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Consider the items below as a framework for gathering information and drawing conclusions both opportunistically and proactively during your onboarding period. See Tool 1.3 and pull it all together in a SWOT analysis (Strengths, Weaknesses, Opportunities and Threats) to help draw conclusions about: 

· Sources, drivers, hinderers of revenue, and value. 

· Current strategy XE "strategy:lack of" /resource deployment: Coherent? Adequate? Defacto strategy XE "strategy:lack of" ?

· Insights and scenarios (To set up: What/So what/Now what?)

1. Customers XE "Customers"  (First line, customer chain, end users, influencers) Needs, hopes, preference, commitment XE "commitment" , strategies, price/value perspective by segment:
First Line/Direct Customers

· Universe of opportunity—total market, volume by segment:
· Current situation— XE "situation" volume by customer; profit by customer:
Customer Chain

· Customers’ customers—total market, volume by segment:
· Current customers’ strategies, volume and profitability by segment:
End Users

· Preference, consumption, usage, loyalty, XE "loyalty"  and price value data and perceptions for our products and competitors’ products.
Influencers

· Key influencers of customer and end user purchase and usage decisions.
2. Collaborators XE "Collaborators"  (Suppliers, business allies, partners, government/community leaders) 

· Strategies XE "Strategies" , profit/value models for external and internal stakeholders (up, across, down).
3. Culture
· Behaviors - what impact (implementation)

· Relationships - how connect (communication)

· Attitudes - how to win (choices)

· Values - what matters and why (purpose)

· Environment - where to play (context)

4. Capabilities
· Human (includes style and quality of management XE "management" , strategy XE "strategy:lack of"  dissemination,  XE "culture" values XE "values" , norms, focus, discipline, innovation, teamwork, execution, urgency, politics – See culture tool).

· Operational (includes integrity of business processes, effectiveness of organization structure, links between measures and rewards and corporate governance).

· Financial (includes capital and asset utilization and investor management XE "management" ).

· Technical (includes core processes, IT systems, supporting skills XE "skills" ).

· Key assets (includes brands and intellectual property).
5. Competitors XE "Competitors"  (Direct, indirect, potential).

· Strategies XE "Strategies" , profit/value models, profit pools by segment, source of pride.
6. Conditions XE "Conditions" 
· Political/government/regulatory/legal—trends

· Economic—macro and micro—trends

· Social/demographic/health—trends

· Technological – trends and disruptions

· Environment/climate change impact on your organization

· Market definition, inflows, outflows, substitutes —trends including consolidation and cross-vertical expansion
Customers
Customers include the people your business sells to—direct customers who actually give you money. It also includes their customers, their customers’ customers, and so on down the line. Eventually, there are end users or consumers of whatever the output of that chain is. Finally, there are the people who influence your various customers’ purchase decisions. Take all of these into account. 

Federal Express sells overnight delivery services to corporate purchasing departments that contract those services on behalf of business managers. But the real decision makers are those managers’ administrative assistants. So, Federal Express targets its marketing efforts not at the people who write the checks, not at the managers, but at the core influencers. They aim advertising and media at those influencers and have their drivers pick the packages up from the administrative assistants personally instead of going through an impersonal mailroom. 

Collaborators

Collaborators include your suppliers, business allies, and people delivering complementary products and services. What links all these groups together is that they will do better if you do better so it’s in their best interest, whether they know it or not, to help you succeed. Think Microsoft and Intel. Think hot dogs and mustard. 

Just as these relationships are two-way, so must be your analysis. You need to understand the interdependencies and reciprocal commitments. Whenever these dependencies and commitments are out of balance, the nature of the relationships will inevitably change. 

Culture

The only sustainable competitive advantage - BRAVE Behaviors, Relationships, Attitudes, Values, Environment

Capabilities
Capabilities are those abilities that can help you deliver a differentiated, better product or service to your customers. These abilities include everything from access to materials and capital to plants and equipment to people to patents. Pay particular attention to people, plans, and practices. 

Competitors

Competitors are anyone that your customers could give their money or attention to instead of to you. It is important to take a wide view of potential competitors. Amtrak’s real competitors are other forms of transportation like automobiles and airplanes. The competition for consumer dollars may be as varied as a child’s college education versus a Disney World vacation. In analyzing these competitors, it is important to think through their objectives, strategies and situation,
 as well as strengths and weaknesses to better understand and predict what they might do next.

Conditions

Conditions are a catchall for everything going on in the environment in which you do business. At a minimum, look at social and political, demographic, economic and macro health and climate trends and determine how those trends might impact the organization over the short-, mid-, and long term. [image: image1.png]



NEW LEADER'S 100-DAY ACTION PLAN


 Tool 1.2 - 6Cs Situation Analysis








� This should likely include a look at profit pools as described by Gadiesh, Orit, and James L. Gilbert. 1998. “A Fresh Look at Strategy.” Harvard Business Review, May.
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