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Tools of the Trade

- Conventional vs New Economy
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job. Much as hammers are effec-
tive tools for driving nails but
poor at trimming hedges, differ-
ent management tools proved
both more and less useful at
achieving different goals.

[ools generating the most sat
istaction for achieving financial
results (the number one priority
of 60% of respondents) included
market disruption analysis, share-
holder value analysis and pay-
for-performance, Tools best al
BErowing customer aquity in-
cluded customer satisfaclion
measurement, customer segmen

tation and total quality manage

ment. To improve competitive po

sitioning, those surveved
viouched .*:H'l'-:l!'|‘-|'|!'._'|[|,' venturing,
market disruption analysis and
scenario planning

[o grow long-term perfor-

mance capabilities, spondents

rhiest satisfaction with

~'\|‘n---n!
scenario planning, corporate ven-
turing and growth strategies, And

tor bolster integration efforts across

an opmamsation, executives vobed
for market disruption analysis, ac-
tivity-based management and bal-
anced scorecard.

And BEnally, only 35"% of respon
dents thought today s market lead-
ers will still be leaders 5 yvears from
now, By this score, turbulence is
poised to become the steady state
of business, and executives will
need all the sound, navigational

equipment they can muster. g
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Economic Bulletin » Seplember 2060 ]

facts about management

Survey -
Background

Bain & Company lawnched

a research project to gather

tools, and to track their
use over a few
years. The ob-
fective was
and continnes
to be to provide managers with the
information they need to identify, select, implement and integrate
the tools that will improve bottom line results.

For the recent survey, Bain receroed 451 comnpleted swroeys from
executives in 22 countries, The respondents represent a full range of
tndustries, company sizes and financial returns. Bain also conducted
personal follow-up interviews to further probe the circimstances
under wiich tools are most likely to produce desived results,

For the survey, Bain focused on 25 of the most popular tools

amd techniques:

Activity-based management
Balanced scorecard
Benclonarking
Core competencies
Corparate venturing
Customer r:'.l‘nh':l.l:_-i.frr'p nianagenent
Crstomer satisfaction measurement
Customer segmentation
Cycle time reduction
Geroteth strafegies
Knoweledge management
Murket disruption
Merger integration teams
Mission and vision statements
One-to-one marketing
Qutsonrcing
Pay-for-perforimance
Real options analysis
Reengineering
Scenario plauning
Shareholder value analysis
Strategic alliances
Strategic planning
Supply chain integration

Total quality management



