Strategic Management and Competitive Advantage

Chapter 2.

Evaluating Firm’s External Environment
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HE S A
(fragmented industry)
RAISHE A
(emerging industry)
Mt AreS
(mature industry)
2| B[St A

(declining industry)

« =2} 3} (consolidation)

o ME 7| 22| (first-mover advantage)

o M| & 7| M (refinement) 37 o4 M (process innovation)

o MH|A & 3EAF(investment)

2} (harvest)

« 2| 4! (leadership) T2
« E M A|ZH(niche) & = (divestment)
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o % (nontariff trade barriers)

o LI 7}H 7| 2| (multinational opportunities)
o M|A|™ 7|2](global opportunities)

« X=71™ 7|g|(transnational opportunities)
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