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iPhones sold as on iPhones in the
of November 2018." past 10 years.

The Cost of iPhones (USD)'*“

Despite only
accounting

for 14.5% of

all sales...

..at its peak
in 2015, Apple
captured 94%
of smartphone
profits in the
industry.
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Why Amazon’s Kindle 2 Can't Be Made in the U.S.

The Kindle 2 e-reader was designed by Amazon’s Lab126 unit in California. The vast majority of its components are made in
China, Taiwan, and South Korea, and it is assembled in China, a center for such work.

Electrophoretic display
MADE IN TAIWAN

REASON Its manufacture
requires expertise developed
from producing flat-panel LCDs,
which migrated to Asia with
semiconductor manufacturing.

Flex circuit
connector

MADE IN CHINA
REASON U.S. supplier
base eroded as the
manufacture of con-
sumer electronics and
computers migrated
to Asia.

* Controller board
MADE IN CHINA
REASON U.S. com-
panies long ago out-
sourced the manufac-
ture of printed circuit
boards to Asia, where
there is now a huge
supplier base.

Wireless card

MADE IN SOUTH KOREA
REASON South Korea
used its infrastructure for
designing and manufac-
turing consumer electron-
ics to become a center

Highly polished
injection-
molded case
MADE IN CHINA
REASON U.S. supplier
base eroded as the

Lithium polymer
battery

} Gary P. Pisano and Willy C. Shih (2009)

manufacture of toys,
consumer electron-
ics, and computers
migrated to Asia.

for making mobile phone
components and hand-
sets, especially products
using CDMA technology,
which is widely used in
South Korea.

MADE IN CHINA
REASON Battery devel-
opment and manufactur-
ing migrated from the
U.S. to Asia along with
the development and
manufacture of con-
sumer electronics and
notebook computers.

Photo courtesy of ifixit.com
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VRIO framework

Is a resource ar capability . ..

Valuable?  Rare?  Costly Exploited by Competitive Economic
to imitate?  organization?  implications performance
No — — MNo Competitive Below normal
1 disadvantage
Yes No — Competitive Normal
parity
Yes Yes No | Temporary Above normal
competitive
' advantage
Yes Yes Yes Yes Sustained Above normal
competitive
advantage

1. The question of Value: Do a firm’s resources and capabilities enable the firm to respond to environmental
threats or opportunities?

2. The question of Rarity: Is a resource currently controlled by only a small number of competing firms?
The question of Imitability: Do firms without a resource face a cost disadvantage in obtaining or developing it?

4. The question of Organization: Are a firm’s other policies and proce dures organized to support the exploitation
of its valuable, rare, and costly to imitate resources?

} (Barney and Clark, 2007)



A simple model of innovation strategy

Innovation
strategy

Innovation
processes

Innovative
capabilities

Resources
for innovation

} Mnyn: Dodgson et al (2008)



[Seatol TUTTOL TEXVOAOYLKY)G OCTPATNYLIKNG

Proactive Active Reactive Passive
Objectives Technological and Not being first to Wait and see. Follow Do what is
market leadership innovate, but being a long way behind ~ demanded by
prepared to follow customers or
quickly dominant firms
Type of Radical and incremental Mainly incremental Entirely incremental  Occasionally
technological incremental
innovation
Knowledge Science; in-house R & D; In-house R & D; Competitors; Customers
sources Collaboration with Collaboration with customers;
technology leaders; technology leaders, purchase of
demanding lead customers, and licenses
customers suppliers
Innovation Basic and applied R & D; Applied R & D; products Focus on operations No formal
expenditure products and services and services new to activities

Risk acceptance

Main forms of
appropriability

Typical firms

new to the world;
operations; education
and training

High-risk projects
included in portfolio.
Take big bets

IPRs; complementary
assets; secrecy; speed

DuPont; Apple; Qantas;
Singapore Airlines

the firm; operations;
marketing; education
and training
Medium-—low risk
projects. Hedge bets

Complementary assets;
speed

Microsoft; Dell; BA

Projects all low risk.
Wait and see.

None

European and Asian
budget airlines,
such as Ryanair
and Air Asia

No risks taken.
No bets.

None

Third- and
fourth-tier
automotive
suppliers

Mnyn: Dodgson et al (2008)



ETtimeda avamtuing TeXVoAOYIKNC GTPATYLKTC

Proactive
Innovative
strategy

Active
innovation
strateqgy

Reactive
innovation
strateqgy

Passive
innovation
strategy

Range and depth of resources and
innovative capabilities required

Complexity and complicatedness of innovation process required

Mnyn: Dodgson et al (2008)



Mepika epyadeio kol HEBOSOL AVATITUENG
KOLVOTOULKWYV LKOVOTHTWYV

Innovative
— (What to do tools)
Capabilities
) -
. i GameChanger| | Foresight & Delphi Product Knowledge
o Searching « | s, Leomenme) (etop o] | (R | | mremen
v E analysis Technology Technology & }
A roadmapping innovation audits Social
: network
! analysis
<+ Selecting + e Multi- Portfolio
! . criteria analysis | o
v ' assessment
H
“+Configuring* Project, Operations &
: LOgiStiCS Tools e.g. Stage Gate
Y " QFD, DCM
« Deploying <! (How to do it tools)
v !
? Project Balanced
} i evaluation d
<+ Learning ‘-i & review scorecar
“|Double-loop learning| ! l

Mnyn: Dodgson et al (2008)



KovoTopKEC LIKAVOTNTEC, AVHAVTIKA TIAXIOLY, EPYUAELX KaL HEOOSOL

~Innovative Key Analytical frameworks/concepts Tools & techniques
Capability objectives (some examples) (some examples)
Searching Seeking and assessing Technological trajectories, Forecasting/Foresight, Delphi,
market and technology Sustaining or disruptive Bibliometrics, Technology
opportunities and threats  innovation, road maps
Radical-incremental
innovation, Lead
customers/suppliers
Selecting Choosing amongst future  Life cycle analysis, Core Technology and Innovation
options, based on competencies/technologies, Audits, Social network
evaluation of available Platform technologies, analysis, Portfolio analysis,
resources and results of First-mover/fast-follower Peer Assist, Gamechanger,
search activities advantage Multi-criteria assessment
Configuring  Ensuring the coordination  Lean Thinking, Integrated Technology Plans, R & D
and integration of Solutions, Innovation alignment tools, Quality
innovation efforts brokerage, Balanced Function Deployment, User
teams, Agile tool kits
manufacturing
Deploying Delivering internally Complementary assets, IPR portfolio management,
generated and acquired Dominant designs, Market Standards setting, Real
innovations. Protecting for ideas or products, options
and delivering value from  Appropriability regimes
iInnovation
Learning Improving the performance Learning curves, High-level Post-project evaluations,

of innovation processes learning

Strategic reviews, Balanced
Scorecard

Mnyn: Dodgson et al (2008)



H mpokAnon ¢ pnéikeAevOne kawvotouiag

A e}\"

Q

& | Higher >

£ | profitability __ Technology

= performance gap
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Lower
profitability

C. M. Christensen et al. (2018)



Radical Innovation challenge

e H amnotuyio Twv eOpOLWUEVWY ETILXELPNOEWV ELVOL ATTOTEAECHA TNC
EMewdnc emévduong ) TNC avikovoTNTAC va emevOUoOoUV
QTTOTEAECUATIKA OTNV OVATITUEN TWV VEWV KATAAANAWV LKAVOTATWV;

— Abuvapuila aAAaync oTpaTNYLIKNC tapa texvoloyioc!
(Rosenbloom and Christensen, 1994)

* Organizational bias - myopia

e Corerigidities



OLKO-OUOTNULKN TIPOOEYYLON

* EudwAgvpEVEC LEPOPXLEC
e Juotnuata-Aiktua agloc

* JTPOTNYIKEC TTAATPOPUOC
— 2kAnpot diokot: (Christensen 1992)

n emtuyio N OXL TwV EMLXELPNOEWV OEV €€0PTATO OO TLC
LKOLVOTNTEC TTOU QTTOLLITOUVTAV OO TL ONUOVTIKEC KOLVOTOLLLaG,
aAAQ OO TO €AV SNULOUPYOU OOV EVKOLPLEC OTO UDLOTAUEVO
‘diktuo atiac’

* Nwc¢ aéLoAoyouV oL CUPUETEXOVTEC 0TO OLKTUO TNV Kalvotouia;
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[Mnyn: Rosenbloom and Christensen (1994)



To diktuo atiac tou MIS

Corporats Management
------- lji-‘: _""l-: IBM _ i'l'""ﬂ““"“
Pintors 1y [ compers . Sotwerm ol
............... [ Storage ,.I__---_____-____
;
Central . Technology Capacity ! Mutti-chip IC
: i Control Data Disk Drives Speed '
_ Processing Unit IBM Rekiabiity . Packaging, etc.
" Particulate | Read/Write Recording o

[Mnyn: Rosenbloom and Christensen (1994)



To JiKTUO agiag Tou popnTOoU UTTOAOYIOTN

Portabda Parsonal
Cormparting

lwmmmah‘q&- Laith | ok Comoutars Li#ﬁ!-wmmr:t'i e :

Cone A
2 B-nch Lo power :
,  MCTOpROCIESO gt Dighal Diisk Drives oo |

—
i

;

o IATHESJMHH:HE:I:

T e ———
! dlesk i m Fasmits Heads

H
i
)

[Mnyn: Rosenbloom and Christensen (1994)



Hard disk capacity (Mb)

2UYKPLTIKEG TPOXLEC XWPNTIKOTNTAG OKANPOU SLOKOU TIOU AmaltouvIay ava UTTOAOYLOTH),

20 évavTl xwpnTkotnToC SLabéotpnc og kABE apXLITEKTOVIKN
1 IS NN AN NS (VRO N WY SR RN SN NN N N S R
1974 1976 1978 1880 1882 1884 1888 1988

1990 Mnyn: Rosenbloom and Christensen (1994)
Yoar



APXLTEKTOVLKN KOLVOTOUL

e Avadlapopdwon tou xaptn:
* Atla
* JUOTNMO — OLKOCGUOTNHO — TTOLKTEG
e KavOVEC — ETUXELPNUATLKA LLOVTEAQL
* AM\NAg€aptNOELC



Scientific and technological
roots compared to those

|_| O LO q ET[ l,Kp (X,TE i_; of predecessor business Value nerwork

Similar Different Same New

Entrants were lead mmmovators and becante overall market leaders

Desktop xerographic copiers X X
Electronic calculators X X
Hydraulic earth moving equipment X X
Minimill steel making X X
Portable transitor radios X X
Programmable motor concrols X X
Radial tires in North America X bt

RISC microprocessors X X
Semiconductor electronics X X
Steamships X X
Incumbents were the lead innovators but entrants gained market leadership

Helical scan videotape recorders X X
Incumbents were the lead innovators and maintained leadership

Electronic data processing X X

Float glass X X

Synthetic fibers X X

CT scanning X X

Electronic cash registers X X

Incuribents were the lead innovators but the innovation failed to displace established technology
Optical data recording X X

Videodisc X X

Wankel auto engine X X



The Razor Blade Business Model In A Nutshell

The razor blade business model, also known as the razor-razorblade model, involves selling a
product at a lower price to then sell a related product later for a profit. The razor and blade
business model has been popularized by King C. Gillette, founder of safety razor company
Gillette, which sold a durable razor at cost while selling disposable blades at a premium.

Sold at Cost

Sold at Premium

o] o]

Core (durable) product sold at cost

or very little margin. While the
=~ " disposable product associated  #
with the durable product is sold at

a wide premium

FourWeekMBA




Apple Business Model
Apple has a business model that is divided into products and services. Apple generated over $383 billion in
revenues in 2023, of which over $200 came from iPhone sales, $29.36 billion came from Mac sales, nearly $40

billion came from accessories and wearables (AirPods, Apple TV, Apple Watch, Beats products, HomePod,
iPod touch, and accessories), $28.3 billion came from iPad sales, and $85.2 billion came from services.

iPhone Sales

$85.2B
Services 22.2%\

jC

Wearables, Home and Accessories 10.4%

Apple's Revenue Streams $192

S $200.6B
|_iPhone 52.3%
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net sales
300 $265.6B $2608 527:.5

250 $22028 -0 ——e@——
200 @
150

100 $94.688$99.8B 978

$59.538 $57.418_- 80— ®——9
50 o—0—eo _./ net profits

$48.35B $55.25B
2017 2018 2019 2020 2021 2022 2023

FourWeekMBA Intelligence

Americas Europe
$162.56B $94.298

Greater China
$72.56B

Apple's Distribution
Rest

of
Asia
Pacific
$29.61B

Japan
$24.268

Direct sales Indirect sales

FourWeekMBA




How Much Profit Does Apple Make Per iPhone?

It costs Apple $501 to make an iPhone 14 Pro Max, and the company sells it at a base price of $1099. This
makes Apple's base markup on the latest iPhone model at 119% Apple is the only tech company able to sell
its tech products at a such a premium, thanks to a combination of hardware, software and marketplace.

$85.28B
Services 22.23%

_Cost To Make
iPhone Pro Max

$501
-

Source Data: Apple Financial Statements, iPhone manufacturing cost: Nikkei Asia Fo u rweek M B A

https://fourweekmba.com/how-much-profit-does-apple-make-per-iphone/



https://fourweekmba.com/how-much-profit-does-apple-make-per-iphone/
https://fourweekmba.com/how-much-profit-does-apple-make-per-iphone/
https://fourweekmba.com/how-much-profit-does-apple-make-per-iphone/
https://fourweekmba.com/how-much-profit-does-apple-make-per-iphone/
https://fourweekmba.com/how-much-profit-does-apple-make-per-iphone/
https://fourweekmba.com/how-much-profit-does-apple-make-per-iphone/
https://fourweekmba.com/how-much-profit-does-apple-make-per-iphone/
https://fourweekmba.com/how-much-profit-does-apple-make-per-iphone/
https://fourweekmba.com/how-much-profit-does-apple-make-per-iphone/
https://fourweekmba.com/how-much-profit-does-apple-make-per-iphone/
https://fourweekmba.com/how-much-profit-does-apple-make-per-iphone/
https://fourweekmba.com/how-much-profit-does-apple-make-per-iphone/
https://fourweekmba.com/how-much-profit-does-apple-make-per-iphone/
https://fourweekmba.com/how-much-profit-does-apple-make-per-iphone/
https://fourweekmba.com/how-much-profit-does-apple-make-per-iphone/

2TPATNYLKN ELOOOOU

e Texvoloyia: ot aduvapiec yivovtol ta Suvata onueia -
OUVEPYELEC

e Ayopa: BUAaKeC e VEQ KpLTAPLOL

* OpyavwolaKn oTpaTNYLKN: VEQ ovToTNnTa N evdo-
ETIXELPNUATIKOTNTA,;

e Opyavwaolakn kavotnta:
e oUvOeon SIkTUWV alog - OLKOCUOTNUATWY



OpyavVWOLOKEC LKAVOTNTEG

* AUVALKEC LKOVOTNTEC yla SnULoupyLkotTnta
* Mabnon
e Entiluon mpoPAnuatwv- Avalnitnon
e KpLtikny okeWn
* Audopntnon
 |kavotnTta ouvOeoNC: EOWTEPLKN, EEWTEPLKN TEXVOAOYLKN



Technology Alliance Strategies, (Doz Y. and Hamel G., 1997)

Capability
Complementation

Capability Transfer

Individual Alliance Network of Alliances

A B
GE-SNECMA Corning Glass
alliance alliances

C D
Thomson-JVC

alliance Aspla




Trade-offs between Different Modes of Collaboration

(Schilling, M. A., 2017)

Potential for

Potential for

Leveraging Potential for Accessing
Existing Developing New Other Firms’
Speed Cost Control Competencies | Competencies Competencies
Solo Internal
Development Low High High Yes Yes No
Strategic
Alliances Varies Varies Low Yes Yes Sometimes
Joint Ventures | Low Shared Shared Yes Yes Yes
Licensing In High Medium | Low Sometimes Sometimes Sometimes
Licensing Out High Low Medium Yes No Sometimes
Outsourcing Medium/High | Medium | Medium | Sometimes No Yes
Collective
Research
Organizations Low Varies Varies Yes Yes Yes




H texvoAoywkr) otpatnykn Bewpnon
OUYXWVEUOEWV KaL EEayopwv

Horizontal

Vertical

Related

Unrelated
(most difficult)

Learn new skills
Gain ground on competitors

Examples of Desired
Outcomes

Improvements in
manufacturing or marketing

Reach critical size

Access new technology
Gain ground on competitors

Upstream or downstream
control

Cost reduction; Improve
quality

Learn new skills
Gain ground on competitors

New customers

Marketing or manufacturing
improvements

Access to new technology
Learn new skills

New products, processes,
markets

Risk diffusion, new
customers/suppliers

White M. and Bruton G. (2011)




Agvtpo

aT[(')d)ao- n q Strategic Diagnosis
TEXVOAOYLKNG |
EEGVOP('IQ FonmGton ot

Technology Strategy

:

Determination of
Strategic Need
That Acquisition of

Technology Might Solve
l Type of Partner Needed
Level of Compatibility
Wil it create value? & Gos
Culture
Systems
No No Yes

STOP—
go back to
diagnosis

Design of Alliance
N Y Impl h
-— Appropriate for goals — mpstegteengtyt €

Positive future expectations
White M. and Bruton G. (2011)



Define Your Core/KaBopiote Tov nupnva oo

Auvarog EMITYXIA

Mupnvag

Tt eival auto nmou da oag KaVeL KKIAUTEPOUC arto ortolovonmote aAAov otnv
dnutoupyia ptac Avonc yla toucg meAatec oac kat ueAdovtika So mpEneL va
TIPOOTATEWETE mavw amo oAouc kat Ua mnpenel vo eéediéete kat va

aVanTUéeTe;

Source: Aulet, B. (2013). Disciplined entrepreneurship: 24 steps to a successful startup. John Wiley & Sons (pp.122)



Baolka xopaKTNPLOTLKA TOU
Muprva

* Movadwkog Mupnvag (povadikotntay)
* To otolxeio autd SUOKOAEUEL TN HiNON OO TOUG QVTAYWVLOTEG;
* INMavTikog nupnvag (Znupaoia)

* To otolyeio autd amoteAel MAEOVEKTNUA CUVOESEPEVO HE TNV LKAVOTNTA TNE EMLXEPNONG OAC VO TTAPAYEL

QUTO Tou B€Asl/ekTipd o teAatng (MoooTtikomolnpevn aéla);
* Avantuén nupnva (Auvopikog mupnvog)

* Elval Loxupog o mupnvag oag; Evioyxvetal kat e€eAloosTal e TNV mApodo Tou XpOVOU CUYKPLTLKA E TOUC

OVTAYWVLOTEC OOC;

Oxupwote tov NMuprva coc anEvavtl 6ToUC OVTAYWVLOTEC ooc!



Moleg

[

.

T mAsovekTipata SLHBETEL N opada oag; lEpapXrOTE TA QO TO LOXUPOTEPO GTO TILO ASUVALO.

loxughtepo

AdUvauo

€lval oL MPOTEWVOUEVEG «TAPPOLY TWV LOXUPWV GNUELWV TNG EMXEIPNCNH oag;
loxyupbtepo

AdUvauo

glval oL SuvnTIKOL MUPAVEG AVTAYWVLOTIKOU TAEOVEKTHLATOG YLOL TV EMLXEIPNON oOG;



WVLOTIKOU TTAEOVEKT

Molog elval o mpoTeLVOpEeVOG «MuprVagy Ao TG MAPATIAVW EVOANAKTLKEG;

P ruati autdc o «Muprvacy eivat fj Ba sivat oto uéAhov povasikoc;

EM ruati sivat onpaveikde yia tov mehdn-otoxo oag; Mg oxetiletal pe v npdtaon afiag oag;

MNwg avamtuooetal Pe TNV TAPOoSo TOU XPOVOU OE OXECN HE TOUG OVTAYWVLOTEC E TPOTIO TIOU OL AVIAYWVLOTEG Sev YmopoUv armAd va To
KaAUPouV LOALG TO GUVELSNTOTOLGOLVY;

Mota Atav n gvtepn (A Tpitn) emloyn Kat yLati n mpwtn Aoy ival n KaAutepn;

JUYKPLVETE Kal avTumapabéote.



2TPATNYLKN TOoTtoBETNON

Twn
Al

Mpotepatotnta B

TO QVTOYWVLOTIKO TOTILO

»

»

Mpotepatotnta A



AvaAvon SWOT

Avvatda onueia — Aduvapa onueia —

Strengths Weaknesses .

Eukaipiec— ANEEC —

Opportunities Threatens E:QTEP"(O
(&) T - NEPIBAAAON
ylLa va eKUETAAAEUTEITE TIG EUKAULPIEG Katl

l l ylLa VOl QITOWUYETE TIG AMELAES

@ ETI KA AP N HTl K A * Ewvioxuote ta adUvara onueia oag

EZQTEPIKO
MEPIBAAAON

Xpnowonoieiote ta duvard onueia oag




Strengths Weakness

* Long history, abundant technical * Pure high-grade route

strength and strong finance * More oil consumption relatively

* Own BMW. MINI, and Rolls-Royce * High price of repairing and after service
synchronously * Recalled 350.800 cars all over the world due
* Numerous R&D funds to quality problems.

Opportunities Threats

* Mature developed country market and * Intense competition

emerging developing country market * Increasing price of raw materials and larbor
* Income increasing force

* Global environment issues * Oil price

Source: https://slideplayer.com/slide/7387432/24/images/6/Strengths+Weakness+Opportunities+Threats+SWOT+Analysis.jpg



https://slideplayer.com/slide/7387432/24/images/6/Strengths+Weakness+Opportunities+Threats+SWOT+Analysis.jpg

Business Strategy Hub

SWOT ANALYSIS OF UBER s betrotagyuscom
STRENGTHS AKNESSES
Largest Ride Sharing Technology +  Multiple Scandals
+ Strong Brand Recognition « Substantial Losses
Low Fixed Investment Dependency on the workforce
+ Dynamic Pricing Strategy +  Public Backlash
+  Customer to DRIVE Interaction
= S
OPPORTUNITIES THREATS
Accountability and Performance n‘ Customer and Employee Retention
» Utiize Digitaization + Lawsuits

Dnveriess Technology and other sevices
Logustics

Increasing Competitors



Hmmm...
I wonder which one
better suits my
priorities:

How does your core
map to wlaa‘i'your customer
rea“y wants?

The Competitive Position is where you take your Core and translate it into something that produces
real value for the customer, something that they will care deeply about.

Source: Aulet, B. (2013). Disciplined entrepreneurship: 24 steps to a successful startup. John Wiley & Sons (pp.164)
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Schilling, M. A. (2017) H Ztpatnywkn Atoiknon tng TexvoAoyikng Katwvotouiag, 4n AyyAwkn Ekdoon,
Broken Hill, kedpalata 6-8

Schilling, M.A. (2015) “Technology Shocks, Technological Collaboration, and Innovation Outcomes,”
Organization Science 26: 668-86.

Tidd J. and Bessant J. (2018) Ztpatnywn Awoiknon Kawotoutiag, Broken Hill,
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EpyaAeia kot UALKO

https://www.johnbessant.org/



	Slide 1: Τεχνολογία και Ανταγωνιστικότητα
	Slide 2: Η περίπτωση του i-Phone
	Slide 3
	Slide 4
	Slide 5: VRIO framework
	Slide 6: A simple model of innovation strategy 
	Slide 7: Ιδεατοί τύποι τεχνολογικής στρατηγικής
	Slide 8: Επίπεδα ανάπτυξης τεχνολογικής στρατηγικής
	Slide 9: Μερικά εργαλεία και μέθοδοι ανάπτυξης καινοτομικών ικανοτήτων
	Slide 10: Καινοτομικές ικανότητες, αναλυτικά πλαίσια, εργαλεία και μέθοδοι
	Slide 11: Η πρόκληση της ρηξικέλευθης καινοτομίας
	Slide 12: Radical Innovation challenge
	Slide 13: Οικο-συστημική προσέγγιση
	Slide 14
	Slide 15: Το δίκτυο αξίας του MIS
	Slide 16
	Slide 17: Συγκριτικές τροχιές χωρητικότητας σκληρού δίσκου που απαιτούνταν ανά υπολογιστή, έναντι χωρητικότητας διαθέσιμης σε κάθε αρχιτεκτονική
	Slide 18: Αρχιτεκτονική καινοτομία
	Slide 19: Ποιος επικρατεί;
	Slide 20
	Slide 21
	Slide 22: Η περίπτωση του i-Phone
	Slide 23: Στρατηγική εισόδου
	Slide 24: Οργανωσιακές ικανότητες
	Slide 25: Technology Alliance Strategies, (Doz Y. and Hamel G., 1997)
	Slide 26: Trade-offs between Different Modes of Collaboration (Schilling, M. A., 2017)
	Slide 27: Η τεχνολογική στρατηγική θεώρηση συγχωνεύσεων και εξαγορών 
	Slide 28: Δέντρο απόφασης τεχνολογικής εξαγοράς
	Slide 29
	Slide 30: Βασικά χαρακτηριστικά του Πυρήνα
	Slide 31
	Slide 32
	Slide 33: Στρατηγική τοποθέτηση
	Slide 34: Ανάλυση SWOT
	Slide 35
	Slide 36
	Slide 37
	Slide 38: Πηγές

