Chapter 1

Sense and respond perspective

· Approach to strategic thinking that was intuitive, actionable, and easy to implement

· Made companies focus on listening in a new manner to customers to reduce the high levels of uncertainty

· Shortcomings:

· Reactive approach for incremental competitive moves.  Always in response to customer

· More appropriate for traditional offline companies defending against Internet entrants

Strategy as simple rules

· What process should we follow?  (Focuses on org. process within internal environment)
· Simple rules are created to recognize patterns and make decisions (predictions)

Positioning approach:  Where should we be? (Emphasis external environment)
Resources approach:  What should we be?  (Emphasis internal environment) 
Customization

· Customized content (push or pull) affects the evolution of consumer behavior

Interactivity

· Puts consumer in control

Emergent strategy:  The strategy that a firm hopes to achieve in a certain timeframe

· Comes from executives on the front lines

The four infrastructures:

· Technology infrastructures:  foundation of the system

· Capital infrastructure:  Everything from finding managers to building the business plan.  Funding for the venture

· Media infrastructure:  E-commerce managers are now publishers of digital content

· Public policy infrastructure:  

Chapter 3
Value chain:  discrete collection of individual and organizational activities that work together to create and deliver customer benefits via products or services

Value systems:  an interconnection of processes and activities within and among firms that creates benefits for intermediaries and end-consumers

Trapped value:  Includes creating more efficient markets, creating more efficient value systems, enabling ease of access, and disrupting current pricing power

Creating more efficient markets:  lowering search and transaction costs

Creating more efficient value systems:  Compressing or eliminating steps in the value system -> greater efficiency

Disrupting current pricing power:  Consumers gain a portion of the vendor’s margin with more knowledge

New-to-the-World Value

Customize offerings:  i.e. my yahoo

Radically extend reach and access:  Extend reach of vendors
Build community:  

Enable collaboration:  shared secure project workspaces

Value creation:

Horizontal vs. Vertical plays
Framework for market opportunity analysis

1. Identify the unmet and/or underserved customer need

a. Opportunity nucleus:  Set of unmet or underserved needs

2. Identify the specific customers a company will pursue

a. Actionable and Meaningful segmentation

3. Assess advantage relative to competition

a. Two types of advantages: cost leadership and differentiation

4. Assess the company’s resources to deliver the offering

5. Assess the market readiness of the technology

6. Specify the opportunity in concrete terms

7. Assess opportunity attractiveness

Revolves around customers, company, technology and competition

