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A Understanding who your customers are and why you are
Important to them?

A How to differentiate your products and how to surround it
with value?

A How to develop your value proposition for customers?

A Understand pricing and how to change it

A Developing a profitable business model

A Understand your sustainable competitive advantage

A How to analyse your competitors and respond to their plans
A Build your One Page Strategic Map for Your Business

A Understanding the pitch
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Strategy\Majx: Creating/Winning Futare

Operational Excellence

What is the #1 thing we must
excel at? (100% performance)
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Competitors

Who are they? Sault, Emu
Bottom Homestead, Lavandula,
What level of rivalry will exist?
Low, Opportunity for
collaboration

Threat of new entrants? Low

2022 STRATEGY MAP FOR
XYZ Winery
What is our enduri ? Wh we

exist? What are we here
We provide an amazing & unique experience to
connect with one another and with nature
What are our Core Values?
Continuous Improvement, Excellence, Community
and nature connection

Vision
By 2022 we have amazing facilities
on a beautiful property and are able
to enjoy a balanced life connected
with others and nature

Core Business/Structure
What will be our core acfivities?
Exclusive Weddings,

Customers/Markets

What markets are we in?
Engaged couples within an hour
of XYZ Region with high
disposable income
Who are our Customers?

What will be their
Characteristics? Higher
disposable income, Social media
savvy, Under 40, Upper/middle
Melbourne
What are you going to sell them?
Personalised Service and
Tailored Packages

SCA
What will be our Sustainable
Competitive Advantage ? We will win by
being young owners and flexibility
(modern rustic)
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This Year’s Objectives

What must Change to achieve the Vision ?

- improving and developing wedding facility
- Review wedding packages

- Technology/digital and marketing

- Training of staff
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BUSINESS PERFORMANCE. IT'S IN OUR BLOOD.
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Innovation

What wiil customers value?
Transparency, Barns, Technology

Will they need new products/services?

Glamping, Proposal Places, The Yes
Girls

Measurement

What are the high level success
measures?

Financial — Weddings - $1.5 m,

Owners Return - $750k

Non — Financial — 50 Weddings

Fund Growth? Grow organically
through Working Capital,

External finance?
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People/Knowledge/Suppliers

Who are the mission critical people fo
our business?

Wedding coordinator

What must we be “best in class” in
terms of knowledge? Trends in what
Brides and Grooms want and need.
On the pulse with weddings, USA
trends

Who are our key suppliers?
Outsource wines, Catering, Non wine
beverages, Strong connection

What key technologies must we
have? On line wedding platform,
Client Portal/Ap, Virtual Reality, Cloud
base, Asana




DRAWING THE VISION

REGIONAL
- BUSINESS PLATTERS
Draw YOUR Vision
NOW WHERE
(
Y )
-
P\Cke T
Lre




T+ 00:0010

LAUNCH: CRS-4 MISSION EP-\C_EK-

P M o 016/22 @ & 0O 0



https://www.youtube.com/watch?v=Q0wcEeAjgXU
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https://www.youtube.com/watch?v=zqE-ultsWt0

Visioning
What can we learn from the past when looking
forward to the future in our business?

Vision

Positive and Negative
influences on growth
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ExerciseVision
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Note down your vision for the nextd years

2. Note down what you have learnt over the pasb4ears
that you can take forward into your vision
3. [ SGQa FfSakK 2dzi é2dzNJ A &aA2
It mean for these areas:
A Sales team
A Technology
A People
A Products / services
A Customers

A Revenue / profit
A Other?
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Removing competitor influence
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DYNAMIC NEW APPROACHES



