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Positioning
For Future
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cept : Methodology Exploration

w Where are we now?
w Where are we going?
w Why are we going there?

w How are we going to get there?

wl 2 At 6S 1y296 6SQNB (K
w Who is going with us?
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Concept : Methodology Visual Thinking

w Keeping people focused on the same bucket at the sam
time is key to facilitating a cohesive atmosphere and
eliciting outcomes.

w People work best when accessing their visual, kinetic,
Intellectual, and intuitive skills.

w Using template posters, sticky notes and markers keeps
the team moving, brainstorming and thinking together
while accessing all above skills.
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opt - Methodology Visual Thinking
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oncept : Methodology Results
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Strategy :

Positioning
For Future
Competitive Advantage
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ositioningFor Future Competitive Advantage

w Positioning is relative to the current and potential
Influences of a complex environment
A Information about your business
A Your industry
A Big picture influences
A Forces (economic, political, social and technological)

A Players (customers, competitors, suppliers, strategic
partners, etc.)
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Jsitionindror FutureCompetitive Advantage

w Strategy is based on
A Assumptions about the future
A Big Bets on what customers will pay for

G¢KA& Aad 0KS 1ScnmoeyiQdthaketige and fade ths 3
future that we can never know for certain, that requires our

willingness to take risks we make decisions with consequences
0KIFG ¢S OFy GNB (2 LINBRAOU o6 dzf
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- Positioning For Futu@ompetitive Advantage

w Paradigms challenged and reconstructed
w Find alternativesolutions forcustomers to achieve the value
they are seeking
w Surface current value while generating future advantage

w Create a distinctive value proposition upon which all
bold step tactics will be based
A Visible distinctiveness
A Market-relevant dimension
A Superiority must make a difference to customers
@a2S Olyy2id dzy RSNERUIFIYR 02Y
the other team on the fieldye need to understanthe
changing nature of the field itseife
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Strategy :Summation

w Positioning =Scope
A Geography, product or service, target customers

w The Future ¥ision
A Future state of the company

w Competitive Advantage Mission
A What your business will do differently or better than others
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Process Current State

Current State

A Analyze the external and
Internal environments

Future State
A Vision/Aspirations/Mission

Action Plan
A Strategic Initiatives
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£ss - Current Statdnternal Environment

w What do you offer, how do you do that, and how do you
make customers aware of what you have to sell?

w What is your current distinguishing value proposition?

w What is the protective moat around your business?
A ls it technology, IP, expertise or something else?
A What are the barriers to entry? To exit?
A Who can cannibalize your business?

A What competitor can threaten your business model
(e.g., by giving it away)?
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5SS - Current StateeExternal Environment

w What is the big picture view of your industry?

w What is the value chain?
A How does your organization fit?
A What are the key forces?

A Who are the key players affecting market share?
A Competitive analysis of major players

G5STAYAYI GKS SEIGSNYyIFf Sy
grounds you fothinking about where and how you are
Impacted by the context ¢
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rrent State : External Environme@ontext

Context Map

LY GKS O2y GSEG 2F @&2dzNJ A
technology, political influences, social environment &
understand thdactors, trends and forces at work and
their implications for the future of your busin€ss
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Process Future State

Current State

A Analyze the external and internal
environments

Future State
A Vision/Aspirations/Mission

Action Plan
A Strategic Initiatives
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- Future StateAssumptions and Big Bets

w What assumptions will you draw from the context
¢ 2dzQ0S SEI YAYSRK
w What big bets are you willing to make?

A Big bets are the opportunities to position for future competitive
advantage
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ess | Future StateAssumptions and Big Bets

Examples of Big Bets:

w Microsoft: Customers will pay for a business application
software suite (Office)

w Apple: Customers will pay a premium price and change
cell service providers for a device with multiple
technologies and functionalities (iPhone)

w FEDEX: Customers will pay for fast, reliable delivery
service

w Southwest Airlines: Customers will give up cars, buses,
trains and industry standard amenities to fly point to
point

rdi
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- Future StateAssumptions and Big Bets

Big Bet Filters

w Strengths
A Where is the sweet spot?

w Problems

A How will you capitalize?

A Where are the gaps to fill?

w Threats
A What will you have to overcome in order to win?
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Process : Future StateRisks

w There is no information about the future, the terrain of
strategy.

w If you are going to wait to act until you have complete ot
perfect information, the time to act will have passed you

by.
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"Process : Future StateSummation

Aspirations
A A picture of how you want your business to look B $ears or less

w Vision

A A brief declarative statement that encapsulates your aspirations,

informing every decision and focusing everyone in your organization
on the desired future state

w Mission
A How you are going to win and achieve your Aspirations and Vision
w Scope
A The lgusinesvs landscape, customer, and product/ser\{ice cvletfined
AYOtdzRAY3 gKIU e2dz 2y QU R2
w Values and Guiding Principle

A How you will do business with integrity and performance
accountability
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Process Action Plan

Current State

A Analyze the external and internal
environments

Future State
A Vision/Aspirations/Mission

Action Plan
A Strategic Initiatives
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Process Action Plan

w Bold Steps

A The highest yielding action initiatives to kick off immediately to
achieve your strategy

w Graphic Gameplans

A The overarching bold steps architecture upon which you will
build your road maps for execution

w Road Maps

A Who is doing what by when and how it all fits together in an
execution plan

mardi
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w Clarity
A Knowing how you will win in your business

w Inspiration

A People aligned on strategy and ready to give their highest and
best

w Sense of urgency
A Bold initiatives for immediate results

w Priorities

A Launch everyone into gimrward mode with clear milestones,
deliverables and accountability for results
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Results Strategy

w Scope= Positioning
A Geography, product or service, target customers

w Vision= The Future
A Customer focused outcomes with time frame and end point

w Mission= Competitive Advantage
A What your business will do differently or better than others

Strategy =
Positioning
For Future
Competitive Advantage
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>stimonials Maveron Venture

& a I Nsdccessfully engaged each executiveur
company to define our aspirations and to reach
agreement on how to achieve our most important
objectives. His process maddramatic and powerful
Impacton our company. Haligned our management
teamz2 Yy 0 KS NA 3 KQlay@roLawssORakner S :

2010 Mardig Sheridan 26



2stimonials Microsoft Corporation

Gal NRA I felériléess engagemend understand
my organizatiorand our needs gave me full confidence
ne would create a solution that would hatremendous
Impact The final design waelevant and targetedwith
objectives that would havemmediate business value
the organizationHis integrity, flexibility, and
determination to have an impact has made him a joy to
work with® € Tim Rowe, Director
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Testimonials Remer Inc.

& a | NR temificjprocessguy K2 Qa T OAf A
strategic focus for several big name«defenseless
stylet no ega no agenda. We just had a session and
KA&d LINRPOSaa Aa 0KS Y&y f
LQ@S &S Sy @powesful resuligaking atesan S
toaunifiedplace | SQa o0S02YS | TN
completely with people | care about. He hamanderful
knack for getting buyn while helping a group really
define its strategic directicht Dave Remer, CEO
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Testimonials MarketLeader.com

GCANRO | YR T dbhshesLsavigid takds th&tingto A &
understand the context of our business. Specifically, | would
describe his facilitation skills ésocused on outcomether than
process; therebkeeping the group engaged, on task and focused
on solutions Pushing back where appropriate, pushing forward
when needed antlddza KAy 3 FT2NJ SOSNE2Y SQa
contribution

A genuine desire to partner with us to insure that we are successfu
He shares ownership in the outcome and is tenacious about insurir
the organization has a clear forward path.

1 SQa 02 YT 2 Nwilling to ehallengeieXecutivés; adds
humor and lightnessas needed anleads the process without

getting in the wayof decision makers. | recommend him for
companies looking for a facilitatdfocused on driving business

NI & dzf ldn &drés, CEO & President
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lestimonials Seattle Public Utilities

& L veryrenthusiastic with the resulisT a | NR A 3
with my Leadership Team in helping us develop a visior
mission and an implementation stratedyQ @S y S @
my Leadership Team so optimistic about change and sc
engaged and proactive in achieving our planned
outcomes!The new attitude is catching on throughout
my Construction Management Division ghe staff are
volunteering to participate in our Bold Implementation
Steps in addition to their regular work duties Glynda
Steiner, RE, CCM Director, Construction Management
Division
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Testimonials. Maveron

dal NRAI RAR | INBIOG 220 2
portfolio companies to a very clear vision, mission and
values| found his approach to be highly efficient and
effective | recommend him to organizations that are
looking for aclear strategy planning procegs Ron
Graves, CEBinkberry Former Partner Maveron
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Testimonials MSN

a X . 2 dz K lingtramental in ¥elping us create the
longterm strategyl K| 0 O KA & t&k ¥ Vv S
Schnitzer, GM, MSN Money

Gal NRAIZ GKIFIyla a2 YdzOK ¥
Lifestyle team clarify our strategy and establish a clear
vision and mission as well as define our bold steps. We
leveraged the work we did with you all year long and it
greatly helped the team understand how to focus their
time and prioritize their work. We followed the plan we
created with you and had clear, positive business
resultsP€ Sandy Henson, Sr. Director, MSN Vertical
Programming
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Testimonials MSN.com

dgal NRA3 ¢gla ofS (2 Sy3l 3
cross disciplinary team to think big about the future.
Togethewe were successful in developing a vision,
YAdaaArzy FyR LIOGK G2 3ISG d
T Scott Ehlers, Director and Executive Producer



onials One Reel & Teatro Zinzanni

Ggal NRAIQa ad NI OS 3 Atanstoynedh a
One ReeWe have learned to think beyond tactical and
determine our strategy for the futurélow our daily
business practices are pointed with purpose toward a
deliberate destinationA forty year old company that
was stalling is now renewed aon a clear go forward
pathdrte Toni Aspin, CEO
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Testimonials QVD Seafood

aal NRAI KFa 0SSy AyauNHzyS
RSOSt 2LIYSYld LINRPOS&aa 27F vz
methodology and guidance have beessentiain
formulating key elements of our gorward plans,
iIncludingfinessing our Vision and Mission statements,
identifying areas to develop, and directing our strategic
thinking processed/Ve feel thahe has set us up with

the skills to excel in the marketplace and grow towards
the company we want to be

Mardig isclearly at the top of his field, a consummate

professional, organized and prepared for every possible
discussion and gquestion. Charismatic and approachable
al NRAIQa f S lsuppoftive @nd hurturings { S
Chris December, CEO

©2008-2010 Mardig Sheridan 35



Thank You Contact

206-2834252

mardig@mardig.com
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