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Gli attuali fattori Strategici

ÁLôInnovazione per la competizione 

(leva di medio-lungo termine)

ÁLa Flessibilizzazione per la reattività

(leva di breve-medio-lungo termine)

ÁLa Riduzione dei costi e dei bisogni finanziari

per la ñsopravvivenzaò

(necessità di breve-medio termine)
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Lôinnovazione ñche contaò(le cinque leve)

Innovazione di Prodotto Innovazione di Servizio

Innovazione del modello di Business Innovazione nei processi di Business

Innovazione nei processi di management e nella cultura aziendale

Innovazione nella Tecnologia&ICT
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Commodity Product

Spectrum Competitivo

Product-Service 

mix Value  Product

Business Volumes Strategy

Il business dei prodotti medi (ad alto 

volume)  sta richiedendo value 

proposition di mix prodotto-servizio, 

in cui 

il servizio conta sempre di più.

Innovare significa saper predisporre 

nuovi package di prodotto-servizio 

progettando prodotti service-oriented 

(full life cycle cost)

Economy of scale Strategy

I nuovi leader di mercato stanno 

velocemente conquistando una posizione 

dominante, fornendo prodotti ñaccettabiliò 

a prezzi molto bassi.

Innovare significa progettare prodotti  e/o 

modalità meno costose, comprese 

differenti locations

(design to cost)

Margins Strategy

I nuovi leader di mercato stanno sviluppando 

(e/o):

- prodotti  sempre più innovativi

- nicchie sempre pi½ ñprofondeò

(articolazione dei target)

- maggiori capacità di customization

- luxury brands

Innovare significa progettare prodotti e/o 

modalità a maggior valore percepito

(design to value)

Lo spectrum competitivo (le 3 aree di riferimento)

Le aziende stanno attivando strategie di posizionamento sui tre baricentri di riferimento
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Tre ñdriversò per lôinnovazione nei modelli di business 

ÁLôinnovazione nelle attivit¨ aziendali per le value 

propositions innovative

ÁLa riduzione dei costi fissi ñstrutturaliò

ÁLôattivazione di una organizzazione/struttura di 

business pi½ ñflessibileò
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Business 

Model Innovation

Enterprise model 

Innovation

What business am I in?
ómaking fundamental choicesô

Esempi di innovazione del Business Model aziendale

Revenue model 

Innovation

ÅGillette innovated the 

pricing model by giving 

away razors and making 

money on the blades 

ÅNetflix shifted the revenue 

model from product / 

rental based to a 

subscription based annuity 

model

PRICING / REVENUE MODEL

VALUE PROPOSITION

ÅCirque du Soleil 

reconfigured offering and 

value elements to transform 

the circus experience 

Industry model 

Innovation

INDUSTRY TRANSFORMATION

ÅMoving from one value chain to 

another, leveraging its brand 

across industries including airline, 

media and telecoms

HORIZONTAL MOVES

ÅApple transformed the music 

industry through a new way of 

connecting hardware with 

software to download music with 

iPods/iTunes product & service 

combination

ÅDell redefined the PC value chain 

and industry model by using a 

direct to customer sales model

INTEGRATION

ÅZaraôs Fast Fashion model is 

supported by a highly integrated 

business model along its value 

chain 

SPECIALIZATION

ÅBharti created a highly specialized 

Telco business model by focusing 

only on its key differentiators ï

marketing, sales and distribution ï

and partnering for everything else

EXTERNAL COLLABORATION
ÅP&Gôs innovative R&D collaboration 

model ñconnect & developò, sourcing 

over 50% of ideas externally

http://en.wikipedia.org/wiki/Image:VirginLogo.PNG
http://www.wpclipart.com/computer/logos/apple/apple_logo_multi.png
http://images.google.com/imgres?imgurl=http://www.gwha.com/img/dell_logo.png&imgrefurl=http://www.gwha.com/products/computers/dell/&h=188&w=188&sz=5&tbnid=DP-D_6Ei9kzbbM:&tbnh=102&tbnw=102&prev=/images%3Fq%3Ddell%2Blogo&start=1&sa=X&oi=images&ct=image&cd=1
http://www.lalogotheque.com/admin/4images/data/media/26/Zara.zip
http://www.answers.com/topic/bharti-logo-jpg
http://pg.com/en_US/index.jhtml
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Lo scenario di riferimento

Reattività/Flessibilità Efficienza/Costi

Lo scenario competitivo attuale richiede 

ñsignificativi miglioramenti simultaneiò
delle performance aziendali

sui tre tradizionali fattori di competitività

Differenziazione/Innovazione

Gli imperativi strategici
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La risposta delle imprese

Per essere contemporaneamente  differenziate, reattive ed 

efficienti, le aziende devono diventare

imprese specializzate

Specializzate in 
Differenziazione/ 
Innovazione

Focalizzandosi 
internamente su 
attività/capacità/processi
che fanno la differenza   
e danno il vantaggio 
competitivo

Specializzate in  
Reattività/Flessibilità 

Avvalendosi di un network 
di specialisti, interni ed 
esterni, per la 
realizzazione di tutti gli altri 
processi di business e di 
supporto tipici del settore

Specializzate in 
Efficienza

Mettendo a fattor 
comune le attività di 
business simili per 
sfruttare le economie di 
scala e di competenza 
proprie o di possibili terze 
parti leader in tali attività



© Copyright IBM Corporation 200910

LôImpresa Specializzata

ñImpresa Specializzataò

Unôazienda organizzata per ñcomponenti di businessò che realizza la migliore 
performance attraverso lôeccellenza interna e le partnership esterne

ÁI componenti sono singoli moduli di attività 

che hanno un compito ben definito 

nellôecosistema aziendale e nella sua catena 

del valore

ÁCiascun componente racchiude persone, 

attività e tecnologie a supporto

ÁOgni componente può giocare un ruolo 

significativo o secondario nel differenziare la 

strategia aziendaleBusiness Components
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- Le aziende stanno focalizzandosi sui componenti critici operando in logica ñOpen Businessò

- I distretti industriali stanno aumentando le specializzazioni dôImpresa e stanno diventando  
globali/ali/virtuali 

Enterprise 

Optimized

Business 

Unit 

Optimized

Specializzazione esterna
Internally Integrated Industry Networked

S
p

e
c
ia

li
z
z
a
z
io

n
e
 i

n
te

rn
a

Silo 1

External

PartnerSilo 2

Silo 3

Silo 1

Silo 2

Silo 3

Specialized EnterpriseComponentized Enterprise

Networked EnterpriseTraditional Enterprise

Business Functions Business Functions

Business Components Business Components
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Tutti i settori si stanno muovendo lungo il percorso del ricorso alla 

specializzazione esterna

I comparti di industria hanno raggiunto un diverso livello di specializzazione esterna

Strategically Partnered Industry NetworkedInternally Integrated

Financial 

Services

Banking Banking *

Insurance Insurance

Financial Markets Financial Markets

Communications

Telecom Telecom

Media & Entertainment Media & Entertainment

Energy & Utilities Energy & Utilities

Consumer Products Consumer Products

Distribution
Retail Retail

Life & Pharma Life & Pharma

Travel & Transp Travel & Transp

Public Sector

Industrial

Automotive Automotive *

Aerospace & Defense Aerospace & Defense

Chemical & Petrol Chemical & Petroleum

Electronics Electronics *

Forest & Paper Forest & Paper

Industrial ProductsIndustrial Products

Healthcare Healthcare

Profiled Industry

Livello di specializz. esterna - 1983

Livello di specializz. esterna - 2008

*

Legenda
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Category/Brand Strategy

Brand P&L Management

Matching Supply and 

Demand

Marketing Development & 

Effectiveness

Product Ideation

Marketing Execution

Product Directory

Category/Brand Planning

Assessing Customer 

Satisfaction

Customer Insights

Account Management

Value-Added Services

Customer Account Servicing

Retail Marketing Execution

Customer Directory

Manufacturing Strategy

Supplier Relationship 

Management

Production and Materials 

Planning

Manufacturing Oversight

Supplier Control

Make Products

Plant Inventory 

Management

Manufacturing Procurement

Assemble/Pkg. Products

Distribution Oversight

Distribution Center 

Operations

Transportation Resources

En route Inventory  

Management

In-bound 

Logistics

Corporate Strategy

Alliance Management

Line of Business Planning

Business Performance 

Management

External Market Analysis

Organization and Process 

Design

Legal and Regulatory 

Compliance

Treasury and Risk 

Management

Facilities and Equipment 

Management

IT Systems and Operations

HR Administration

Customer Relationship 

Strategy

Customer Relationship 

Planning

Supply Chain Strategy

Supply Chain Planning

Out-bound 

Logistics

Accounting and GL

Indirect  Procurement

Corporate Planning

Concept/Product Testing

Product Development

Product Management

Consumer Service
In-store Inventory Mgmt

Il CBM può essere utilizzato per identificare quali componenti sono strategiche per il business e quali 

possono facilitare le relazioni tra i partner

Category/Brand Strategy

Brand P&L Management

Matching Supply and Demand

Marketing Development &

Effectiveness

Product Ideation

Marketing Execution

Product Directory

Category/Brand Planning

Assessing Customer 

Satisfaction

Customer Insights

Account Management

Value-Added Services

Customer Account Servicing

Retail Marketing Execution

Customer Directory

Manufacturing Strategy

Supplier Relationship Management

Production and Materials Planning

Manufacturing Oversight

Supplier Control

Make Products

Plant Inventory 

Management

Manufacturing Procurement

Assemble/Pkg. Products

Distribution Oversight

Distribution Center 

Operations

Transportation Resources

En route Inventory  

Management

In-bound 

Logistics

Corporate Strategy

Alliance Management

Line of Business Planning

Business Performance 

Management

External Market Analysis

Organization and Process 

Design

Legal and Regulatory 

Compliance

Treasury and Risk 

Management

Facilities and Equipment 

Management

IT Systems and Operations

HR Administration

Customer Relationship Strategy

Customer Relationship Planning

Supply Chain Strategy

Supply Chain Planning

Out-bound 

Logistics

Accounting and GL

Indirect  Procurement

Corporate Planning

Concept/Product Testing

Product Development

Product Management

Consumer Service
In-store Inventory Mgmt

Strategic 

differentiation

Strategic View

Competitive 

parity

Basic

Category/Brand Strategy

Brand P&L Management

Matching Supply and 

Demand

Marketing Development & 

Effectiveness

Product Ideation

Marketing Execution

Product Directory

Category/Brand Planning

Assessing Customer 

Satisfaction

Customer Insights

Account Management

Value-Added Services

Customer Account Servicing

Retail Marketing Execution

Customer Directory

Manufacturing Strategy

Supplier Relationship 

Management

Production and Materials 

Planning

Manufacturing Oversight

Supplier Control

Make Products

Plant Inventory Management

Manufacturing Procurement

Assemble/Pkg. Products

Distribution Oversight

Distribution Center Operations

Transportation Resources

En route Inventory  

Management

In-bound 

Logistics

Corporate Strategy

Alliance Management

Line of Business Planning

Business Performance 

Management

External Market Analysis

Organization and Process 

Design

Legal and Regulatory 

Compliance

Treasury and Risk 

Management

Facilities and Equipment 

Management

IT Systems and Operations

HR Administration

Customer Relationship 

Strategy

Customer Relationship 

Planning

Supply Chain Strategy

Supply Chain Planning

Out-bound

Logistics

Accounting and GL

Indirect  Procurement

Corporate Planning

Concept/Product Testing

Product Development

Product Management

Consumer Service
In-store Inventory Mgmt

High Capital 

Area

High Cost & 

Capital Area

Financial View

High Cost Area

Il CBM può essere utilizzato per identificare aree ad alto costo o immobilizzo di capitale. I costi possono 

essere attribuiti alle singole attività (Activity Based Costing), i ricavi possono essere solo stimati.

Category/Brand Strategy

Brand P&L Management

Matching Supply and 

Demand

Marketing Development & 

Effectiveness

Product Ideation

Marketing Execution

Product Directory

Category/Brand Planning

Assessing Customer 

Satisfaction

Customer Insights

Account Management

Value-Added Services

Customer Account Servicing

Retail Marketing Execution

Customer Directory

Manufacturing Strategy

Supplier Relationship 

Management

Production and Materials 

Planning

Manufacturing Oversight

Supplier Control

Make Products

Plant Inventory 

Management

Manufacturing Procurement

Assemble/Pkg. Products

Distribution Oversight

Distribution Center 

Operations

Transportation Resources

En route Inventory  Management

In-bound 

Logistics

Corporate Strategy

Alliance Management

Line of Business Planning

Business Performance 

Management

External Market Analysis

Organization and Process 

Design

Legal and Regulatory 

Compliance

Treasury and Risk Management

Facilities and Equipment 

Management

IT Systems and Operations

HR Administration

Customer Relationship 

Strategy

Customer Relationship 

Planning

Supply Chain Strategy

Supply Chain Planning

Out-bound 

Logistics

Accounting and GL

Indirect  Procurement

Corporate Planning

Concept/Product Testing

Product Development

Product Management

Consumer Service
In-store Inventory Mgmt

Immediate 

Priority

No Action

Transformational 

View

Medium Priority

Il CBM può essere utilizzato per comprendere il legame tra le componenti al fine di creare un portafoglio di  

iniziative di trasformazione prioritizzate

La riconfigurazione organizzativa  ñfocalizzataò
(lôapproccio)

Strategy

Tactics

Execution

Illustrative CPG Client

Consumer

Relationship

Customer

Relationship
Manufacturing

Supply Chain &

Distribution

Business

Administration
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Possibili azioni sui componenti di Business selezionati

Matrice Decisionale 

D
if

fe
re

n
z
ia

z
io

n
e

 

S
tr

a
te

g
ic

a

Alta

Bassa

INTERNALIZZAZIONE

ESTERNALIZZAZIONE (*)

Ottimizzazione Differenziazione

ñUsoò ñOutsourcingò

Gestione interna 
per rispondere alle 
esigenze di 
business

Enfasi e gestione 
interna per 
guadagnare  
vantaggi competitivi

Utilizzo di fornitori 
che  svolgano 
attività 
standardizzate a 
prezzo variabile/on 
demand

Utilizzo di partners 
leader per attività 
tipiche di industry, 
ma non 
differenzianti

Specificità di industry
AltaBassa

(*)outsourcing/co-sourcing/insourcing/nearshoring/offshoring,....

Lôimpresa Specializzata:

ÁRicerca lôeccellenza in tutti e quattro i tipi di 

Business Component

ÁOttimizza la gestione dei componenti interni 

e le partnership nei componenti 

esternalizzati

ÁScegliendo di focalizzarsi sui componenti 

scelti come strategici gestisce il business 

facendo leva sui network di industry e sui 

migliori specialisti

ÁForma e alimenta un network che migliora 

continuamente le value proposition grazie al 

continui miglioramenti e specializzazione dei 

partners
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Le aziende si stanno focalizzando internamente su componenti 

strategici facendo leva su più componenti esterni

Situazione iniziale Impresa ñSpecializzataò

Lôevoluzione delle configurazioni aziendali

Support Strategic

Utility Partner

Support Strategic

Utility Partner

External

Specialization

Non-Differentiating Differentiating

Internal 

Specialization

External

Specialization

Non-Differentiating Differentiating

Internal 

Specialization
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Esempio di riallocazione delle attività da parte di una grande azienda CPG

Execute

Control

Direct

Business 

Administration

Inventory and 

Distribution
Manufacturing

Customer 

Relationship

Consumer 

Relationship

Category/Brand 

Strategy

Product Ideation

Category/Brand 

Planning

Customer Insights

Manufacturing Strategy

Supplier Relationship 

Management

Production/Materials 

Development & Planning

Corporate Strategy

Alliance Management

Corporate Governance

Customer Relationship 

Strategy

Customer Relationship 

Planning

Supply Chain Strategy

Inventory Planning

Corporate Planning

Network & Asset 

Configuration

Strategic
Invest in and expand to 
gain advantage

Marketing Development 

and Effectiveness

Matching Supply and 

Demand

Account Management

Value-Added Services

Product Development

Partner
Develop alliances to meet 
critical business reqôments 

Brand P&L Management

Marketing Execution

Manufacturing Oversight

Supplier Control

Distribution Oversight

Business Performance 

Management

External Market Analysis

Organization and Process 

Design

Legal, Tax and Regulatory 

Compliance

Treasury & Risk Mgmt

Product Management

Support
Manage to meet the needs of 
strategic components

Product Directory

Assessing Customer 

Satisfaction

Customer Account 

Servicing

Retail Marketing 

Execution

Customer Directory

Product/Component 

Manufacturing

Plant Inventory 

Management

Manufacturing 

Procurement

Assemble/Pkg. Products
Distribution Center 

Operations

Transportation Resources

En route Inventory  

Management

Inbound 

Trans-

portation

Facilities & Equip Mgmt

IT Systems & Operations

Resource Development

Outbound 

Trans-

portation

Financial Accounting & 

Reporting

Indirect  Procurement

Concept/Product Testing

Consumer Service
In-store Inventory Mgmt

HR Administration

Utility
Use specialists to reduce 
costs and free up resources
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Tutti I settori  stanno evolvendo in tal senso

Strategically Partnered Industry NetworkedInternally Integrated

Financial 

Services

Banking Banking *

Insurance Insurance

Financial Markets Financial Markets

Communications

Telecom Telecom

Media & Entertainment Media & Entertainment

Energy & Utilities Energy & Utilities

Consumer Products Consumer Products

Distribution
Retail Retail

Life & Pharma Life & Pharma

Travel & Transp Travel & Transp

Public Sector

Industrial

Automotive Automotive *

Aerospace & Defense Aerospace & Defense

Chemical & Petrol Chemical & Petroleum

Electronics Electronics *

Forest & Paper Forest & Paper

Industrial ProductsIndustrial Products

Healthcare Healthcare

Profiled Industry

Livello di specializz. esterna - 1983

Livello di specializz. esterna - 2008

*

Legenda
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Come primo passo le aziende devono probabilmente 

riesaminare la loro strategia e prevedere un nuovo 

posizionamento

Im
p

o
rt

a
n

c
e
 t

o
 C

o
n

s
u

m
e
rs

Brand
Brilliance

Play Big

Low-Cost
Role Player

Service
Leader

ÁResistance to price decline

ÁResistance to store promotion 

ÁRetailer profit

ÁManufacturer profit 

Measurement

Measurement

ÁImportance in their lives

ÁPerceived difference 

ÁPrice premium

ÁMarket share

ÁLoyalty

Degree of Leverage with Retailers

Low

L
o
w

High

H
ig

h

Consumer Products Strategic Positioning Framework (example)

Making the on demand transformation

Source: IBM Globa Business  Services
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Ogni posizionamento è contraddistinto da alcune caratteristiche

ÁNew Product/production process 

innovation & development

ÁConsumer insight to innovation

ÁBrand influence

ÁMulti-channel marketing

ÁEffective marketing spend

Margin: Premium positioning

Growth: Product leadership

ÁAggressive cost management

ÁConsistently reliable 

manufacturing

ÁResponsive customer mgmt.

ÁOperational excellence

Margin: Cost control

Growth: Followership

ÁKey account management

ÁOperational excellence

ÁCollaboration and integration

ÁTrade fund management

ÁCollaborative category mgmt.

Margin: Supply chain integration

Growth: Service leadership

ÁConsumer insight to innovation

ÁNew Product process innovation 

& development

ÁCollaborative consumer mgmt.

ÁEffective marketing spend

ÁCollaboration and integration

ÁStrategic partnership mgmt.

Margin: Premium positioning

Growth: Product and Service leadershipBrand
Brilliance

Dual 
Strategy 
Player

Cost
Player

Service
Leader
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The ñCBM Transformationò approach 

Define the CBM Models

(ñas isòand ñto beò)

Analyze Strategic 

Positioning and related 

Business Issue

Develop an Operational 

Model focused on ñHot 

Componentsò
Current Positioning applying a structured 

Framework

Execution

Monitoring 

and 

Controls

Planning 

and 

Analysis

Business 

Administration

Supply Chain and 

Distribution
Manufacturing

Customer 

Relationship

Consumer 

Relationship

Execution

Monitoring 

and 

Controls

Planning 

and 

Analysis

Business 

Administration

Supply Chain and 

Distribution
Manufacturing

Customer 

Relationship

Consumer 

Relationship

Category/Brand Strategy

Brand P&L Management

Matching Supply and 

Demand

Marketing Effectiveness

Product Ideation and 

Development

Marketing Analysis

Marketing Execution

Product Directory

Category/Brand Planning

Assessing Customer 

Satisfaction

Customer Insights

Account Management

Value-Added Services

Customer Account 

Servicing

Retail Marketing 

Execution

Customer Directory

In-store Inventory Mgmt

Manufacturing Strategy

Supplier Relationship 

Management

Production and Materials 

Planning

Manufacturing Oversight

Supplier Control

Make Products

Plant Inventory 

Management

Manufacturing 

Procurement

Assemble/Pkg. Products

Distribution Oversight

Distribution Center 

Operations

Transportation Resources

Track and Trace

In-bound 

Logistics

Corporate Strategy

Alliance Management

Line of Business Planning

Business Performance 

Management

External Market Analysis

Organization and Process 

Design

Legal and Regulatory 

Compliance

Treasury and Risk 

Management

Facilities and Equipment

IT Systems

HR Administration

Customer Relationship 

Strategy

Customer Relationship 

Planning

Supply Chain Strategy

Supply Chain Planning

Out-bound 

Logistics

Accounting and GL

Indirect  Procurement

Corporate Planning

Execution

Monitoring 

and 

Controls

Planning 

and 

Analysis

Business 

Administration

Supply Chain and 

Distribution
Manufacturing

Customer 

Relationship

Consumer 

Relationship

Execution

Monitoring 

and 

Controls

Planning 

and 

Analysis

Business 

Administration

Supply Chain and 

Distribution
Manufacturing

Customer 

Relationship

Consumer 

Relationship

Category/Brand Strategy

Brand P&L Management

Matching Supply and 

Demand

Marketing Effectiveness

Product Ideation and 

Development

Marketing Analysis

Marketing Execution

Product Directory

Category/Brand Planning

Assessing Customer 

Satisfaction

Customer Insights

Account Management

Value-Added Services

Customer Account 

Servicing

Retail Marketing 

Execution

Customer Directory

In-store Inventory Mgmt

Manufacturing Strategy

Supplier Relationship 

Management

Production and Materials 

Planning

Manufacturing Oversight

Supplier Control

Make Products

Plant Inventory 

Management

Manufacturing 

Procurement

Assemble/Pkg. Products

Distribution Oversight

Distribution Center 

Operations

Transportation Resources

Track and Trace

In-bound 

Logistics

Corporate Strategy

Alliance Management

Line of Business Planning

Business Performance 

Management

External Market Analysis

Organization and Process 

Design

Legal and Regulatory 

Compliance

Treasury and Risk 

Management

Facilities and Equipment

IT Systems

HR Administration

Customer Relationship 

Strategy

Customer Relationship 

Planning

Supply Chain Strategy

Supply Chain Planning

Out-bound 

Logistics

Accounting and GL

Indirect  Procurement

Corporate Planning

Customize CBM map and define specific 

Value Driver

Define Business Component applying Value 

Driver and Competency analysis

Define future 

Positioning

Develop different analysis according to 

strategic, financial and innovation 

priorities

Alliances

People

Assets

Governance

Processes

IT-Infrastructure

Alliances

People

Assets

Governance

Processes

IT-Infrastructure

People

Assets

Governance

Processes

IT-Infrastructure

Organizational 

impacts 

assessment

Develop and on-

demand 

transformation 

program and related 

Business Case

Execution

Monitoring 

and 

Controls

Planning 

and 

Analysis

Business 

Administration

Supply Chain and 

Distribution
Manufacturing

Customer 

Relationship

Consumer 

Relationship

Execution

Monitoring 

and 

Controls

Planning 

and 

Analysis

Business 

Administration

Supply Chain and 

Distribution
Manufacturing

Customer 

Relationship

Consumer 

Relationship

Category/Brand Strategy

Brand P&L Management

Matching Supply and 

Demand

Marketing Development 

and Effectiveness

Product Ideation

Marketing Execution

Product Directory

Category/Brand Planning

Assessing Customer 

Satisfaction

Customer Insights

Account Management

Value-Added Services

Customer Account 

Servicing

Retail Marketing 

Execution

Customer Directory

Manufacturing Strategy

Supplier Relationship 

Management

Production and Materials 

Planning

Manufacturing Oversight

Supplier Control

Make Products

Plant Inventory 

Management

Manufacturing 

Procurement

Assemble/Pkg. Products

Distribution Oversight

Distribution Center 

Operations

Transportation Resources

En route Inventory  

Management

In-bound 

Logistics

Corporate Strategy

Alliance Management

Line of Business Planning

Business Performance 

Management

External Market Analysis

Organization and Process 

Design

Legal and Regulatory 

Compliance

Treasury and Risk 

Management

Facilities and Equipment 

Management

IT Systems and 

Operations

HR Administration

Customer Relationship 

Strategy

Customer Relationship 

Planning

Supply Chain Strategy

Supply Chain Planning

Out-bound 

Logistics

Accounting and GL

Indirect  Procurement

Corporate Planning

Concept/Product Testing

Product Development

Product Management

Consumer Service
In-store Inventory Mgmt

Consumer 

Relationship
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Customer 
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Manufacturing
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Supply Chain & 

Distribution
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Business 

Administration

O
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Marketing Dev and 

Effectiveness
4 L Account Management 4 L

Marketing Execution 1 L
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Consumer 

Relationship

O
p

e
ra

ti
o

n
a
l

G
e
o

g
ra

p
h

ic

Customer 

Relationship

O
p

e
ra

ti
o

n
a
l

G
e
o

g
ra

p
h

ic

Manufacturing

O
p

e
ra

ti
o

n
a
l

G
e
o

g
ra

p
h

ic

Supply Chain & 

Distribution

O
p

e
ra

ti
o

n
a
l

G
e
o

g
ra

p
h

ic

Business 

Administration

O
p

e
ra

ti
o

n
a
l

G
e
o

g
ra

p
h

ic

Brand P&L Management 1 R
Assessing Customer 

Satisfaction
3 Manufacturing Oversight 1 R Distribution Oversight 1 R

Supplier Control 1 R In-Bound Logistics 3 External Market Analysis 1 R

Out-Bound Logistics 3

Legal and Regulatory 

Compliance
1 R

Concept/Product Testing 3 Make Products 3
Distribution Center 

Operations
3

Customer Account 

Servicing
3

Assemble/Package 

Products
3

Transportation 

Resources
3 Accounting and GL 3

Product Management 1 R
Retail Marketing 

Execution
3

Plant Inventory 

Management
3

En route Inventory 

Management
3 Indirect Procurement 3

In-Store Inventory 

Management
3

Manufacturing 

Procurement
3

Facilities and Equipment 

Management
3

Consumer Service 3 Customer Directory 3 HR Administration 3

Product Directory 3
IT Systems and 

Operations
3

P
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M
o

n
it

o
ri

n
g

 a
n

d
 

C
o

n
tr

o
ls

E
x
e
c
u

ti
o

n

Consumer 

Relationship

O
p

e
ra

ti
o

n
a
l

G
e
o

g
ra

p
h

ic

Customer 

Relationship

O
p

e
ra

ti
o

n
a
l

G
e
o

g
ra

p
h

ic

Manufacturing

O
p

e
ra

ti
o

n
a
l

G
e
o

g
ra

p
h

ic

Supply Chain & 

Distribution

O
p

e
ra

ti
o

n
a
l

G
e
o

g
ra

p
h

ic

Business 

Administration

O
p

e
ra

ti
o

n
a
l

G
e
o

g
ra

p
h

ic

Category/Brand Planning 2 R
Customer Relationship 

Planning
2 R

Supplier Relationship 

Management
2 R Supply Chain Planning 2 R

Production and Materials 

Planning
2 R Alliance Management 2 R

Matching Supply & 

Demand
4 R Customer Insights 2 R

Product Ideation 2 R

Value-Added Services 4 R

Product Development 4 R

P
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d
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M
o
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Consumer 

Relationship

O
p

e
ra

ti
o

n
a
l

G
e
o

g
ra

p
h

ic

Customer 

Relationship

O
p

e
ra

ti
o

n
a
l

G
e
o

g
ra

p
h

ic

Manufacturing

O
p

e
ra

ti
o

n
a
l

G
e
o

g
ra

p
h

ic

Supply Chain & 

Distribution

O
p

e
ra

ti
o

n
a
l

G
e
o

g
ra

p
h

ic

Business 

Administration

O
p

e
ra

ti
o

n
a
l

G
e
o

g
ra

p
h

ic

Category/Brand Strategy 2 C
Customer Relationship 

Strategy
2 C Manufacturing Strategy 2 C Supply Chain Strategy 2 C Corporate Strategy 2 C

Corporate Planning 2 C

Line of Business 

Planning
2 C

Business Performance 

Management
1 C

Organization and Process 

Design
1 C

Treasury and Risk 

Management
1 C
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Identify Business 

Issue

Differentiated
Service
Leader

Play Big

Commodity 
Provider

Focused 
Specialty
Operator

Differentiated
Service
Leader

Play Big

Commodity 
Provider

Focused 
Specialty
Operator

Low

Low

High

High
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Il modello di Business flessibile richiede un IT flessibile

Bank

Shared 
Service

Customer

Bank 2 ïñSupplierò

Outsourced

SOA

(Service Oriented Architecture)

Processi flessibili

IT flessibile

Business flessibile


