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bUSIl'IESS Knowledge + Nurture = Growth

The Business Farm
A professional management consulting practice in
Australia and New Zealand.

We support companies undergoing high growth, at risk or in fierce
competition by specialising in:

C Aligning vision, strategy and finance

C Incubating & commercialising new technology

C Designing 4 " generation balanced scorecards

C Information Technology Portfolio Management

C Managing Risk and uncertainty

C Valuations of high risk high growth high tech companies

C Real Options Valuations

C Succession planning

CJoint ventures for small SME®ds w
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BOTTOM UP FEEDBACK

1. Decide the approach to be used

Market Based View

Growth & Expansion

Stakeholder Analysis
External Analysis

Internal Analysis

Strategic Options

Competitive Advantage

SWOT

Generic strategies

Vision
Mission

Objectives

Gap Analysis
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Resource Based View

Resource Limited

Stakeholder Analysis

Internal Analysis

External Analysis

Strategic Options
Short term Long term

Competitive Advantage

SWOT

Generic strategies
Short term

Generic strategies
Long term

Vision ST and LT
Mission ST and LT
Objectives ST and LT

Gap Analysis
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Not For Profit

Resource Limited

Core Values

Stakeholder Analysis
Vision
Mission
Internal Analysis

External Analysis

Strategic Options
SWOL
Core Competencies

Niche Advantage

Generic strategies
Value Proposition

Objectives

Gap Analysis
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BOTTOM UP FEEDBACK




business 2. Determine the strategic intent

Where Does the firm want to be ?

Strategic Fit Strategic Stretch
Efficient Resource Allocation Efficient Resource Leverage

The un-conventional approach
The conventional approach

Usually upstarts
Usually mature companies

Unreasonable ambition

Emphasis is on fit between becomes the driving force for

internal resources and external innovation risk taking &

opportunities quantum change in
iImprovement

Grant, 2007



M 3. Determine theoroductlifecycle stage

Introduction Growth Maturity Decline

FOOD VCRO s
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//\ Industry
Profits
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» Time \
Sales & Margins
Have different peak timings

Last Icemen

Sales and Profits




MY 4. Determine the lifecycle position tfe firm
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bus‘i‘ness 5. TheResourcdased view

The Resource Based View

Desired Strategy External
bjectives |€=—— MissiOn |[€¢e=—————— The way < ENnvironmental
Qutcome
ahead Key Factors
Scorecard Defined
Relevant

that measures

Inspirin
Soft & Hard Megsur%ble Organisational
Targets iliti
g Capabilities

Resources
| | |
Tan|g|ble Intangible Human
Physical Financial Technology Reputation Culture Specialised Communicative Motivation
Systems Core beliefs Skills & & interactive
knowledge abilities
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Ny 6. Wha
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Reputation

Architecturé
W

Strategic ASSetS



7. What are the resources of the firm

business

Grant 6s Resources of t he

Intellectual Capital

Financial capital

Equity
financing
Debt
Financing
Other

Physical Capital

Infrastructure

Access to good/cheap
labour

Systems & Technology

Allan Rodrigues , TBF 2007

Brand equity
Intellectual
Property
Licenses

Core - Competencies

What do you do best
with the capital you
have

Customer Capital

What do you
customers like about
you

What is your value
proposition

Human Capital

Attract Staff
Retain
expertise

Social Capital

Extension of
family

Triple bottom
line

Outbound prog
High ethic

Grant, R., 2007







