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1. Introduction

O &YRIY) ee 22X U S /et IJIZE HEH == £ USH?
O =& CEOs ¥ general managers= 2 0t0F 2-3J0& OILHOII, &) A0l RA0IE 2H0l ==L S M Dot Al
HdE=ES Sliot) ZHAE =Eol)| et HdHS &0I6tHO0F &
O 4Lk O=0l HCO WM 2B AIEGHOF ot= JHE 2 & HoF B2 XA =2 Y OILIMEIBE HYUG]
Helg = UAS

- UHEsgo 2E/a4E, A2E 2 I3/ et 24 L HOt

-0l 22 NS oA BOtoteE A0l "™ goalsIt &e2l&Q JF D2l "FHEO0 a1 HE =22 o CI0l
& SOt 0F ot= JH'E Z28ole s 2y

- HLINES2 S 22 ANAHEL SSAEL 22 IS0 HE & 210 A= HUHM AEStE &0l A=A,
Jdefu Jdejet §22 388 & HIX2UA 4&0] +ot= thoroughness &2 accuracy 0= X= MEE A 21X
ol
LS O
O DA 228242, HY HIELIA AEo ZJ Met ¥F3E 4= U= systematic diagnostic template 2.
1248t template® ZIASH 30HX JIE2 X600 &

@O "HER2 HIE2LA 4ol 22 (fundamentals)Ofl CHEF OloHE BHESHM 0F & - SIADF 1 226l 292

clotdOf ot= D124 HMSHol CHet Ol E BHEaH0d 0F &

@ "HEA2 ZZHO SAH SN0 &(both comprehensive & foc ). HIALIAS ZE A Al J|I2
2 ZLate F0totLleh A2t YHIU =2 BL € S8 432 270K | = 1efst JI2=0l0{0t &

@ 2EZ= 2 communication & actionS 0|6t ol=0l X &Hot0d 0F &
O 2 =22 0lefet )I&2 &=ote 830 tish H0IH, a8& S Z2 1eE J2lot= 4I9tK2 &
22510 Y= FES(principles) 0l =&

=

(1 Costs & prices almost always decline.

@ Your competitive position determines your options.
(® Customers & profit pools don’t stand still.

@ Simplicity gets results.
O Ol AKX |22 AEHOZ TEHIALIAL SHAMXNOI JI22 &6t HLIASHH 20l A= 2| ol
Cle x| ASIO HYE Y&t

2t HLIME=E BIZ2UA A20 JI=06tH 2232 e RAS XS (E2 2XI0HA A3S) 2AIE 23
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2. Questions that will lead you to breakthrough performance

Principle 1 Bt Cost slope= ALl X0t Bl W ot HHEIH?
Cost & prices almost | *XI2 BI2 &AL JtZH H 3t slopes S UO0I0, Biit cost curves HEN BIRHSE LIE
always decline. H=Jb?

«Biit Costs= ZAAMXAC 210 HEH Bl L& =D1?

LREER JANM SO OIS 22H0|1D SUHHQID?

Bite G2 ZHUS Y 2SI e 220 M JHE RS0l Jts8H?

‘Bit S &2 MUlA 0L 20l =2 EH(E2 28X RotA)H =2 JALM, 1 0lK=?
Principle 2 Hit & ?%%IPE ROA & AMUA AlIE B3R 2ENM HEA Bl & =047
Your competitive ClHIIEE2 HEH =2 21 ALH, OS2 32EA2?
position determines | *B it H|IL|ﬁ ZXES = HFMEE A7
your options. 'gTi AEES Z0FLE 2017

L 220 Ot A &35t JA=It?

@Ti'_ HCOIHM AIEE 20 JACH =2 &Aald] It JA=It?

HitE ot M LAS =0l T Y= A2 0L Ha/sSH0101?

23} §8 ES2 Fot ERZ ot A2 oL HE 247
Principle 3 OFE 30, JHE WEA SF6HH, HE =244 Uz DM AOHE= e AQIDH?
Customers & profit |32 L CHAMIH A4 AHXHRE 2ted 5O Qﬂié DHLAES HEAN Z SSAIIILD JA=IH?
pools don’t stand Bttt S BER/SAotd U= AR HlE2 e EE 01017
still. <AL CHEIAI Biit2l NPS(Ne tPromoter Score) IIE/ARE HMEHL?

Bttt 8 M 21 U= profit poole L0tLE & =017

«_] pool2 OlcHOll B Dt &0l O*DP Lt &l =087

DI Y oIS AN
Principle 4 ‘Biit M3/AMblA= S0tU SESIH, O SE42 &I BittH =2dteE coste
Simplicity gets oCI0ol Brt &4 XISCHOF EMot=It?
results. ‘Hiit ME=0| 222l 0tSOfl —‘:r':EMIJﬂ ote Z JHXIQ A MOl AtE 2 2201017

M AAHDI Bit AMZBE L X2 S0HL SESHL?

0lst SEH2 Fa/Z2 = 918'%?

j =842 ant =2 M0 00 EMat=It?

242 gt HES costE =eHot=I1?
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3. Principle1 : Analyze costs & prices

S 2SdiolE0ILt SEet 2R0= I ZAESRF JHAO0| &5ot)IE oF X2 Al2H0] S 23 A 21=d(0]
It BE 2

S 20t DAE L JIA2 HO 2=
- 012 JIY & UEIWHE &4 £0| the experience curved : A2 &0 et ZAE 2 JIAEOQ E0HE=S 2
O ES S

*xExperience curve : & E A& 1 MALR DS 2 A 20 2|
(= HAE0| 22 = [HOICH MAR D= 20% 2 24 /2H8H|- 2 EH 25
*x[_earning curve : Bt=& XA S HSS0 et MS1SHRAY SsAI2H0] 248 = S &
(AEH SUHAZ 2208t H=E)

1) Construct cost and price experience curves

O 22l AL MiBots HE/MBIAN CHet ST Aol QA M the slope of price changes 421017

O 22| A2l cost curves= & I3 =26 L JHAC TAE =60 HlWotH HESEHIH?

O “Slope”et &0l 2 2tz & & RAIE 1D U= original price or costll HIE2 2/0I1&. Ol210l, 70% slope=
JbAH0] 30% &8 S22 20l&

O FAS DAE =40 CHYISH AY2| Ot =282 ele A8 2AE 23 SHE HJE6HH LIEtE0 =282
=

A Ol=2

T MO

- Y HdY CEO =2 AR= 2EU O WHEN ZAESE R == JUY, A2 &g JtAS B #EH ¥=
= AS N0, QS0 g2=2M ST OtM0 e Jtg = 01l 2 XY
[=5 Z80| 2viZ U= O Jt=HGIEHIE Atdll ] [38 =4 ]

; : A JHA -
A of I 2t Price | Price JHA2 AIZI0l S80I Tt RAES
slope | decline O=2= FE0| AS

OLOI22E 2 AHIA | 1980-2005 | 60% 40% S| AF
LCDs| 1997-2003 | 60% 40% IAE 90% slope :
(10%decline)

Airlines| 1988-2003 75% 25% :
70% slopé;

SMHE| 1994-2000 | 76% | 24% (30%deciine)
419) CEO
PC| 1988-2004 | 77% | 23% s -
DVD| 1997-2002 | 85% | 15% PP

MBJ :.-‘aod-lél_zlral# http://www.mbr.co.kr



3. Principle1 : Analyze costs & prices

1) Construct cost and price experience curves--- A=
O Metdol AAE EEN et OloH= ol /=D SAH
—:11] Oﬂ 8 &E& & IS LI =XHol= XIS &

gll
N
10
ol
=)
Ho
rin
H
| >
Im
=
W
o
Im
Ty
oy
m
P
>

He DAE 4 2 ] EEEE =olstt
- S0l e &l DAE o5 E2 FHXE ZAE asit 22 B854 22| 212 M E Sol 4=
P Hl2UA ZXES =0 ZH AHGHE, Sol 2 dHEIID JAs AXME 20/= unitsOl THet MEHE =

2) Determine costs relative to competitors’
O I L AMI DAEQ L2 SIAIS AMEQI DAEE HlWEt &, SIAIS AFISUNIAS SIAISl ZAE I
NE= S O KHAlGHA &1 2 0H0F &
- SAtE 24 BAE SANA B BN HEAN BlwE =
-SREI =2 SY9UA e A IS sE2XH0|4 QJJEE ?
-tE Z8 A= HIDLoPO4 SIAlE e GY90A DY JHAE O] JDFsEHo1?
- DAE EIXHE 282 AL HIALIALN B HIALIA AHOIS] ZAE XI0IE HEse
- DAE ZXHE S2H2 6t He DAE QA% —?HIE&I THEIAD M2 TIEDJIE B0
:

J

In

r
Ix
0
@

CtE XIS OloHE WX MIZotH ALY
&= R, HCI0IA ?éﬁ?% o 8= & ME== Jtsotd € == = JHE Ololiot=

- 0l= OﬁEIOHA-I A

[:-” COO % D—IOI

- 122 Est st AFZ2 RS AMSt HE 8 E22 & N
O 2| 3Ale] BE =24 20t Ol 2AE ZX A Olols MESH B2 8™ S JIsotAH &
O 22l Ae =10 B XHtop competitor) 2t L2l SIAFE S =5l HlWst)| Ell= 2061, 2 DAE JANUAM Of
= 3| A 2 1 (the best)2IJtE Ol ol & C.
O 22l A= 2110 S0l 208 LEHWAU E2 2102 2= ZTeHE| A(best demonstrated practices)2tl &
2= Ao ZHAE Ot & = US

- Jtah 3lAtE & H EMote (4 JIGE0E B0 R2 2AE YL H =8t dE JIAS = A2 A

- 22l At 1 IAE HEE st HIXI0IZACZ SES £ A1, 1 3AE =0l Hetdes = Ao 3
NE FHOHLED st LHO2 1) FIAE 28 £ AS
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3. Principle1 : Analyze costs & prices

3) Assess the profitability of your product linens
CIESO2 o0 & 22 HHE MEB/AHIAINES 8 ol ==X &2 0K 20t2 JA=Xl, deld O 0IsE

- 0N, E=2Jl(standard costing) At 20 20614, A A &t & &= (actual activities)0ll J1=6+04 2+ X
=2 M HHIE Hbtole A Y
- 020 2 HIZE 2ol & D28 JOHEN CHe 2t EHIZE HEGHH BH28H0 0 & ; 257, THiHH|, Letze|d|

st = J| =3 JHABC=Activity—Based Costing)2l & ; key cost and revenuel =0l (drivers)0l SHQIXE &
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4. Principle2 : Evaluate your competitive position

OFM BN M0 SHS 2E

O HE29 AUl UNM JHE 2EsH SIAF A0 S HXS2 otlte AHE AIEE S E(RMS = Relative
Market Share)2 : RMS = XFAF RMS =+ =IO Z X AF RMS (*=I T Z2 M Al = your closed competitor)
O S X402 2 (ROA=Return On Assets)
O detdoZ AE AIEERE0 =2 =5, SE098s =1, J BHHHE 48 &
[ A Map of the Marketplace ]
O AMEUHAM 2IASl ZXI&E S HOlot= e 282 ROAUN CHHISH 3| AFS] RMSE & Aot ), A0 ot E =Y
otAHl ol E= &
High Overperfomers
In—band
leaders
R
O Bellow-band
A leaders
Distant or
Low bellow-band followers
Weak RMS Strong
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4. Principle2 : Evaluate your competitive position

1) Compare your returns and market share with those of your rivals
O ROA/RMS XIE= (Aol &2Ac Q. QPUSHH 12 A IS /st SIAe &
F= 01D HEY.

- 0l XMtENH = 52 LEtAEQI L X E 0| &=ME ; in—band leaders, in—band followers, distant or below—band
followers, bellow—band leaders, overperformers
O in—band leaders

-0l=2 N3 B0 2 AMNE B2 & MB/AMEBIAMEU EXE S22 M ZMAN (e BARE =Y
O in—band followers

0
rr

==

nio

BN

o
[
ol

1>

o=
A O

- 01SS 245l =2ol0 HARNE B BRI} US
- X HHE SA0 e SN S-S Sot0f 2l 2E/YR 502 HOE £ US ; 0Kl 900 HIH 2
HYAHUA AL 2BEH NEHEIAES] S 0IAHOIM0| HHSS F0f AR LAIR -

O overperformers

- 0IS2 MUE NZERS0| AAGHE S Z26t0 O & 492 22110 US
- 0IS2 WCEo BO{YAS MBI 5t 2001 SHOIEX 2l &2 2Z2 EXE SN TR} S
- D2(WE0] BOIAS THH ots 20)2 AL D UNL K6 SRS, HARNOIHL S5 JI%, 02N
22258 D=2 M U2 MY = US

O below—band companies
- =22 0/£0| JI& 0lote ¥ 2 412 JI2HOQl 0|7 =24 Oteig =2 DAEE 22|ot] YK = 2

Al
O 3lAtel ZX&E0] HHotE 2H0ll, band= 2138l 2F XISt opportunities & constraints)S 25 EWHESO2 M 22X &t
lsAdE Ololol=ldl &2 &

0l210l, in—band follower= XHAI0| BHES QIZ 0| Al
overperformer It 22| S22 SHIIAl E2H 2IHS £ &5
O band 242 2JtX| 9 CtE &ct
- ™A NN NHeEf =
- U==2 03X stUe ZAUHM BIRLIA Ot

1%
10
1]
10
ol
2
o
10
ul
a's
0
alo
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4. Principle2 : Evaluate your competitive position

2) Measure your market size and trends

SIAFS] AIEE LOL 201? He 220 I iE2H 84 &0tD J=I17 SIAlE HOHAM AlIES &
ol D JU=sI?

- JtH 3-54E2t 2 ST HIOIEHE &EH
I <)

A
PHIZLIA 2 A 2GS E2 88E = US

3) Assess your firm’s capabilities
O band XRIEAQS XA &S st 228G Iisd A2 SALS Jl3l= 3 ALl s (capabilities)ll Al 2

— O
O 0L A QI A (critical capabilities)0l /AN BHRXIAE =10 A=SIH? SlAlsE 0 XS Z0HotD U=
o7 Zet E2 BSot00F g JEg=2 L2017

— Applell iPod : 22| S&f2 HE + iTune= S&t CIXNEetE S THOH
O ZE JIg2 =& oA e 2 KX 22lotD X ot 22 22 suppliersZ 28 &S00 A 6t HE0|
He HOIXIE 2O 0F &
O s 3AE HE/MHIA & E2 L0 Zest 2= dzkts HII6H00F &

- SIAFJIXIALES 2 E SHHE 246100t 60,

- IIXIAIES 25 SHAHIOA AL ZHX=S 20 otLle 2 S8 SHUHM MA =20 J1€e 00T AR
Hl 2460 0F &
O 3At=E 2DC1D? =2 28 HotHE SHOUA XNS5EHC UL HE2 20t HES 92 210 A=H?
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5. Principle3 : —Understand your industry’s profit pool

O D241} profit pools2 &S SXlot) UK LCHEISHTH).
O Do o) LIX2= HESE JEot)| 20, A2 AHILE HC e HEE AN Zle A
- [MetA A0 & S3E HE L@ dee 2sYils O 0|4 Sotkl £38
O profit pool2 LZEI L otH E2 ME2 B E Z2H=0|J|% otH, MZ& profit poolO| CtE 20l Al LIE
LIDJ| & &
O &2t DI2He profit pool2 ZEGHHOF &

1) Study customer needs & behavior by segment
O SHI2 D28 H23 & Jfelo S&#Es 20 &

o
T =
profit pool2l ==& & &ols It dHe dES2 otL S
o] O (@]
— AN

ku

a8
A
S
i
S
=
ol
0
H1
4
i
0
07
o
=
>
0%
i

oo s
== 82

OJIE 30, I HEAH d&6tn A2 JHE =24 JA= Ml 1HE(the most profitable segments)= L= 210!
Oy AT L MM BlWat 3AlE D2 LIXE HEH & S0t JA=I1?
O 3 AJEOl2fe 2SS MO WMet alAle & O RAHEQ &8s KA5HH & AHY

- 020, DHES HEH NESEHOF dt=Jtet &2

- LIZ0 JI=6ld JsI? #HES2? AMEQ MI/HR=? UAPSHEE =H2? 24 NIIHES EH L AH| &
227 2 D20] M AN =10 U= XN ERS(share of wallet)2? el SIAIF D BRs8S SIHAIZ =

MBJ :a‘aood-lél_zlralﬁ http://www.mbr.co.kr
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5. Principle3 : —Understand your industry’s profit pool

1) Study customer needs & behavior by segment:-- Al =

[ SNAP(segment needs and performance) chart ]
O 0l @AF EHAHIEGHD Jes IQHES LIZE HEH & SFotd JA=IE Eotot=d &801 &
@ SNAP XIE = 2loll, S AIDF HBdt=s ME/ABIALS EM42 HOASCZM AIESHLE; SIADFEFNSZ 6F
DA ol D2 HOHEN SQE EH HO
© 8 O3, 0lefst E4 2420l AHESZ EFN DHEWH LOtLE SREHIIE Z2HGH)| /S 2IAXIE &E
© 822, 3Al= e SHN |/XI5tD YA2H, 3= He SHHW /AXIot Y= IHE Ot
OO0 ME= JAMIN}FHHM UAS R LS 20 HU E2 2N UAS 2R 11 A= EUHAIDID| |6t IS &8t
2Ol e ANOIXE EQlot=0 AIEE = US. Tt JI=ES E0HAMLD Ues 20l 0L 2XE L 2= US
O Ootehel AtdlE EELIA Y| 3 A
- 0l @ AtE §A&l L P2M(innovation & assortment)lil AAHA = D242 LAL+ZFS A3lotD JUS. AHLE DA
el SQYEMNA= 22 49, 68HM SHU |IXIotD US
- Je2Iat AIEUAN =22 22X Rotle DAEES %éﬂ/\l]lﬂ AS
- Jefs= A0, D2 SAUM HE e S& (quality)liAds AXHA 22 FX10D JUSH, D24 ABIAN A
= A2AGHH FIHME US. 0l A= 08 =2 HRI| fI8 =XIE F ot o &
Importance of
attributes to
customers
5 Company’s
AN 7 Performance
4 7
3 Competitors’
Y Vi A) Performance
2 Ny
1
=3 I+ el &4l Timeto Assortment
MHIA Market (74 2A4E)

MBJ :.-‘aod-lél_zlral# http://www.mbr.co.kr
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5. Principle3 : —Understand your industry’s profit pool

2) Track customer retention and loyalty

O 2/AF S ER/FAotd (e DA HE2 He Q1017
O &d= A0 JANA e S 2ag = JAedl, Sol 14 2= 8|80l == M 2l MBS0l ot
Hoz XSl =2 == 25 Leols o2 I Ode

- [MetAd 2 DM NOHEN e 2R]/F XA HES 2010F &

- 0|2 Sol 2 MOHEE =2 d= Z2Hot=ll == 2 =2 Otlct &t 28 MIOHENA Ex HES
SAANE HES sE€otell =32 2 = US
ONPS: S48k 3 RAUSH ER/RAE SHot= 288 ANEZ EEE US

— Net Promoter Score
- Fred ReichheldJ} &t
- &2 : How likely is it that you would recommend this company(or product or service) to a friend or
colleague?
- SY 08 ~10& (108 : extremely likely, 0& : not at all likely)
— Promoters 9-10&, Passives 7-8&, 0-6& Detractors
= NPS = Promoters Bl & — Detractors Bl &
O LB ANES L OB XN S22 A BHNECH DY 0 2
MIECHH 2 EXNE IIsSotH ot &= 65H AFE2 830 20 =X
—-@Jt& D2 XHOol Ef2 JIOHE &0l
-@IOS2 LIXE SZAI2ID] |8t 212 JFXl Mot/ & A
-OE! MOHEWM 2ECH X2 02X 8=
-DELCH LE& DM HE MY
Ol2 2I5tH 2lAl=
-@Xg 82 Mot Jtsdoll X
-OEC £ 2 promoters & ECF #2 49| detractors S84 ¥ ER/SX M2 JIsdHE

pu =

MBJ :a‘aood-lél_zlralﬁ http://www.mbr.co.kr
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5. Principle3 : —Understand your industry’s profit pool

3) Anticipate profit—pool shifts

O CEO ¥ General Managers= 1= &9

5| HOtoto{ OF &

O eiLt 8t profit poolsOl DIEHOHE AOLL} BigtE JtsH0| A=K 2l 0le{st shiftsIt St & D3 &
FIE2 RAXNE SHGHHO0F &

=T T A

o
S,
O
(@)
(@)
7]
10

Q
o

N
i
lJ
uin
10
ol
=
S
el
=
|:|>-|
_O'ﬂ
kJ
$0
rr
M
i
00

O Mg, HMS/AMBIA & AE ’é*%’% L AA0|UE S 224 ; A2 HAHE HluEs 22
[ A Map of the Profit Pool ) F?Eq}lipc;icllws about a 40% share ..ihut!n_vnhr about a 20% share
. . : of units sold... of profits
A profit—pool map for FitEquipCo
. 100%, YNTE 100% Dﬁ"g!ﬁ“-"f-
revealed some telling market
developments. Although the i ver £ thor
company was shipping almost 40% o . : Othar g
of all units in the marketplace, it had | - 7 e
only about 20% of the profits. The g S =
column widths reflect the proportion - 5 ,
. . & - o : BO
of units sold (left) and operating L S
profits earned (right) in each A I ; ) I
channel.
e ] N T A i 40
il B — = = = = = = - walw s e - o
0 V]
P & o San P i Bn &
&ﬁ_ﬁﬁ-’ ga:%-? ,5*‘.:»'“ {;F&:ge “ﬁf‘? é‘ﬂ? :&a{:&‘g@%e’ iﬁ_&‘? -:;-‘5;‘% _}3.-3"' &E
& s g £ & & & 75
& v o i & =
e ‘?a o o & Q:-Q? élaf et a‘fﬁ: -
¥ &
Total wnits sald; 108 (disguised) FitEcuipCa
Total operating profit: S200M idisguised) Camgatitor =C
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6. Principle4 : —Simplify, simplify

O Simplicity gets results.

O Bain & Company2l Z ALl 2|atH complexitye= lAIS] BAEES SIHAII| D HZ&S gollstit ) SE XS H 9
70%Jt &2 ; 960040 @At BE A= HALZ 8F ZAH 210t

1) Gauge the complexity of your products or services

O 3IAI HIB/AMHIA2 E2&e 3E=?

O =842 &It AUl =c2Hot= costel §&=7

O ZMIe N1 Bl 224 5 012 Sotd Ao XISHE &ol(=, Al U4 &0l)

2) Assess the complexity of your organization
O oAIZE X &2 AIZ2H0] NNl Tet SEHME It US
- SIADDF ZAXeE CHEI8H eddt XFA L0t AME o D
= AIXE 0toF &
O RAPID Analysis
- Paul Rogers2t Marcia BlenkoJt JH &
— Recommend, Agree, Give Input, Decide, and Perform, or Implement the Decision
- OHLIMESZ ot 3 2IAFZ & bottlenecks WIS JtsotH b, & 28 A SO0IH st SIAIZ2E Het
st 2 70 CHoltd M= XN A2 ItsAH &
O &£ CHE = : spans—and layers analysis
-t & U A CEOZ2H & HEAN 0l2= levelse &
- 2t levelOl OIZ2J|HAl 21006t= APl &=
A

o
=k

O SAC] IAIZ2E S THHE [, U&= ?otK suppliers, distributors 2121 11 customersOl H 22IoH 2 2t.

- JJE2 = MY L CIE2 IS WO SIAIDF QAZES 2D SISO & £ AEE T 2Fe=
EEo M2 22 92 & = UL
O ESgIsS2 0| =& 22 X0 2o A& & JIMAHE(HSH DY Yo 2)E LIl Ykl 68 =2
12301 EHX &oHot &0 U= A HRE 2 A0 A1=3| Zoll = H L

15
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6. Principle4 : —Simplify, simplify

3) Determine where you can simplify processes

O %’ééﬂ‘i SIAF ZZ2AIALE OO0 &Motd JA=I1? ZZ2AHA INES st JI2E HEN &olg = ASH?
MAUHA, BHS/RS UEKAWA, D200 AS2H =0 M, back-office(FE48 XS R) EXHOAM--

O dA2 2AMUl HE DAEE S0t [U=IH?

O 0L S84 3IIt 2Jtss A0IH, He SEAH2 10240| |ot= MS/AMBlA HBA O SE8EH2 22 =

U= HoJE Oldlicte A

O Process Mapping2 1 A2 £2 =312

O E2J/gs0| & e sHE Hestothl $10 IZ2AHAE He=stotddd ot=l, 0l 2.

O Z2ZAMNA HEsteE 2AFHSE 2hol, 28 L JAIZE EXF S0 A0HM S 2 RS =SEH0 Qo =45He= 3

Ol QI =L

16
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