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Abstract—Creating a new marketplace requires a different template of strategic thinking. Instead of searching within the accepted 

boundaries that define how we compete, managers can look systematically on them. In addition, they can find a free territory that represents 

a real breakthrough in value. This section will describe how companies can systematically follow the value of innovation by looking at the 

defined limits of competition - through alternative industries, through strategic groups, through customer groups, through complementary 

products and service offerings, through the functional - economic guidance of the industry, and even over time. 
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1. Introduction 
Asystemic approach to innovation values can help companies get 

rid of competing groups. 

Direct competition can be disastrous, especially when trades are 

poor or slow. Managers caught up in this kind of competition 

almost always say that they did not want them and would like to 

find a better alternative. They usually instinctively know that 

innovation is the only way in which they can get rid of competitive 

groups. But they just do not know how to start. Tips to improve 

more creative strategies or not to think limited are rarely followed 

by practical conclusions.  

Companies that have created such a fundamentally new and 

superior value have searched for the way in which the companies 

make new trade and rebuild their existing ones. All came from a 

search in close-ups from a new perspective and none required any 

particular vision or prediction of the future. 

A large number of companies focus on adaptation and winning of 

their rivals, and as a result of their strategy, they tend to lean 

towards the same basic dimensions of the competition. These 

companies share an understandable set of beliefs such as "how we 

compete in our industry or in our strategy group, R. Trill 1. They 

share common wisdom about who their customers are and what 

they value, and about the way products and services their industry 

needs to offer. The more companies that share this common 

wisdom about how to compete, the greater is the co-

competitiveness of congruence. As the rivals try to outperform each 

other, they only compete in the competition only on the basis of 

increased improvements in price or quality, or both. 

 

2. Creation of the new value curves 
Value curve - a graphic description of how a company or industry 

shapes its offer to its customers - is a powerful tool for creating a 

new market. Nartana by constructing an act of sacrificing relatives 

to other alternatives along successful factors that define 

competition in the industry or category, ICM 2. 

To identify these alternatives, Intuit, for example, asked software 

within its industry to provide personal income, and also sought 

through alternative products to understand why customers opt for 

one rather than others. The main alternative to the software was a 

small pencil. The value curves for these two alternatives compile a 

map of the existing competitive space. 

The schematic representation offered relatively high levels of 

speed and accuracy. But customers usually choose a pencil because 

of its price advantage and ease of use, and most customers have 

never used the arbitrary features of the software, adding value and 

complexity to the product. 

We are looking at the Home Depot, a company that has 

rebounded self-service outlets in North America. For the past 20 

years, the Home Depot has become worth 24 billion dollars, 

creating more than 130,000 new jobs in more than 1,100 businesses 

in America. Home Depot did not reach that level of growth by an 

erection of the division of the market away from other ironmen; 

more precisely, it created new self-service outlets from usual 

domestic intermediaries. 

 

 
Fig. 1.  Key elements of the product, service and delivery 

 
There are many explanations for the success of Home Depot: its 

shape of the possibility, its relatively low-cost business locations; 

its well-informed service; its combinations of great offers and low 

prices cause great power and savings of large proportions. But such 

explanations miss the most futuristic question: Where did the Home 

Depot gain its original insight into how to rebel and expand its 

market? 

The Home Depot has looked at existing industries that provide 

services for the needs of household progression. It has been seen 

that people have two choices: they can hire a vendor or can buy 

tools and materials from the ironman and do the job themselves. 

The key of the Home Depot original insight was the understanding 

of why the customers would choose one alternative rather than 

another. 

Why do people rent a supplier? Surely not because they like to 

have tomorrow in their house who will fix them for the highest 

price. Certainly not because they enjoy taking time off the job 

while waiting for the supplier to appear. However, professional 

suppliers have only one decisive advantage specializing in "how to 

know", in which homeowners lack. 

And knowledge in the executive departments of the Home Depot 

- succeeded in their mission to spur the possibility and trust of 

customers whose skills in the home are limited. They attract sellers 

with significant commercial experience, usually carpenters or 

painters. These assistants are exercised to lead customers 

throughout any installation of a kitchen cabinet project, on the 

occasion, or the construction of roof. Home Depot proposes an in-

store counseling service that teaches customers about the skills 

such as electric wiring, wiretapping and plumber skills. 

To understand the rest of the Home Depot formula, consider a 

quick overview: Why are people choosing actions instead of a 

professional supplier? The simplest response would be to save a 

new one. Most people can work without occurrences that 

complement one typical action. They do not need city locations, 

neighborhood services, or nicely exposed shelves, R. M. Stojanović 

3. 

And so Home Depot eliminated these expensive attractions, using 

a form of self service that constantly drops and maintains prices, 

creates savings on the level of supply, and minimizes exports. 

Essentially, Home Depot offers the ability of professional home 
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vendors at remarkably low prices than in business. By releasing the 

decisive advantages of both alternative industries and eliminating 

or restricting everything else - the Home Depot has changed the 

great hidden need to progress the household to the real need. 

 

3. Creating a new value curve 
Intuit, a company that has changed the way in which individual 

and small businesses run their finances, also gained insights into 

value innovation by thinking customers are trading through 

alternatives. Its Quicken software allows individuals to organize, 

understand and manage their personal finances.  

Every household goes through a monthly fatigue payment. 

Therefore, mainly, personal financial software can be a large and 

spacious market. But before Quicken, several people used software 

to automate this tedious and repetitive task.  

At the giving up time of Quicken in 1984, 42 existing software 

packages for personal finance nevertheless broke the market, B. 

ĐorĎević i R. M. Stojanović 4.  

Why? Just as Intuit's founder Scott Cook remembered: "The 

biggest competitor we had was not in the industry. It was a pencil. 

The pencil is a very solid and elastic replacement. Moreover, the 

entire industry anticipated it“  

Examining why buyers are trading through an alternative has led 

Intuit to an important perception: the pencil has two decisive 

advantages over computerized solutions - incredibly low prices and 

ultimate ease of use.  

Starting from about $ 300, existing software packages were too 

expensive. They were also difficult to use, representing terrifying 

interfaces with full accounting terminology. 

Intuit focuses on discovering both the decisive advantages that a 

computer has against the pencil; speed and reliability - and the 

decisive advantage that the pencil has against the computer; ease of 

use and low cost - and eliminated, or limited everything else. 

Responding to four questions led the Institute to create a new 

value curve that connects the low cost and ease of using the pencil 

with the speed and accuracy of the traditional personal-financial 

schematic view. It's far faster and more precise than a pencil, 

perhaps even simpler to use. Intuit eliminated the evaluated jargon 

and all the more sophisticated features that were part of the usual 

industrial wisdom about how to compete. It offers only a few basic 

functions that most customers use. Simplifying the project software 

costs, Quicken sells for about $ 90, 70% lower price. Neither the 

pencil nor any other software packages can compete with divergent 

value curve of Quicken. Quicken created a breakthrough in value 

and recreated the industry, and developed the market somewhat 

over put together. (See "Creating a new value curve."), B. ĐorĎević 

5. 

There is a further lesson that talks about the way Intuit thought 

and glanced through alternatives. In observing other products or 

services that can fulfill the same function as its, Intuit can focus on 

private accountancy firms that submit individual finance. But when 

there is more than one alternative, it's wise to explore those with the 

highest strengths in the application as well as in the value of 

dollars. By establishing this, more Americans use pencils than 

accountants in managing their personal finances. 

 

4. Viewing through strategic groups in the industry 
Just as the new marketplace can be found by observing through 

alternative industries, it can also be found by observation through a 

strategic group. The term refers to a group of companies within an 

industry that follows a similar strategy. In most industries, all 

fundamental mental differences between industrial players are 

trapped by a small number of strategic groups. 

Strategic groups can generally be classified into a rough 

hierarchical order built into two dimensions, cost, and achievement. 

Every jump in price strives to deliver a proper jump in some 

dimension of achievement. A large number of companies focus on 

proving their competitive business within a strategic group. The 

key to creating a new marketplace through the existing strategic 

groups is that the factors that determine the choices of customers to 

trade from one group to another. 
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Fig. 2. Value curve of the Quicken 

 

We are looking at Poll Ralf Lorena, who created a completely 

new and paradoxical market in wardrobe: high fashion without 

fashion. With worldwide well-known retail sales exceeding $ 5 

trillion, Ralf Loren is the first American to successfully spread his 

brand across the globe. 

At the beginning of the career of Paul Ralf Lorraine, more than 

thirty years ago, experts of all the scale of the fashion industry 

criticized the company. Where are they, they asked, here's the 

fashion? A lack of creativity in design, so how can Ralf Loren 

reach such a high estimation? But the same people who criticized 

the company bought his clothes, as did a bunch of people around 

the world. Loren's lack of fashion was his greatest strength. Ralf 

Loren built on the decisive advantages of two strategic groups 

dominated by a large chain of clothing stores - designers of quality 

creation and the largest amount, but poorly paid, classical lines of 

Burberry, Brooks Brothers, Aquascutum and the like, J. Hayes 6. 

What causes people to trade and choose between quality design 

and classic lines? Most buyers do not trade high-quality creations 

to reach an unoccupied, fast-paced fashion. They also do not enjoy 

paying funny prices that can sometimes reach up to $ 500 per t-

shirt. They buy clothes of quality design because of their sense of 

value because they wear the brand of an exclusive designer, the 

name that says, "I am different; I appreciate better things in life. " 

They also love the beautiful luxurious feel of the material and the 

beautiful dressing of clothes. 

Design trends of fashion houses work very hard to create and 

they are, ironically, the main disadvantage of quality design for 

most of the leading customers, from whom the couple has 

distortion or bodies for wearing such original clothes. Moreover, 

customers who opt for classical lines and not for high-quality 

design want to buy quality clothes that will last and justify their 

high price, L. J. Harold 7. 

Ralf Loren built his brand in the space between these two 

strategic groups, but it did not succeed in taking the average group 

differences. Instead, Loren realized the superiority of the market. 

His designer name, the elegance of his business, and the luxury of 

his materials are what most of customers appreciate in a quality 

design; his contemporary classic came out and prices got the best of 

the classic line. By combining the most attractive factors of both of 

them, and eliminating or limiting everything else, Polo Ralf Loren 

has not yet got a part from both segments, but he also dragged a 

large number of customers into every store. 

 

5. Observation through a chain of customers 
 
In most industries, more competitive clothing is about a simple 

definition: who is the target customer, when in reality there is a 

chain of "customers" that are directly or indirectly involved in the 

purchase decision. Customers who pay for a product or service may 

be different from actual users, and in some cases there are 

important influences. 

When they succeed, they often have different definitions of value. 

A corporate sales agent, for example, may be more concerned about 

prices than a purchasing user, which is probably far more 

concerned about ease of use. Likewise, a trader can appreciate the 

manufacturer's right on time to the ultimate supply and the latest 

finances. But consumer buyers, even though they have a strong 

influence on them, do not appreciate these matters. 

Individual companies often have different customers of large 

segments against small customers, for example. But the industry 

typically leans towards the group of customers. For example, the 

pharmaceutical industry focuses on influential doctors. The office 

equipment industry is hardly focusing on expensive - the corporate 

purchasing department and the clothing sales department mainly to 

its customers. Sometimes there is a strong economic reasoning for 

this focus. But it is often the result of industrial exercises that have 

never been tested. 

Challenging the usual industrial wisdom about which target 

group of customers can lead to the discovery of a new marketplace. 

By observing through customer groups, companies can achieve a 

new insight into how to reconstruct their value curves in order to 

focus on the previous accompanying set of customers. 

We're watching Bloomberg. For a bit more than a decade, 

Bloomberg has become one of the world's leading and best-selling 

business intelligence providers. Until the Bloomberg’s debut of the 

early eighties, Reuters and Temperate were ruling on-line with the 

financial-informational industry, providing novelty in a real-time 

brokering and customer investment. The industry is focusing on 

customers of IT managers - who value standardized systems, which 

have made it easier for them to live their lives.  

 
Fig. 3.  Key elements of the products, services and deliveries 
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In order to prove his value curve, Bloomberg looked through a 

customer IT chain that traditionally offered financial information 

systems to the markets that used them. Its value innovation has 

been driven by a combination of the creation of new features - such 

as on-line analytical conveniences - which traders esteem more than 

IT managers and encourage ease of use under the influence of 

importance. 

 

6. Conclusion 
 

Many industries offer similar opportunities to create a new 

market space. Examining the common definitions of who can and 

who needs to be a customer, companies can often see 

fundamentally new ways to value. Most companies are additionally 

adapted, and somewhat passive, as they develop. Whether it is the 

emergence of new technologies or the main control changes, 

managers tend to project trends themselves. They wonder where the 

law will evolve, how it will be accepted, and whether it will 

become appraisal. They are raising their own actions to keep up 

with the development of the trends they follow. 

By identifying a trend of this nature, managers can look back 

over time and ask themselves how the market would look like a 

trend is guided by its logical conclusion. Working back from this 

vision of a new value curve, they can then identify what has to be 

changed today to unlock superior value for customers. 

It is no wonder that corporate leaders in the world see the 

creation of the market as the central strategic challenge of their 

organizations in the coming decade. They understood that in a 

crowded and outcast economy, profitable growth is not sustainable 

without creating, and recreating the market. This is what enables 

small companies to become big and big companies to regenerate. 
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