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Firms that have adopted internet technology have been confused by distorted market signals.
It is natural to look at marketplace outcomes for guidance, when confronted with a new business
phenomenon. However, market signals can be unreliable in the early states of any important new
information technology. New technologies trigger rampant experimentation, and the experimentation is often
unsustainable. As a result, market behavior is distorted and must be interpreted cautiously.

In Chapter 1, we review a concept of business model and roles of strategies in a business model. In
Chapter 2, we discuss a strategic auditing method for analyzing market/channel positioning, product/service
positioning, value chain/value network positioning and external environmental factors. In chapter 3, we
introduces major frameworks for understanding factors forming strategies. The strategic grid model
categorizes four quadrants depending on the level of impacts of information technology on operation and
strategy. The strategic alignment model presents a new method of assessing an alignment of information
technology and business throughout all elements of a business model.

In this research, we review the concept of a business model. This research introduces factors that shape
strategies and new frameworks for understanding these factors. The research objective of this manuscript
is to present a guidance for firms how to use information technology for attaining sustainable competitive
advantages.
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(Table 1) Alternatives for Strategy Evolution

Enhancements Expand Extend Exit
Lower cost Eliminate a feature,
Product Improve quality Add new products or services None drop a service or a
Add features product
Attract new customers within | Expand new markets, withdraw from a
Market L. .. None
existing market through advertising. | segments market, segment.
Imy S i f
Channel prove cost, quality of a current Add new channel None Drop channel
channel
Value Chain/ | Improve operations and relationships . Stop doing business
Network with current partners Add new suppliers or partners None with a partner.
. L Extend into a new .
Business Improve the strategic alignment of . Drop a business or
X Add new revenue streams business or adopt a .
Model current business model . business model
new business model
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[Fig. 2] Strategic Alignment Model
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