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1.Concept of Competitiveness

Competitiveness =

Power of an individual product or a group of products offered by
a certain company satisfies existing customers, and also attracts
potential customers to purchasing.

Competitiveness Is a dynamic concept. A favorable cycle between
customer satisfaction and customer attraction.



Dynamics of Competitiveness

product
Competitiveness

(satisfy existing customers) (attract potential customers)
AN
satisfaction level of | _réputation | attraction level of
existing customers potential customers
repeat customers \ \
Increase in user Increase Iin new
popu|ation customers

Takahiro Fujimoto 'Introduction to Production Management' Nihon Keizai Shimbun, Inc. 2001 ( I p96 figure.4.1) *



Competitiveness = persuasive power held by a bundle of design
Information
Product = bundle of design information (message)

Consumers process this information and create own
satisfaction/expectation.
Competitiveness = power of product (bundle of information) that
persuades potential customers,

and makes exiting customers consent.

---Actually, however, competitiveness is difficult to be measured.
In many cases, an overall evaluation has to be made based on
measurements of plural number of indices.

Competitiveness Is measured at the levels of “product”, “brand”,

“business”, “industry”.



Competitiveness of Cannon? ---- Camera? Printer? Copy?
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Competitiveness of Toyota?
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Fine sight. Weather
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market. commerce :)
IX Co. (tile sales 73 billion yen
. ) . . . NG Co. (Japan).
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2.Factors of Competitiveness: Surface and Depth

(1) Competitiveness on Surface
-- part directly visible to customers (interface), and
power of information which a company dispatches to customers
“4P” of Marketing

Product (message embodied in product)

Price (price information conveyed to customers)

Promotion (advertising, etc.)

Place (communication in sales store)



Customer Interface and “Competitiveness Factors on Surface”

Bundle of Information

Product (message embodied in product)

Price (price information conveyed to customers)—

Manufacturin
company
(sender of

information)

Customer
(receiver of
iInformation)

Promotion (advertising and other means

of sales promotion)

Place (sales talks at sales store, etc.)

Takahiro Fujimoto 'Introduction to Production Management' Nihon Keizai Shimbun, Inc. 2001 ( I p100 figure.4.2) *



(2) Competitiveness in Depth (QCD + F)

Cost: Cost exits behind price.

Depose into each cost factor.

Further decompose into productivity and charged factor prices.
Quality: Design quality and manufacturing quality
Delivery: Up to order-based production or prospective production

Closely related to production quantity and production capacity
Flexibility: Level of flexible correspondence to

changes/diversification in guantity and product




price

Malin Factors of Product Competitiveness
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Organizational Capability and Performance of Mono-Zukuri

( other environmental factors )
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Organizational Capability and Performance of Mono-Zukuri
. Evaluate in Multiple Layers

Organizational ability and performance of the one-making

Other environmental agents )

e N

Mono-Zukuri ) competitiveness competiti e
izati ili petitiveness rofitabilit
organizational capability behind scene on surface P Yy
t

levkl that competitors canng
mitate easily, but can be attained indices to measure indices to measure
floor level floor-level's capability product's ability
invisible to customers evaluated by customers

spruce-up/cleaning company's profit

problem solving productivity, price, performance, delivery, _
improvement cost production lead-time brand, advertising effect stock price
just-in-time development lead-time market share,
flexible production development productivity level of customer satisfaction
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Productivity of Auto Development: High in Japan
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Adjustment method:

(1) # of body types=2, (2) New design ratio=0.7, (3) Suppliers’
contribution=0.3, (4) Product class=compact/sub-compact

Fujimoto, Nobeoka, Thomke ' Data of Research Project on Global Automobile Product Development (Nobeoka drawing)'




Framework of Multi-Sphere Evaluation on Competitiveness
Imbalance Observed in Japanese Auto Industry

Exchange rate. Business fluctuations. Strategic ability of headquarters. Other factors.

Organizational \‘> Competitive edge in \ Competitive edge in \

ability of the one- back —> oble —> Profitability.
making. ' '
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