
COMPETITIVE ADVANTAGE AND VALUE CREATION

A firm uses its resources and abilities to generate a competitive advantage that at last results in superior value creation,
as illustrated in Figure 1. Figure 1: Model.

Here, your operational systems create value. Firm Infrastructure Firm infrastructure consists of a number of
activities including general strategic management, planning, finance, accounting, legal, government affairs and
quality management. Quality assurance activities ensure that direct and indirect activities meet the necessary
standards. Since procurement has the responsibility over the quality of the purchased inputs, it will probably
affect the production costs operations , inspections costs operations and eventually even the product quality. A
firm positions itself in its industry through its choice of low cost or differentiation. Technological development
â€” These activities relate to managing and processing information, as well as protecting a company's
knowledge base. It is the job of marketeers and sales agents to make sure that potential customers are aware of
the product and are seriously considering to purchase them. Discovering the core competencies of your
organisation It is important to be able to specifically and accurately identify the core competencies of your
organisation, because it is the core competencies that are almost always the precursors for creating sustained
competitive advantage. Infrastructure â€” These are a company's support systems, and the functions that allow
it to maintain daily operations. Sustained value creation through competitive advantage For an organisation to
be able to consistently deliver sustained value to its customers it must be able to design, produce and deliver
better solutions to its customers for a better price than its competitors â€” this is only possible through
embedded and inter-organisational sources of competitive advantage. Suppliers have a value chain upstream
value that create and deliver the purchased inputs. Clear communication between and coordination across
value chain activities are therefore just as important as the activities itself. A good tool to structure the entire
marketing process is the Marketing Funnel. For each of the Human Resource Management, Technology
Development and Procurement support activities, determine the subactivities that create value within each
primary activity. Examples: advertising, promotion, sales force, quoting, channel selection, channel relations
and pricing. Rather, it is a system of interdependent activities that are related by linkages within the value
chain. University of Cambridge. Your supplier relationships are a key factor in creating value here. And when
you provide more value to your customers, you build competitive advantage. Then identify the various
value-creating subactivities in your company's infrastructure. Based on this overview managers are better able
to assess where true value is created and where improvements can be made. Support Activities The second
category is support activities. The dotted lines reflect the fact that procurement, technology development and
human resource management can be associated with specific primary activities as well as support the entire
value chain. There's another link between order turnaround times, and service phone calls from frustrated
customers waiting for deliveries. Primary Activities Primary activities relate directly to the physical creation,
sale, maintenance and support of a product or service. These will generally be cross-functional in nature,
rather than specific to each primary activity.


