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1. Strategy Meaning?
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2. Key Components of Strategy
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Business Strategy = Competitive Strategy
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Supply Chain competitive Strategy
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Supply Chain Competitive Strategy
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1- Cost Leadership
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2- Differentiation
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3- Focus
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Examples of Competitive Advantage

Ordliall e pa1ds Q) sl Hlgell ] Jsae 5]l

(859=>) 8,2 Lall dlasn]!

L3 (3laer 2850

(Samsung) aSdell dauwdl 9l Busazd) b o) S ) Jguo gl
(OPPO, Huawei,..) 4afs 8L ol puisas e 84
(Apple) ylil ddall 8y gue (Ao Byl

oy Jas] — dbgae Fohxl g

aogalsl

y-o-<l



Jon)l Bgwn (§ A izl 8310l
Competitive Advantage in the Marketplace
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Supply Chain Competitive Strategy
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4- Supply Chain Strategy (Slogan, Goal)
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4- Supply Chain Strategy (Slogan, Goal)
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Examples of supply chain competitive strategy
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Framework — Walmart as an example
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Framework — Walmart as an example
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Product development Strategy
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Big Ideas

Opponents of patent-overhaul legislation say it would give advantages
to foreign entities, which already get nearly half of all U.S. patents

U.5. patents granted by origin Companies with the most U.S.
patent grants in 2006

1996 98 2000 '02 ‘04 08

Hate: Data are for utility patents only {patents for inventiens)
Source; U5, Patent and Trademark Office
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Achieving Strategic Fit
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Strategic Fit
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How is Strategic Fit Achieved?
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Fitting the SC to the customer or vice versa?
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Step 1: Understanding the Customer
& Supply Chain Uncertainty
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Step 1: Understanding the Customer
& Supply Chain Uncertainty
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Step 1: Understanding the Customer
& Supply Chain Uncertainty
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Contributors to Implied Demand Uncertainty
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Step 2: Understand the Supply Chain
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Step 2: Understand the Supply Chain
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Understanding the Supply Chain

Cost-Responsiveness Tradeoff

Responsiveness (in time, high service level and product variety)
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Step 3: Achieving Strategic Fit
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Step 3: Achieving Strategic Fit
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Example: launching a new Car type
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Step 3: Achieving Strategic Fit
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e Efficient supply chain (national post office) Vs. Responsive supply chain (DHL)
* Hyundai Vs. Mercedes Benz (check BS & SCS)
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Considerations for Supply Chain Drivers
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Loosing the strategic fit: Webvan
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Example: Walmart Strategic Fit
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Example: Walmart Strategic Fit
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