

Lojalitet | o




Fa fler kunder till marknaden

— Ta kunder fran konkurrenterna

\ Utveckla distributionen online/offline

Salja till nya kunder

Fa kunderna att kdpa oftare > Introducera ratt

x Oka tankbarhet/preferens

Konverteringsgraden

o _ Branschglida
Fa kunderna att handla ur fler kategorier <

Cross selling
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Fa fler kunder till marknaden

vge  ne Ta kunder fran konkurrenterna
Salja till nya kunder -

\ Utveckla distributionen online/offline

Kannedom och tankbarhet blir grundforutsattningar

Na sa manga potentiella kunder som maéjligt — stor rackvidd i
kombination med kontinutitet

Moijlighet till ratt distribution — att finnas dar kunderna finns
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»

Fa kunderna att kdpa oftare " Introducera ratt

x: Oka tankbarhet/preferens

Konverteringsgraden

Att etablera en ny vana tar tid

Relevant i sdsong och nar det finns pengar i marknaden

Ratt innehall i varumarket

GOra det latt att soka, hitta, valja, kdpa
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. . Branschglida
Fa kunderna att handla ur fler kategorier <

Cross selling

Nytt sortiment ger ny omsattning
Fokus pa share of wallet
Vad kan vi salja nar kunden anda ar i marknaden?

Vart gar granserna for nar vart varumarke inte ar relevant?
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BYGGA BASELINE ELLER EJ?

Offline On“ne

Reklamdriven
forsaljning 3-10%

Reklamdriven
forsaljning 60+%
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m Kopta media

Basforsdljning Varumarkesstyrka Marknad mSdsong mRabatter mEgnakanaler

2 butiker m Basférsiljning mMarknad mS3song

ATREME
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Vi bade bygger och river pa

samma gé 1] g: Vad dr det som gjort  Vad ér det som Vad kréivs fér att Vad krévs fér att fa
att en viss person krdvs for att fa en komma med pé den ambassadérer som
inte gjort ett enda strékund att komma  “naturliga rekommenderar
besok? Vad krévs for  en géng till? shoppinglistan” som andra?
att utlosa ett forsta alltid far ett besék ndr
besok? det skall handlas ur
4 ' kategorin? !
| .
Inte tillrackligt kdnt * Loj personal * Inte sdsongsaktuellt < Inte tillracklig -
Finnsintedarjag * Inte ratt/aktuellt sortiment engagemang fran |
handlar ! sortiment * Brist pa efterfragade personalen !
Inte fér mig * Hittade inte vad jag |  artiklar * Sortimentssvagheteph
(image) | sokte * Serviceproblem * Ojamn formkurva” t
* Blevinteinspirerad |* Blevinteinspirerad ¢ Inte vérde fér )
* Finnsinte ndramina* Lag aktiveringsgrad pengarna over tid |
' naturliga shopping- |  mellan képen '
' ostrak * Finns inte dér jag bor/~ )
' jobbar P )
i * Kianner migseddi |
' mina besék i
: . * Bekraftad i mina kép |
' av andra i
1 3 * Aterkommande * Varumirketdren |
- R positiva service- forlangning av mig |
' g™ upplevelser. sjalv |
- e * Effektiva besok * Latt att spana pa i
: "F"o‘&sitivt f6rsta besbk . Hinar alltid nyheter via .webben .
, 1 e intressanta * En bra mobilapp i
; ¢ Paminnelse (t ex . |
L H . produkter * Braerbjudanden [
* Képnedom | kundklubbsu'Fsklck) * Bra kvalitet * F&tt bra bemétande |
*_ Tillrackligt bra | Bra efterservice » Uppmirksammad vid byte/reklamation s
erbjudande | ocksd mellan képen f
Ej kund Engdngs-  Aterkommande Naturlig Edrstahandsval
besdkare besbdkare referens
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. Date: 3/22/10
Starbucks Experience Map

o .
g Eric - Repeat Customer
g Purpose: To work/drink coffee
x
w
o
-

S -
S ® n
@) foite
Dk, Conversent Sota chaw 5 comfurtable o
baseline . . o ° ° o
°
® | Worryimg o > .
[} Sex ond guering @) factorykne . onditioning
&
°
¢
= " o my tasee
8. ° $ .
=3 Gapey cromded
—
® ) Notlarge work spaces © ) Not large werk spaces
£ Lackof z
Lack of personal space
é 9) g
a
Anticipate Enter Exit e Reflect
Touchpoints  Office Car Walk-In Line Order Pay Sit Drink Work Pack Up Walk Out Car
1aDiussing 1. Hoping 2. Notice 3aThewait:  4aTheBarista SaThebarista  6aGrabmy 7aThecupis  Balplacemy  8flenjoythe 9aThebarista  10alpxkmy 1l.alheadto
withtesmthe tofindaclose thatthereare  Inglineoccu  acknowledges  tells me the drinkand look  hot, steaming drink on the free wircless walks by me thingsupand  my car and
localplacesto  parking spot a couple of piesthemain  me witha total and | pay fora place to but withstand-  table next to and the unlim and makes an headoutthe  wishthat!
grab a coffee. people in line.  traffic way. smile. withmy credit 51t ing in my meandplace  ited use. The announce door could have
1.d Hoping x card. He asks hand mybagonthe  signal strength ment to the stayed longer
1.b Decid Starbucks is 2.b Notice the 3bThe 4Dblcansee me if  want 6b 1 need, floor. is adequate. tore that it 10bThe re to work. |
ing to go t not overly NArrow con menus across  the menu bet my receipt, | most im: 7.b Smelts will be closing maining staff know that
Starbucks crowded and fined layout. the counter ter now, butl decline. roasty and 8b I remove 8.9 The music shortly-10pm tellme to have  once | get
work on de- will have avail are hard to feel rushed to sweet my computer is really both- agood night, home, | will be
sign reports.  able seating. 2« Enjoy the read whilein  order a drink 5.b My inter workspace. and accesso ering me. | put 9b I would like in the wrong
aroma of line 41 feel action ends 7.cFist sipis ries and now my head 1o continue mind state
1. Consider- roasted coffee forced to with him say- 6.c | notice oo hot, but am shifting my  phones on and to work. | feel to continue
ing alternative  and mixed 3cTheline make a quick ing thank you. flavorful. 'm coffee to find play my mp3 10pm closing working
placesjustin  sweetrobust  movesslow.  poeraoe se Hedoesntuse  onlyafew happy with roomforallof  songs. time is much
case. Smess. people who lection. I playit My name. locations in the taste and my things on too early, 11.b The cof
justordered  Cye paving the seatingar-  my choice. this little cof 8h The bat- especially ina fee was very
arestillinthe o o SeNowl «as that have fee table. teryuseonmy  collage town good. but|
same area get move to the outlets. Thisks ~ 7.dThe & The table computer is 3 was disap
Becomes left of whe discouraging. continued £ The table CONCRIN NOW. 9.¢ 1 stand pointed in the
ghtand not  crowded 4.d The baris I paid. Once <ips remain 8 Wolowto I will begin up and walk vironment
too dim. ta confirms 299in | feel 6.d Most satistying work from looking for around until | Distracting
- 3.d The order my selection crowded and places are "j""'- sol another table find a hidden music, small
2eThe r.mm( ing process and asks my out of place occupled. No place my to work at trash can to workspace,
seems ethnic wems 100 NOMe 10 write People sre outlets are laptop in my throw my cup lack of power
extended slow. Inconsis- , wvailable. lap. My drink 8.iThe air into thets
A on the cup. walking by me. outlets.
vocals, softin tent structure remains on IOHHIXV\NHQ
A ok e There isn'ta . g
style, volume  of service. 4.2 He writes 3 o 6.2 The work thetable,my  seems inten
too loud and down ey “‘:‘i""“ . spaces seem bag on the tional. It's cold
not my tast nemaand waiting. sStNG  matl and floor outside and
¢
- 30mé code ans impractical y < side. |
@ room onthectp s Most are just 8.4 'm feel slip my jacket
climate seems d hand: i ogg asmall ing crowded on
intentionally DL R the drink N thave 10
X offtoanother  muvarchour round wooden v
cold. barista who finished orders 101 with room to use 81 continually
will make it nd bl two wooden my wire finding myself
S0e Peaces. chairs. less mouse. | people watch
SEa themon 3 now use the ing while |
finished with drink stand. g wnile
other orders. He screams 6f1findan surface of the work. There
ol empty reclined arm chair as are interesting
A " cushioned my mouse people here.
52 Confu armchai. pad.Notvery  ofm not too
sonlsthismy Nexttoitisa effective. bothered. |
drink? Why small wooden ver ke feel
did he table shared BeThecrowd oo yione,
by an talking doesn't
out my name Iy 8 bother me
or name and person sitting fer » while.
W2ipck  intheother ustelience.com
ek} pic ot chale but the music .
up ;"" drink is way 100 loud
and see

has Eric writ
tenon it

6.9 The chair
Is comfortable
and | continue
tositinit.

and beginning
to become 3
distraction.




Innovation




GORA RATT SAKER ELLER GORA SAKER RATT

80% RATT RACKER?

INNOVATION KRAVER KREATIVITET
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STRATEGY

How to Create Uncontesled Marke! Space.
and Make the Competition krrefevant

W. CHAN KiM | RENEF MAUBORGNE
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Red Ocean Strategy Blue Ocean Strategy

Compete in existing market space Create uncontested market space
Beat the competition Make the competition irrelevant
Exploit existing demand Create and capture new demand
Make the value-cost trade-off Break the value-cost trade-off
Align the whole system of a firm’s Align the whole system of a firm’s

activities with its strategic choice of  activities in pursuit of differentiation and
differentiation or low cost low cost

INTELUGENCE INSIGHT STRATEGY
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The four actions framework

Which factors should
be reduced well below
the industry’s

standard?

Eliminate Create
Whi.ch of factors t';at Which factors should
theindustry takés or be createdthatthe

grant.eclshoulo be industry has never
eliminated?

offered?

Which factors should
be raised well above
theindustry’s
stancdard?
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SUCCESSFUL PEOPLE
ARE THE ONES WHO ARE

BREAKING THE RULES
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GORA RATT SAKER ELLER GORA SAKER RATT
INNOVATION FRAMFOR OPTIMERING

FOKUS PA KUNDEN ISTALLET FOR KONKURRENTERNA
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SAMMANFATTNING

Tillvaxt ar ett val

Tillvaxt kraver ocksa bortval
Tillvaxt kraver fokus

Mycket tillvaxt kraver innovation
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TACK!

Presentatdor Magnus Ohlsson
magnus.ohlsson@wehuntforheads.se

* WE HUNT
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INTELLIGENCE INSIGHT STRATEGY ‘ l ‘
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