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Learn from others



Beverages consumed per American
in 2004
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Net profit

Equity

• Margins

• Efficient use of assets

• Capital structure

Efficiency of use of owner’s 
capital invested

or

Return on Equity



Return on Equity
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Why is Coke so successful? 
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• Branding
– Coke…?

Why is Coke so successful? 



Why is Coke so successful? 

Lack of competition?



Competitive Positioning
Why is Coke so successful and what can we learn?
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1. Create demand-led premium positioning for 
New Zealand venison

Venison Industry Strategic Intent



Competitive Positioning
Why is Coke so successful and what can we learn?
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Forms a view of the future –
sets strategy to be consistent with it

Why is Coke so successful? 



Form a view of the future: venison
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46% of surveyed 
chefs use would 

venison in Spring if 
of value to them

13% of surveyed 
chefs use venison in 

Spring

Long term sustainable returns: decrease volatility



The deer is a Chinese symbol for 
prosperity and longevity.

The word deer lù has a similar tone 
and pronunciation to prosperity.
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others

Suppliers Buyers

New 
entrants

Substitutes

Five Forces at Work
Carbonated Soft Drinks

Target audiences

Distribution channels

Brand loyalty



CEO of Pepsico:

“The warfare must be described as a continuing battle 
without blood. Without Coke, Pepsi would have a 
tough time being an original and lively 
competitor…if Coca-cola didn’t exist, we’d pray for 
someone to invent them. And on the other side of 
the fence, I’m sure the folks at Coke would say the 
same thing”.

Why is Coke so successful? 
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Suppliers Producers Buyers

New 
entrant

Substitutes

Five Forces at Work
New Zealand venison industry

* Footnote
Source: Source

Processors



20

Suppliers Buyers

New 
entrant

Substitutes

Five Forces at Work
New Zealand venison industry

NZ Producer-Processor/Marketer
NZ Producer-Processor/Marketer
NZ Producer-Processor/Marketer
NZ Producer-Processor/Marketer

Competition Competition Competition

NZ Producer-Processor/Marketer
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ProducersSuppliers Buyers

New 
entrants

Substitutes

Five Forces at Work
New Zealand velvet industry

Buyers







How we see ourselves makes a 
big difference to our future


