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Strategic wearout occurs
when an organization no longer
meets customer needs and
strategy they pursue is  sur-
passed by competitors. For
example Polaroid suffered
strategic wearout when slow
growth in amateur photogra-
phy and improved performance
from non- instant competitors
eroded market share. More
recently Kodak is  struggling to
find a new strategy as cus-
tomers move away from film to
digital photography.

Strategic Wearout may be the
result of what Johnson &
Scholes call ' strategic drift' the
tendency of the organization to
drift from the demands of the
environment.

Reason  for  Strategic  Wearout

There are a number of rea-
sons that strategic wearout
occurs: Marketing changes that
take the organization by sur-
prise or go undetected for a sig-
nificant lengthof time such as.

Environmental shocks
as 11th September had on air-
line industry.

Changes in customer
needs and expectations (e.g.
increased environmental
awareness)

Development in distri-
bution system (e.g. internet)

Competition - from
existing or, more likely new
competitors.

Internal factors
Insufficient or incon-

sistent investment
Poor control of compa-

ny casts
Advised changes to a

successful strategy

Avoiding  Strategic  Wearout

There are a number of steps
that organizations can take to
avoid strategic wearout organi-
zations.

Undertake regular and
detailed reviews of the ele-
ments that make up the exter-
nal environment.

Identify the ways in
which these elements and the
environment.

Evaluate the impact of
these changes on the organiza-
tion.

Undertake an internal
audit to establish the appropri-
ateness of current and future
actions to ensure customer
needs are met.

An organization should be
market orientated and continu-
ally focused on customers
changing needs and other
changes in its and environment
to avoid strategic wearout.

How  to  Build  Marketing
Oriented  Culture

To build a marketing oriented
culture is no easy task. It takes
years to become a company that
is truly market oriented. Among
the building blocks of a markt
oriented culture is.

9.

don't satisfy the customer
"delight" the customer. Go
beyond the boundaries to
help a customer.

Benefits  of  marketing  
orientation

A marketing oriented organi-
zation thrives because it avoids
the problems the problems that
arises From anything less than
a total marketing philosophy.

It focuses on meeting
the needs of customer. which
have been clearly identified and
fully understood?

Its entire structure
and all of a its process are
designed to meet the needs of a
customer.

All activities are co-
ordinated around the needs of
the customer

Factors  that  have  cased  
companies  to  be  market  
oriented

Competition - the
rational being more companies
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the building blocks of a markt
oriented culture is.

1. A strong leadership that
believes in marketing and set
examples of customer care.

2. Convince the top manage-
ment of the need to become
market oriented.

3. appointed a marketing force.
4. A mission statement that

depicts the importance of the
customer.

5. Company should have clear
marketing values.

6. Every single employee should
be trained about the impor-
tance of the customer and
how to get about Satisfying
his needs and wants. Every
employee should think cus-
tomer and act customer.

7. Continue training and devel-
opment

8. Install modern and upgraded
marketing planning systems.

   

    
    

Competition  the
rational being more companies
coming in to the same business
and the only way To be competi-
tive was to get closer to the cus-
tomers.

Changing needs and
wants- Marketer found out that
customer needs and wants were
changing quickly.

Technological develop-
ment- science is developing so
rapidly each day contributes to
satisfy the same  Need more
efficiently.

Hence marketers would to be
close to consumers and make
use of development  To satisfy
those needs better and efficient-
ly.

The writer is a Charted
Marketer a Senior
Management Consultant and
Lecturer Aquinas Faculty of
Marketing and Management

Dealing with...

Contd.from pg3
Make sure you aren't part of the prob-

lem. 
It will be much more difficult to

remain calm and impartial in confronting
the difficult behavior if you are partly
responsible. If that's the case, be sure
you acknowledge your role in it, at least
to yourself. 

Develop  a  plan

You're a manager. You know the value
of planning. This situation is no different.
You need to plan the timing of the con-
frontation. You need to select a quiet,
private place where you won't be inter-
rupted. You need to decide whether you
need to have others, like an HR repre-
sentative, present in the meeting. Plan
the confrontation and then make it hap-
pen. 

When you have prepared, it is time to
act. You do not need to act impulsively,
but you must act quickly. The longer an
inappropriate behavior is allowed to
continue, the harder it will be to change
it or stop it. 

Confront  the  problem

Don't put it off. It may not be pleas-
ant, but it's an important part of your
job. It will not "fix itself". It can only get
worse. You have planned this confronta-
tion. Now you need to execute.

Deal with the behavior, not the per-
son Your goal is to develop a solution,
not to "win". Focus on the inappropriate
behavior; don't attack the person. 

Use "I" statements like "I need every-
body on the team here on time so we

can meet our goals" rather than "you"
statements like "you are always late".
Don't assume the inappropriate behav-
ior is caused by negative intent. It may
be from fear, confusion, lack of motiva-
tion, personal problems, etc. 

Give the other person a chance to
develop a solution to the problem. They
are more likely to "own" the solution if
they are at least partially responsible for
developing it.  Try to draw out the rea-
sons behind the behavior

As you talk with the difficult employ-
ee, actively listen to what they say. Stay
calm and stay positive, but remain
impartial and non-judgmental. Ask lead-
ing questions that can't be answered in
one or two words. Don't interrupt. 

When you do respond to the difficult
employee, remain calm. Summarize
back to them what they just said, "so
what I understand you are saying is", so
they know you are actually listening to
them.  If you can find out from the diffi-
cult employee what the real source of
the inappropriate behavior is, you have
a much better chance of finding a solu-
tion.  Sometimes these confrontations
will go smoothly, or at least rapidly, to a
conclusion. Other times it will require
several sessions to resolve the problem. 

Repeat  as  necessary

Minor problems, like being late for
work, you may be able to resolve with a
simple chat in your office with the
employee. An office bully, who has used
that behavior successfully since ele-
mentary school, may need more than
one confrontation before a solution can
be reached. 
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