
1

Synopsis: Identification of growth paths

Siegle, Hu & Partners International
Hamburg Office
May 2005



2
SIEGLE, HU & PARTNERS INTERNATIONAL

2. New Value Chain 

1. New Geographies
3. New Business

5. New Customer 
Segments

4. New Products
6. New Channels

Americas
Gr. ChinaJapan/Korea

Forward integr.

Backw. integr.

Sell resources

New-to-world

New substitutes

New models

New-to-world

Complements
Support services

Next generation

SEA

Micro segmentation

New segments

Value for money

Un-penetrate segm.

E-commerce

IT sales support

Indirect / direct

New distributors

Generation of future growth – the options
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Alongside The and Core Competencies:
Different Growth Strategies

1. New Geographical Markets

2. New Value Chain Elements

3. New Sales Channels

4. New Products

5. New Customer Segments

6. New Business

Growth in Core Business - Different Paths

International
Parters / Target

Companies
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West Europe

Eastern Europe

Americas

Asia

...

1. New
Geographical
Markets

New
Resources

Adding
Market Share

New
Brands

New
Technologies &
Designs

...

2. New
Partners &
Value Chain

E-commerce

E-/IT
Sales
Support

New
Distributors /
Retailers

Direct /
Indirect Sales

....

3. New
Sales
Channels

Extension
Product
Range

Next
Generation
Product

New-to-world
Innovation

Product
Complement

Support
Services

...

4. New
Products

Unpenetrated
Segments

New
Definition
Segmentation

Micro
Segmentation

Value For
Money
Products

....

5. New
Customer
Segments

New-to-world

New
Substitutes

New Business
Model

....

6. New
Business

Growth in Core Business - Different Paths
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