8.1. Collaborative strategies
on the web
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7E7 | Experience Zone

Boeing 7E7 Project — A Case Study
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7E7 | Experience Zone

Who is Building Boeing 7E7?

Mitsubishi,

Frederickaommmin.

Jacoma

eught, Fuji, .
, Kawasaki igs e

Copyright® 2002 The Boging Company.

www. newairplane.com




Collaborating to Win

Design Issues
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Supply Chain Management Customer Order Fulfillment

Project Management
Issues

Professor Jim Browne, CIMRU, NUI, Galway.
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Goals, Directions, Strategies

and Competitive Advan/tage\
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Cost/Price
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4.eTransformation
Roadmap

Supplierl

*Be the Cost Leader I

eDifferentiate
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Supplier2

Supplier3
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FeatuI%/Quality
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lApply eBusiness Model
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Q Supply Chain Model

D

5



Linking Industry Forces, Business
Strategies and eBusiness Models

Bargaining
Power of
Suppliers

Bargain ) Threat
ing Rivalry of New
Power Among Entrants

Competito

Threat of
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of
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Threat of New Entrants

Bargainin
g Power of
Suppliers

Bargain rea
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P(l)l:vger A Of New
of Competito Entrants

Buyers IS

Threat of
Substitute
S

Micheal Porter’s Five Forces

Strengthen the
barriers of entry

Value Added
Product
Differentiation
Product Bundling
CRM -Customer
Relationship Mgt
Strategic Alliances
Cost Leadership

Business Strategies
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" Market/Promote
Information flow
Gy 1], st > el
Deal swith

eHub

titors willingness to work together
 Trust relationships among the competitors in an ndustry
* A strong force against foreign competition

eBusiness Models
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Bargain
ing
Power
of
Buyers

Bargainin
g Power of
Suppliers

4 Threat
Rivalry of New
Entrants
Among
Competitors
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Threat of
Substitute
S

Micheal Porter’s Five Forces

VA Product
Differentiation /
Strategic Alliances
/Product Bundling /
Horizontal
integration /
Marketing / Price
discrimination
strategies/ Pricing
Strategies /
Targeting Niche
markets/ Customer
Relationship
Management
(CRM)/Expand
Product Line

Business Strategies
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Rivalry Among Existing Firms

i FuII-Se_[y_i_g_:e Provider Model

i Direct-to-Customer Model

1 1 | Traditional Business Model

Deal with customers
to get larger projects
Order together to get
Economies of scale

* The sellers get together through a Portal

« They Market/ Promote products collectively to a larger mkt segment
« Sellers can work on larger projects/orders as they work collectively
« Collective bulk orders give them bargaining power over suppliers

* Resources as well as profits are shared among companies

eBusiness Models
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Bargaining Power of Suppliers

Bargainin Reduce Suppliers
g Power of Monopoly or
Suppliers Strength of
Suppliers
Bargain ﬁy Threat of Product
Power CAmO'ltgt Elﬂ:;:,ts Differentiation /
o T Backward
Integration / Supply
Chain Mgt (SCM) /
qreat of Strategic Alliances /
s ePortal (for bulk
ordering)
Micheal Porter’s Five Forces Business Strategies
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University:

o Trust re p ng the competitors in an ndustry
* A strong force against foreign competition

eBusiness Models
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Bargaining Power of Buyers

Bargainn VA Product

g Power of Differenciation /

Suppliers Forward
Integration /
Marketing / Product

Bargaining ‘:uy Threat of bundling / Product
Power of Among New Development /
Buyers Competito Fntrants Strategic Alliances /

rs

Customer

t Relationship Mgt
Threat of (CRM) / Cost
Substitute Leadership / Pricing

S

Strategies / Expand
Product line

Micheal Porter’s Five Forces Business Strategies
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Order together to get
1

* The sellers get together through a Portal

« They Market/ Promote products collectively to a larger mkt segment
« Sellers can work on larger projects/orders as they work collectively
« Collective bulk orders give them bargaining power over suppliers

* Rest es as well as profits are shared among companies

eBusiness Models
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Bargaining Power of Substitutes

Deal with the threat
before it is too big to
handle (do not avoid,

Bargainin
g Power of
Suppliers

ignore or under-
estimate the threat)

Bargain mry Threat of

ing New
Power Amon.g Entrants PrOduct
of Competito . . .
s Diversification /
Buyers
Market
- Diversification
Bargaining Product Bundling /
POW?I’ Of Strategic Alliances / . ?rﬁr::;g Sizpsplsagﬁr;?r:ships and collaborations between nodes
Substltutes « The industry competitors willingness to work together

« Trust relationships among the competitors in an ndustry
* A strong force against foreign competition

Pricing Strategies

Micheal Porter’s Five Forces Business Strategies eBusiness Models
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eBusiness Goals/Strategies

Force

Business Strategies

eBusiness
Models

Threat of New
Entrants

Product Differentiation / Product Bundling / Customer Relationship
Mgt (CRM)/Strategic Alliances / Cost Leadership

Direct-to-Customer
Full Service Provider

ePortal / eRegion

Rivalry among
existing Firms

Product (Value-added) Differentiation / Strategic Alliances /Product
Bundling / Horizontal integration / Marketing / Price discrimination
strategies/ Pricing Strategies / Targeting Niche markets/ Customer
Relationship Management (CRM)/Expand Product Line

eAuction Model

Full Service Provider
EPortal

Supply Chain Model
Direct-to-cust. Model

Threat of Product Diversification / Market Diversification Full Service Provider
Substitutes Product Bundling / Strategic Alliances / Pricing Strategies ePortal / eRegion
Bargaining Power | Product Differentiation / Backward Integration / Supply Chain Mgt Supply Chain Model

of Suppliers (SCM) / Strategic Alliances / ePortal (for bulk ordering) EPortal /eRegion

Bargaining Power
of Buyers

Product (Value Added) Differentiation / Forward Integration /
Marketing / Product bundling / Product Development / Strategic
Alliances / Customer Relationship Mgt (CRM) / Cost Leadership /
Pricing Strategies / Expand Product line

Direct-to-customer
Full Service Provider

EPortal /eAuctioneer
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Conclusion

« eBusiness Transformation needs proper
business strategies and models to gain the
competitive advantage

 Issues need to be looked at on building
Trust relationships with Strategic Partners
as well as Customers
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