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PR 2 2803 FARSIEarg ARofga H45 8 630 & ars £ o (Matthyssens &
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4R EMBA R BREAES 0 DA RN BT

® EEi- liR4Ax® 3w i~ (Superior Market Position): p % b & ¥FRIE A B 42
EEAD AR DEEEPDEFDI SE 2 33 A2 FEYY 5
g L A1E R -

® FE. - ! &1 (Commoditization) @ 18 AR LR A S EEE A

Ay\

&
AR CMEARFHFFAF  AAFECRE LR EZAEFHET



A SRR S - Rapdio s B EEApFEER 4 -

FeE = @ JLEFRR (Profit Squeeze) © o T RE L3R+ B 7k ~ b F B 4oyl
WMLARE  REELIPLIREENL -2 BRMASHE - 20 E3
ISR e SR I (P S R4 I

& (Redefine/Create Additional Customer

(2
1~ EATRAME F 0 E REDD B i

Commoditization

through:

1. standardization
LZ. customer experience

Superior

%arket Position

3. compelitive imitation

-

Need to create [
additional
customer value Profit Squeeze

and/or to redefine
customer value

Bl 2-1 F&i i s
L kR - Matthyssens, P., & Vandenbempt, K.(2008), ‘Moving from basic
offerings to value-added solutions: Strategies, barriers and alignment’ Industrial
Marketing Management, 37(3), P.317

B2 —l%\—"f" R ) B é"ﬂ;‘*ﬁfiwﬂ,zlkmm,ﬁﬁ, "&r"?;}—@‘%ﬁsrﬁ'

er/i8 4 5 (Robinson, Clarke-Hill, & Clarkson, 2002)#4%:£ PR 7% it (servitization) st £]:¢ £

Bt IR R o RS P & F £ d (Vandermerwe & Rada, 1988)4% ! -

Rl AR S gk S R A SRS R SRR o R

¥9 Lot Eop E o 1995(Lay & Jung Erceg, 2002) 57987 3 55 % BE om0 M PRAR
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SR VA B AFTEREFE L AR FIRAEE G s 2 A4
FoRAERE LA G RF EE S L {] - (Vargo & Lusch, 2004) B #=
TEIASFHn P L FIIE PR RIE S L R 2 B ARLAT 0 RIRGE G e B
B Ekm AARR IR PEHLE PEFRFERREEEY BT B

¥ - b fgr g E A AR B ) F F A F - (Neely, Benedettini, &
Visnjic, 2011)i& — % #-pR7% L A% > EREITfE N T AP ik

(1) A&—f#iks % CEFLRPBPERG AR5 - RS % o

(2 AdoHred M E99 2 R RPREARFER BT EE D FFY L

ERNEE R TR RN B VR Tk SIS

(B) 2% oM A Fir Y EERi AL G R EEFHHTEER

(4) BRToRRPE 1T 5 At RRT LS Ik B R IR

From a world of... To a world including...
Prodiicts Service business models are Solutions
becoming more complex
Outputs Which future business models will best enable Outcomes
firms to create and capture value through services?
Transactions Relationships
What new service and support engineering
Suppliers capabilities enable these business models? Network partners
Elements How will innovation in performance information Eco-systems

and analytics enable service business models?

Bl 2-2 & A S ALPRIH
R kR - Neely, A., Benedettini, O., & Visnjic, I. (2011). “The servitization of
manufacturing: Further evidence’, paper presented at 18the EurOMA Conference
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2004) Ft o 6 fEFAE Y R Af e CARMBITHE REE-F

% AL PRFE >3k A kR £ (Day, 2006; Galbraith, 2005) -

(Galbraith, 2005) { £ 5 % p 4 2 A STAR HEAIFEL » 12 S 3 34 T i — R0k »
BB AR OV RASY CEFBPPEY cfEPEIR g A |
oG o AR S EFEHMAAL KRB HOES s H N E B LAY
LooiR® W RERETR R EERBREEN S REER LRI REE

CERS RSHIEE B S R0 3 - = R ARA Bt S YR AL
TR BHBHE A G AR S EE AR ER A2 2B
AR E IR RATA SRS S AT R g Eindr s MR o f R R
O SAA I RPAEE B R R IR Y S U E M
AFE AL R g FinAE P BRIE AR G0 A& w pE R

ATAREE e E P FRH AR A ERARIRAASDA L] 2k
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T fle ? R4tk 73 FAAF RGOS k- TR LARS > FEAF AR PRM
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STRATEGY Goal

Main otfering
Walue creation route

Most important
customer

Priority satting basis

Fricing

STRUCTURE  Organizational
concept
Mest impartant
process

Measures

PROCESSES

REWARDS

PEOPLE Approach to

personnel

Mantal process

Sales bias

Culture

5% %o

%21 A%

= /

Product-Centric Company

Customer-Centric Company

Best product for customer
Mew products

Cutting-edge products, useful features,
new applications

Most advanced customer
Portiolio of products

Price 1o markel

Product profit centers, product reviews,
product teams

Mew product development

* Mumber of new products

« Percent of revenue from products less
than two years old

* Market share

Power to people who develop products

* Highest reward is working on next
mst challenging product

* Manage creative paople through
challengas with a deadline

Divergent thinking: How many possible

uses of this product?

(On the side of the seller in a transacticn

Mew product culture: open 1o new idaas,
axperimentation

Best salution for customer

Personalized packages of products,
service, suppor, education, consulting

Customizing for bast total solution
Mast profitable, loyal custaomer

Paortfolio of customers — customer
profitability

Price for value, risk

Customer segments, customer teams,
customer profit-and-loss

Customer relaticnship management and
zolutions development

+ Customer share of most valuable
cuslomers

+ Customer satisfaction

+ Lifetime value of a customer

= Customer retention

Power to people with in-depth knowledge
ol customear's business

* Highest rewards to relationship
managers who save the customer's
business

Convergent thinking: What combination of
products fs best for this customer?

On the side of the buyer in a transaction
Relationship management culiure:

searching for more customer needs to
satisfy

: Galbraith, J. R. (2005). ‘Designing The Customer-centric Organization:

A Guide to Strategy, Structure, and Process’. San Francisco : Jossey-Bass, P.10
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- f#(Davies & Brady, 2000a) -
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i 1960 & F

T kA N EIRARE LY E T

USSRy

S AP ¥ “‘ﬁ"‘i:}#’* M
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it I T S RS <3
GE RS e

i 1980 # % 7 BOT #-5 (2 —% &

T OREARS) - B AR BRS UEE AA#KE 0 3 1900 E R 2 F RS
Folhnglies @ BOT 454 end % > H5% T ¢ BEFR T ~ @~ T4 2358
359?]; BoAA S~ FERE BT RE S a0 CoPS(Complex Product and System) 2 %
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(Bradyetal., 2005) o pt #t » 2Lz fE X AP A FFATNFT AR EAF 0 TAL Y
B L A SERBSRS > 2 E S %9 B4 25(0liva & Kallenberg, 2003) -
1980 & imtdp vt o h @A > B- B L XD PRI BB E A E S g EH
PLEEAPCHYEER G > 35 R RPEROEAFT N R
AR A LA & 2 kdPage & Siemplenski, 1983; Paliwoda & Thomson, 1985) -
A 1990 & k12 %o é?—*ﬁ RGN SRR ST i’:—*ﬁ B E PRI P A &% i (Gadiesh
& Gilbert, 1998; Phillips et al., 1999; Wise & Baumgartner, 1999) -

Frdpes RPEA L TAR S RIFS B e L | ek L o U fRARE T R
i g & 7 F(Brady etal., 2005; Galbraith, 2002; Wise & Baumgartner, 1999) >
Rl S EREN A S RIY > AR E G RE AL R MR DF
it 0 PEA T AT A 545 8 (Hax & Wilde li, 1999) » 7 3% (£ 4F & — =L R chil ]
B HERPEEZNL fraZpl@F ANV E A2 SRFE2AHL L E-
# enff ki % (Sharma, Lucier, & Lucier, 2002)- { & Fusl & (System selling) s
£ kT 2 E A RE R~ R L - KLk i(Mattsson, 1973) o & Pt kY
EH T FREF/EAEET Y Y p e SHF g et ® i PR(Hax & Wilde
li, 1999) o i % e &> % % & > PR £ hd S48 ~ A% 8 Jeact = B
Edend s > A BE I ERHIC CARARBAENEFEEREE PIFE ) S kK

7

T ARG R ETH R AEEAB L Bt A R R B AL A

2’

MEES KR RRALARER S JFA T AP ET R 28RS A &KIR
IR B & 0 R E 1§ E (Galbraith, 2009; Sawhney, 2004; Storbacka, 2011) » # &
RABB LD FoEgd Bad 5 {228 B8 & % s & 977 1L 2 (Andrew Davies,
2006; Galbraith, 2005) = B > % sl & 22 %47 & 4p 8 2_ i > (Azimont et al., 1998)
WA EHLERE §EHBEERT 2 AT F4 D Kk 23k 5 (Davies, Brady, &
Hobday, 2007):&— % A 47> %R JRIFFB P o 5 G L L ¥ BT FRA AT -2 47
FREBIEE DB OR A NPT R h s (TR L AFRE S S BN R
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A

LR AL gD > GREHALLHUN S B e s Tz

A ¥ 2 TSRS R AR R

74-
huci
oy
s
3
;
W™}
&
w
N
4\.\
3
=
=
[
e

PR B R R KA E R A RIRRES SR B A5

LIRS HT [ B p R e N BB S XA TR 0 B M G BT

FI2-3 & Eigy mme s ima e

v

G EE K AR RLEF R (Tulietal, 2007)30 5 12 b 503 55 % U

Ho R o RN FOAT R IR S AN - T RRTSREA TR
% & (Requirements definition) -~ % % i 22 & & (Customization and integration) ~ $x *
(Deployment) ~ {3 #p & ¥ (Postdeployment support) °
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M2 R ARl e BE AR NI B G oe s kT k5T (Hax &
Wilde Ii, 1999) % £ & * 2 £ = % (total solution) | — 3 » 45 i & ¥ & & f2A-47 %

)
=

i\

R~ H 3 2RI Fo e T 2 E AL P A B E & 0 (Nordin

& Kowalkowski, 2010) i{ 31t Ericsson # i ¢ t53 g :F B f KE#-€ R E 2 2

h

» e AR B3 > % 0k 4E(You say that you have total solutions, but | am afraid
that we don’t have any total problem) = ; (Galbraith, 2002) ] #-= % iz 3§ * § F% »
& 1ok (horizontal) ~ #- & | (vertical)> % ok F 3|2 ki fHE* T LA T
4 Sun Microsystems 3 & Ji e 4 TR Ko Tt T L A FREE S LE A KR
Lt e A AR o 4o IBM A4 iRrE o 2 de ) dhe-Agency ok o IR F Y IRE
FEEL P TP oL A3 A AREART A S & a BETAE R E Ko (Miller, Hope,
Eisenstat, Foote, & Galbraith, 2002)f] i& = % fif4e if B 2= Kk » & =T 7| = 48 !
(- )% E4a% £ 4l(Value chain integration) : & 4pff % #-1§ B4} 00>
FEEG e L RERE o A1 LB GGk AR GARERE
FREAEN S RIGRL T RSN P Bl F o %R S

Bike g2 SRR VIS FAMER RFE> ST %

(= ) A &-FR3% %5 & 4] (Product-service integration) : & &8 & & p 38 B % #h 30
EET A SIS IR Aie hdk d > R AR E b g R R

REE P AL T 5 Teeiig f2ld o
(2)% & 31(Combination) : § £ % & £ @& 1} = & > & Bt fEE feeh
SR - S G BRRS hE d AN M A e

T EES e % RATEV Y AP L L E R SRREORE o

ot
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(Krishnamurthy, Johansson, & Schlissberg, 2003) ] ix % & 4% & (Degree of

£2

Integration) ~ % %l i- 42 & (Degree of Customization) f£.6 » & 4 = BE % » X %A

FLEFR > URB AP EREGOA A R BT Wit ARG
#t 4 (Galbraith, 2002) #73% J1 vk T 4|3 % 2 £-3 4|3 2494 - A3 T & LY
(None) ~ Z % (Segment) ~ # % 7 (Account) = 8% & > 3HARLAR £ NG RALR 2 ff
EHED Lo RPphePFEEARR A TEM FY LR 2236 FE 4
AARARB W A LR EOER B K A R IR & (Commercial integration) £ £ i 5E
& (Technical integration) 87 fe & =% ; B A £37 8 » FIRARE [ - b5V
BoamAZ  HRAELHEF I MR - XX R SR ag S kg Lo
BREE-JRBIET 2 FERR -BBAR- L7 PR LA SE IR BE 52
JRAFT A SRR e b AGERE > RHBREE S (M - FERF
BT o o 3EGEDFRRATRA ER BRI F YRR EIERE
B3y B BRI HEH R AT LMY - $
SRR EATH 0 BEMRINER cApF B o HUNE LA E R AL
eI i, ZREINL L REF - 7 LSRR Y A 2§ @4 RnFE
B3 f1> % &£ ¥ # A £ %25 % (Johansson, Krishnamurthy, & Schlissberg, 2003) ;
R IRS e KR 0 BT AMMRRA ~ TS ES 0  Y Bo 2 AR
PIRENE R F R R R TR w2 B 2 % - (Sawhney, 2004)

e M R RS TR R A RERB AR ERE T FH N
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Require

solutions
selling
approach
i SIEMENSONE
T —
= B i
© I
< BENTLEY accenture © BASF
OEM Solutions
| €
R
N| @ :
£ 8 (@NCR @BeLsouTH | BENIKOIY
‘é § (Point of sale (Telecom packages for (Software and services
.fo.’ E HW terminals) health care, gov't, etc.) for 4 distinct verticals)
>
]
> 4
Q / .
] [CAl Microsoft
i e [E5Office
' meal
No integration, Commercial Commercial and
single products integration technical integration

Degree of integration

Bl 2-4 B> dhbe—mEUCEFLELR
4 kR - Krishnamurthy, C., Johansson, J. E., & Schlissberg, H. E. (2003).
‘Solution Selling: Is the Pain Worth the Pain?’ McKinsey Marketing & Sales
Practice, P.3

BEN A RFALZE ARG R - ARE ¥
Biaehdd » HY Y EMAFLAELEART A TARER AR E L 15T
SeAF A AN R RS RN MM FORE o AR AT U D
@,uﬂ@@@é@@@%’%%@@g¢@%%ﬁ¥§,@%%ﬁﬁﬁ%ﬁu

TS BEE - AN N RS R R -
& i k¢ ¥R

B AR - RA R T 2R RROARRTF o 2R EE
&7 b B eniy @ 4l (Brady etal., 2005) 1 3 i w PR BT S &4 A fRA
B A Y Amat W D RET AL E R B R AT
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(=) #v& 4 » rF B (Strategic Engagement Phase) © 5 7 # AR E F K TIFEH

GRSy N S ERRE € S F TS S B L

Hoom LBEHENS R A G AR HHNF S R
REEAHILG FAEE o § s TamE o £ EF EHG AT

N

FE v kAT

(=) % & 2 i=Fg £ (Value Proposition Phase) : gt FF Be#-id- 2 = K3 &7 $HAE 2

P~ F& % (offer) & 4% 5 (bid) =iz o #2304 Z =~ G 5 cha ik 0

FREFEeREDRELT > NFRL LD AR EM R HIRG R

U645 MR RIS 0 B o S SR PR R
SREE M IR EP ARG ik

A

(=) s %ufE & pEf(Systems Integration Phase) © § & X & 37216 > { ¥ & » &

LpE s A2 %%‘H"%‘«IJ?IR'%ﬁ PR RS AR ER 0 2R B
EHTW AT B bk A S AR AR 0 R FR

e~ SRELE PR %oﬁwﬁﬁﬁg B Tl g R o doTEE S
RN L ZEFHAL S ZETF R DT e AP R—BILZRE o
¥ @ PR FE B (Operational Services Phase) @ i@ st & & chfiin™ » £ %
AETNLEEER R FAL XA FREFOFERB L F A 2

SETR RUEESS S R AL S RS R o

>
e
B A FH o LEE A KA ST R

HY G 3 tﬁﬂ—f‘:’,\,—'ﬁsj}éﬁi‘rﬁ’:f& ﬁ,]fé;fa‘;[f},bp\jw:% _{—_f@ﬁﬁ&?‘
M R R B R WA SR RS L AR S AT
Mo e st E SRR e S R G A IR 0 R F R

PAA BEROEE SR FEAER S HNR B R R RS
i

i
o
—w

g [P ~ RN
S S  min



Pre-bid activities

Customer

need Strategic
engagement
phase

Post-project Operational
activities services

phase Value Bid or offer

Proposition activities
phase

Systems
integration
phase

Project execution
activities

Bl25 f&= %52 bl

7 #L kR - Davies, A., & Hobday, M. (2005). ‘The Business of Projects: Managing
Innovation In Complex Products And Systems’. Cambridge: Cambridge University
Press, P.250

RS LpRE o (Davies, 2004){ - HE NG Z R EF L F i at O

AFERPFPRILARAEERT R B EFEP T B I A~ il

PRApehT S gt ) QI 8 B ik S st @R
E

L EEY RSP FRE RV E R EEE R By

j&#ﬁlFmrﬁﬁ”“‘“ o
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® Business consultancy

b0y oy

Systemns Operational Saervice
Manufacture integration services provision
® Financing

Bl 2-6 F AR EIRIFED
L kR - Davies, A. (2004). ‘Moving base into high-value integrated solutions:
avalue stream approach’. Industrial & Corporate Change, 13(5), P.738

w4 8§ % A Bgend %k (Davies et al., 2007)zn % & % nf—f@;?f kg o
kA KR BN A AR T A

(=) % sLp= & 75 (systems seller)
SR AMLFZRERBAEF R - FRRLEHFEDRF 0 L FEW
REF~Fegadmflza s 2EdFd 2 3 %2 PP B FELRY
PR 7+(Mattsson, 1973) » H @ ‘e S i3 o LIpA R g B EE L P
"% R4 1A &(Hannaford, 1976)» i{ ** 7 2k = 7 Fen e (74 8 >
MR A AE S HBE o BAm I TN ~ T IL A ¥ 0 3 1970 & &
SR ST AMD HARL  WERAW  PERE R AREIEXRA 1R
# % (Page & Siemplenski, 1983) o #& 5k e % Sepx B 7 - Bl 24 P IRA (THT
FAOFEPH  ASFEER NG o

(=) .5 kL& & 7 (systems integrator)

,,‘5

S

PR KR A IR o - B AR E T A ARk A

VEABEL TR AAEFRS L F o d AR RRE L T A
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|

kR b L 0 5 & EAEE A1 | E(Galbraith, 2005) o 4t #5R T 5

il

ARERLECEE R GG 2 LA i KRBT G 4 o
(Brady et al., 2005; Davies, 2004; Davies et al., 2007):% 5 - # 7 &4 2 X

rhd > L B R R MRS N A (et BT S T AR 4 ) B

¥

R ERE  plE R E R

Produce physical Design and integrate Provide services (consultancy,
components systems finance, maintenance and
operations)
Product components Systems integration Service components
¢ Systems *
seller
Component Systems Component
........................ D — ¢ 50508 0 e e teeessesccncscd)
seller integrator seller

B 2-7 BRI B LN LEE
%+ %k : Davies, A., Brady, T., & Hobday, M. (2007). ‘Organizing for solutions:

Systems seller vs. systems integrator’. Industrial Marketing Management, 36(2),
P.186

AR T CUREEE RN S R B SRR
FPER R WG EE L R2EE S FDOERAE Y P A
Tl FRERCLE A AEARITRIR S FRp LR R w o FERS
Bech s AT TR 5 AaA B kR~ AT B AT A R Kt
Mo i Bt BRI s e it T SR e S A R - ks
ﬁ%@ﬁ¢§€%°~?ﬁ FERF > A RERI TR L DR T
FeRRR D LD FAEE G AR 0 RIS KR

'E‘%’EJ/F)@]’?@}%P\’ %:';UI——‘1E_{‘T,‘E/L»:"DJ,€;

AN
Fas
&
d
E
i
™
W
ﬁ‘
¥
El
Yo Vm

TE Lo TRMEE RLADE LD W AH G sl T s
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Q.

F11990 & i ¢ P it s BoiR R ap @A B MM AE BBRFEPHFE
BRAEp AN EEERARNIAFELE > RPEH LA TEL Lo

R SRR = % S & 75 (Davies et al., 2007) -
RN PR X8 SEE X

(Kates & Galbraith, 2007) £ 212 % 2 =8 ¢ e g » U & £47 33 £ g

T
EdweRe B (g i g Cahafha W52 kY A REIRGEEEARR

3
BE R E S R e o Gidhen RAFseAr R 0 B Y — BRI TS &0

B SR RAEE o FABE [ e BAGLE TR A0t S BRINE
*
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o 7/
Nestlé IBM e Vi
/
/
Z 7/
e /
g /
e 7/
3 o “Matrix and
° // Front-Back
L
" Organizations
g ,§_ Procter & 7 9
8 .
oy § E Gamble // ® Johnson Controls
$% 3 4
?EL 5 o HR Function ® //
‘= ‘o- .
S g 3o Intensive
g g /7 ® Northwest Guaranty
o o /
>
B .
a 7 Integrators and
S Account Managers
v
€ 2
= o
z »  Customer Medium
7/
y Teams
/d Networks DeGussa @ )
/ Light
Stand-Alone Bundled Package Connected Integral System
Products Products System

Product and Service Integration
How closely products and services work together

Bl 2-8 Kz igr
%+ %k Kates, A., & Galbraith, J. R. (2007). ‘Designing Your Organization:

Using the STAR Model to Solve 5 Critical Design Challenges’. San Francisco:
John Wiley & Sons Inc, P.39

£ F AURF R REE Y AR P R EFBAIZATE S AR R T
2
v

HEfEH o SFEPT R SR B N SRS e B

i3
BEEHP Y S N7 2 b o & (Galbraith, 2005) « AE 2 P w2 R T KB ¢
%

g

ALALER * A 18 54 4] (Front-Back) s s 575 » vz B o 4 PELAT -

(Oliva & Kallenberg, 2003)% 7 g1 » & 3041 %* 35 & = FIRIET H48 ¢ oo
P e BRIREEE A4 B EE 2 A EINPAR TR LA BRI

L Wk WE S DRER PR Rk g EE 2 RS % o (Foote
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etal., 2001)5 7 IBM ~ Nokia - ABB % b 15 # 31 % Sy m S 24 A E & A &

SR g R e G R o O R AR - TR T

E
A A m Al e R £ 0 A e § F F 30 e ohigg(Galbraith, 2009)

=k
[N

Erd
_33
(ﬂd\
w
é«f

T I PRIEE A AR 0 FRGTIRARINA Y B A 2T e chie

= (front-end) ~ 5 =4 (back-end)£2 & @ $233 ~d 1+ @ T g @ e

« (Strong Center) » = f6 8 =ehd & 2 BFRP 2 7 L BT

(= )i

(

10

)

SR E m—A ST L BRI £k

RSP VAE S RARBAFEE e F A& R uA

is
SAEAPELRE  fFREAST S RBELZ S 2R NG
BT RERFE S B ART L2 L Akt s PHFIEA
% s SRR RBE S Ak o R MBI A g

2,

FEN BRSSO S E T SR )L ey

A E il EEBBES D FUEER HE AL A R BIFT RE R

e s JRECE B it AR R DR B TR D

PO s N R T R E
d 03 AR ARG PEREREY AT RE 0 2R
REEM GRAE > R A B SR E S Fady I L F 3R 5 TRiR

F G AE Y PR AFDAE R LR A G A



EOPLATAEE G RS AP AR T SRS e pF o PR
BRAELEpEend » o RF OB AG e d o fEHES K% R
LOF R~ B OFE e 15 5438 (7 enfk A & (Davies & Hobday, 2005) » 4 2%
FRARBEEPFBES G LD R FEY - T A RS
% e

Senior Management

Products Functions Custamers Regions

Bl 2-9 W {8 e B A
%4 %k Kates, A., & Galbraith, J. R. (2007). ‘Designing Your Organization:
Using the STAR Model to Solve 5 Critical Design Challenges’. San Francisco:
Jossey-Bass, P.57

';:‘# gg\'—;:u 'iﬁl‘_'\%
BAR | @b AR INE | @ AT &g ® s E i %

iV A ARG R 2R 2 E T

R EY L o
B4 | @ E[ K v | @ 2 &g ik ® ¥ R A
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R ® X fieghga S R S
@ b ivdE | My L REAL NG 1) SR N L
R AFASL (@R ARy TN X F:

FE> kR ® 2 oh IR T A 1
® LA iriis thE Sk AEY g R
TEARAE S R BIRFEL A R BT
B~ dp A SR
B 4 LR TR
R S

%+ %k :Foote, N. W., Galbraith, J., Hope, Q., & Miller, D. (2001). ‘Making solutions
the answer’. McKinsey Quarterly(3), P.89

(Miller etal., 2002)z%. 5 > = % ¢ £ & B LAFIR 723 JIF Blehi 0
FrIRs Bl 2- 25 3207 TAAHER o NIV EE A
E R (EAAER R H - F o 2 @R T BE > R E
B E L LR RABRn K o vr- RN B o [ L D
2 RB P iAo et - kB R R f o R A A ALY
T HFe F 3k FE AR R iﬁ—ﬁﬁg Voo B Posarmt o A S R v Af
@ i & FE iR {(Brady et al., 2005; Davies & Brady, 2000a) - & > % & ¥ 17 11 ¥

AEF AR EY > G e ez 2 B ES S o IBMEF X AT Ao

%
§ L HAL 0 3 I - B A

$ AR E o RAET B SR 4 L0 TR DR 2l

£
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R RS o
(Davies & Hobday, 2005) f] 2 S 2_ w0 w4k ) » = 2R/ EF FEJE L FH* H Rk

Sk PE A LR K BEE & 4 ek o i~ (Foote et al., 2001) it e

Internal units
External

Suppliers

Customer
-facing
Units

Strategic
Center

Product
units

B 2-10 fp 2 % &
%+ % k:Davies, A., & Hobday, M. (2005). The Business Of Projects: Managing

Innovation In Complex Products And Systems. Cambridge: Cambridge University
Press, P.242

(Andrew Davies, 2006, Foote et al., 2001)#-w 12 sy A& = > & KB BIFE D 7
AR oenispE ez b plgRraTgE e YR ERTALAREL £ L
FREB R RS TR BT R FIRRE RS B EREA
Hho V3B - BREFTRAVEERE > FPHFERR GOD EBE = 28 A H
P RIS RECE- A FEAET SN AREEREFEY

G eFat I NHE WIS ¥ 8 (R ¥ 8- NN SVE-F: LNy

m
E
2|
o
End
(i}
a
w5
&
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2 EX %100 E A IBM I i RE A 3 L A Hing ¥
1962 £ chE M 254 f ¥ 4ol T Fd B AL SN REB iBET D
FETEEBM» 3o ¥ BT 2011 EEEMET Faw 25 LehiE B
PAEEAEY R RS A RE D IR AT AEE > - RAZE A EH A LA
T BHELL TR ERRACEAP  FEFEEREEA R AR
T FTAX2EPMASEIRGE > T3 EEIRICE FRAAARE B F -

$ETE 60% 0 AEE S & Hok A2 & o
o8 BRAFT R4

1911 & > = 74 A3 B HFX 4 A WEF > & 8 = C-T-R(Computing
-Tabulating-Recording-Company) <t # » 1914 & B-3i-& & # (Thomas Watson Sr.)# i=
REW-BER P A F EEFH SR ¥ T30 1920 £ { % 5 International Business
Machines(IBM) » 5588 2 @ = 32 R g § o 21 £ F4 A pFd > THRIF
NP EFE -HREFELAL > T UFHEFREYOPECELE T EERA YR
AR R BT PRI - 2T ERIFE R
FHUERP AP LA EZAL AR B R Lo LR RN R E ¥
K- g R PREBEDAFLIELEF EHPIR E 2L E
PRIFPFTHRME > 2 2 00 23 5 AT S B G g o B E N IBM o i L4 g
PHRIFEER BALRBEE I ELE  EEFLES T PR 2 - ﬁ‘u—«‘i ]
HBEB > RHARDEE o | LATR AP FE QR EHBE
BB ATR R 2 R WS ERAT LG PRt a- L (%2 % > 2000)

1952 & » /|- &4 (Tomas Watson Jr.) + iz » i& {712 GM 35 ficfe chie eesg - 4
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IBM 2 & = - ;}ﬂ%ﬁiééﬂ R RSB E%HEP?E%‘«:F? v R PRAEE ME I P P

o

FHE TR e A ERE o b B4 IR T O IBM 2 L B - jdE

Foa-PEFEFIES DT > T 773 50 ®(F R4 p 340 )% =~ S/360

| %

Jodu b o rL R RIRTAME AR o ARG o gt 48 think big B PR B FCT | e he
oo g idEdiEd S R B de A S ) G TR ERINET P13 E g
REIBM AL A A B TS ~ TS FEIEET R T AR
v n (3 ey 0 1998 #) o

p70&ffsp ks IBM#ER DA A AR eE o e 2 FRH s 0 P T
Pl gens UEREH SR Ao > A I8 AA P AR bES o £
Pphrde L 18 L SIRAHCE P € 5 REF 80 & 15 UNIX B 2a2e e ~ B 4 T %
WAL LK o B BR A IBM 2R b a4 & o DRI R < A s enl - §
ES A q’g.ﬁﬁa_ M HRE B F b FEETFZE 0 MR IRFE 24
w5 1990 # 5 IBM % P ¥ - & P 2t 690 mE A e~ 4160

CHARLET iR 0 AR ERIRBF TR G 4§ TS HE

&

BE
M el B2k & @ ARk 4 o | /€ 1991 # § - F4=G TRF < 535 0 3 1993 #
FREAEE 160 R~ KB EST o - @B BER GO E R TEIEL | - RS
TREEAL P GES ) BRE R AR WD o A5 TR T4 % T F
e sk ek L3 e

IBM ch% 3% 2Lk p fLik s » 29 IBM 2B A Toen8 B » - 3§ 4 -
Bozo¥ o frd NI X A AW aEREZ R AR TEREETEL
FREP AT DR A TRA S B EB KRR LREBED Fohimd o
EYTS gt ks o B IBM AR E T Ko - LS CEO A7 (T H
BARGERRT HTHIEE IBMe £ R 2F A305 IBM il 4 § oL o e
T4 8 IBMTQ‘U‘ MIEPE o FH B R M é.ﬁ??ﬁ’}%. \ﬂlé{ﬁ??‘é%ﬁ?ﬂﬁ
H o IBMeg mEIrF A ey AR LR R G Bl gda P S L3
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A P INR S E LT ES A4 o R (PR F T E
John Akers ~ tgf gt & & ~ 1 AGF13 3] > Befe 7 2 27 A g3 |l > S iRt

F—EF4 A E 9 2R s 0 a4 AR E (Applegate, Austin, & McFarlan,

P ehpe o & 275 (Louis V. Gerstner) » »t 1993 & # + i > 5 g
IBM 224 % chgndft~ £ 34 pr i ja  ff PRI E R E 3 m TR AL R
MEREP CAEE LR A MEE SR L R A T IBM A 24T
fReOTEYP > A AP H R GG R ML A RREER R RS - BIFARE
R @A kg s DI E R F > LR - BATREELE R0 Ho
* 7

Ijjé IBM mlf/z v d - l:"'«)l'—zl"\ ﬁ f%\ W\gé_r‘r’é’;ﬁ

BHIWN A A AEHEME R iR Rl L EFRIIAT R
P E P L EEY ST R B BETRTIEAAE R P TS i g T
Mo A B AR &0 E T IBM FTpE S d PRIMAE FE i A A A - 1998 & o

2R A pHAE Fli B i R ik B 2P b mi2H bk
PHraFd AL Ry R A EP R LIRS L F AT AR o AR KX

SR G BEr o R BAE R p T Them BT L L —

=
]
&
o
=k
3
P
7‘::

B RATEH LR WA L 2 RA B R £ 2 (R 7 > 2003)

JeA ST ORBRE S RROLATRDTF IR L LY RELE
FEE S AT R S L iR B kR AL IBM B X i e R
BORPRA S ST s R R IBM PRI it g 0 B - BT IR
FEENCET s B ERF A SRS TE L IBM E =22 Oracle ~ Sun
Microsystems ~ Microsoft % #t& & %7 & i F L BEF S PHAFRT - 2R

WA B e BARRAYE S T RUE T R RS R o 5 g5 M AR R — e
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SO RMIFLIDALET M AEIBMAR L EEIBM it 7T 2 & Y HEH

PLebs F EEET B R B RO LS B A TROME-R L E S HE S K 2L Wintel
PRI BAESL P R XA PIREBE 2 550 IBM FrIE L R REPE (R
ki B EBATOAEI FDhe » A8 E 7 4@ 1) LRl e
FEFLEH Z 2 LA IBM LT R FREAT&T ) AT
EETATH 2 OEIN, L4 HiERy A& D m e T 1995 £ 7 # 114

B 5 AT 3T IBM 2R 4] 0 5 0 SS(P R E R PR oA S &) 4
F F Lotus Notes 22 # s £ Scdirdll > F B WA TREFITH > NP LT NBEFY
PRk e JRE D N ¥ F e-business ik o fRESE ST G e 1L o LB
R EZ 2 IBM s P et R F- 224 - R T XERET L
LEPIRE R A OH BRI RRPEOTHEE - R A hFAIE 4

BEA L AR R A A BYIRIE - MR T - F2ERE L

B4 ECREE (E AT A SR 2 PRAATF S o A B SR hE L 22 T 5 IBM {1998 &

EFEXL A% FEHFALEET8IT E ~ ~ EJIZE 63 RE~ - £
WAed mE (BT > 2003)

2002 & #ix crakasy ) 2% (Samuel J. Palmisano) > :2# 1 & - BB « KF &0t
EGR A AR R AP BATREE > EA BB R E - B HR
JRAA s S EFH OGN E PRSI REE S > EHITHELER
AP S TFHMFERLF - FFZIBM A AN B (AL RF Y
o o M-k SN EoR R F AT Bk o 3 E 0 5T WBAER PRARA Aot V)
T 7 A E -3 E 353 (PwC Consulting) = & 0 22 p 5 e 2 3 PR433% F* (IBM Global
Services, IGS) & # 15 & = GBS » #-RF TN ITAER 2 kL - %} 5

ERER PRI > - B3 L 2B S PEGIRIE A F - WML IBM - A f
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FTIRGE D E EEAL N (BTO) LT R 2 EIFTIRIF(ODIS) » % L2 BIE & IT &
KRHTF R AR 4 o FREL §AST G IRIRD S AR @ LG IR
1 # A & 3T HE ¥ 538 (Maney, Hamm, & O'Brien, 2011)

Alg Rk gl g basf ) 2005 ¢ ok IBM R akecigihdl
EEEENEL R PR A e 2 A AR L BT RS R E
BPRAr e 4 10~15%4 & 4 o { 32 2006 # 7 * Foreign Affairs 4] » 2 3% :T i
FEHEREEFAR > AR RIRFEE L E TR e R g EE A
PEREA NP RS THEREE o EFM R G PR LR
Lis o AT— NI L £ RS 0 87 AL B FAERE S nf
ERB - #P b Aot A4 FREEME > RS A LB &R
AECTRTE B RE A AR BRI RY o R T REAEE 1
- HE AR T ERIRIEE S o IBM g AR EAE L G 2 R
RAZP BHRME I =B n? B R )R (R kf) 297 4] (Fd
RET) A T AR IHRLE-F - L BRFTZ I NFIF R 2 ARE
Eies 2T AR FHFH - WAL HIBMATHE >+ E8RF By ict > IBM
cht i & Tt & hg S £ o d 2000 # 5137.19 &2 ) 2006 # o 41.99% (5 iz > o

2007 &) -

F2 2012 & P maniE g mE el o B4E 4 (Virginia Rometty) » & IBM iz
B Z 30 £ 0§ = 23k F ¥ PRF+%(Clobal Business Service) % & @l #4% » 1
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Intellectual
Property Products & Solutions Customers & Geography
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System Financial Financial Financial Financial
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Bl — Government — Government |- Government [— Government
ERP
— Services Partners Partners — Partners — Partners
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FFL kR - Galbraith, J. R. (2005). ‘Designing The Customer-centric Organization:
A Guide to Strategy, Structure, and Process’. San Francisco: Jossey-Bass, P.98
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P E ehE B 102005 £ H B ORE AT et P&G (40 2 &
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1998 # At (7 12005 e 8 0 4 REPAERT 4T F7 2

P&G product-multidivisional

/ structure of 1954 \

Functional organization Product erganization
h
Matrix organization
- M fu
T \ S
Functional influenee in decision making

P& matris structure
of 1987

Product influence in decision making

™ —

=

| Relative Inﬂuencn‘D

Bl 4-1 # a2 A &% P&G AL 8
%% %k : Degen, R. J. (2009). Designing matrix organizations that work: Lessons
frome the P&G case. Revista Eletronica de Estratégia & Negocios, 2(1).p.188
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EEEEE—
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 S—
I I ] ]
' R 4 ) ' ) é 3
Toilet
Foods VP S0aps and Basic Research Corpqrate
Goods VP Detergent VP Functions
\ S \ W, \ v \ J
[ I ] ]
' R 4 ) ' ) é 3
R&D Brand Manufacturing Sales
Managers
\ S \ W, \ v \ v
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Bl 4-2 U.S.% %35 8 544 (1955)

%4 %k : Procter & Gamble: Organization 2005 (A), Harvard Business School
Cases (2007), P.3
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1980 £ i~ & #p erja b P&G @ & 27 R ¥ & >
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TF UL FhekpiatE iz
PREORERERG P AR B - AR EARE A AP R
L ARG L2

LA AEBRN S RIS S AF o EENP BRI

P e B B BAE LA e Z A2 GM p FIF % FIGM @ 4 §

B K AR IR AL 3 IR PRI

LI 0 R A ATA & ATER LS T R

FoRD 2 A EREF - ENE AR BT 23k Y s e Rl AT

President, Overseas
Operations

Corporate Functions(Brussels):

Country Managers
R&D, Process Design,

Engineering, Finance, etc.

Country-Specific Functions, ( )

Managed Locally Geographic Line-
Management

-Sales, Distribution

-Marketing, Market Research

-Product Development Small Product-

-Manufacturing ,Engineering CateEone_S In

-Purchasing Country Silos

-Finance \ J

-Information Technology

-Human Resources

Bl 4-3 A 4p R gk R

T kR - Procter & Gamble: Organization 2005 (A), Harvard Business School
Cases (2007), P.4
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[ Europe President ]
Continental Categories

Brussels Corporate Functions

Europe Paper Europe Corporate Corporate Corporate
L Laundry -
Division VP o R&D Finance Mfg
Division VP
4 ™ 4 I ™) I
Germany Germany
Country Categories Detergent Fabric
GM Softener GM
|l | |
Ariel Brand Germany Germany
Country Brand Managers &Zna::enr Detergent Detergent
and Local Functions | R&D Mfg

Bl 4-4 1980 & (5 5 5 —go i 27 ] § 22

%+ %k : Procter & Gamble: Organization 2005 (A), Harvard Business School
Cases (2007), P.5
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451 w # > beauty-care 5 %] 10 # p g 600M = & 5 T7billion <73 %48 -

Global CEO Global
Categories Functions
I l I I [ |
™
Global Detergent Europe Regions Sales SYP Product Supply
Category Leader President R&D SVP o Svp
(Cincinnati) (Brussels) (Cincinnati) (Cincinnati) (Cincinnati)
1 T - T T
I I 1 1
1 1 [}
1 1 ]
| l R&D Global 1 1
! Detergent VP ! !
1 " . . 1 ]
, (Cincinnati) " \
| 1 I
! 5 EUFOPeVP Regional ! \ \
! etergent Categories ] ! !
: (Brussels) ] : :
1 —_— : ] 1
1 1 1 1
1 ] [}
i [} [ |
|  EEEE—
: Detergent it Detergent R&D Detergent Sales Detergent Product
1 Germany GM Cat y. Director, Europe Director, Europe Supply Director, Europe
=X\ (Germany) e elitdy (Brussels) (Brussels) (Brussels)
- g
| 1
]
I | i
)
Ariel Brand Detergent Sales 1
Manager Manager [=-=-="T=-=----==-=--- !
Germany Germany

Bl 4-5 ket o 8F) (274 ) 1995-1998

%+ %k : Procter & Gamble: Organization 2005 (A), Harvard Business School
Cases (2007), P.6
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Market
Development

Organizations
Beauty & Household
Grooming Care

Glohbal Business Services
Shared Services

Corporate Functions

Governance, Capability, Functional Innovation

B 4-6 P&G =7 =i
%% Kk P&G § = b

(=) 2z F Global Operations
o 3% B =5 (Market Development Organizations) i = » 77 3 & & % &3
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Customer Business
Development Leader

IT Manager Space Finance Sales Product Marketing Market
Management Manager Manager Supply Manager Research
Specialist Manager
POS data Retail Customer and Account Logistics Brand Shopper
CPFR data Shelving and Sector P&L Planning Management Understanding
EDI Merchandising  Management
Systems - Co-Marketing Business Trends
Related Cost Analysis
Reductions
Consumer
Research

B 4-7 P&G >3fAF % % B BN

%+ %% : Kumar, N. (2005). ‘The Global Retail Challenge’. Business Strategy
Review, 16(1), P.9
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Chief Executive Officer

L CFO—Vice Chairman President CQOO )
Global Beauty —j _
HR — w i Y Global Operations =
HOIr COre m
CTO — Braun == % Asia Customer
Personal Beauty = ' Business
PFS?JGUT' —_ Professional Care —— Central & Easten Development
PRl Prestige Products e Europe
Legal — Middle East & Africa =
° Global Household — %lglbh?nlart
External Fabfic Core m— Northeast Asia
Relations = | =] Team
Baby Care =
o Care m— Westem EUrope s
CIO and o W
Global Business = amily Care —— Greater Ching ===
Services RAD wd
Latin Amenca ——
Strategy = Global Health and =
Well Being MOt AMENCO m—
GMO — well Being
Feminine and HealthCare
Cral Care
Health Care

Fl4-8 P&G = aimsiif

%+ %k @ Galbraith, J. R. (2010). The Multi-Dimensional and Reconfigurable
Organization. CEO publication, 10-06(574), P.10
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Retailer's Strategy

Top Management
Agreement on Goals
of Partnership

Joint Retailer/
Manufacturer
Strategy

® Search for strategic
opportunities

Joint Retailer/
Manufacturer
Global Agreement

* Joint ownership
* Mutual objectives

Annual Action
Plans

= Country level plans
* Category plans

# Focus on joint defined in qualitative # Functional plans

Manufacturer's

customer value creation terms
Strategy  Consistency with each * Approved by both top
company's strategy managements
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%+ % & : Kumar, N. (2005). ‘The Global Retail Challenge’. Business Strategy
Review, 16(1), P.10
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