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COURSE DESCRIPTION

Course Purpose

 This course discusses managerial issues and considerations that must be addressed when establishing an Internet business strategy.  The course considers how to devise business strategies to enjoy the benefits offered by e-commerce (as well as the risks of Internet activity).  Although the course examines business models, it does not delve into business valuation matters. Although the course considers how Internet technology affects managerial approaches and decisions that must be taken, it does not delve into technical issues.  Rather, the focus will be on e-commerce success requirements and effective management strategies within such firms. A mix of start up and established firms will be analyzed to discern these patterns.

Course Content

 A mix of business-to-consumer (B2C) and business-to-business (B2B) topics will be dealt with within the structure of three modules involving (1) selling products to consumers; (2) selling services online; and (3)

e-strategies to link businesses to each other. Within each grouping, the course will compare the e-strategies of start up companies with those of ongoing firms:

e-Strategies and New Companies: Converging computing and communications technologies have spurred the formation of multitudes of new companies – many of whom are of dubious value, but some of which have been extraordinarily successful.  Why have some approaches succeeded while others have failed? For a particular business model, how are performance differences best explained? What is the uniqueness of forming a business strategy relying on the Internet medium?

e-Strategies and Ongoing Firms:  Ongoing firms must convert their existing activities to the internet medium – for distribution as well as sourcing advantages, as well as to exploit new global opportunities.  In extreme cases (where no advantages endure), existing companies have been forced to cope devise e-strategies a defensive reaction to attacks from the start up companies.

 Old Economy vs. New Economy Strategies: Even though the internet medium is new and rigorous research findings are limited, enough is known by now to draw conclusions about differences (and similarities) in how to manage e-strategies. Patterns can be discerned based on current events, case

studies, analyst reports, and guest speakers. Lessons can be extracted from discussions within each module and predictions can be made about future strategic developments. For example, the global reach of business ideas fostered online is already a fact. Clearly these ideas will gain greater impact as more adoptions occur worldwide. How do these changing business models and processes present opportunities to add value and improve practice?

GRADING CRITERIA

Individual contributions to class    40%

Three Projects       60%

Project Description: Individuals (or teams) prepare a comparison of the e-strategies of a start-up company versus ongoing firm for submission, presentation and discussion on the summary day of each of the three modules (detailed below). Short presentations may be requested on any summary day of any team’s comparison paper. Bring two copies of your paper – one for each professor. The three summary papers constitute the mid-term and final examination of this course.

MODULE ONE: SELLING PRODUCTS (B2C)

This module contrasts how new companies have exploited the internet’s capabilities (when compared with old-line companies with established infrastructures, facilities, investment base, and knowledge workers) to

sell tangible products. It examines how and why new companies (like Amazon.com, Peapod, Webvan, and eToys) have invested in infrastructures and logistics to rival ongoing companies (like Barnes & Noble, WalMart, Federated, and Sears), as well as how these investments decisions have differed. In evaluating these e-strategies, comparisons will be made between adopting virtual approaches that focus on internet-related core competencies versus approaches with higher levels of control.  After three specific cases studies (augmented, where possible, with guest speakers), a session of summarizing and drawing conclusions which address e-strategies for selling products through the internet medium. Project One is due on summary day (September 18th).

MODULE TWO: SELLING SERVICES

 This module contrasts how new companies have exploited the internet’s capabilities (when compared with old-line companies with established infrastructures, facilities, investment base, and knowledge workers) to

sell services.  The selling opportunities created by the internet facilitated the creation of new business models that have never existed before (such as EBay), as well as opportunities for consumers to circumvent

mediating channels and deal directly with service providers, or act through a new mediating channel (such as Priceline).  Unlike the companies selling products using virtual models, those selling services through the internet are taking advantage of technology without any need to invest in inventories, fixed assets, and the like (like Expedia and Doubleclick). In doing so, the battleground has been drawn between new firms (like ETrade) and ongoing firms (DLJ Direct and Fidelity Direct) that must defend their turf and create new opportunities.  After three specific cases studies (augmented, where possible, with guest speakers), a session of summarizing and drawing conclusions with address e-strategies for selling services through the internet medium. Project Two is due on summary day (October 2nd).

MODULE 3: B2B

Numerous observers believe that ultimately, the impact of the Internet will be more felt via B2B than any other direct consumer opportunity.  Indeed, the Internet enables the creation of global, industry-wide market and trading places on a scale never imagined. Practically every industry has seen a new approach to dis-intermediation occurring in its domain, with numerous new companies and ideas eagerly competing to provide new approaches. Equally, established companies have drawn battle lines to defend their current advantage, or have ventured into new business opportunity afforded by the immense range of the B2B framework.

In this module there will also be three sessions dealing with B2B case studies and situations, made up of the experiences of companies like VerticalNet, NECX, or ZEFER, as well as the experiences examples of

established companies working together in forming new B2B coalitions like the Ford/GM/Chrysler coordination, AVNET, and Ronin/Lycos. After three specific case studies (augmented, where possible, with guest speakers), a session of summarizing and drawing conclusions with address e-strategies

for selling B2B activities through the internet medium. Project Three is due on summary day (October 16th), which also summarizes the half-semester.

Readings and course materials can be drawn from journals / magazines / newspapers and extant cases, as well as Annual Reports, SEC filings, analyst reports, cases and other sources. Guest speakers are possible and highly desirable.

COURSE TIMING:

To be offered during the first part of the fall semester. (If successful, it could be re-offered during the second half of the semester.)  NOTE: Given its newness, when first offered, the course will limit participants to 20 - 25 only, to be individually approved by the Professors.

COURSE MATERIALS LIST

B8799- eStrategy and Internet Firms

Wednesday, September 6, 2000

Session 1 Introduction

Readings: Network Technology and the Role of Intermediaries (9-599-102)

Werbach, K. (2000), “Syndication: The Emerging Model for Business in the

Internet Era,” Harvard Business Review, May-June, pp. 85-93.

Monday, September 11, 2000

Session 2 B2C Sales of Products by Emerging Firms

Guest Speaker CEO of Peapod.com (tentative)

Case:  Webvan: Groceries on the Internet (9-500-052)

Readings: Yoffie, D.B. & Cusumano, M.A. (1999) “Judo Strategy: The Competitive Dynamics of Internet Time,” Harvard Business Review,

January-February, pp. 70-81

Wednesday, September 13, 2000

Session 3 B2C Sales of Products by Old Economy Firms

Case:  CVS: The Web Strategy (9-500-008)

Readings: Maruca, R. & Symposium (1999), “Retailing: Confronting the Challenges That Face Bricks-and-Mortar Stores,” Harvard Business Review,

July-August, pp. 3-12

Monday, September 18, 2000

Session 4 Summary: Selling B2C Products

Case:  Autobytel.com (9-500-015)

Reports: Sample of findings from paired-comparison papers being submitted as section summary will be presented by class members. Module I companies must hold inventory, i.e., Autobytel.com holds no inventory; Webvan does and faces inventory management vs. fulfillment issues.

Wednesday, September 20

Session 5 New Concepts in Selling Services to Consumers

Case: eBay, Inc. (9-700-007)

Readings: Sinha, I. (2000), “Cost Transparency: The Net’s Real Threat to prices and Brands,”  Harvard Business Review, March-April, pp. 3-8

Monday, September 25

Session 6 B2C Sales of Services by Old Economy Firms

Case: Charles Schwab Corporation (A) (B) 9-300-024 and 9-300-025

Readings: Ghosh, S. (1998), “Making Business Sense of the Internet,” ,

Harvard Business Review, March-April, pp. 126-135.

Wednesday, September 27, 2000

Session 7 Sales of Services by Emerging Firms

Case: Priceline.com: Name Your Own Price (9-500-070)

--OR-- CEO of Medscape.com (tentative)

Readings: Hagel, J., III & Singer, M. (1999), “Unbundling the Corporation,”  Harvard Business Review, March-April, pp. 133-141.

Monday, October 2, 2000

Session 8 Summary: Selling Services Online

Case:  W.R. Hambrecht + Co: OpenIPO (9-200-019)

Reports: Sample of findings from paired-comparison papers being submitted as section summary will be presented by class members. Module II firms hold no inventory and face brand equity issues.

Wednesday, October 4, 2000

Session 9 New Concepts in Selling B2B

Case:  Inktomi: Scaling the Internet 9-699-156

-- OR -- Lecture by Safwan Masri (tentative)

Readings: Rayport & Sviokla (1995), “Exploiting the Virtual Value Chain,” Harvard Business Review, November-December, pp.

Monday, October 9, 2000

Session 10 Selling B2B by Emerging Firms

Case: VerticalNet (www.verticalnet.com) (9-500-041)

Readings: Kaplan, S. & Sawhney, M. (2000), “E-Hubs: The New B2B

Marketplaces,” Harvard Business Review, May-June, pp. 97-103.

Wednesday, October 11, 2000

Session 11 Selling B2B by Old Economy Firms

Guest: John Hovis, SVP of Strategic Planning, Avnet

Readings: To Be Determined by Speaker

Monday, October 16, 2000

Session 12 Summary: B2B Commerce Strategies

Reports: Sample of findings from paired-comparison papers being submitted as section summary will be presented by class members

 Professors summarize strategy concepts underlying course

