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Agenda

• The nature of business

• The changing nature of competition

• The changing role of the customer

• The implications for Human Resources?

• And finally, the debate
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The nature of 
business
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Goods/Services

Money

INDUSTRY MARKET

[Kotler 1984]

The ‘Selling’ business -
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Goods/Services

Money

INDUSTRY

Competition
MARKET

Choice/Confusion

[Kotler 1984]

Competitive business
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Communication

Goods/Services

Money

Information

INDUSTRY

Competition
MARKET

Choice/Confusion

[Kotler 1984]

Marketing business
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The Business Driver

FROM:

“The purpose of business is 

to maximise profits”

TO:

“The purpose of a business 

is to create and keep a 

customer”

FROM:

• Internal focus

• Product focus

TO:

• (Real) External focus

• (Real) Customer focus
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The changing nature 
of competition
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Goods/Services

Money

INDUSTRY

Competition
MARKET

Choice/Confusion

[Kotler 1984]

Changing competition

Cheaper 

prices

New 

technology

New 

processes

Lower 

costs

Free 

trade

Substitutes

‘Anglo-Saxon’ versus 

‘European’ models

China!
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Differentiation

• Porter’s second generic strategy, differentiation, helps 
to achieve competitive advantage when “a company 
seeks to be unique in its industry along some 
dimensions that are widely valued by buyers” (Porter 
1985). 

• “If the three keys for selling real estate are location, 
location, location then the three keys of selling 
consumer products are differentiation, 
differentiation, differentiation.” Robert Goizueta –

former chairman, Coca Cola company
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Differentiate to your market’s needs

Low                                               High

Differentiation

High

Relevance

Low

DRIVERS
Features that are 

important to 

customers and highly 

differentiated from 

the competition

FOOLS GOLD
Features that are 

distinctive but do 

not drive customers’ 

loyalty to brand

NEUTRALS
Features that are 

irrelevant to 

customers

‘HYGIENES’
Features that are 
important to 

customers but are 
provided by all 
competitors at a 
similar level
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Or, be ‘Differentiated’ out of business

Low                                               High

Differentiation

High

Relevance

Low

Winners

MediocreChina
(Cheap)

Mediocre
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The changing role of 
the customer
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Goods/Services

Money

INDUSTRY

Competition
MARKET

Choice/Confusion

[Kotler 1984]

Competitive business

Sophisticated

Experienced

Demanding

Spoiled

In control

Aging

Wealthy

Impatient
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Its all about Customer Value

Value = Benefits - Costs - Risk

The perfect
solution to 

my 
problem

The 
perceived 
downside –
failure, ‘role 

risk’, 
obsolescence

Includes
financial 

outlay, and
time, risk, 
opportunity 

cost

Perceived
by the 
customer

‘Value’ is 
NOT 
‘Price’

More value = More profit

Less?More Less
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People and Customer Value?

Value = Benefits - Costs - Risk

What 
‘benefits’ 
does HR 

deliver the 
customer?

How does 
HR reduce 
the ‘risk’ in 

the 
customer’s
purchase?

How does HR 
contribute to 
reducing 
customer
cost?

Demonstrate 
that HR is 
not a cost

More value = More profit

Less?More Less

Align HR 
service 
delivery 
with 

customer
perception
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Implications for 
Human Resources?
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‘PUSH’ Strategy

Product features

Product sales

Technical excellence

Product service

Rational solutions

Product profitability

‘PULL’ Strategy

Customer needs/wants

Customer satisfactions

Customer expectations

Customer service

Emotional solutions

Segment profitability

The agenda is change –or die

Critical role of 

Human Resources?
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The Imperatives for 
Human Resources –
What is the MARKET 
demanding?
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The business imperatives

To
WIN!

Differentiation

Customer

Focus

Value, not

Price

Innovation
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The imperatives for HR?

Customer
Focus

Demolish 

the company 

walls

Customers in 

appraisal & reward 

systems
Culture

Recruit first, 

train later
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The imperatives for HR?

Differentiation

Stop industry

benchmarking 

NOW

Recruit 

renegades, not in 

same image

Accelerate 

devaluation of 

experience

LIVE the brand!
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The imperatives for HR?

Value, not
Price

Create the 

customer learning 

organisation

Destroy the ‘silos’
Everybody is in 

Customer Service

Drive the 
knowledge 
management 
system
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The imperatives for HR?

Innovation

Give the ‘old’ no 

sanctuary or 

protection

Identify the 

solution before 

its asked

Live in the 

future

Place customers 

first, technology 

second
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And Finally…………
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Starting the debate……

1. What would we expect to see different in a customer led 

HR strategy?

2. How do we make it happen?

3. Will that get us a seat at the board table?  - Probably!
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