MK391: Orthodoxies 1

Class 5

15 September 2010



Agenda for Today

Review of last classes

Key concepts of Orthodoxies

Explain Assignment 4



From Last Classes

Satisfy and frustrations of (Cl)

Focus on things you can do and
that others can’t copy easily (CC)

Exploit going on in the world (D)

...but then what about competition? How can you
prevent competitors from reacting?
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Chang Broke the Rules

Chang broke the rules on WHO drank beer

Chang broke the rules on WHAT is beer

Chang broke the rules on HOW beer is sold




An Orthodoxy is what is commonly accepted, customary, or
traditional

Orthodoxies are self-imposed rules, habits, or assumptions on
how a company or industry competes




What Orthodoxies Can Be Broken?

Is the product Is the customer to compete
Attributes Segments Suppliers
Customer benefits Interaction with Distribution/ Retailers
customer
Price Production

Mechanism for
making money

Competencies for
success






WHO is the customer?
 American: Airline travelers (business travelers)
 Southwest: Air, car, and bus travelers

WHAT do benefits do customers expect?
« American: Assigned seats, food, and frequent flyer miles

 Southwest: No assighed seats, bring your own food,
“green stamps”

HOW are prices set?

 American: Complex, multi-level pricing; matching or
beating other airlines

 Southwest: Everyday low prices; competing with car travel

HOW to run the planes?
 American: Hub and spoke, different size airplanes
« Southwest: Point-to-point with only 737s



Say hello to iPhone.

alll ATET 242 AM -

Taat L

Calandar Phaotes [

4 = e
. Lo
- % :
Maps Wealtter

YeuTube Elocks

= ) o o
CeBa™®

Clock Cabzulanor Batiings




“I've played a Nintendo Wii.

| don't see it as a competitor.

It's more of an expensive niche game device.”

- Sony CEO Howard Stringer, 2008






Orthodoxies are deeply-held, sometimes unconsciously held, and
often unquestioned

- Barely thought of, never questioned, usually thought to be
impossible to break (despite no atttempts to break them)

Orthodoxies are usually historical formulas for success

Orthodoxies are not inherently right or wrong — but the task of the
innovator is to question them and challenge them to see what
opportunities for growth result




Industry orthodoxies

Common industry rules

“The way to do business in this
industry”

If most of the industry is looking in
one direction, what opportunities
lie in the other direction?

Company orthodoxies

Beliefs the company has about
itself

“How we do things around here”

If you overturned those
orthodoxies, what new
opportunities present themselves?



What Makes a Good Orthodoxy

Orthodoxies are not laws of nature

! No Doraemon-toys! “Flipping” orthodoxies
shouldn’t be impossible, or require unreasonable
advances in science or technology

Orthodoxies are in coming up with new ideas

« Generate varied new thinking about customers, benefits,
how to do business, etc.

for new features



“The cinema is little more than a fad.

It’s canned drama.

What audiences really want to see is flesh and blood on the stage”







“The French people are incapable of regicide.”







Two Previews for Next Week

1. The most powerful orthodoxies are about how the needs of
“good” target customers differ from the needs of “bad”
unprofitable customers. An innovator can meet the needs of
“bad” customers while ignoring the “good” customers...

« “Disruptive Innovation”

2. An effective way of breaking an orthodoxy is by giving
customers new product attributes while at the same time
reducing “quality” on some existing product attributes...

e “Blue Ocean”



Assignment 4

In 1-2 pages:
 Describe at least 2 orthodoxies that were broken

What is the orthodoxy? What categories is it in (Who, What, How)?

What companies followed the orthodoxy, and how?

What company broke it, and how?

How did the competition react? How long before the rest copied?

« At least one should be uniquely Thai, and recent (within 5-10 years ago)

- Don’t copy examples from class or the readings

« See tips in the next slide

« Look at the example assighment to see what I’'m looking for!

Include your name and email. Most interesting Thai answers get a special
prize.

Mail to or share with Innovation2011TU@gmail.com by Wednesday noon



WHAT is the product HOW to do business

. P « What are the channels of
What Is Important to our distribution?

« What are the products we * How do we make money?
produce? « Who are our competitors?

* What are complementary « What type of inputs do we use?
products?

 Where does the new product
process start?

WHO is the customer? - Where should the product be
« What are the markets we serve? introduced first?
« Who are our customers?  When do we introduce a new
: . product?
 How do we define high-end or .. N
low-end? - What is important to consumers*
- How do product needs differ by - How do we track our business?
customer group? - How must we be organized as a
company?

« How do we hire people?

« What kinds of people should we
attract and retain as employees?

« What are the values and behaviors
we promote?

« How do we grow?



SLIDES NOT USED



r
2 v

N
. _I[_'!fl;. 3

I:q:

g g

g FE 0
b’

i

‘J# - 1 i -. .. :

alY

LA

Har

o e, P

b Lo
e
=

2

-:._I::..""I sFril

.'|_

;_:
I

1 -J.
’ 2 g
| ey B 5
= g K
AT
o |

-I !
-_-':J"_I

|
o I'|:|_ll-|"'l-.

"I.l. :
"ir' 3 Hl‘- l.I_‘_I
rﬁ



MATIERE A REFLECTION POUR LES JONGLEURR COURONNEES

quun  sang Impur abreuve nos Sillons,

—————— e ———




Reebok orthodoxy held:

“To succeed we have to beat Nike at the hard
core sports market” oo s
« Used to be the biggest player in the $8 billion U.S. athletic footwear

market, but lost out to Nike
» For years tried — unsuccessfully — to beat Nike at its own game

Orthodoxy overturned: ¢ 0%
“We can become the shoe brand for hip-hoppers, h|psters and other

fashion-forward urbanites”
« Now has decided to turn from high-priced celebrity endorsements in favor of high fashion
« Launched RBK, a streetwear-centric line, with rap stars and non-atheletes as spokespeople
« No guarantee strategy will work, but




50N I5 WEARING HER SIGNATURE RE
5TANCE LEGGING AND RETRO AZTEC FOOT
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