· Information systems project goals:
· Reduce costs/ improve productivity
· Improve customer satisfaction/loyalty
· Create a competitive advantage
· Generate growth
· Streamline supply chain
· Global expansion
· Functional areas are interdependent (eg sales must reply on information from operations to understand inventory, place orders, calculate transportation costs, and gain insight into product availability based on production schedules
· Every department (functional area) must work together to share common info and not work in isolation. 
· Information systems = computer-based tools hat people use to work with information and that support the information and information-processing needs of an organization. 
· Information technology = the acquisition, processing, storage, dissemination of vocal, pictorial, textual, and numerical info by a microelectronics-based combination of computing and telecommunications 
· Management information systems = the fn that plans for, develops, implements and maintains IT hardware, software, applications that ppl use to support the goals of an organization 
· Data= raw facts that describe the characteristics of an obj or event
· Eg characteristics for a sales event: date, item number, item description, quantity ordered, customer name, shipping details
· Information = data converted into a meaningful and useful context
· Eg information from sales events: best-selling item, worst-selling item, best customer, worst customer
· Information becomes knowledge when information can be acted upon. 
· Knowledge = actionable information 
· Information systems help display and manage data, turn data info information and generate knowledge for decision-making purposes 
· Information systems can enable an organization to increase efficiency in manufacturing, retain key customers, seek out new sources of supply, introduce effective financial management.
· The key resources- ppl, processes, + information systems (in that order of priority)- are inextricably linked and are essential for the creation of information. If one fails, all fail. 

1.2
· Competitive advantage = a product/service that an organization’s customers place a greater value on than similar offerings from a competitor. 
· Temporary since competitors seek ways to dulicate comepttive advantage
· First-mover advantage = when an organization is the first to market with a competitive advantage// Organization can significantly impact its market share by being first to marketing with a competitive advantage.
· [bookmark: _GoBack]Environmental scanning = the acquisition and analysis of events and trends in the environment external to an organization.
· Eg Frito-Lay, a premier provider of snack foods does not sent its representatives into grocery stores to stock shelves; they carry handheld computers and record the product offerings, inventory, and even the product locations of their competitors. Frito-Lay uses this info to gain business intelligence on everything from how well competing products are selling to the strategic placement of its own products
· Organizations use 3 tools to analyze and develop competitive advantages: 5 forces model, 3 generic strategies, value chain analysis 
· 5 forces model aids organizations facing the challenging decision of entering a new industry/ industry segment. Determines relative attractiveness of an industry 
· Buyer power
· High: buyers have many choices of whom to buy from 
· To reduce buyer power, an organization  makes it more attractive for customers to buy from it instead of its competition-> eg using loyalty programs (reward customers based on amt of business they do with a particular organization)
· Travel industry uses frequent-flyer programs for airlines and frequent-guest programs for hotels. Rewards travelers receive (free airline tickets, upgrades, hotel stays) thus become more loyal to business.  
· Supplier power
· High: buyers have few choices to buy from 
· Business-to-business marketplace= an internet-based service that brings together many buyers + sellers
· Private exchange = a B2B marketplace in which a single buyer posts its needs and then opens the bidding to any supplier who cares to bid. Increasingly lower bids are solicited from organizations willing to supply the desired product/service at an increasingly lower price. As bids get lower, more suppliers drop out of auction. Organization with lowest bid wins. <- reduce supplier power
· Threat of substitute products or services. 
· High: many alternatives to product/service 
· Switching costs= costs that can make customers relucatant to switch to another product/service.
· Eg  customers that buy from Amazon.ca overtime will develop a profile of their shopping + purchasing habits, enabling it to offer products tailored to a particular customer. If customer decides to shop elsewhere, there is an associated switching cost because new site will not have the profile of the customer’s past purchases.-> reduced threat of substitute products/services by creating a ‘cost’ to the consumer to switch to another online retailer
· Eg cell phone providers offer customers free phones/ unlimited minutes if they sign a ½ yr contract. Switching cost-> pay a penalty for breaking contract if decide to change providers, losing actual cellphone number. 
· Eliminating switching cost creates a greater threat of substitute products/ services for the supplier. customer gains more power. 
· Threat of new entrants
· High: Easy for competitors to enter market, low entry barriers to entering a market
· Entry barrier -> a product/service feature that customers have come to expect from organizations in a particular industry and must be offered by an entering organization to compete and survive. 
· Eg a new bank must offer customers ATm use, online bill payment, account monitoring <- significant barriers to entering banking market. 
· Rivalry among existing competitors 
· High: competition is fierce in a market
· 3 generic strategies -> strategy for entering the new market
· 1) broad cost leadership
· 2) broad differentiation
· 3) focused strategy
· Broad strategies reach a large market segment. Focused strategies target a niche market, + concentrates on either cost leadership or differentiation. 
· Value chain analysis plays a huge role in strategy execution (understand, accept business strategy).
· Business strategies for each segment created by combining porter’s 5 forces and 3 generic strategies
	
	
	
	

	Industry force
	Cost leadership
	Differentiation
	Focused

	Entry barriers
	Ability to cut price in retaliation deters potential entrants
	Customer loyalty can discourage potential entrants
	Focusing develops core competencies that can act as an entry barrier

	Buyer power
	Ability to offer lower price to powerful buyers
	Large buyers have less power to negotiate b/c of few close alternatives
	Large buyers have less power to negotiate because of few alternatives

	Supplier power
	Better insulated from powerful suppliers
	Better able to pass on supplier price increases to customers
	Suppliers have power because of low volumes, but a differentiation-focused firm is better able to pass on supplier price increases

	Treat of substitutes
	Can use low price to defined against substitutes
	Customers become attached to differentiating attributes, reducing threat of substitutes
	Specialized products and core competency protect against substitutes

	Rivalry
	Better able to compete on price
	Brand loyalty to keep customers from rivals.
	Rivals cannot meet differentiation-focused customer needs
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