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Strategy?

Let’s explore what its not
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Bad Strategy

Everything for everyone
Playing Zero Sum game
Lack of Focus

Lack of differentiation

a‘x\“knh‘%
@/ A. JaMES CLARK PRODUCT MANAGEMENT
“r e SCHOOL OF ENGINEERING

Maryland Product Symposium




MOT DOING THIS

WE WORK ON EVEYTHING | SAY

WE ARE STRETCHED THIN

Different Realities

What we read in books
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Strategy?

Let's explore
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) Marketing Strategy Pricing Strategy

Business Strategy

Product Strategy

Sales Strategy Growth Strategy
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)Strategy Journey

e Decode strategy

e Where to Play?

e How to win?
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)Strategy?

Choices that we make to
achieve a set vision
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) Strategy?

e “The kernel of a strategy contains three elements: a
diagnosis, a guiding policy, and coherent action.”

e “The most basic idea of strategy is the application of
strength against weakness.”

— Richard P. Rumelt, Good Strategy/Bad Strategy
Maryland Product Symposium 11



https://www.goodreads.com/work/quotes/16670227
https://www.goodreads.com/work/quotes/16670227
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)Alignment

Like this!

| j C
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Alignment

Not this!

o
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“The two most fundamental strategic choices are deciding where
to play and how to win.”

“True strategy is about placing bets and making hard choices.
The objective is not to eliminate risk but to increase the odds
of success.”

- Roger L. Martin, Playing to Win
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An integrated cascade of choices

; The right playing field:
What is our + Where we will compete: our geographies,

wi_nni_ng product categories, consumer segments,
aspiration? channels, vertical stages of production

LJ

%

The purpose; ~~ . | Where will we

of the enterprise: play?
* Our guiding o HOW STRATEGY
aspirations P, The set of capabilities REALLY WORKS

required to win:

~. | Howwillwe * Our reinforcing activities
win? \ * Our specific configuration

¥
The unique right to win: ~ ~_ ca:E;;:ieu
* Our value prlo_posltm 1 i
s kil L place? o a5, EAFLEY
v GER L. MARTIN
% What BEAN. FOTWAN SCROO OF MARASLMINT
~ - _ | management
systems are
required?

The support systems:
» Systems, structures, and measures
required to support our choices
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Where to Play?

Blue Ocean Strategy
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) Blue Ocean Strategy

Untapped Market Space

Established Markets
Create demand

Intense Competition
Create new customers

Focus on industry rivals
Free of Competition

Achieve both differentiation and cost leadership
Differentiation
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) Blue Ocean Strategy

Focus List Key Factors of Competition

Divergence Break from industry’s existing

strategies
Create
Strategy Canvas MPRT
Plot your canvas A /
\ 4
— N ///\
X N\ £
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®
) ¢ Microsoft Teams

Strategy Canvas - Teams
Value Element Teams Slack
Cost 4 7
Integration 10 5
Raise . .
Security & Compliance 10 B
Enterprise Adoption 10 5
User Interface &
Experience 5 8
Video Conferencing &
Meetings 9 4
Collaboration Features 8 7
. Channel Strategy &
Raise Distribution 10 5
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) ¢ Microsoft Teams
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Teams
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@ 4 Slack
2
1]
Cost Integration Security & Enlerprise  User Interface Video Collaboration  Channel
Compliance Adoption & Experience  Conferencing Features Strategy &
& Meetings Distribution
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O iPhone
5 i
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- Feature phone
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Low . i . .
T T T T T
Price Numfber PC-like Style & Fun Customization
. 0 . erformance . through A
Variety of physical Business P ‘Mobile Ease of St%re PP
models buttons  applications internet Use

Competing factor

© Chan Kim and Renee Mauborgne. Blue Ocean Strategy. Blue Ocean Shift. All rights reserved.
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How to Win?

Differentiation
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Identify Opportunity

¢ 3 »

|dentify Customer Pain Points

Uncover customers unmet needs

What do your competitors do well? or Poorly?
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Market Gap

What is the market doing now?
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)Value Proposition

What does
your product provide?

L |

- -

Maryland Product Symposium 26 )




@ A. JaMES CLARK ’ PRODUCT MANAGEMENT
i SCHOOL OF ENGINEERING

) Differentiation

o ‘'’ o Who are your What are some of
x direct and the unique
_,'-l"-ﬁ-‘ﬂ-“_ indirect attributes that
competition? differentiate your
product from the
rest?

Rl

" o Is your

'i. product/feature
A hard to copy?
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)Channel Strategy

App Store — 3™ party platform

‘Q‘. Direct-to-Consumer
[~
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) Monetization

Pay-per-use %

-

Freemium [%SS)
C

Subscription &')/

Bundled Pricing
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)Good Strategy Principles
@

Focus - Finding pivotal Unique Strengths - Insights - Observing coherent action/ Management and adapt
few areas will help Playing to your strengths markets, users, Aligned - Coherent to changing market
achieve your goal to win competitors, technology action to achieve the

to solve the problem goal

Differentiate and standout
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“Focus comes from
saying no to a
thousand things to
make sure we don’t
get on the wrong
track or try to do too
much.”

Steve Jobs
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Connect with me on LinkedIn
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