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Gli attuali fattori Strategici

AL Imnovazione per la competizione
(leva di medio-lungo termine)

Al a Flessibilizzazione per la reattivita

(leva di breve-medio-lungo termine)

Al a Riduzione dei costi e dei bisogni finanziari
per | a fAisopravvivenzao

(necessita di breve-medio termine)
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LO1 nn o v aczhieo nceo (tciaque 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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LO1 nn o v aczhieo nceo (tciaque leve)

Innovazione nei processi di management e nella cultura aziendale

Innovazione nella Tecnologia&ICT
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Lo spectrum competitivo (le 3 aree di riferimento)

Product-Service
mix

Spectrum Competitivo

Business Volumes Strategy Margins Stra

0 Il business dei prodotti medi (ad alto

a posizione volume) sta richiedendo value
nendo BVQPBSH'Wtd't"_‘IX pr_ﬁdﬁt@'éeéVtZ"f” abi
in cui

yrodotti e/o il servizio conta sempre di piu.

Innovare significa saper predisporre

nuovi package di prodotto-servizio
progettando prodotti service-oriented
(full life cycle cost)

attivando strategie di posizionamento sui tre bar
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Tre Adriverso per | 6innovazione

ALOIi nnovazione nell e avaltiei vi t
propositions innovative

ALa riduzione dei costi fi ssi

i una o
| essi bi

~

ALdbattivazione d
business pi % nf

—_—
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Esempi di innovazione del Business Model aziendale

What business am | in?
6making fundame

Business
Model Innovation

Revenue model Enterprise model

Industry model
Innovation

Innovation Innovation

Vi Aapple transformed the music Gl'"eﬂe@ AGillette innovated the ZA AZarabs Fast Fashio
“====industry through a new way of pricing model by giving supported by a highly integrated
connecting hardware with away razors and making business model along its value
software to download music with money on the blades chain

iPods/iTunes product & service
(TR, Mot sesmoreerse | SPEGIALIZATIONIIII

OCE] TTE e e bharﬂ&Bharti created a highly specialized

ADell redefined the PC value chain rental based to a ‘ X
DeLl and industry model by using a subscription based annuity TeIIco bl.Jts |r|1(ess dr??]? el ?ytfocq_smg
direct to customer sales model e eyl Az (R

marketing, sales and distribution i
and partnering for everything else

AMoving from one value chain to “bosesak RCirque du Soleil
another, leveraging its brand reconfigured offering and
across industries including airline, value elements to transform

media and telecoms the circus experience

V}'t p&G.ﬂP&Gc‘)s i nnovative
mo d e | fificonnect &

over 50% of ideas externally

R
d
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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

Lo scenario di riferimento

Gli imperativi strategici

N s ™

Differenziazione/lnnovazione Reattivita/Flessibilita Efficienza/Costi

Lo scenario competitivo attuale richiede
nNnsignificati vi mi gl i orament |
delle performance aziendali
sui tre tradizionali fattori di competitivita
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Larisposta delle imprese

Per essere contemporaneamente differenziate, reattive ed
efficienti, le aziende devono diventare
Imprese specializzate

Specializzate in Specializzate in Specializzate in
Differenziazione/ Reattivita/Flessibilita Efficienza

Innovazione Avvalendosi di un network  Mettendo a fattor
Focalizzandosi di specialisti, interni ed comune le attivita di
internamente su esterni, per la business simili per
attivitd/capacita/processi realizzazione di tutti gli altri  sfruttare le economie di
che fanno la differenza processi di business e di scala e di competenza

e danno il vantaggio supporto tipici del settore  proprie o di possibili terze
competitivo parti leader in tali attivita
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LOI mpresa Specializzat a
Al mpresa Specializzatabo
Unbazienda organizzata per fAcomponenti di busirt
performance attraverso | 0eccellenza interna

A | componenti sono singoli moduli di attivita
che hanno un compito ben definito
nell 6ecosi stema azienda
del valore

A Ciascun componente racchiude persone,
attivita e tecnologie a supporto

A Ogni componente pud giocare un ruolo

: significativo o secondario nel differenziare la
Business Components strategia aziendale
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-Le aziende stanno focali zzandosi

- | di strett

globali/ali/virtuali

suli

I i ndustrial.i stanno aumentando | e

Enterprise
Optimized

Business
Unit
Optimized

Specializzazione interna

Componentized Enterprise

Business Components

Traditional Ent

Silo 1

Business Functions

Internally Integrated

Specializzazione esterna

,.___ ,.___
Jp
. -———

Specialized Enterprise

.ur___ ........... r___lr___l
___J (SRR

--___.-

Silo 1

Silo 2

Business Components

Networked Enterprise

Ll
m}"}' }Eﬁﬁéﬁ?‘
-

Silo 3

Business Functions

Industry Networked

v

component i

S pe
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Tutti | settori si stanno muovendo lungo il percorso del ricorso alla

specializzazione esterna

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

Banklng ooon:ooouooo
L]
Insurance eocedeccscccacce Insurance
Financial Markets DOTXIXLIXLIXLIIN=  Financial Markets
(]

Financial
Services

Telecom c

Retail SRRy  Retail ]

- " L]
Automotlve ®0cccccssegecccsccccce

Communications <

Distribution <

Chem|CaI&Petr0| oooooooooo:.o..
oo...oo-o-:oonoo
Forest & Paper  Aiiiiin Forest & Paper

8 Industrial Products XX Industrial Products
Healthcare y

Industrial <

Public Sector Healthcare

eccefoeche

Internally Integrated Strategically Partnered

:
Aerospace & Defense SRR EXRIAIXD < Aerospace & Defense .

P2 Chemical & Petroleum

Legenda

(0 Livello di specializz. esterna - 1983
0 Livello di specializz. esterna - 2008
Profiled Industry

Industry Networked
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La r |

conf i

gurazione

(Il approcci 0)

organi zzativa

Il CBM puo essere utilizzato per comprendere il legame tra le componenti al fine di creare un portafoglio di
iniziative di trasformazione prioritizzate

Transformational
View

Immediate
Priority

Illustrative CPG Client

Customer

Consumer
Relationship

‘ Category/Brand Strategy

‘ Category/Brand Planning

| Brand P&L Management
| Matching Supply and
Demand
| Marketing Development &
Effectiveness
| Product Ideation

| Product Development

| Product Management
| Retail Marketing Execution

| In-store Inventory Mgmt

Relationship

Customer Relationship
Strategy

Customer Relationship
Planning

Assessing Customer
Satisfaction

Strategy

Tactics

Account Management

Value-Added Services

Execution

Supply Chain & Business

T Distribution

‘ Manufacturing Strategy

Supplier Relationship
Management

Administration

Corporate Strategy

Supply Chain Strategy

Corporate Planning
Alliance Management
Line of Business Planning

Business Performance
Management

Supply Chain Planning

Production and Materials
Planning

Distribution Oversight

Manufacturing Oversight

‘ Supplier Control
‘ Make Products

‘ Assemble/Pkg. Products ‘
Plant Inventory it " .
Management i Facilities and Equipment
Transportation Resources Management

Organization and Process
Design
Legal and Regulatory
Compliance

Distribution Center
Operations
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Possibili azioni sui componenti di Business selezionati

Alta

Differenziazione

Strategica

Matrice Decisionale

Bassa

INTERNA
Ottimizzazione Differenziazione L6Oi mpresa Specializz

Gestione interna Enfasi e gestione ARicerca | 6eccellenza in
per rispondere alle interna per Business Component

esigenze di guadagnare : _ . . . .

e e vantaggi competitivi A Ottimizza la gestione dei componenti interni

e le partnership nei componenti
esternalizzati

A Scegliendo di focalizzarsi sui componenti
scelti come strategici gestisce il business
AOuUtsour c fape_ndp Ieva_ Sl_Ji petwork di industry e sui
migliori specialisti
Utilizzo di partners
leader per attivita
tipiche di industry,
ma non
differenzianti

A Forma e alimenta un network che migliora
continuamente le value proposition grazie al
continui miglioramenti e specializzazione dei
partners

Bassa L Alta
Specificita di industry

(*)outsourcing/co-sourcing/insourcing/nearshoring/offshoring,....
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Le aziende si stanno focalizzando internamente su componenti
strategici facendo leva su piu componenti esterni

Léevoluzione dell e configurazioni

Internal
Specialization

Internal
Specialization

Strategic

| Strategic

Utility Partner

Utility

External
Specialization

External
Specialization

Non-Differentiating Differentiating Non-Differentiating Differentiating

Situazione iniziale | mpresa nNnSpecializza
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Esempio di riallocazione delle attivita da parte di una grande azienda CPG

Corporate Strategy

Category/Brand Customer Relationship Manufacturing Strategy Supply Chain Strategy

Strategy Strategy Corporate Planning

Supplier Relationship Inventory Planning
Management Alliance Management

Network & Asset
Configuration Corporate Governance

Category/Brand Customer Relationship
Planning Planning

Production/Materials

Development & Planning Business Performance
Brand P&L Management Distribution Oversight Management

Matching Supply and External Market Analysis
Demand Customer Insights Manufacturing Oversight
Organization and Process
Marketing Development Design

and Effectiveness
Legal, Tax and Regulatory

Supplier Control :
Account Management pp Compliance

Product Ideation

Treasury & Risk Mgmt

Product Development

Product Management

Marketing Execution

Invest in and expand to ~ Manage to meet the needs of  Develop alliances to meet  Use specialists to reduce
gain advantage strategic components critical b us i coEssasd freeau résoLECcest ¢
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Tutti | settori stanno evolvendo in tal senso

Financial
Services

Insurance

eecedeccccccccce

Insurance
Financial Markets SOTXIXLIXLIXLII=  Financial Markets
(]

edia & Entertainment ) gMedia & Entertainment

4 Energy & Utilities  EXEXXEXE Energy & Utilities

Communications <

Consumer Products

eccccoMocccccccne
L)

Consumer Products

Life & Pharma ©00004J00Q Life & Pharma

Distribution <

(0 Livello di specializz. esterna - 1983
0 Livello di specializz. esterna - 2008

Profiled Industry

Travel & Transp 00

i o.ooo.ouoo;ooooo-ooaoo

eoccegeoeccccccccce

Travel & Transp

Aerospace & Defense .

P2 Chemical & Petroleum

- 4

Automotive g
Aerospace & Defense BRI SXLXEIXD <

Chemical & Petrol

Industrial <

ecccccccccce Electronlcs*

Forest & Paper 00000y Forest & Paper
8 Industrial Products EEXM

ndustrial Products

Healthcare

Healthcare

Public Sector

Internally Integrated

Strategically Partnered

Legenda

Industry Networked
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COME pPrifio’passe'lé aziende devono probabilmente
riesaminare la loro strategia e prevedere un nuovo
posizionamento

Consumer Products Strategic Positioning Framework (example)

e
2
v T
& Brand
Measurement g Al
, 2 Brilliance
A Importance in their lives g
A Perceived difference @)
A Price premium =
A Market share S
L (e
A Loyalty g Low-Cost Service
o Role Player Leader
=
- 2
(@)
_I »
Low High
Degree of Leverage with Retailers
Measurement
A Resistance to price decline A Retailer profit
_ _ A Resistance to store promotion A Manufacturer profit
Source: IBM Globa Business Services
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o]

Ogni posizionamento e contraddistinto da alcune caratteristiche

A New Product/production process
innovation & development

A Consumer insight to innovation
A Brand influence

A Multi-channel marketing

A Effective marketing spend

Margin: Premium positioning
Growth: Product leadership Brand
Brilliance

Dual
Strategy
Player

A Consumer insight to innovation

New Product process innovation
& development

Collaborative consumer mgmt.
Effective marketing spend
Collaboration and integration
Strateqgic partnership mamt.
Margin: Premium positioning
Growth: Product and Service leadership

Service
Leader

A Aggressive cost management

A Consistently reliable
manufacturing

A Responsive customer mgmt.
A Operational excellence

Margin: Cost control
Growth: Followership

19

A Key account management
A Operational excellence

A Collaboration and integration
A Trade fund management

A Collaborative category mgmt.
Margin: Supply chain integration
Growth: Service leadership
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Higl

Lo

The

NCBM Transf or mat

I ono

Analyze Strategic
Positioning and related
Business Issue

Current Positioning applying a structured
Framework

Focused |

Specialty
Operator

Differentiated
Service
Leader

Commodity
Provider

Low High

Define future
Positioning

Identify Business
Issue

Define the CBM Models
(has anckiot o )b g

Customize CBM map and define specific
Value Driver

Define Business Component applying Value
Driver and Competency analysis

|

Develop an Operational
5 Model f oc WUsted
Componentso

Develop different analysis according to
strategic, financial and innovation
priorities

Processes

Assets ; ;A; ;Alliances
Governance AVA People

IT-Infrastructure

Organizational
impacts
assessment

L4

Develop and

and related

Business Case

© Copyright IBM Corporation 2009

appr oa




Il modello di Business flessibile richiede un IT flessibile

Business flessibile

Processi flessibili

IT flessibile




