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Assessment Criteria

To achieve a ‘Pass’ grade of 40% or above
In order to achieve a pass grade the student must demonstrate an understanding of the
concepts and principles of Strategic Management at Level 6. The work to be produced must
apply appropriately Strategic Management concepts and frameworks in order to address the
areas specified in the assignment. There should be also a clear evidence of research and

reading, with reference to appropriate sources.

To achieve a grade of 70% or above
satisfying all of the outlined criteria for

In order to achieve a grade of 70% or above, as well as ed
nderstanding and application of the

a ‘pass’, the student must demonstrate a detailed u ap :
concepts and principles of Strategic Management models. The submission .wull bg vye"
organized and contained how evidence of appropriate investigation

including research from a range of academic literature and other secondary §ources of
information. Detailed answers will be given to each of the questions with app_endlces where
appropriate. There will be an evidence of wider reading through appropriate supporting

references.

all relevant data. It will s

This assignment will assess learning outcomes

1. Demonstrate a systematic understanding and critical evaluation of the key aspects of

the strategic management process;

2. Demonstrate the ability to compare different theories and perspectives of strategic

management and use and appraise them appropriately;

gic management. Analyse and apply

3. Critically evaluate theories and concepts of strate
dge learned to solving complex

appropriate problem solving techniques plus knowle
business problems;

4 Demonstrate the ability to communicate complex issues.

The Case Study

The Competitive Strategies of Lenovo in the Corporate Market
By: Mingshir Lin Kyriakos, et., al.

Executive Summary

In recent years, the personal computer manufacturing company Lenovo has utilized unique

_competitive strategies to achieve a rapidly increasing share of the computer and notebook
‘ A quiring the 1BM brand name and laptop division, Lenovo soon became a

.....
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Background
hinese person computer manufacturer that has gro
uting company in the world. Since its acquisition of the |IBM Personal
Computing Division in 2005, Lenovo has been a player on the international stage,
expanding operations rapidly and seeking to develop an international reputation for the
Lenovo brand name. By 2006, Lenovo had acquired and set up significant investments and
centers in the United States, and had begun marketing Lenovo branded products outside
r both notebook and desktop sales

China for the first time. An internal analysis of markets fo
shows that Lenovo continues to manufacture and sell about an equal number of laptops and
cts (including 1BM branded

desktops each year. Roughly half the sales of Lenovo produ
products) continue to be sold in Asia, while the rest are relatively evenly split between sales

in the Americas and in Europe.

Lenovo Group isaC
largest personal comp

e stated goal of Lenovo Group Chairman to “challenge

perceptions of Chinese companies as mainly producers of cheap, low-end products.”
Lenovo has begun marketing high-end models of notebooks under the IBM brand, like the

ultra-thin Thir?kPad X300. As a result, Lenovo has not rolled out a range of low-end
products outside of China. However. Lenovo has plans to release a wide ranae of products,

at both low and high-end levels.

In recent years, it has been th

International PC Market Viability

Despite the slowly growing PC market in the US, the corporate market continues t

demonsft{ate a healthy growth rate. The total corporate market size in the US grew fs :
$664 billion in 2004 to $778 billion in 2007. Dell, HP, and Lenovo have dom?nat dr?t:n
co:porate deskt.op and laptop market with 87% of enterprises purchased their deskt iy
84% of enterprises purchasing their laptops from these three manufacturers in 20%%8 :?\(cji

tec to ¢ ‘tpe same in the next two years.
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Customers

Customers in the corporate PC span the range from small and medium-sized businesses to
large enterprises. Desktops have dominated the enterprise computing arena for decades
because they are cheaper, more powerful and easily upgraded and repaired. However,
increased needs for mobility and rapid increase in laptop performance-to-price ratios have
resulted in a recent upswing in the share laptops have in the corporate market. Even as
performance and price remain priority, additional factors like energy-efficiency, size, weight,
and noise have become increasingly important. The ratio of desktops to laptops evolved
from 75/25 in 2004 to 70/30 in 2006 and desktop managers reported in 2006 that their
laptop usage plans over the next two years were 1.5 times greater than their desktop usage

plans.
Brief Competitor Profiles

Dell is currently the top enterprise desktop and laptop supplier in the world. Dell supplies
both desktops and laptops to more than half of North American and European enterprises,
doubling its closest competitor in both notebook and desktop PC sales. In North America,
Dell is winning 60% of the desktop and 58% of the laptop market. Dell's strengths lie in its
low prices and product support. However, low R&D budget prevents Dell from producing

new innovative products.

HP maintained its solid No. 2 desktop supplier status and recently overtook Lenovo for
laptops, supplying desktops to 27% and laptops to 21% of North American and European
enterprises. HP has also improved significantly year-over-year, especially across laptops. It
gained 6% in the North American enterprise laptop market and 5% in the European
enterprise laptop market in the last year. These gains will continue, since HP recently
refreshed its entire lineup of Intel-based laptops in 2007 with Intel's Santa Rosa release.
However, HP is behind in product quality and product support, according to surveys of

The Problem
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convincing concepts to support the answer. The format should be well organised and easy

to follow based on the structured marking criteria specified below.
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Plagiarism Warning:

Summary

e Plagiarism occurs if you use somebody else's work in an assignment or exam

answer, but fail to state where you got the material from.

It can happen in any type of assessment where you are given the questions or

tasks in advance.

If another student uses your work in their answer(s), both you and they will be

punished when caught.

Punishments for committing plagiarism can be very severe.

Plagnarism is a form of cheatlng in which students use the work of others and present it as
ersity publishes a fully detailed description of what the term
web-site under the heading 'Procedures for

resty. We strongly recommend that you go
. Meanw :"_lle, hene Is an extract of some of

& plagiansm means on the Universnty s maln
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ment under your own name.

» Copy another students’ work and submit it for assess
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they then submit it for assessment und

« Allow another student to copy your work and

their name

it means. If,
This last item is of particular importance; few students seem to understand what |

for example, you allow another student to borrow your work and they subsequently copy
some that work and present it as their own, you and they will both be punished even though

someone else copied your work.

The risks of working with other students

Some assessment tasks are explicitly designed for group work, and it will be made clear that
a group answer is expected from you. All other tasks are intended as an assessment of your

individual comprehension and performance, and group answers are not permitted. In
individually assessed forms of assessment your work must be different from that of every

other student. Plagiarism can occur in assignments and any examination where the
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people about how best to answer the questions or complete the necessary tasks.

You should be aware that different modules and subjects may have different requirements.
In some subjects, answers to questions may, for example, require every student on a

answer. You should note, however, that even in these

1 diagrams and concepts should all be in your own words. Moreover, the
be very different on other modules, where the submission of work that has a



plagiarism.

The picture i .

r elevZnt t:)e;t::’mn:):zz:d e unfortunately, it is not possible to give advice that is directly

i RO tl:’ou study. If .you are unsure about how to avoid plagiarism in any

the member of s'taff X e-r than hoping and guessing, you should ask for guidance from
who delivers that module.

Ou SIS ' :
roverall advice is straightforward; by all means discuss how best to answer questions or
complete tasks with your colleagues, but when it comes to actually writing your answers -
DO IT ALONE!

What happens if you get caught?

Contrary to some student rumors, getting caught and being punished for committing

plagiarism is not an extremely unusual student offence. The Business School typically

uncovers and reports for disciplinary action 25 to 30 students each year for plagiarism.

n any manner that they deem fit.
ducing grades, making students re-
r an entire award. The University

ull details of the range of likely

Examination Boards may punish offending students |
Typical punishments Boards may choose range from re
sit modules, through to failing students on a module o
regards this form of cheating as a serious offence. F
punishments can be found on the University’s web-site under the heading 'Procedures for

dealing with suspected cases of academic dishonesty.




