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Key Learning Points

= Use a systematic approach to solve business problems
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Key Learning Points

= The G-STIC framework offers a systematic approach to
evaluate the viability of the market offerings
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The specifics of the
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Implementation «
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Key Learning Points

The building blocks
of a business model
(Market Value Map)

Competitors

7 Context 7

Target market (5 Cs)

Company
value

N

Customer Collaborator
value value

Value proposition (3 Vs)
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Target Market

What customer need does Customers

the company aim to fulfill2

Who are the customers with this need?
What other entities wil Collaborators
work with the company

to fulfill the identified customer need?
What are the company's Company
resources that will enable

it to fulfill the identified customer need?

Competitors

What other offerings aim
to fulfill the same need of
the same target customers?2

What are the sociocultural, \M

technological, regulatory, economic,
and physical aspects of the environment?

Market Offeri
Product

What are the key
features of the company's producte

Service
What are the key

features of the company's service?

Brand
What are the key

features of the offering's brand?

‘ Price

Designing
value

Designing value

( Product )( Sen/lce )( Brand )

What is the
offering’s price?

Vclue Proposi

What value does
the offering create for target customers2

What value does _

the offering create
for the company's collaborators?

What value does _

the offering create for the company?2

Incentives

What incentives
does the offering provide?

Communication
How will target

customers and collaborators become
aware of the company's offering?

Distribution
How will the offering

be delivered fo target customers and
collaboratorse

@
Marketing Strategy

Marketing Tactics
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(Commumccﬂon)( Distribution )

* Communicating Delivering
value value

Market offering (7 Ts)

Communicating
value

Delivering
value




Key Learning Points

Target Market Market Offering
Q2: discerming consumers | Cusfomers Product

who care about their appearance . i .
and aim fo project elegant selfimage 3-piece pre-tailored suit

Levi's Collaborators '
Market | Retailers (department stores) | service |

Value Map Company | | In-store tailoring not offered

Levi's Tailored Classics

strategic business unit Tailored Classics by Brand

@ - Levi Strauss & Co.
\—ompehtors Levi’s Tailored
Manufacturers of high-end suits Classics
(Burberry, Ralph Lauren, Armani)

Context
$160

Weak economy

Value Proposition \m
None

Make customers look and feel good
Communication
—_ Single ad in New York
Times magazine, featuring a man
Profits, customer traffic, brand image wearing a Levi's suit and a horse

Department stores

Instant profits

- @
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Key Learning Points

= Select target customers for whom the company can
create superior value in a way that benefits the
company and its collaborators

.
A -

Segment A

Company ) Customer | i
i| resources needs ;

Target
compatibility

Segment B Customer ) Company
resources goals
Target
. attractiveness
Segment C
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Key Learning Points

= A well-established brand can be a liability when
targeting different customers

Segment A

i 'J’ Segment B

«

Segment C

Key Learning Points

= Poor segmentation can result in overlooking strategically
important customers

= Customer segments must be mutually exclusive and
collectively exhaustive
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Key Learning Points
= Conduct marketing research to determine the viability

of an offering before launching it
il
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Key Learning Points
= Validate the customer value-creation strategy by

answering the three key questions:

3 R TATRE
i customers change their :
i behavior and choose the

. company'’s offering?
Company Reason Competitive
offering to choose offering(s)
PR I “ R
‘ , 9'"%‘5{5}&5}5& """
i customers currently
i doing or considering to

oWhoT need does the Cg
s | w2/ ] NERETTNIRIEEEE

i offering aim to fulfille

i Who are the customers:

with this neede Target
customers
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