


Ducati case
MARKET OVERVIEW
What’s Ducati’s scope?
1. Geographic: US (20%) & EU (50%)
2. Customer: Young (30y)
a. Customer specification focus
= binnen 1 klantengroep, verschillende producten
3. Product: heavy sport motorcycles (night) & experience – racing track
 Harley very different experience
 WTP for motorcycle can come before WTP car, not just transportation (A  B)!

 All scopes together consistent story

How does Ducati create value?
Value = WTP – costs 
· demand curve, can rise by brand management
· WTP rises: tangible
· New products (R&D)
· Faster on market
· Outsourcing
· Quality rises
· WTP rises: intangible: 
· Community, museum, experience, ….
· Costs lower
· Outsourcing policy 
· Focus on core/engine
· Scale

 How does Ducati capture value?
= offering different customers, different packages
 Apparel, accessories,…
 Not price/volume strategy

Value created = (WTP – P) + (P – costs)
Customer = WTP – P
Ducati = P – costs

 Didn’t go for high P, but * cheaper entry models
= acquisition model, ervan uitgaande dat ze later duurder model kopen 
= NPV rises

Margin vs. Volume strategy

Enterprise value
= depends both on margins & units
= Ducati doesn’t increase margins, but strong unit growth! 


What problems does Ducati face? What would you do about them? Which problem is really strategic?
1. Headquarters US
a. New management
2. Product discontinuity 
a. 998  999
b. Design failed
c. Know customer! (customer survey)
3. Exchange rate
a. Cannot be changed
b. Solve by hedging 
i. Financial hedging
ii. Operational hedging
= costs of D. all in euros (plants in EU)
= makes motorcycle in US very expensive
= Outsource something to avoid euro
= buy inputs in $
4. Competition
= environment change
e.g. Japan (new models, cheaper)
a. Can we compete with them? Not on costs
b. Cut out entry models, since they don’t make money anymore (customers go to Japanese models)
c. Figure out growth options bc growth was cut

What options does Ducati have to grow?
 Change scope!
1. Products
= Innovation, R&D, investment
= new products
 Competing on costs not possible against Jap
2. Geography
= New markets BRIC
3. Customers
= Female motorcycles
= growing market

 Let community decide: problem = new product doesn’t have community yet

Competitive advantage Ducati
View 1.
 Character of the brand (design, 5 motor elements, the intangibles)
 Create new motorcycle & tribe with tangibles & INtangibles!

View 2.
 Product is best
 Go to new markets would be preferred

Industry value system
= all elements balanced (scope, activities, resources, capabilities & bs model)
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