Strategic Management Project Module D
The Value Chain, and Technology and Global Dimensions of Strategy

1. Pick one of your company’s most important products or services and draw the value chain as best you can.  (Note:  If your firm is not primarily a manufacturer, the value-adding activities you choose to list in the chain may be very different from those on p. 84.) In which of the activities of the value chain (both primary and secondary) do you believe your company has competitive advantage?  Are there any in which you believe it is lagging other firms? (If you don’t think your company’s business is appropriate to analyze linearly, it is ok to draw a ‘value web.’)

2. How important is intellectual property to your firm?  How well can intellectual property be protected in its industry?  What is it doing to obtain/maintain a srong intellectual property position?  Do you think it will be successful?  

3. Can you identify any dominant product/service technology or technologies used in the industry where your company has most sales?  If the answer is ‘No’, skip to the next question.  But if technology is important for your company, answer:  Are technical standards important in defining how business is done in this industry?  If so, what are they?  How were they set?  Does your firm or any other in its industry position itself to benefit from the standards?  

4. Review the discussion of “the challenge of disruptive technologies” in the packet. Disruptive technologies are technologies with very different attributes from currently standard technologies.  Typically they initially perform less well than standard technologies, so customers do not want them. But their developers can often market them to people who could not afford the standard technologies.  Can you think of any disruptive technologies that either have affected or could affect your company’s industry?  (It’s OK to say, ‘No.’) If you can, tell how your firm was positioned or is positioned to deal with them.  

A note on global strategy questions:  Below are different questions depending on whether your company is currently doing business outside the U.S. or not.  

If your company is already doing business in other countries:  

5. How responsive is your company to differences among nations?  Does it vary its product and marketing message from one country to another?  Should it?  

6. Can you tell how intense are cost pressures in international business in the industry in which your company is based? 

7. Can your company’s approach be summarized with one of the strategies on p.152 (“international,” localization, global, transnational)?  If so, which one?  Or is there a mix of these strategies?  Do you think it is the correct strategy, given cost pressures and pressures for local responsiveness?  

If your company is NOT doing business in other countries:  

4. What potential does your company have to add value to its products or services or to reduce the costs of value creation by expanding internationally?  

5. What foreign market might it enter?  What approach to that market might it take?  Do you think it should expand abroad?  

