
Technology and Systems (megatrend – impactful technology) 

• A system’s view of business 
o System – a set of interacting components that form an integrated whole. It 

has: 
▪ A boundary (defines scope of organisation) 
▪ Can form a hierarchy (part of a larger system – different parts work 

together to produce a greater function) 
▪ A structure (parts are all related, work towards a common goal, sub-

systems) 
▪ Processes (input → throughout (adding value) → output) 

o Business Process (BP) – structured network of activities supported by 
resources and information that interact to achieve some business goal 

▪ Activity system is a whole network of business processes 
▪ Database – present one version of the truth to all the other parts of 

the business process (business processes talking to each other) 
▪ Characteristics 

• Complete (all necessary activities to achieve the goal are 
included) 

• Minimal (doesn’t have unnecessary activities that don’t add 
value) 

• Well-structured (logical sequence) 

• Embedded (connected and interact with other business 
processes) 

▪ Good business processes should increase effectiveness (value-driven - 
customer) and increase efficiency (cost-driven - company) 

o Information System – made up of IT (Hardware + Software + Data) + 
Procedures + People 

▪ E.g. Business system in Ikea: Computer + Internet/Website + 
Stock/Available Products + Delivering furniture to where it must go + 
Buying and using items 

• Building the business system 
o Business System = Activity System + Information System 
o Cross functional processes – different parts of the business have to 

communicate to create the product (see diagram) 
 
 
 
 
 
 
 
 

o BP Management – people who design and continously improve the system 
▪ Business executed by

> Business Processes managed by
> Business Process 

Management 
o BP Improvement logic: small improvement x high repetition rate = big cost 

savings 



▪ E.g. airline web/self check-in means don’t have to pay employees 
o Limitations – doesn’t give a complete picture of the organisation, everything 

within the organisation doesn’t happen within the BP, not all aspect of a 
business can be structure through the BP 

• A social system’s view 

Structured (machine) Unstructured (collaborating in teams) 

Business system (planned) System’s view Social system (emergent) 

Scientific management (separate doing 
from thinking) 

Paradigm Human relations (personable) 

Rational, maximize gain, minimise losses Nature of People 
Bounded-rationality, social 
acceptance and influence 

Control, govern, monitor Role of Management Empower, facilitate, hands-off 

Quality, cost optimisation (exploitation) Goals Innovation, learning (exploration) 

Info storage, analysis and processing Role of Info System Knowledge sharing and creation 

 

• Digital business disruption 
o E.g. big data, robotics, machine learning, social media 

 
 

 

• Hambrick and Frederickson’s (2001) Framework 
o Framework identifies issues and addresses the question of what pursuing a 

global strategy means. There are 3 parts to it: 
1. Putting strategy in its place – strategy development process 

 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

2. Strategic diamond (5 essential elements of strategy) 

Your Mission 

-Fundamental 
purpose 
-Values & vision 

Your Objectives 

- Specific targets 

Supporting 
organizational 
arrangements 
- Structure 
- Process 
- Symbols 
- Rewards 
- People 
- activities 

Strategic analysis 
-Industry analysis 
-Trends 
-Environment 
-Competitors 
-Internal (SW)OT and resources 

your Strategy 

(holding this all 
together!) 



▪ Goal of the diamond: create a comprehensive strategy, with carefully 
preparing and considering all the elements and how they align with 
and support each other 

 

Arenas Vehicles Differentiators Staging Economic Logistics 

Where will we be 
active? (think about 
product categories, 
market segments, 
geographic areas, 
core technologies) 

How will we get 
there? (think about 

internal 
development, joint 

ventures, acquisition, 
licensing, franchising) 

How will we win the 
marketplace? (think 
about image, price, 

customisation, 
styling, reliability, 

quality) 

What will be our 
speed and sequence 

of moves? (think 
about speed of 

expansion, 
initiatives, equipped 

to scale up?) 

How will we obtain 
our returns? (think 
about economies of 

scale, scope, 
premium prices due 

to unmatchable 
services) 

▪ Limitations/critiques – feedback loops and 
revision aren’t embedded in the model, can only 
produce a snapshot (not the full picture) which is 
bad cause strategy must evolve and be dynamic as 
the environment evolves, can lead to excessive 
rigidity, must think about lifetime of strategy (this 
is industry dependent) 

 

3. Feedback loops and performance development 
▪ Must have this built into the strategy itself (not 

enough to measure it at the end) 
▪ Must purposely create process for evaluation 
▪ Need to know what to do if strategy isn’t working properly (cause 

sometimes you get it wrong) 
▪ Be aware of the ‘sunk cost fallacy’ – even if you’ve invested in an idea, 

if it’s not working just cut the losses and move on 
▪ Be wary of ‘outcome bias’ (don’t say the strategy was ok just because 

it turned out fine in the end) 
▪ Post-performance shouldn’t be used as an indicator for future 

performance (things go out of date quickly) 
▪ Strategy isn’t static  
▪ Testing the quality of the strategy – does it fit it with the 

environment, does it exploit key resources, can you sustain 
competitive advantage, are the elements internally consistent, do you 
have enough resources, is it implementable 

 
Entrepreneurship v. Intrapreneurship (megatrend – empowering individuals) 

• Intrapreneur – an employee within a large company (e.g. Google) who takes direct 
responsibility for turning an idea into a profitable new product, service, business, 
etc. often instead of leaving to start their own company (this is how Google Earth 
and Google Chrome were created) 

o Employees are encouraged to do this cause of employee satisfaction and if 
they are satisfied they will then be more engaged and productive 

• Entrepreneur – someone who starts their own business, especially when this 
involves seeing a new opportunity 



o Who are entrepreneurs? In what context do they operate (incubator)? Could 
we all be entrepreneurial (practically but also philosophically)? 

o Essential part: new entry which could be via new/established markets or with 
new/existing g/s “new entry is the act of launching a new venture, either by a 
start-up firm, through an existing firm, or via ‘internal corporate venturing’” 
(Lumpking & Dess, 1996) 

o Entrepreneur is the innovator who implements change within markets 
through the carrying out of new combinations which can take several forms: 

▪ introduction of a new good or quality thereof,  
▪ introduction of a new method of production,  
▪ opening of a new market,  
▪ conquest of a new source of supply of new materials or parts,  
▪ the carrying out of the new organization of any industry  

o entrepreneurs attempt to predict and act upon change within markets. They 
bear the uncertainty of market dynamics 

o entrepreneurial activity is the pursuit of opportunity beyond tangible 
resources currently controlled (Stevenson in Eisenmann, 2013) 

o Key themes: opportunity identification & exploitation, new market entry, 
change & creations of a ‘newness’, risk & uncertainty, creativity & innovation, 
human behaviour 

o Critiques – where does positive social change and health and happiness fit 
in?, Why is starting your own business more prestigious than working for an 
existing company?, Entrepreneurs are often mythicized, idealized and 
heroified 

▪ But remember, every culture/organisation has values and heroes are 
just models of those values 

• Operation Effectiveness (OE) – performing similar activities better than rivals 
perform them (Porter says doing things better is not enough to start a business, you 
need to have a strategy) 

o Porter (1998) argues that the supplanting of strategy has resulted in zero-
sum competition, static or declining prices, and pressures on costs  

• Strategic positioning – performing different activities from rivals, or performing 
similar activities in different ways 

 

Forming the 
Entrepreneurial 

Vision 

Capturing 
the 

Opportunity 

Initiating the 
Business 

Fashioning 
the 

Opportunity 

Managing the 
Entrepreneurial 

Process 

Entrepreneurial Process – Opportunity Environment 

Regeneration 

Regeneration Regeneration Regeneration 



But in reality, opportunities have a natural life cycle and business are continually fighting to 
innovate and re-invent themselves 

• Business Model Canvas (BMC) 
o A concept that allows you to describe and think through the business model 

of your organisation, your competitors, or any enterprise. It offers a great 
deal of utility for those in the process of creating a business 

o A business model describes the rationale of how an organisation creates, 
delivers and captures value 

 
 
 
 
 
 
 
 
 
 

o Customer Segments - defines the different groups of people or organizations 
an enterprise aims to reach and serve 

▪ Customer groups represent separate segments if: their needs require 
and justify a distinct offer, they are reached through different 
Distribution Channels, they require different types of relationships, 
they have substantially different profit abilities, they are willing to pay 
for different aspects of the offer 

▪ Organisations must make conscious decisions about which segments 
to serve and which to ignore 

o Value Propositions (VP) – describes the bundle of products and services that 
create value for a specific Customer Segment 

▪ Why customers turn to one company over another 
▪ Elements from the non-exhaustive list can contribute to value 

creation: newness, performance, customization, getting the job done, 
design, brand/status, price, cost reduction, risk reduction, 
accessibility, convenience/usability 

o Channels – describes how a company communicates with and reaches its 
Customer Segments to deliver a Value Proposition 

 


