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Conclusion

Conclusion

A company must have plans, budgets, and goals. Any company not looking at competition
and growth will eventually get swallowed up. There are numerous ways to plan, budget and
track goals as we have seen in the readings and lessons this week. This lesson explored the
use of the SWOT approach to analyzing competition and external environments and
maintaining the completive advantage. By conducting a thorough strategic and value change
analysis, an organization will proactively anticipate change and continually refine the

marketing plan when necessary and make significant changes to their marketing strategies.
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Strategy maps connect performance goals into an event chain that support a company s

strategic objectives. These maps attempt to reduce an unbalanced chain. The strategy map

does not solve problems pertaining to unreachable goals and internal competition.
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Entrepreneurial Opportunity

Ever changing technology, demographic trends and flexible business
environments create entrepreneurial opportunities. New ventures are
created under these conditions, and small businesses rely on solid
strategic guidelines in order to be successful. Effective strategies are
necessary to envelop new markets and squash the heavy competition
from rivals who are threatened by new entrants. Entrepreneurial
firms consistently create new value, competitive advantages, and

overcome competitive rivalry.

The entrepreneurial opportunity arises in many places. Of course,
we know that new business ventures are new opportunities. That is a
given! However, there is also an opportunity to be recognized
within our hobbies, our previous experiences, and our family
discussions.

Maybe we have been collecting stamps, baseball cards or other
collectibles for decades and have found a new opportunity to set up a
shop to sell and exchange them. Mom just died and left enough to
set up the shop. Then, at a family dinner, discussions create an
opportunity to expand into an Internet business where new doors are
opened up. Entrepreneurial opportunities are not just about opening
anew business venture. They are new ideas about existing ventures
and existing companies. Some companies have beneficial
suggestions and employees are able to submit ideas for improvement
or expansion. If the idea is adopted, then they are compensated
somehow. A team is put together to recognize when a new idea is
worthy of adoption.
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= Reasonable Goals

I'here are two approaches to set reasonable goals, strategy maps and balanced scorecards.

Strategy Maps

Strategy maps connect performance goals into an event chain that
support a company’s strategic objectives. These maps attempt to
reduce an unbalanced chain. The strategy map does not solve

problems pertaining to unreachable goals and internal competition.

Balanced Scorecard

Balanced scorecards set performance goals by measuring a series of
elements. These elements include the financial aspect, customer

aspect, internal aspect and innovation and learning aspect.

Financial
The financial aspect would include financial goals like profit

expectations and cash flow requirements.

Customer
The customer aspect pertains to the target that affect the customers

like the service, on time deliveries and quality.

Internal

The internal aspect of the scorecard relates to internal systems like
IT, efficiencies, and waste reductions.

Innovation and Learning

These goals pertain to areas where training and research is essential
for optimum long -term effectiveness. There is more likely to be
fewer profits and less growth without continuing training and
innovation.
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SMART Objectives

“S” means the objective is “specific”

There is no room for generic objectives. You must be specific in naming the requirement for
the

“M” means the objective is “measurable”

Make sure the objective is something that can be measured, like sales goals or profits earned.

“A” means that the objective is “achievable”

It is important to set targets at a reasonable level, not so high that it is impossible to obtain.
However, you don’t want to target to be too low either. A reasonable and achievable target is
a must. For instance, if you have been selling 100 jars of jam each week, setting a goal for
200 might not be achievable. Setting a goal of 100 does not give you room for growth.
Setting a goal for 120 might be just right.

“R” means that the objective is “realistic”

It takes time to grow and so the objectives should show gradual growth and realistic
numbers. Setting a target for 10 stores to open by the close of the year may be a bit
unrealistic. A more realistic objective may be to open 1 store per year for 10 years.
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“R” means that the objective is “realistic”

It takes time to grow and so the objectives should show gradual growth and realistic
numbers. Setting a target for 10 stores to open by the close of the year may be a bit
unrealistic. A more realistic objective may be to open 1 store per year for 10 years.

“T” means that the objective is time bound

Use timelines to track objectives. By February of this year we need to know where our new
store will open. By May, we need to have the site selected and the financial details worked.
By August, we will begin hiring managers. By December, we will open for business.
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Blue Ocean/Red Ocean

Blue Ocean/Red Ocean

In competing companies, the Blue Ocean is referred to new market spaces where competition
has not yet caused a problem. They are potential strategic "gaps" in the market. Red Oceans
represent already saturated markets (i.e. bloody competition and red ink representing
financial losses).

It is necessary to seek new market spaces in order to avoid bloody competition.





