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What might keep you awake at night?

e Arewe getting areturn on the investment made?
(effectiveness and efficiency)

 Budgets/targets
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Figure 2.
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FPerspective Strategic Linkages Strategic Theme

Target Customer Segments
& VWalue Proposition

Corrbact Cfra e efs

Faxrimize Operaltions
Efficiency & Effectivencss

r

Faxrmize Emplioycee
Experifence & Capabliirties

INncrezs=ae
Strategic
Competerncie=s

Satisfactions
Co it mossrit

People 71T




Segmentation and profitability

e |ssuesto be checked and addressed if it doesn’t wor k

wor k = improved shareholder value
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What questions need to be answered?

e Which segmentsimprove shareholder value?
 What aremy strategiesto better address those segments?

 What metricsshould | collect to show the strategy is effective?
(make the important measurable, not the measurable important)
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Market Definition

People or organisations who share a common need
that can be satisfied by alter native solutions
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M arket Definition

(asset mgt, life assurance, etc)

 Insurance - planning for unforeseen financial liability
(self insure, bonds etc)

 Wealth Mgt - advise me on various financial instruments
to exploit, to meet my financial needs and aspirations

e Loans/mortgages - help me finance the acquisition of assets
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Market Segmentation

decision

Key points.
e Segments can have very different coststo serve,
profitability, and loyalty profilesi.e. a wide variance in NPV

* The competitive position for the same product offer
can be very different for different segments.
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The seven steps of segmentation
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Total Australian Market $2B
Our share - 15%

Segmentation
Stage 2
Size Differ. Reach.

Seg 1

Seg 2

Seg 3

= OK

Seg 5

Seg 6

Seg 7

and compatible with

the company!
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Market Map
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The
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Overall driver : Userswant the smallest footprint without
compromising | mage size requirements

Carpenters

Traditional Orthopaedic
or price sensitive

Key requirement:
smallest and ssimplest
platform.

Purchaser:

Often direct to Surgeons
in the German market
and privateclinicsin
the F/D markets

Watchmaker

Spinal
Vascular
Urology

‘Key hole

Key
requirement:
Image size &
manipulation
Channdl:

Often Direct to
Surgeons

Compromisers

Key requirement :
Nearly meet as many
needs as possible
Purchaser:

Footprint = Weight,
Size, portability,
manoeuvrability etc



Competitive Analysis by market segment
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Mar ket Segmentation

Age/
Lifestage Income

>
Products purchased
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Mar ket Segmentation
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Marketing

Proces

COMPANY

Shareholder
Value

Cash Flow }

[ Financial J

Financial Drivers

&

Market Segmentation

[ Marketing }

Sales growth Operating margi Cost of capital }

>

Critical Success Factors




Annual sales

Gross income

Cost to interface

Net Segment
profitability (NSP)

X

Expected length
of relationship

Discounted
Tie Segment
M profitability
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MAF Bar Chart

The
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Market Attractiveness

The
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| mpact on Shareholder Value

Directional Policy Matrix

High
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Usually Value
Destroying

Value
Destroying

Low
High
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Market Volume

Directional Policy Matrix

Create vall

at

Market Attractiveness

Low
High Low

Relative Strength in Market

The
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e selection of key segments and their S
should bethe key driver for strategy and metrics
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Shareholder
Value

Cash Flow for
Earnings

sCustomer Satisfaction

Market Performance Metrics *Retention
*Perceptions of Value

Marketing Strategy and Strategy Implementation

The
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