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1.5.3 The strategy lenses
Summary
Recommended key readings
References
Work assignments
Case example: Electrolux

Commentary on Part |
Strategy Lenses

Xvii
XiX
XXii
XXVi
XXX
XX
XXXV

11

12
15
17
18
19
19
20
21

22
22
23
23
26
26
27
28
31

34
35
35
36
37

41



-

Introduction to Part Il

2 The Environment

21
2.2

23

24

25

Introduction

The macro-environment
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2.3.1 Sources of competition — the five forces framework
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Competitors and markets
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2.4.3 Identifying the strategic customer

2.4.4 Understanding what customers value - critical
success factors

Opportunities and threats

2.5.1 Strategic gaps

252 SWOT
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3.6.3 Benchmarking
3.6.4 Strengths and weaknesses

3.7 Managing strategic capability
3.7.1 The limitations of managing strategic capabilities
3.7.2 Stretching and adding capabilities
3.7.3 Managing people for capability development
3.7.4 Building dynamic capabilities
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