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Chapter 2

(Operations & Supply Strategy)

e Strategy involves a long—term process that must foster inevitable
change.(p.39)
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iIssue : Where, How, When to compete



(1) Corporate strategy (focus : survival)
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(2) Business strategy (focus : distinctive competence)
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« Michael Porter2l 3 generic competitive strategies

(1 cost leadership strategy I & ) price leadership

(2 differentiation strategy (ir 45&@ 2f) : product differentiation

3 focus strategy (& =3t& ) . focus toward particular
customer (market focus)



(3) F nctional strategy
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(3 operations strategy (focus: competitive priority) :
Q,C,D,F S0l EHa ACHA HI=0| 2F % 1D, 0l2st 280t

HEF=20 -2 M 012 ~=t=s== dlu SE&otd], Ol

et MRl 2dA2s =4 & MHE

i T



<2> Management system structure(2122| J|S32X)

(1) Functional division
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(2) Hierarchical division
(D strategy — strategic decision
(2 tactics — tactical decision
(@ operation — operational decision



[0

<3> MAOl AM XA (Competitive Dimensions, pp. 40-44)
(1) Distinctive competence : & A0 UHA XN BIH S UL
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* Competitive dimensions

(1 Cost or Price

(2 Quality

3@ Delivery speed

@ Delivery reliability

(5 Coping with changes in demand

® Flexibility and new product introduction speed

@ Other product—specific criteria
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(2) Dealing with trade-offs : 29 AXt= A3t ({® X ED} J|¥ol A
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(3) Order Qualifiers and Winners (p.43)

- Order qualifiers - They are the basic criteria that permit the firms
products to be considered as candidates for

purchase by customers.
- Order winners - They are the criteria that differentiates the

products and services of one firm from another.

(4) Steps in Developing a Manufacturing Strategy

Step 1) Segment the market according to the product group.
Step 2) |dentify product requirements, demand patterns, and profit

margins of each group.
Step 3) Determine order qualifiers and winners for each group.

Step 4) Convert order winners into specific performance requirements.



MANUFACTURING

REQUIREMENTS

DIFFERENCES Probuct Grour 1 Propuct GROUP 2

Products Standard medical equipment Electronic measuring devices

Customers Hospitals/clinics Medical and other OEMs

Product specs Not high-tech, but periodic updates  Varies; some high specs and
others less so

Product range Narrow—4 variants Wide; many types and variants;
some customization

Design changes Infrequent Continuous process

Delivery Customer lead time important—ship ~ On-time delivery important

directly from stock on hand

Quality Conformance/reliability Performance/conformance

Demand variation Financial year—related but predictable  Lumpy and unpredictable

Volume/line High Medium to low

Margins Low Low to very high




EXTERNAL PERFORMAMNCE

DIMENSIONS

Order winners Price Product specification
Product reliability Product range

Qualifiers Delivery lead time Delivery dependability
Product specification Delivery lead time
Quality conformance Price

MAIN OPERATIONS Cost New product flexibility

PERFORMANCE Quality Range flexibility

DIMENSIONS Dependability

SOURCE: N, SLACK, THE MANUFACTURING ADVANTAGE [LONDON: MAMAGEMENT BOOKS 2000 LTD,, 19G2), PP. 1415,




<4> Corporate Strategy Design Process

(1) Kaplan and Norton's Generic Strategy Map

Strategy Map What it i= about!

| Financial Perspective | Improve Shareholder Walue
' | |

| Customer Perspective | Customer YWalue Proposition
n !

| Internal Parspactive | Build-Increase-Achieave
AL L1

| Learning and Growth Ferspective A Motivated and Prepaned
. Workfhoroces




(2) BSCY &4

.BSC(Balanced Scorecard) : X&!9| visionlt BE=2EE 2
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(@) CSF(Critical Success Factor) : MeSHE 2H6I)|/AS MEX
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3 KPI(Key Performance Indicator) : CSFE R M &2 =&

@ ST (Target) : H2F HE0f oo HAE KPIZ SEX
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2H CSF KPI Target Initiative
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